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Reply. A reply, seen in Figure 6.3, helps define a relationship with the patron
and is more personal than a “like” or a repost. We like replies because they allow
direct interaction with individual patrons and an opportunity to express some
personality.

Figure 6.3. A Twitter exchange with one of our patrons.
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Direct message. A direct message (DM) offers privacy above all and can be
useful for occasions when you may need a patron to supply personally identifiable
information, like a phone number or email address. Additionally, while replying
to a patron publicly means others will likely see what he/she said, direct messages
are only between you and the patron. You can see an example in Figure 6.4. Thus,
we have used direct messages to avoid drawing unnecessary attention to a post
that might damage our library’s reputation. On a more practical level, in the case
of Twitter specifically, direct messages have also come in handy when an issue
becomes too complex for 140 characters.

Is there any way to have some guidelines posted for the 5th floor noise?
When the sororities and fraternities come at 6 every night it sounds more
“ like “the library” in southside than an actual one.

Feb 18

Thanks for taking the time to share your suggestion! 5th fl noise is an

issue we'd definitely like to solve. I'l relay your comments to our University
Librarian. | also encourage you to email her directly at barons1@duq.edu.

Is brandon running this? If not tell him i said hi and that he is the best

“ And thanks for responding!

Feb 18

EEEIIETINIECS ¢ )
Feb 18

Figure 6.4. A DM with a patron.

Cautions

Choose your words carefully. If you decide to reply or direct message a patron, be
friendly. As Twitter reports,

Our study found that when consumers have friendly customer
service interaction—as defined by showing empathy and offering
to help—they are more likely to recommend the brand. Of those
who had a friendly interaction, 76% were likely to recommend
the brand. Of those who had an unfriendly interaction, 82% were
unlikely to recommend the brand. (Elrhoul, 2015, para. 4)

Also, don’t forget that this is an informal medium. We aim to write as we would
speak, rather than as if we were composing a formal letter. When appropriate, we
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recommend being funny and light-hearted as seen in Figure 6.5. If you can get the
patron to repost your response, you have won. For this reason, we always try our
best to craft posts that will make people chuckle.

10 Apr 2014
. Just got an email from Gumberg Library Printing Task Force #damn #alpha
#bravo #gumbergsealteamprintsquad

Gumb Lib
(©) Gumbers torary

Actually, our SEAL Team handles
overdue fines: special reconnaissance and
direct action. Gumberg over and out.

:ll‘ E .

5:37 AM - 11 Apr 2014

Figure 6.5. Light-hearted Twitter exchanges can help keep the medium informal.

Additionally, keep in mind that any message sent in private may be made
public. So be careful crafting responses.

Conclusion

Consistently responding to patrons’ direct mentions and posts will encourage
further interaction with the library on social media—both by those who have
already posted something directed at the library and those who have not. Although
we have certainly run into many scenarios that require some heavy-duty public
relations maneuvering, we believe consistently responding to posts that tag the
library has, at the very least, created goodwill by acknowledging our patrons and
demonstrating our regard for them. Overall, we have found that you will not
lose a lot by not responding to a post, but you also will not gain anything either.
Every interaction is an opportunity to demonstrate how friendly, helpful, fun, and
knowledgeable the library is.
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