
SUCCESS STORY: ABN AMRO

Social Media Channel 
Gives Banking Giant Human Touch

ABN AMRO uses the Genesys Customer 
Experience platform and solutions to interact 
with its customers one-to-one and on their 
own terms. 

The Importance of a Feeling 
of Intimacy
It’s no secret that customer satisfaction is easier 
to achieve if you can develop a one-to-one 
relationship with your customers. Remembering 
the details of their last purchase, or what was 
said in your last conversation, creates a feeling of 
intimacy that naturally predisposes customers to 
like your business. That’s why owner-managed 
businesses like corner shops are hailed as 
paragons of customer service. And also why 
it’s a challenge for larger organizations where 
customers may rarely, if ever, speak to the same 
person twice.

This challenge has gotten more difficult as 
companies have responded to the demand 
for communication over a range of channels. 
Given that channel management usually uses 
separate teams, something said or done on one 
channel most often remains invisible to the team 
managing another. The result, for the customer, 
is frustration. They end up feeling that every time 
they talk to a corporation their message gets lost 
in a black hole.

“We knew we would have to overcome the 
limitations of a silo-based approach to 
communications channels, and gain a complete 
view of all customer interactions, so anyone  
in any team could pick up where a previous 
employee had left off,” says Ruud Aalbers, Chief 
Operating Officer for Retail and Private Banking 
at ABN AMRO.
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Challenges: 
• Extend communications  

to social media channels
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• Improve customer service

Products:
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SUCCESS STORY: ABN AMRO

Applying Social Media to 
Traditional Banking
ABN AMRO is perhaps not the first brand you 
would think of for leadership in social media. 
Far from being a West Coast-style tech-based 
startup, it’s one of the most revered corporate 
names in the Netherlands, with a heritage 
stretching back to the year 1765. Today ABN 
AMRO is the Netherlands’ number one private 
bank. It serves five million retail, 365,000 
business and 2,500 corporate clients nationwide 
and across the globe. 

Eugenie Gijsberts, Business Consultant ABN 
AMRO, says: “Despite our size, we want all our 
customers to feel special, and we saw that social 
media engagement might hold the key.” However, 
speaking to customers on places like Facebook 
or Twitter is very different to responding 
over the phone or via email. Social media 
platforms are naturally geared towards personal 
interactions, not business inquiries. This means 
communication must be more relaxed than in a 
formal corporate setting. But that doesn’t mean 
communications can be treated any more lightly. 
Far from it. 

On the contrary, social media posts can be 
shared quickly and easily among friends – and 
beyond – meaning that any gaffe could have 
disastrous consequences. So ABN AMRO  
was more than aware that social media could 
help it create a feeling of customer intimacy.  
But it also knew there were serious risks attached 
to getting it wrong. The bank’s people thus 
needed to develop advanced social media  
skills to give the impression of a seamless, 
continued conversation. 

An Evolving Customer Service 
Interaction Platform
ABN AMRO and Genesys have worked together 
for almost 15 years and, over this period, the 
bank has adopted new Genesys solutions to  
help it stand out from the crowd. That journey 
began in 2000 with the implementation of a 
1,000-seat contact center powered  by Genesys 
Customer Interaction Management (CIM). 
Originally dedicated to inbound voice calls,  
new functionalities including email, chat,  
and text-to-speech were added. The bank 
introduced Genesys Outbound Voice in 2005. 

Four years later, ABN AMRO further upgraded 
its customer interaction capabilities by adopting 
a Genesys Voice Platform offering speech 
recognition technology and video conferencing to 
enrich voice, video and web-based conversations. 

As the need to handle social media interactions 
came to the fore, Genesys seemed the 
natural company to talk to. “Genesys was the 
only supplier in the market that could fill our 
requirements and our ambitions,” says Aalbers. 
Accordingly, the bank added Genesys Social 
Engagement to its system in 2011. 

Enabling a Joined-up 
Customer Response
Allowing the bank to capture and share social 
media content across voice, web, and mobile 
touch points, Genesys Social Engagement 
also enables the use of what ABN AMRO calls 
bankmail – a secure branded email channel.

