
There's only one brand 
experience—and it's  
far reaching
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Companies make an enormous investment in acquiring new customers, only to lose 

some to poor customer service. They develop new products and enhance existing ones. 

They expand into new markets and channels, and promote the brand aggressively-all the 

while treating post-sales support as a just another cost of doing business. 


A survey conducted by Branded Research revealed that two-thirds (66 percent) of 

respondents in the U.S. agree that when making decisions about purchases, customer 

service is just as important as product quality and price. The State of Global Customer 

Service 2017 study by Microsoft revealed that nearly all respondents (96 percent) claim 

customer service is important to determining loyalty to a brand. 


Customer service clearly has a role to play in enhancing the brand experience, and 

companies that take advantage of this opportunity are certain to be rewarded with an 

increase in customer lifetime value. The flip side of this opportunity is that continuing  

to treat the customer service being provided by your contact center as a cost center is 

causing your business to lose business. In fact, treating the customer support organization 

as just another operational expenditure to be minimized in a misguided attempt to 

maximize profits virtually guarantees having dissatisfied customers who will take their 

business elsewhere. 


In addition to customer service being vitally important to your brand is the opportunity it 

affords to gain a wealth of information about what your customers think about your 

products. Indeed, the contact center provides some companies their only means to have 

regular contact with their customers. Product teams should, therefore, be involved in the 

effort to ensure they are getting the feedback they need to make product improvements 

that also increase brand loyalty and customer lifetime value. 


This white paper, intended for C-level executives, quantifies the consequences of 

customer service—both good and bad—and outlines how organizations can take full 

advantage of the contact center opportunity to turn customer service into a competitive 

advantage that dramatically increases customer satisfaction and lifetime value. 
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Gartner estimates that poor 

customer service is costing 

businesses over $75 billion in lost 

revenue every year in the U.S. 

alone. Why? Because customer 

service is now just as important to 

the brand experience as the 

product is, and businesses that are 

turning their contact centers into a 

competitive advantage are reaping 

the rewards.
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The intelligent automation 

needed to route calls to the 

best available agent


The context agents need to 

resolve each customer’s issue 

quickly on the first call


The ability to tap the full 

potential of the smartphone to 

further enhance and streamline 

the conversational experience


The means to unite support, 

product, web, social media and 

other teams in a coordinated 

effort to maximize customer 
lifetime value

Contact Center as-a-Service 

offerings are making it easier 

than ever to take advantage of 

purpose-built customer support 

platforms that provide:


 


What you will learn 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The Cost of Poor Customer Service 

Gartner estimates that 

poor customer service is 

costing businesses over 

$75 billion in lost 

revenue every year in the 

United States alone. 

Complaints about customer service are all too common. When a customer calls for support, 

there is already a problem. Poor support is certain to make the problem worse, potentially 

resulting in an upset customer who might: 1) never buy another of the brand's products  

ever again; and 2) tell everyone (friends, family members and even total strangers on social 

media) about their bad experience and why no one should ever do business with this  

terrible company. 


These complaints about customer service are caused by an experience that is also all too 

common. A customer calls, navigates a cumbersome Interactive Voice Response (IVR) system, 

finally gets to speak with an agent and explains the problem. Then the customer gets 

transferred to someone else who is supposed be able to solve the problem, and is forced to 

repeat the explanation only to find out a different agent is now needed. Then it happens again.  

What is missing in this example is the context and intelligent automation needed to direct each 

call to the best available agent who is fully equipped to solve the problem for this customer 

quickly and satisfactorily. By routing all calls more intelligently based on context (for example, 

the customer's recent purchases and agent capabilities), these important interactions between 

your customers and your agents get off to a good start, making them far more likely to 

conclude successfully and, thereby, increase customer satisfaction and brand loyalty. 


Just how bad is the situation with customer service? Gartner estimates that poor customer 

service is costing businesses over $75 billion in lost revenue every year in the U.S. alone. 

According to GrooveHQ, 82 percent of customers left a company because they had a bad 

experience, and that an angry customer will, on average, tell 16 people about a bad 

experience. And research shows it can take 10 or more positive experiences to make up for 

just a single negative one. 


Building Brand Loyalty with Superb 
Customer Service 
Contrast the frustrating customer service experience described in the previous section with 

one that is certain to delight. A customer calls, quickly navigates the intuitive IVR system, and 

is immediately connected an agent. With access to appropriate context about the customer's 

recent purchases, along with agent availability and capabilities, the call is routed to an agent 

who can actually resolve the customer's issue. The customer briefly explains the problem, 

and because the symptoms described could have several possible causes, the agent sends  

a message asking the customer to reply with a photo. The photo enables the agent to 

recognize the problem immediately and describe how the customer can get the product 

working properly. The problem is resolved to the customer's satisfaction on the first call, and 

the entire interaction lasted only a few minutes. How could anyone not be happy with such  

a positive interaction? 

