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Marketing is not the same as it was just a decade ago. 
In fact, it’s wildly different thanks to the internet. 
Though these changes may challenge marketers, 
it also allows customers to engage with their favourite 
(and most-despised) brands in an immensely personal 
way. That, naturally, creates a lot of opportunities for 
customer engagement as well. 

Customer engagement can be a lot of things these 
days. Broadly speaking, it is exactly what it sounds like: 
communication between a customer and a business. 
This can take the form of a reaction, an interaction, 
and the overall customer experience. These days, it is 
usually in reference to online engagement, but offline 
engagement is also possible. In the end, it’s relation- 
ship building, which will hopefully lead to loyalty from 
the customer and improved services from the brand.

Looking at customer engagement strategically, it is a 
way of measuring “word-of-mouth” advertising and is 
meant to build loyalty. This is a shift from the classic 
marketing strategy of maximising conversions and 
places more emphasis on long-term conversions (i.e. 
winning over repeat customers). 

A heavily engaged customer is, generally speaking, 
a loyal customer. Brands who aren’t trying to engage 
with their customers are missing out on a great 
opportunity to build loyalty. As any business university 
freshman can tell you, your business won’t thrive (or 
survive) without repeat customers. 

So what has customer engagement become and what 
can you do to connect with your customers?

Building Loyalty  
through Customer 
Engagement
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In the past, customer engagement was measured by one 
metric: transactions. There was no real way to measure how 
consumers felt about a certain brand. Sure, they had focus 
groups, but opinions and feedback were collected in such 
small sample sizes that it was difficult to justify the actual 
research results. 

These days, customer engagement is often measured 
through social media, reviews, apps and blogs. However, 
defining customer engagement is a bit more categorical 
and strategic. 

Many marketers talk about contextual engagement. 
This usually refers to taking “small” factors of the customer 
experience and placing high value on them. Some examples 
of this are knowing the history, time of engagement, or 
location of customers. With this information, brands can 
create more personalised customer experiences.

Another form of engagement is convenience engagement. 
The basic idea here is that by making your product easy to 
purchase, you increase the odds of converting a customer.

Emotional engagement is also an important form as well. 
Though this may be difficult to measure in terms of emotion, 
it can be tracked to a certain degree with social media. 
The idea here is that a company can really “listen” to their 
customers and get direct and honest feedback.

The common denominator here is social media. Maintaining a 
social presence online is what 21st century marketing is all 
about and if your company doesn’t do anything on social 
media, then you might as well announce your next sale per fax.

How has customer 
engagement  
changed over 
the years?
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With so much technology being used in so many 
different ways, marketing experts have defined 
customer engagement in different manners. We 
looked at some of those forms briefly already, but 
let’s get into some more details.  
 

Contextual 
engagement 
Contextual engagement relies on small indicators of 
a customer’s habits and whereabouts. With more in-
formation about the customer (i.e. shopping history, 
location, time of purchases), brands can provide a 
more personal marketing experience.

By offering the right products at the right time, you 
can really increase conversion rates. For example, 
send coupons for products that have been purchased 
before or have at least been looked at before. Another 
example is sending push notifications for products to 
a customer’s smartphone when they are nearby.

Imagine a woman that uses her Starbucks app to 
buy coffee. The app knows what time of day she 
normally drinks coffee, plus it also knows that she 
loves smoothies because her Facebook account is 
linked to her app. The app might send a notification 
for her to try out a new, limited edition fruit smoothie 
at the Starbucks that is 100 meters away from her 
about 10 minutes before she usually buys her coffee. 

With so much data out there, the possibilities are 
endless. Reaching individual customers can be done 
effectively if brands use this information to their 
advantage.  

Convenience 
engagement
Convenience engagement is really about making the 
customer’s shopping experience as easy as possible. 
Similarly to contextual engagement, marketers use a 
shopper’s history to target them. 

