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Our response approach

Proactive

• Keeping customers 
informed

• Educating about 
critical aspects 
related to safety, 
preparedness and 
restoration 

Responsive

• Monitoring trends 
among customers

• Developing content 
to address 
questions and 
concerns
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Our approach is based on sharing and listening

Publish

Amplify

Engage

Listen/ 
Analyze

Create

Content / 
Strategy

EngagementAnalytics
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Volume projections and response plan

1         2         3         4         5         6         7         8         9          10 
Day post-landfall

For illustrative purposes only
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► Massive, catastrophic storm --
first Cat 4 hurricane to hit Florida 
since 2004 

► During Irma, FPL published 680 
posts on Twitter and Facebook

► Received 107,200 inbound
messages

Hurricane Irma and unprecedented volume

3X
Number of 
messages 

received in all of 
2016

Posts 

received a total 

of 

33.7 million 

views 
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Pre-landfall safety and preparedness
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Mobilization of crews 
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Localized restoration updates and customer resources
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What’s Next? 
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DUKE ENERGY 
FLORIDA 
SOCIAL CARE 
PROGRAM



SOCIAL MEDIA AT DUKE ENERGY

Marketing & Customer  Service

Strategy & 
Content

Tool Admin, Reporting
Customer Service 

Triage

Corporate Communications

Content Specialist
Community 

Manager
Social Listening

Reporting & 
Analytics

Consumer 

Affairs 

Specialist

Consumer 

Affairs 

Specialist

Social Media Council 

(Governing Stakeholders)

• Research & respond to account level 

inquiries & make adjustments in 

accordance with call center policies

• Redundancy resources (for backup during 

absences or high volume events like 

storms)



EVERY MESSAGE, EVERY TIME



TRIAGE AND TAGGING

Customer inquires or 

complains on our  

public timeline

Message Triaged

Customer asked to 

private message 

account info

Case Assigned to CCO 

Specialist

CCO Specialists 

resolves case directly 

with customer in 

private message

Customer responds 

publically/privately or 

both that case is 

resolved

*Tools like Sprinklr enable message tagging fields, for a superior view into issue, sub-issue and regional trends.



HOW TAGGING ENABLES ROBUST REPORTING

36%

22%

9%

7%

6%

5%

5% 3%

2% 2%

1% 1%
1%

Billing & Payments

Outage

Start Service

Vegetation Management

MISC

Insurance/Damage Claims

Website

Customer Service Call Center

Outdoor Lighting

Products & Services

Installation & Construction

Meters

Transfer Service

10%

14%

24%

4%

48%

Yard Damage

Trimming Request

Logs/Chips

Equipment

Aesthetics

Tagging takes time, but can deliver 

compelling operational intelligence by 

region and issue type.



SOCIAL CARE AGENT SLA

• Service level agreement is to respond to 80% of customers within 2 hours during the hours of 9 a.m. to 4 p.m.

• 32% of social customers expect a response within 30 minutes; 42% expect a response within 60 minutes. - Social Habit

TAKEAWAYS

Universal 
Inbox

• Average time to 
triage: 4 minutes

Assigned to 
Customer 
Service

• Average time 
of 11 mins

Assigned to 
Regional  CA 
Responder

•Average handle 
time: 44 mins



CHANNEL 
METRICS 
AND 
REPORTING



FOLLOWER GROWTH
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YEAR-OVER-YEAR INBOUND GROWTH
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2015: 46,578 

2016: 108,325

2017: 232,481
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Inbound Facebook, Twitter, Instagram and LinkedIn messages

Inbound Count: 2015

Inbound Count: 2016

Inbound Count: 2017

Hurricane Matthew

Hurricane Irma



THANK 
YOU!
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Highlights from the 2018 E Source 
Social Media Survey

NARUC Annual Meeting and 

Education Conference

November 11, 2018

Heather Hilgenkamp

Senior Analyst, Market Research, 

E Source
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Twitter remains utilities’ most-used 
social media channel

Base: n = 32 utilities. Question S1_1: Please indicate which of the following social media channels your organization currently uses for 

communicating with the following audiences. Select all that apply in each column. If you are the decision-maker for more than one utility, 

please do your best to answer with all of them in mind. 

© E Source (Social 

Media Survey 2018)
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Use puppies and linemen to increase 
organic, nonpaid engagement

Source: iStock
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Most engaging content in first half of 2018
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New/upcoming technologies on social

Live streaming 360° video

Chatbots

Source: iStock
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Thank you! Questions?

You’re free to share this document in its entirety inside your company. If you’d like to quote or use our material outside of your business, please contact us 

at customer_service@esource.com or 1-800-ESOURCE (1-800-376-8723).

Heather Hilgenkamp, PhD 

Senior Analyst, Market Research, E Source

303-345-9115

heather_hilgenkamp@esource.com

mailto:customer_service@esource.com
mailto:heather_hilgenkamp@esource.com
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