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More than seven years of social media experience
20M 
fans/followers
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We are engaging in 1.5 billion customer 
conversations each year.

“Engaging in honest, direct 
conversations with customers and 
stakeholders is a part of who we are, 
who we’ve always been. The social web 
amplifies our opportunity to listen and 
learn and invest ourselves in two-way 
dialogue, enabling us to become a 
better company with more to offer the 
people who depend on us.”

-Michael Dell
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Foundation of social strategy:
Focus on Value Drivers

Value to Customers Value For Dell

Online communities meet variety of needs 
across customer segments, enabling 
customers to …

Online communities create potential for tangible 
impact against Dell’s key value drivers:

Customer 
Insights to Drive 

Innovation

Marketing Spend 
Efficiency

Traffic

Basket Size

Cost Savings

• Retention
• Profitability

Customer 
Lifetime Value

Conversion Rate

• Brand awareness
• Lead generation
• Net Promoter Score

• Support
• Sales and marketing

• Unique visitors
• Visits/page views

• Average order value

• Indirect R&D savings

• Leaks in purchase 
path

1.  Make meaningful 
connections based on 
shared interests

2.  Express themselves

3.  Receive exclusive 
rewards and recognition

4. Get advice, validation, 
and assurance about 
decisions

5.  Solve a specific problem 
(their own or someone 
else’s)
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Listen, Learn, Engage & Act

Dell’s Social Media Listening Command Center



Global Marketing

Social Media Listening Command Center: 
Monitor conversation volume & sentiment
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Training is 
critical for 
both risk 
mitigation & 
scaling 
engagement
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Transparency in company affiliation
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Empowering employees: Social Media & 
Community University 

Confidential

Policy 

Principles 

Governance 

Training & tools
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Empower team members through certification

(3) Mandatory Classes (1) Platform of choice

“Consider Dell, which has two types 
of defined training models: 
a guideline-focused course for everyone 
and a series of in-depth courses that are 
required for anyone representing the 
company in social media…”

“Best in class training”
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Customer Experience Through Social Media
Social Outreach team formed in 2006

• Tech support experts were then 
hand-selected for their tech problem-
solving expertise and superior 
interpersonal skills

• On average team addresses 4,000 
posts a week in 14 languages

– 98% resolution rate

– 50% ranters to ravers conversion

– Team proactively developing helpful 
content based listening and engagements
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Continuing the conversation & riding the bike…
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Customer 
connected 
employees are 
your companies 
rock stars…
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What Dell did for 
the American 
Red Cross

18



Global Marketing19

Thank You!

Q&A

@GorilatDell
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# 1: Ground training in strategy and vision for team’s role in social media

# 2: Make certification a requirement

# 3: Goal to have employees activated

# 4: Determine the required information that employees MUST KNOW in 
order to be activated

# 5: Mixed teaching style with lecture, dialogue, exercises and scenarios
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Our top ten SMaC University learning’s:
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# 6: Launch Training Ambassadors for global scale and regional
relevance

# 7: Launch with in-person to “be the social face” & address questions

# 8: Evolve your training curriculum to include real time mistakes

# 9:Myriad of tools to continue the conversation: SMaC U Chatter group, 
Videos, Adobe Connect

# 10: Identify and reward the small courageous steps

Our top ten SMaC University learning’s:


