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Session Description 
Want to start using social media to your organization’s best advantage? By monitoring social media websites for 
brand recognition, AutoTrader.com noticed customers were posting service issues and seeking solutions. The 
company quickly discovered that they needed a process for addressing customer issues via social media. Find out 
how their marketing and customer operations  teams collaborated on a pilot project, dubbed Social CRM, to explore 
how social media could expand their reach and resolve problems before they turned into customer service issues. 
 
Speaker Background 
 
Joe Bannon, Consumer Services Program Director at AutoTrader.com, is a 30 year veteran of the advertising and 
media industry. Joe has been at AutoTrader.com since January 2003. Prior to his role in Consumer Services, Joe 
was the Director of Consumer Sales and Support and before that the Director of Strategic Planning and Sales 
Operations. He is currently a member of AutoTrader.com’s Innovation Garage Council and Social Media Strategy 
team, fostering innovation and participation in the social web. Joe holds an MBA and a B.S. in Advertising 
University of Florida where he earned a B.S. in Advertising and an MBA. Joe and his wife Jennifer reside in the 
intown Atlanta community of Morningside, with their daughters Sara (14) and son Jackson (12). In his free time, Joe 
enjoys playing bass and guitar in RoadKill and Cox Rocks, volunteering with ATC's Community Relations team and 
the Cox Enterprises/Chamblee High School Mentoring Program and enjoying life inside the perimeter.
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Joe Bannon, Consumer Services Program Director
joe.bannon@autotrader.com

Social Customer Relationship 
Management at AutoTrader.com

How we pitched and piloted SCRM 
within ATC’s Customer Operations 

Department

The Social CRM 
journey for ATC 
started at ACCE 
2009 in Las Vegas.

Lane Becker, 
President and Co-
Founder of "Get 
Satisfaction," gave 
the final keynote on 
Friday, October 9th.

What happened in Vegas didn’t stay there!

Then I got 
home and 
my wife 
had 
ordered 
shoes…
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Where 
are we?

How did 
we get 
there?

Where do 
we want 

to go?

How do 
we get 
there?

What’s 
next

Social Customer Relationship Management at AutoTrader.com

Customer Service + Marketing + Social Media = ?

Where are 
we?

Customer Service + Marketing + Social Media = ?

Do people care enough about your brand, products or 
services to get mad AND talk about it when you 
disappoint them?

5

Customer Service + Marketing + Social Media = ?

6
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Where are 
we?

Customer Service + Marketing + Social Media = ?

So yes, people care enough about our brand, products 
and services and they do get mad AND talk about it 
when we disappoint them…

7

ATC’s initial steps 
were basic brand 
monitoring and 
occasional 
outreach and 
response.

Customer Service + Marketing + Social Media = ?

Before we started the Social CRM Project, AutoTrader.com did 
have some presence on the Social Web:
1. We had launched a Facebook page and Twitter Feed
2. Marketing was monitoring social media using Alterian
3. We were responding to social mentions of service needs, 

but not in a sustainable way

So, after getting some buy-in from our customer service 
management, we went and talked to marketing and we found 
that our goals were aligned:
1. Faster and more effective response
2. Managing the message
3. Continuing to monitor and see what was out there

First AttemptsWhere are 
we?

8

Started with Blog Monitoring and Response 
(MarCom), launched Facebook and Twitter.

http://twitter.com/#!/AutoTrader_com

http://www.facebook.com/autotrader

http://twitter.com/
http://www.facebook.com/autotrader
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ATC’s initial steps 
were basic brand 
monitoring and 
occasional 
outreach and 
response.

Customer Service + Marketing + Social Media = ?

Where are 
we?
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There are dozens 
of tools out 
there now to 
help you monitor 
what is being 
said about your 
company on the 
social web.

Customer Service + Marketing + Social Media = ?

Where are 
we?

11

You can do this 
too….for free!

Customer Service + Marketing + Social Media = ?

Where are 
we?

http://sm2.techrigy.com/main/

12

http://sm2.techrigy.com/main/
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You can do this 
too….for free!

Customer Service + Marketing + Social Media = ?

Where are 
we?
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ATC’s initial steps 
were basic brand 
monitoring and 
occasional 
outreach and 
response.

Started with Blog Monitoring and Response (MarCom)

Customer Service + Marketing + Social Media = ?

How did we 
get there?

14

Where do we 
want to go?

Customer 
Service is best at 
communicating 
to customers! 
It’s what we do 
all day…but what 
we needed to 
get started were 
strategies, goals 
and tactics.