Ninety-six percent of 

respondents say 

customer service is 

important in determining 

their loyalty to a brand. 

(Microsoft State of Global 

Customer Service 2017) 
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Marketing Metrics 

estimates that the 

probability of selling  

to an existing satisfied 

customer is up to 14 

times higher than the 

probability of selling  

to a new customer. 

While assisting the customer for one product, the agent could thank the customer for past 

purchases of other products and ask questions about those. This is a great way for product 

teams to get guided and direct feedback regarding specific aspects of individual products. 

The questions provided by the product teams could be qualitative and/or quantitative 

depending on the feedback being sought. Or more open-ended questions could be asked 

about how customers are using the products and if they have any suggestions for 

improvements. 


Positive customer service experiences like these are destined to build brand loyalty and grow 

revenues. According to Marketing Metrics, the probability of selling to an existing satisfied 

customer is up to 14 times higher than the probability of selling to a new customer. 

GrooveHQ notes that 86 percent of consumers are willing pay more for products when 

knowing they will receive better service. And the PWC Consumer Intelligence Series Customer 

Experience 2018 report revealed that 65 percent of U.S. customers find a positive brand 

experience more influential than advertising. 


But the benefits go beyond increased revenues from existing customers. On average, one 

happy customer tells nine other people about their experience with your company, according 

to GrooveHQ. A reputation for good support also buys your brand goodwill with the media 

and potential investors, and helps to create a more positive company culture. And contact 

center agents experience increased job satisfaction, which reduces costly turnover. 


The Contact Center Opportunity 

Contact Center as-a-Service 

What does it take to equip agents in a contact center with the tools needed to deliver the utterly 

satisfying customer service experience described in the previous section? At the risk of being glib 

it takes two things: A will and a way. The will is up to company management, of course, but the 

case for change is quite compelling. 


The way involves making enhancements at both ends of the customer support conversation. In 

the contact center, purpose-built customer support platforms provide the call and customer 

context and intelligent automation needed to transform the conversational experience into one 

that dramatically improves both customer satisfaction and agent effectiveness. At the other end 

of the conversation is a remarkably powerful smartphone that holds enormous potential to 

further streamline and otherwise enhance the interaction, making it possible to resolve issues 

easier and faster than ever before. 


The many advantages afforded by the cloud make it ideal for running customer support 

platforms. These Contact Center as-a-Service (CCaaS) offerings provide context for each call by 

accessing the wealth of data currently available about customers, products, common issues, 

agent expertise, contact center activity, and more. The many data-driven insights gleaned are 

what make it possible to route each call more intelligently to the agent who is best able to resolve 

the customer's issue on the first call. These insights also give supervisors the visibility they need 

to optimize overall contact center operations. 
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Nearly two-thirds (66%) 

of consumers expect a 

customer service agent 

to know their contact 

information, product 

information and service 

history as soon as they 

engage for assisted 

service. (Microsoft State 

of Global Customer 

Service 2017) 

Context is key to being able to resolve issues quickly and deliver a satisfactory customer 

service experience each and every time. Indeed, the lack of meaningful context is the root 

cause of the all-too-common and particularly annoying complaint customers have about 

contact centers: being passed around to different agents and needing to repeat the same 

information until finally getting to an agent who can resolve the issue. This common 

occurrence helps explain why two-thirds (66 percent) of consumers now expect a customer 

service agent to know their contact information, product information and service history as 

soon as they engage, according to Microsoft's 2017 State of Global Customer Service report. 


A significant challenge to getting the correct context for every call is that the data needed is 

stored in separate customer relationship management (CRM), customer data management 

(CDM) and other business systems. According to a 2018 CCW Special Report on Intelligent 

Customer Contact Workforce, organizations cited the way information is currently siloed in 

disjointed and disconnected systems as causing the #1 agent experience issue, the #1 

performance bottleneck and the #1 technology challenge. 


To help overcome this challenge, some CCaaS offerings have built-in interfaces or 

"connectors" that integrate with popular software like Salesdesk, Zendesk, and Microsoft 

Dynamics CRM. Commercial or custom applications that lack a pre-built connector can also 

be integrated using published application programming interfaces (APIs) and/or software 

development kits (SDKs). For example, an interface to a knowledge base could make 

available a list of likely problems and solutions for each product. 