For example, Amazon provides their customers with 
recommended products based on previous search 
queries. Having an “order again” button in the cus- 
tomer’s purchase history is another convenience 
element. If a customer purchases a product that is 
almost certainly going to be purchased again (e.g. 
diapers), then an email reminder with a “Buy Now” 
button could be extremely effective. Amazon tried to 
take it a step further with their release of the Dash 
button. Though it wasn’t the success that Amazon was 
hoping for, the idea was to make online shopping for 
repeatedly purchased items even easier, something 
every brand should strive for.   

Types of customer 
engagement
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Rational engagement
This form of engagement is a bit tricky for marketers 
because it tends to be a customer-to-customer form 
of engagement. Customers love to use emotion when 
buying a product. However, they will need to justify 
those emotions with rationale. We’ve probably all 
done it before buying an expensive product. We’ll 
read customer reviews. We’ll skim through forums 
to see what we can find about other customers’ ex- 
periences. Loyal customers and enthusiasts will make 
knowledge about your products accessible. As a 
brand, what you can do is make these channels 
accessible. That can include hosting a forum on your 
website. Easier than that is probably having a review 
system in your online shop. Here potential customers 
can read reviews, comments, and critiques from 
other previous shoppers. It also allows you, the 
brand owner, to respond directly to comments 
and questions. 

Emotional 
engagement
Now we’re getting to the abstract. As far as 
convenience and contextual engagement go, they are 
much more quantifiable than emotional engagement. 
Unless you’re some kind of half man – half robot, I 
don’t have to explain that humans are emotional 
beings (why do we love?). Naturally, measuring love, 
hate, or any emotion is not so easy. However, emo- 
tional engagement has the largest potential for 
building loyalty among your target group.

Social media is huge here. This gives your brand an 
opportunity to display its “personality”. Posting 
something informative or humorous allows your 
customers to see your brand as something more than 
a brand, mostly because there is an opportunity for 
interactions. 

However, there is more to emotional engagement 
than just sharing funny memes and giving your brand  
a personality. This is an amazing opportunity for your 
company to get real and honest feedback. This is 
the time to encourage your customers to give you 
feedback whether that’s on Twitter, Facebook, or 
your review system. 

Once your customers are emotionally engaged, 
there’s a high probability that they’ll be socially 
engaged as well. Happy customers will sing your 
praises and are more likely to defend your brand  
online as well. So how do you get these customers 
to be socially engaged?
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There are many ways to engage with your customers. 
The most popular way is with social media, because it 
allows for any company to add a human touch to their 
brand. That means sharing news, product info, jokes, 
great images or videos. Besides social media, there are 
other ways to engage with your customers. Let’s have 
a look at some of those ways.

Social Media 
Facebook, Twitter, Pinterest, and Instagram can be a 
brand’s best friend whether you love cat videos or not 
(I’m not here to judge you). The trick is knowing which 
platform your target audience uses and how often you 
should be posting online. Each platform’s posts have a 
different impact and a different lifespan, so mastering 
this will lead to higher engagement.

Fronetics recently released some information that they 
have tested pertaining to social media and frequency 
of posts for each platform. We’ll take a look at some of 
their findings, but it’s important to stress that testing 
this is essential. Every business has a different target 
audience with different needs, habits and 
preferences. See what works for your business.

How to engage 
with your  
customers
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Twitter
Twitter is a great tool for engaging with your brand. 
Perhaps the most “humanising” of all social media, 
Twitter can really add a voice (and a sense of humour) 
to your brand. Tweeting clever one-liners, responding 
to fans, retweeting and sharing great images are all 
part of what makes Twitter a great engagement tool. 
Retweeting really makes a brand’s followers feel like 
they’re being listened to. Pinning a tweet (keeping 
one particular tweet at the top of your profile page) 
can be an effective way of promoting a special event 
or sale. 