“Customers increasingly want to get in touch 
whenever they feel like it. They can choose 
options such as call-me-now, call-me-back,  
chat, and so on,” explains Gijsberts. “The  
Genesys Customer Experience platform handles 
calls, bankmail and email. It also handles 
web-care interactions originating on Twitter 
and Facebook. Giving agents a view of those 
workflows it gives us a way to blend calls with 
email and other channels.”

For example, a customer who sees a house 
for sale might ring from the street to inquire 
about a mortgage straight away. Or they might 
fire off an email. With Genesys, ABN AMRO can 
see how communications via these different 
channels relate to the same customer, and add 
social media information into the mix to build 
an even richer picture of the relationship and the 
customer’s needs. In some respects this insight 
is fuller than can be delivered from the social 
media platforms themselves. On Twitter, for 
example, Tweets get deleted after two months, 
but if recorded on the Genesys system they can 
be stored indefinitely.

Genesys is helping ABN AMRO deliver extreme 
examples of customer service you would rarely 
expect to see from a bank. “There’s a story about 
a mother on Twitter who had broken her antique 
ABN AMRO money box,” relates Gijsberts. “It was 
20-years-old and one of her son’s favorite items. 
Our agent picked up the Tweet, found a copy of 
the box in our archives, and sent it to her. She 
was absolutely delighted.”

Helping Cross-Channel 
Workflow Management
Equally, from a customer service perspective, 
Genesys is helping ABN AMRO balance its 
customer service agent resources across 
different channels.  
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customer  
service delivery and customer intimacy
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workflow  
management

This is of prime importance: inviting customers 
to get in touch via social media or mobile is all 
very well, but someone needs to respond to 
messages or the value of the initiative is wasted 
and ill-will results.

ABN AMRO uses Genesys Social Engagement to 
help monitor activity on Twitter and Facebook. In 
the future it would like to add LinkedIn, Google+, 
YouTube, web forums and Hyves, a Dutch social 
networking site. Twitter is the bank’s main social 
media channel, followed by Facebook, although 
ABN AMRO is also the most active member of 
the Dutch banking sector on LinkedIn.

“Customers typically use different social media 
channels for different types of communication,” 
says Gijsberts. On Twitter, most of the time ABN 
AMRO gets simple service questions, such as an 
inquiry as to when social security money will be 
paid. On Facebook the content is different and 
usually about subjects the bank proactively posts.

Currently about five percent of enquiries handled 
by ABN AMRO call center agents correspond 
to web-care, Twitter, Facebook and other social 
media channels. A further 30 percent relates 
to email and bankmail, and the remaining 65 
percent is phone calls. In an average day, the 
business can get between 1,300 and 1,800 
Tweets, of which 300 to 500 need an answer. 
But that number can mushroom if, for instance, 
the mobile banking system crashes. During one 
outage in 2013, for example, 3,000 Tweets were 
posted in a single day. 

On Twitter each reply has to be handled on a 
one-to-one basis, which means it’s important 
to monitor the level of activity at all times. ABN 
AMRO has 20 agents with web-care skills and 
15 agents handling chat interactions. Web-care 
employs two to three full time agents per shift, 
dependent on demand. 

On the Ball with Customer 
Service Issues
As the mobile banking system example shows, 
the Genesys Customer Experience platform 
can help ABN AMRO stay on top of issues that 
may have an impact on customer service and 
satisfaction. This helps improve the protection 
of the bank’s brand. “The web-care department 
is in close contact with our communications 
department,” Gijsberts points out. “When they 
think a message will be re-Tweeted they’re in 
contact with the comms department to get an 
answer that’s in line with corporate guidelines.”

Going forward, ABN AMRO is hoping to improve 
the value of its social media engagement by 
integrating its Genesys system with the Siebel 
CRM platform. After investing heavily in its 
mobile banking capabilities, it also wants to 
increase the multichannel capabilities of its apps. 
As this work continues to result in new customer 
interactions and conversations, Genesys 
technology will be there to help ABN AMRO build 
relationships and give the bank even more of a 
human touch.

“There’s a story about a mother on Twitter who had broken her antique 
ABN AMRO money box. It was 20-years-old and one of her son’s 
favorite items. Our agent picked up the Tweet, found a copy of the  
box in our archives, and sent it to her. She was absolutely delighted.”
Eugenie Gijsberts, Business Consultant, ABN AMRO