The cloud makes it easy for organizations of any size to take advantage of state-of-the-art 

technologies, including the customer support platforms being offered as a service. For large 

organizations, the cloud's virtually unlimited scalability is a major advantage. For smaller 

organizations, the cloud provides a complete solution (hardware, software and support), 

thereby eliminating the need to hire and retain a staff of experts. 


Operating in the cloud enables CCaaS offerings to deliver carrier-class high availability,  

high performance, scalability, versatility and security. The cloud offers service level 

assurances with four nines (99.99 percent) of uptime, and that uptime is around the clock 

with special provisions that make it possible for the cloud service provider to perform 

routine software and hardware maintenance with no disruptions. The enormous economies 

of scale are what make it possible for the public cloud to provide such high service levels far 

more affordably than is possible in private or hybrid cloud configurations. 


Its global presence and virtually unlimited scalability enable the cloud to deliver high 

performance to contact centers located anywhere in the world. This also makes it easy to 

stand up new contact centers and business process outsourcing (BPO) providers. As a 

multi-tenant environment, the cloud also possesses robust security provisions, including 

some that make it easier for CCaaS providers to assure compliance with government 

regulations that protect personal privacy, such as SOX (Sarbanes-Oxley) and HIPAA (Health 

Insurance Portability and Accountability Act) in the U.S., and GDPR (General Data Protection 

Regulation) in Europe. 
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While the cloud has many advantages, it cannot guarantee one thing that is also vitally important 

for contact centers: voice call quality. Voice call quality varies substantially among CCaaS 

offerings, making it necessary to select a service that will deliver satisfactory performance for 

both Voice-over-IP (VoIP) used in smartphones and the Public Switched Telephone Network 

(PSTN) infrastructure for landlines. 


Being able to resolve issues quickly on the first call substantially increases customer satisfaction. 

But it has another advantage: it lowers costs through a combination of reduced per-minute 

phone services changes and improves agent productivity. And there is even more a customer 

support platform can do to optimize overall contact center operations. For example, a 

dashboard that provides supervisors with a real-time view of current call volume and agent 

activity enables making adjustments to avoid problems. Or information about each agent's 

performance, combined with recordings of actual calls, affords an opportunity for targeted 

coaching. And it is worth noting that more productive agents often have higher levels of job 

satisfaction, which helps reduce turnover. 


Here is what a customer (on the left) and an agent (on the right) might see during a support call that 

leverages the smartphone's voice, imaging, texting and other capabilities to streamline the interaction. 

Making the Most of the Customer's Smartphone 

At the customer end of the conversation, smartphones have become the device of choice for all forms 

of communication, and their power and potential present numerous opportunities to enhance the 

customer support experience. According to the Pew Research Center in its America's Views on Mobile 

Etiquette report, 90 percent of people had their smartphone within reach at almost all times as far 

back as 2015. And two years later in 2017, Microsoft found that more than half (52 percent) of 

respondents in the U.S. already had a more favorable view of brands that offer a mobile-responsive 

customer support. 
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The power of the smartphone explains its popularity and how it has forever changed how 

people communicate. A conversation today is not just by voice, it's by text, it's by images, it's 

multimodal, multimedia and multichannel. Think about it: The smart "phone" is also a 

camera, a Web browser, a database of contacts, a GPS navigator and virtually whatever else 

its user wants it to be with the myriad of apps now available. Is it any wonder that customers 

want to tap (no pun intended) its full potential during support calls? 


Here are some examples of how combining context with smartphones can lead to a more 

streamlined and satisfactory conversational experience. By reviewing each caller's product 

purchase history and identifying any undelivered products, the customer could be 

immediately presented with a choice to get shipping status or speak with an agent. Or the 

caller could be presented with a list of recent purchases to select the one with the problem, 

and then be presented with a troubleshooting article for that product. If a self-service option 

is not available, the call could then be routed to an agent who might answer: "Hi John. I see 

you recently purchased a widget, is that what you're calling about? [Pause for customer to 

respond.] I'm sorry you're having a problem setting it up. Let me help you with that." 


Additional ways to make the conversational experience more efficient and effective by using 

the many modes of communications available in a smartphone include gathering pertinent 

details via prompts during wait time; in-call and bidirectional texting; photo and screenshot 

sharing and annotation; scanners for barcodes, QR codes and documents; identity 

verification via fingerprints or facial recognition; and payment processing. A particularly 

powerful capability is live chat interface rendered on a Web page that enables the customer 

and agent to interact on the website while simultaneously communicating via voice, text or 

some other means.


