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3. Communication is key. In order to provide a brand-differentiating 
customer experience, your organization’s different channels need 
to be melded into one cohesive entity. In fact, the number one pet 
peeve of customers is being required to repeat themselves to multiple 
agents, each time revisiting the reason for contact from the beginning 
(Zendesk 2012).

4. Know your history. Every contact is an opportunity: an opportunity 
to delight, an opportunity to serve, an opportunity to make a sale, and 
an opportunity to learn more about your customer. Utilizing this histori-
cal information allows for an interaction to flow smoothly, empowering 
representatives to wow clients by knowing historical information without 
wasted questions, making each engagement merely a continuation of 
the one before it.

5. Effortless interactions win customers. To keep customers from 
abandoning ship, companies must strive to deliver effortless service, 
delivering accurate and contextual interactions. Effortless service is a 
clear win for customers whose interactions are handled efficiently by 
agents armed with information needed to make sure each interaction 
is customized and on-point. However, businesses are the real winners, 
because the right, complete, and contextual answers to customer ques-
tions allow for immediate resolution and significant customer satisfac-
tion while minimizing handle times.

With these five insights creating a finely tuned orchestra, you can cre-
ate brand advocates, enhance your company’s NPS, drive reductions 
in operational costs by empowering your agents, and increase revenue 
by increasing total wallet share of each customer. 
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Forbes contends that American compa-
nies spend $112 billion on call center 
labor and software yearly, with 4.5 
million frontline agents (U.S. Bureau 
of Labor Statistics), yet for all this, 

consumers are unimpressed. While one study reports 
almost 60% of companies operate or will soon operate 
multichannel contact centers featuring at least eight 
different forms of contact methods, Zendesk research 
has found that 87% of consumers think brands need to 
work harder to create a seamless customer experience, 
while CFI Group reports that only 7% are extremely 
satisfied that brands provide a consistent customer 
service experience across channels. 

For all the time, effort and money organizations are 
investing in their contact centers, it appears what is 
lacking is not the customer service components them-
selves, but how they interact with each other. Simply 
put, is your contact center a finely tuned symphony of 
complementary, interacting parts, or just a bunch of 
random instruments? To help get your contact center 
pitch-perfect, we offer the following insights:

1. One instrument does not a symphony make. 
According to CFI Group, non-phone contact channels 
such as email, Web self-service and chat account for 
more than 30% of customer service engagements, and 
your customer experience strategy needs to reflect this 
changing landscape. In order to engage customers 
(and not be shown up by your competitors), you need 
to allow for interactions in the channels customers use, 
and not force them to move to a mode of interaction 
more convenient to you.

2. Your contact center is only as strong as your 
weakest link. If your web chat earns high marks, your 
call center has operators standing by, your emails are 
answered promptly, but it takes two weeks to respond 
to a customer’s Twitter complaint, then you have a 
problem. The face of your organization must be con-
sistent—you shouldn’t give a movie star smile to video 
chat contacts and the cold shoulder to social media 
interactions. Remember: to your customers, it is all 
the same no matter how they contact you, and a bad 
experience in any one channel can lose you a customer 
across all of them.
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