Customer Service + Marketing + Social Media = ?
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Where do we 
want to go?

Customer Service + Marketing + Social Media =

Social CRM
We had some goals for Social CRM in mind, but we first needed 
to confirm they were:
1. Meaningful to both our customers and to our business
2. Something the company could get behind
3. Realistic

We started:
1. Partnering with Marketing and our Training Department
2. Getting buy-in
3. Listening, monitoring and seeing what was out there with a 

customer service hat on

16

17

What did we find when we started listening?

18

What did we find when we started listening?
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What did we find when we started listening?

19

What did we find when we started listening?

20

What did we find when we started listening?

21
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What did we find when we started listening?
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Where do we 
want to go?

Goals of Social Customer 
Relationship Management

For ATC Social CRM = Advice, Awareness and Education 

•Set some clear, simple goals
•Just a few is fine
•For Social CRM, make sure that 
they are customer centric

Educate consumers who visit social networking sites 
and who are seeking automotive information such as 
car buying, trade-in or selling advice, and information 
about ATC:

•Pros and cons of different sites
•New vs used, selling vs trading, etc.

Answer questions about buying and selling activities, 
ATC products or services:

•Advertising a car for sale
•Using other services, such as valuing a car with an 
online appraisal tools

•Shopping for a new, certified pre-owned or used car
•Educating users about online fraud and how to stay 
safe on line while buying or selling a car

24

Where do we 
want to go?

Goals of Social 
Customer 
Relationship 
Management

For Social CRM = Advice, Awareness and Education 
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Where do we 
want to go?

Objectives for 
Social Customer 
Relationship 
Management

•More awareness of AutoTrader.com and of online car 
shopping, trade-in valuation or private selling

•A  more educated car-buying, trading or selling 
audience

•Increased awareness of online fraud and how to stay 
safe while buying or selling a car online

•We eventually expect to see a reduction in certain 
types of interactions, a reduction in our consumers 
being victims of fraud, more traffic to our valuation 
tools and more ads from private sellers

For Social CRM = Advice, Awareness and Education 

26

Where do we 
want to go?

Benefits of Social 
Customer 
Relationship 
Management

•Answering consumer and customer questions via 
social media will help educate all those using that site 
and also interested in online car shopping or selling

•The public nature of this social activity will position 
AutoTrader.com as trusted experts in our space, as 
well as increase our brand awareness and the use of 
our products and services

•Through the two-way communication with 
consumers and customers enabled by social media, 
AutoTrader.com will stay tuned-in to current shopper 
and disposer attitudes, trends, needs, wants and 
preferences

What’s in it for me?

27

•Commit resources to Social Media ahead of the 
anticipated ROI…“Trailing Monetization of Value”

•Assign appropriate resources: Program Director, 
Program Manager, Marketing/Communications 
Liaison, Supervisor and Agents representing 
Customer Service

•Training on the tools and how to respond to inquires 
via Social Media and handle consumer and customer 
interactions via this new service channel

Next Steps: Work 
with MarCom
and Other 
Management to 
Pilot Social CRM.

How do we 
get there?

Ok! We have goals, objectives and ROI..what’s next?
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•Decide ahead of time and gain consensus on what 
types of sites, audiences and consumer or customer 
conversations to participate in. Do not stray from this 
without re-visiting the strategy and tactics with the 
whole team

•Use this Pilot as research and build a Customer 
Service Social Media Roadmap involving: Audience 
Strategy, Objectives for each audience, Tactics, 
Tools/Technology and Metrics

How do we 
get there?

Ok! We have goals, objectives and ROI..what’s next?

29

•Assigned reps

•Trained on the monitoring tool

•Built up examples of responses reps would use to 
answer inquiries concerning service and other issues

•Ran Pilot in 2010 and are using the learning to craft a 
longer term (3 to 5 year) strategy for SCRM

How do we 
get there?

Ok! We have goals, objectives and ROI..what’s next?

30

Pilot specifics

How do we 
get there?