Hashtagging (e.g. #trustedshops #ecommerce) your 
tweets is also important as it lets non-followers of 
your page find your brand through trending topics 
and keywords. It’s basically the SEO of Twitter. In fact, 
according to Hubspot, tweets that include hashtags 
are 33% more likely to be retweeted than those 
without one. However, it seems that over-doing the 
hashtags can have the opposite effect. Try to keep it 
to one or two hashtags per post. 

Also worth keeping in mind is that many users will 
turn to Twitter for customer service issues, so keeping 
an eye on your Twitter feed is important not only for 
publicity, but also for customer service.

Look at KLM airlines as an example. In an industry 
famous for disgruntled customers, KLM has hit the 
social media nail right on the head. Constantly hash-
tagging, sharing customer photos, announcing up-
dates to their services, and posting surveys are one 
thing, but KLM takes it a step further. They’ve actually 
rescheduled a customer’s flight which was requested 
through a tweet (and airline industry first), and even 

have a service called “Meet & Seat” that allows pass- 
engers to share their social media profiles with other 
passengers on the same flight, allowing them to 
choose their neighbour for the flight. Practical and 
innovative!  

When it comes to Twitter, it seems that the more often 
you post, the better. Twitter messages are short, and 
their lifespans are even shorter. Many might not ever 
reach your customers, so creating lots of tweets 
doesn’t seem to hurt much. In fact, in Fronetics’ 
month-long experiment, it seemed that decreasing 
the number of daily tweets (from 40 down to 15), had 
a negative impact on their clients. They claimed to 
have seen significant decreases in website traffic, 
new contacts, link clicks, and profile visits. Although 
40 might seem like a lot of tweets (and a lot of work), 
it’s worth testing out.
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Facebook
Facebook – the godfather of social media. Facebook 
is probably the first place you’ll want to go when 
beginning a social media marketing campaign for 
your brand. I can give you the numbers, but we all 
know that everyone and their mothers are on 
Facebook (though some of us won’t accept our 
mum’s friend request). 

If there’s one thing to take from Facebook it’s that 
video is in. Currently, Facebook gives preferential 
treatment to video content, letting such posts get 
more than twice the reach as photo-based posts. 
With Twitter dominating short texts, and Instagram 
clearly taking the image-throne, Facebook has taken 
the opportunity to use video to bridge brands with 
consumers, though other methods such as hash- 
tagging, contests, questionnaires, and “write-a- 
caption-for-this-photo” posts are all fairly common. 

 
TOMS, a shoe company famous for their one-for-one 
policy (when customers buy a product, TOMS will 
donate a product to people in need), has used their 
Facebook account to engage with their followers 
very well. In 2015, they ran an extremely popular  
campaign encouraging their followers to walk bare-
foot for a day and to post their photos with a hashtag 
#withoutshoes. For every image that was posted with 
this hashtag, the company promised to donate a pair 
of shoes to children in need around the world. While 
raising awareness to an important issue, they also won 
over lots of followers to their page.  

When it comes to frequency of sharing, Facebook is 
a whole other story compared to other social media. 
Facebook “decides” what posts are shown to whom. 
In other words, Facebook’s newsfeed algorithm 
values quality over quantity (and videos over photos). 
The more engaged users are with a brand’s content 
(i.e. comment, like, share), the more often it will be 
displayed in other users’ newsfeeds. Because you run 
the risk of being spammy by over-posting, it’s better 
to be more conservative with your post frequency on 
Facebook. It seems like 1-2 posts per day works for 
many companies. Considering that Facebook is much 
more visual and their posts have a much longer life-
span (about 5 hours), it’s clear why Facebook and 
Twitter are very different when it comes to customer 
engagement. 
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Instagram
If Twitter is the textual channel and Facebook is the 
video channel, then Instagram is a brand’s visual 
personality (#selfie!). The Facebook-owned company 
famous for image-sharing works well as a lifestyle 
channel and currently has almost 400 million active 
users. Text is also part of the platform, so hashtags 
(#hashtags4life) also play a great role in brand 
discovery and reach, just like on Twitter.