The smartphone's potential to enhance the conversational experience is so great that some 

companies are now integrating customer support capabilities into their mobile apps. From 

within the app, the customer could initiate a support session, and the app could then 

automatically upload useful information to the customer support platform where it can be 

made available to the agent. The many sources of information include the user's profile and 

device ID, the app's own status, the most recent user actions, diagnostic test results, all 

other apps currently running, operating system version, the user's location (via GPS), and 

more. The app could also make it easy (with permission) to access any of the smartphone's 

features or files, or to verify the user's identity with a fingerprint or facial scan. 


Having customer support within or even as a mobile app is destined to become a best 

practice for contact centers. According to research by The Digital Disconnect, 75 percent of 

consumers would prefer to use mobile customer care inside an app because it reduces time 

and hassle. And that was in 2016. If your company has a mobile app, are you really willing to 

disappoint three-fourths of your customers by not integrating customer support 

capabilities? The potential here is so significant that companies not currently offering a 

mobile app may want to consider creating one just for customer support.


Cloud-based customer support 

platforms afford benefits for 

customers, agents and 

companies alike. Customers 

get an intuitive and 

streamlined multi-modal 

conversation, with no need to 

repeat information and faster 

problem resolution. Agents 

experience less stress and 

increased job satisfaction. And 

companies get substantially 

greater customer loyalty and 

lifetime value, leading to 

higher profits. future-proof 

support. 


 


Benefits All Around




Taking the First Step 
The customer's experience with the contact center has become just as important as the 

experience with the product itself and is, therefore, worthy of equal attention by senior 

management. And its importance is certain to grow as Microsoft's State of Global Customer 

Service 2017 study discovered with its finding that 57 percent of global respondents had  

a higher expectation for customer service than a year earlier. 


Contact Center as-a-Service offerings now make it easier than ever to take advantage of 

purpose-built customer support platforms that provide the context, intelligent automation and 

robust support for smartphones needed to deliver a more streamlined and satisfactory 

experience for each and every customer interaction.


As the in-depth awareness afforded by context becomes more common, customers will begin 

to expect it, and will become increasingly frustrated with companies that fail to provide it. The 

same is true for the smartphone with its ubiquitous and dominant role in life, including for 

customer support. Why force your customers to explain something in detail (and maybe 

repeatedly) when the agent should already know it or that could be shown in  

a picture that makes the nature and cause of a problem obvious? 


With customer service and the product now being equally important, the former presents an 

opportunity to improve the latter. Trained agents that have direct, daily contact with 

customers provide an ideal means for getting feedback for the product teams, enabling them 

to build a better product, thereby further increasing customer satisfaction-and market share. 
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The Future of Customer Support 

Virtually unlimited potential exists at both ends of the conversation for continual improvements 

in customer satisfaction and agent effectiveness. In the contact center, technologies like 

Machine Learning (ML) and Artificial Intelligence (AI) are only at the beginning of a promising 

future where the possibilities are limited only by the imagination. Although ML and AI are terms 

that get overused (and often abused), the ultimate goal of both is what could be called 

"intelligent automation." 


Many CCaaS offerings already employ intelligent automation to improve contact center 

operations by providing agents with more complete context, better call routing and more 

accurate estimates of wait times. Over time, ML and AI technologies present additional 

opportunities for improving self-service support capabilities by guiding customers more 

intelligently, quickly and easily to a satisfactory resolution. Enhancements in automated support 

services will further minimize the need for agents to deal with mundane matters, enabling their 

time and talents to be devoted to VIP customers or resolving more challenging problems. 
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UJET is reimagining customer support with leading innovation to modernize the customer service experience. 

With a passion for improving the customer experience, our tools offer a multichannel solution for voice, web, 

text and mobile app support. Compliant with SOC2 Type II and HIPAA certifications, security and data 

protection are paramount to the success of our partnerships. Companies like Nest, Instacart, Postmates, Brex 

and GBM trust UJET to optimize and modernize customer support and offer global reliability, security and 

scaling across the world. Customer support must be seamless for the consumer, must empower agents with 

the best tools to solve problems and enable brands to present the best support experience possible. UJET is 

the only option for enterprise companies that want to future-proof support. 

About UJET

So take the first step by starting an internal company conversation about how to turn the 

contact center from a cost center into a strategic asset for building the brand and increasing 

customer lifetime value. Begin by candidly assessing the existing customer service 

experience and then explore opportunities to enhance contact center operations in ways 

that make customer support more effective, efficient and satisfying. And be sure to involve 

all stakeholders in the conversation, including the IT, product, mobile app and website 

teams, to ensure you are maximizing the benefits across the company. 




	Page1
	Page2
	Page3
	Page4
	Page5
	Page6
	Page7
	Page8