•Pilot launched on 6/1/10

•Utilized three groups and 4 agents for pilot

•Allocated 2 hours per week per agent

•Covered Consumer Services Support (2 agents), 
Corporate Affairs & Fraud, and Dealer Support

•Identified opportunities to provide education, advice 
or assistance to posts mentioning ATC or related to car 
buying and selling

Ok! We have goals, objectives and ROI..what’s next?
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Examples of how we responded
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Response: AutoTrader.com charges sellers to 
list their car because we offer products and 
services, such as reporting, live chat and 
customer support, that Craigslist, being free, 
does not.  While we can’t guarantee a buyer 
for every car, we are here to help with selling 
tips and advice at 866 AutoTrader  or (866) 288 
6872

Examples of how we responded

32

33

Response: AutoTrader filters the emailed leads 
from interested buyers to  prevent emails like 
this, unfortunately we cannot catch them all. 
For more info about staying safe online, please 
visit: http://www.autotrader.com/fraud/ 

To report a fraudulent listing or if you have 
other concerns about on-line fraud, please 
email fraudwatch@autotrader.com or call 877-
742-8040.

Examples of how we responded

http://www.autotrader.com/fraud/
mailto:fraudwatch@autotrader.com
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Examples of how we responded

34
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What’s Next?
Social CRM

Customer Service + Marketing + Social Media =

What else did we learn?

36

Results

How do we 
get there?

•Private sellers, shoppers and dealers are turning 
to Social Media seeking answers

•What is the best place to sell my car? Where do I 
advertise?

•Should I use a Free or Paid site?  AutoTrader.com 
vs. Cars.com (Craigslist, Ebay, etc.)

•What is my car worth? Should I fix it up before 
selling it or not?

•Is this deal too good to be true?
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Results

How do we 
get there?

•Is this deal too good to be true?

•My advertising isn’t working! What should I do?

•Enthusiast blogs are very, very popular forums 
for not only asking questions about using sites 
like ours, but for posting cars for sale and 
generally “hanging out”

•More and more dealers are advertising on Social 
Media and including information about their 
Social advertising in their ATC advertising

What else did we learn?

What else did we learn?

38

What else did we learn?

39
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What else did we learn?

40

What else did we learn?

41

What else did we learn?

42
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Where do we go 
from here?

What’s next

•Create some quick, clear and easy to understand 
web-enabled tutorial videos that can be posted in 
answer to social media inquiries

•AutoTrader YouTube channel
•Partner with enthusiast blogs
•Enable and expose blogs on ATC

•Some of the content/tutorials and responses should 
target the most common Telephone and Email 
Inquiries about our products and services, Dealer and 
Consumer complaints and Fraud issues

•Social Media Policy and Guidelines in Employee 
Handbook

What is next?

44

So things on the 
horizon for us…

What’s next

•Location, Location, Location! Foursquare and Gowalla
are mobile apps that leverage location. Yelp, Google 
Latitude, Twitter and Facebook are in the mix, too

•Group Buying and Mobile: Groupon, Living Social,  
point-of-purchase advertising, Google’s acquisition of 
AdMob, Apple’s new iAd platfrom

•Mobile Payments

•See http://mashable.com/2010/07/05/5-social-
media-trends/ for more 

What is next?

45

You can do it!

What’s next

http://socialmedia.alterian.com/learn-more/training/training-videos1/

http://sm2.techrigy.com/main/signup.aspx

You can do it, too!

http://mashable.com/2010/07/05/5-social-media-trends/
http://mashable.com/2010/07/05/5-social-media-trends/
http://mashable.com/2010/07/05/5-social-media-trends/
http://mashable.com/2010/07/05/5-social-media-trends/
http://mashable.com/2010/07/05/5-social-media-trends/
http://mashable.com/2010/07/05/5-social-media-trends/
http://mashable.com/2010/07/05/5-social-media-trends/
http://socialmedia.alterian.com/learn-more/training/training-videos1/
http://socialmedia.alterian.com/learn-more/training/training-videos1/
http://socialmedia.alterian.com/learn-more/training/training-videos1/
http://socialmedia.alterian.com/learn-more/training/training-videos1/
http://socialmedia.alterian.com/learn-more/training/training-videos1/
http://sm2.techrigy.com/main/signup.aspx
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Where 
are we?

How did 
we get 
there?

Where do 
we want 

to go?

How do 
we get 
there?

What’s 
next

Social Customer 
Relationship 
Management at 
AutoTrader.com

Customer Service + Marketing + Social Media =

46
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I am here to help!

Questions? Answers?

Joe Bannon
Consumer Services Program Director
AutoTrader.com
3003 Summit Blvd., Suite 200
Atlanta, GA 30319

joe.bannon@autotrader.com

404 568 7491

FB: Joseph Paul Bannon
LN: Joseph Bannon
TW: @samsterish

Thank you!

mailto:joe.bannon@autotrader.com