British clothing brand, Asos, is a great example of how 
to use Instagram to showcase the brand’s personality. 
Mixing promotion and personality, Asos posts photos 
of their products, while also mixing in the occasional 
photos that have nothing to do with what they’re 
selling other than “their lifestyle”. Whether it’s an 
employee eating breakfast or an image of a colourful 
house, Asos does a great job of displaying their per- 
sonality without overdoing promotion, which makes 
their brand more relatable to their followers.     

When it comes to post frequency, Instagram is similar 
to Facebook. The lifespan of a post is considerably 
high here – perhaps even higher than Facebook posts. 
Maybe this is because Instagram is purely visual, with 
very little text to be read. There are also very few links 
and redirects here. Users stay in the app, like images, 
and keep scrolling, so it’s not uncommon for a post to 
maintain engagement for a few days (or weeks) after 
being posted. 

In general, it’s important to be consistent on social 
media. Being responsive is also important as many 
companies are using social media to answer cus- 
tomers directly and even solve customer problems. 
Even though it used more for customer engagement, 
being active on social media allows you to get honest 
feedback on improving your products and your 
services. If you take this feedback to heart, you can 
really improve your services and it will make your 
customers feel as if they’re part of the team and 
important to your brand, thus increasing loyalty 
even more.

YouTube
YouTube is a fascinating medium. It has produced 
celebrities like no other form of social media has. This 
allows for many marketing and customer engagement 
options. Besides using famous YouTubers as potential 
influencers for your brand, companies can also release 
“trailers” and “teasers” for new products, instructions 
on how to use them, interviews and more. Also, the 
comments section of YouTube videos are where the 
engagement really takes place. If your customers are 
engaged and commenting, then this is a great place 
to really begin communications and show your cus- 
tomers that you care about what they have to say.

GoPro is a prime example of how to use YouTube to 
engage with your customers. Considering their 
products are video cameras, they must absolutely love 
YouTube. They have endless playlists from freestyle 
runners, skydivers and surfers. Besides showing really 
unique videos of athletes doing insanely dangerous 
things, each video shows their product in action. 
In essence, every single video they post is like an ad-
vertisement for the company without being too 
“markety”. On top of that, they even have “GoPro 
Awards”, which reward customers who submit 
amazing videos. This is the perfect way to get 
customers engaged while building loyalty at the 
same time. 

Since quality videos are not so easy to produce, the 
frequency of YouTube posts can be much less than the 
previously mentioned media. The trick is to simply be 
consistent. If you decide on a weekly post, then stick 
to it.

https://business.trustedshops.co.uk/blog/creating-an-influencer-marketing-campaign?utm_source=customer%20engagement%20WP&utm_campaign=source
https://business.trustedshops.co.uk/blog/creating-an-influencer-marketing-campaign?utm_source=customer%20engagement%20WP&utm_campaign=source
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Review systems are obviously not social media, but it 
is undoubtedly a tool that lets customers engage with 
your brand. The benefit of a review system is that it is 
naturally organised in a way to get you feedback, lets 
you interact directly with your customers, and allows 
other potential customers to see what your products 
are like and how good your customer support is. 

The biggest difference between reviews and social 
media is that reviews systems are there just for feed-
back. Wait, did I say just for feedback? If your shop 
prides itself in providing a great customer experience 
(which it should!), the feedback provided in reviews is 
invaluable. Improving logistics, creating new partner- 
ships, discontinuing sub-par products and widening 
the product range can often be attributed to learning 
from customer feedback, so if you’re a business not 
paying attention to reviews, you’re simply missing out.  

Review systems can be used from a marketing per-
spective as well because they can get you star-ratings 
in your Google search results, something proven to 
increase click-through rates by up to 17%, according 
to Google. 

You might be asking yourself about receiving negative 
reviews. Yes, this should be a concern of yours. You 
might not believe it, but this is a great opportunity to 
engage because the customer is hoping (and perhaps 
expecting) a response. And you can be sure that other 
potential customers are going to find those negative 
reviews. Keeping a cool head, being communicative 
and staying transparent are the keys to turning a 
negative into a positive (review). When potential 
customers see that customer satisfaction is important 
to your company, there’s a good chance they will over-
look the few negative reviews because there’s nothing 
that beats good customer service, especially when a 
product or shipment fails.  

With the right review system, companies can schedule 
their review requests to be sent out a few days after a 
product has arrived to the customer, thus increasing 
the chance for receiving feedback. A closed review 
system also lets proven customers review your 
products, immensely lowering the chances of your 
competition sabotaging your reputation. Beyond this, 
reviews also give your website fresh, user-generated 
content, which Google absolutely loves when cal- 
culating search result rankings.

Finally, the mere fact that shoppers today actively 
search for reviews before finalising a purchase is 
reason enough to get a review system integrated to 
your online shop. If a customer sees a product that 
they really want on your site, but can’t find reviews, 
they will search for them on Google or Amazon. This 
is a business owner’s worst nightmare. Don’t give the 
customer a single reason to leave your website.  

Using review 
systems to engage
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All this talk of twitter, facebook, and online reviews 
starts to feel like we’re in the Matrix, but it’s important 
to remember that customer engagement happens in 
real life, too. Some may call it event marketing, while 
other call it brand experiences. One thing is clear; 
getting customers to engage with your products in 
real life can have powerful effects.

There are so many things you can do in real-life to 
engage with your customers. But this means going 
the extra mile to make your brand memorable. If your 
company sells camping gear, then set up a monthly 
hike for your customers to sign up for. Offer small gifts 
to first time customers. Hold an annual members 
outing. Combining this with your digital solutions is a 
great way to engage customers in the real world, and 
continue this engagement digitally afterwards. 

A few years back IKEA found out about a user-created 
Facebook group called “I Wanna Have a Sleepover in 
IKEA”. They embraced this idea and created an event/
contest where 100 members of the group were invited 
to spend a night in IKEA. The pajama-only sleepover 
included bed-time stories, massages, goodie bags, and 
naturally product testing.  

Customer 
engagement 
in real-life
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Some elements of marketing and advertising never 
change. However, the forms they take are constantly 
evolving. In the 21st century, technology has allowed 
companies to interact with their customers in a way 
never thought possible a few decades ago. Not only 
can companies interact with their core target groups, 
but they can build personalised stories, get insightful 
feedback, give individual advice, offer unique dis-
counts, display their brand’s personality, and build 
relationships with their customers like never before. 
So, get on social media, get a review system, integrate 
with Google and engage your customers, because a 
loyal shopper can be your company’s best friend!  

Conclusion

Sources: https://www.fronetics.com/often-post-social-media/   
https://blog.hubspot.com/marketing/twitter-statistics
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Though it might seem that a lot of these concepts are 
abstract, there are ways to measure the effectiveness 
of customer engagement. These metrics can be 
broken down into two categories: root metrics and 
action metrics. With root metrics, we see data about 
site visits, duration of time spent on a site, and more 
typical website analytics. With action metrics, we’re 
going to see data where users actually actively engage 
with a brand in one way or another.

Measuring 
customer 
engagement
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Root metrics
With root metrics, you can see some of the 
common data that shows interaction on websites. 
Some of these stats include: 
 

 Duration of visit 

 Frequency of visit 

 Sales 

 Click-through rate 

 Depth of visit (how much of the site 
 was visited) 

 Percentage of repeat visits 

 Recency of visit 

 Lifetime value

Action metrics
Again, here, we can look at some of the actions 
your target market takes to engage with your brand. 
Some of these metrics include: 
 

 RSS feed subscriptions 

 Viewing of high-value or medium-value content  

 Comments 

 Customer reviews 

 Bookmarks, tags, ratings 

 Inquiries 

 Providing personal information 

 Downloads 

 Content re-syndication/ duplication
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