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Introduction
Across various industries, companies are shifting their approach to become more customer-centric, which leads to the reorganization
of customer care strategies. Traditionally, cost
was the primary consideration for customer
care, resulting in a focus on efficiency. Today,
however, executives realize the strong impression that customer experiences make.
Additionally, today’s customers have transitioned to become omnichannel and expect
that their experience will be consistent and
compatible across channels. They want to
begin on one channel and continue on another. Customers also expect 24/7 access to
customer support.
While technology exists to help with these
shifting expectations, some companies struggle to adapt and incorporate it. Many companies are discovering that the key is semi-automated omnichannel journeys, including using
chatbots with natural language processing,
visual interactive voice response systems, and
virtual agents.
With the changes facing customer care today,
companies can differentiate themselves by focusing on sincerity, empathy, personalization,
and quick responses.
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Customers are increasingly pushing for personalization, and adopting that personalization provides
companies with a competitive advantage.
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90% of customers expect
personalization and want brands to
anticipate their needs.

8/10 Business executives say that
personalization is a key part of their
strategy.

54% of respondents say that they
are investing in personalization
tactics

Source: Har vard Business Review

A Harvard Business Review Analytic Services survey of more than 600 executives showed that
47% of organizations have already rolled out personalized customer communications across channels.
Most companies recognize the value of personalization. Eighty-one percent of respondents indicated that personalization is a key part of their strategy in 2020 and more than half indicated that it is
a key driver of profits and revenue.
These personalization strategies can take various forms, such as personalization of online experiences, mobile applications, product recommendations and offerings, and pricing strategies. In practice, this comes across with personalized homepages and push notifications for mobile applications
that vary based on location.
To remain competitive, companies must incorporate personalization across their advertising, including search advertising, print marketing, and email marketing.
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Building a
Personalized
Omnichannel
Experience
Successfully

As the use of technology, mobile devices,
and other digital channels has grown, some
companies have mistakenly shifted all resources away from traditional channels to digital
channels. The companies expect this shift
to appeal to customers while reducing costs
significantly. However, customer interactions
with this approach tend to increase.
To understand that trend, consider that customers have become accustomed to channels
that put them in direct contact with support.
Amazon has found the ideal solution. It offers
live agents on phones, various digital resources, company-initiated contact, and digital
chats. This omnichannel approach appeals to
all clients. The live agents address complex
requests, quickly resolve issues, and show
human empathy. Additionally, this strategy
allows for movement between strategies,
streamlining the customer experience.
When creating an omnichannel experience,
you should make that omnichannel strategy
the overarching theme, design a service journey that addresses customer needs, identify
cross-trained agents to provide support, and
use next-generation technology to define IT
architecture that supports the omnichannel.

must recognize the changes to customer
preferences in interactions due to these new
channels. Customers now expect companies
to offer multiple channels for engagement and
to provide service and information with a few
taps or keystrokes. Some customers rely on
varying channels depending on the situation.
To provide quality customer care, companies
must have quality digital capabilities. It is
common for companies with low-quality capabilities or who make the transition too soon
to lose customers or increase their reliance on
live support, including an increase in cost per
transaction.
Additionally, companies must supplement
specific tools, such as online self-service with
visibility into situations when service breakdowns can still occur.
It’s a delicate balance. Customers prefer live
agents for complex cases when in times of
crisis, when looking to resolve a problem with
a product or service and in routine cases such
as paying bills. Because of this, minimizing
live agents to cut costs can reduce customer
satisfaction.

The vast number of digital channels available
has made it more challenging for companies
to take an omnichannel approach, but it is still
possible.
As you craft an omnichannel strategy, you
Copyright © 2020 ContactPoint 360 All rights reserved.
Complete or partial external use or reproduction is strictly forbidden.

5

PERSONALIZING THE OMNICHANNEL JOURNEY: INSIGHTS FOR CONTACT CENTER OPERATIONS

What Matters to Customers
As you develop your omnichannel approach, keep the factors most important to customers in mind.
Most customer expectations for service will be related to speed and flexibility, reliability and transparency, or empathetic interactions. To identify the expectations, both within and outside of these
categories, organizations need customer feedback.

Source: Client customer service journey, McKinsey
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Advantages of Personalization Using Advanced Analytics

1.

Reduced Repeat Calls
Analytics can assist in reducing repeat
call volumes. Advanced analytics allows
for the identification of potential improvements. From there, companies can proactively create a personalized solution.

2.

Lower AHT
(Average Handle Time)
The largest segment of unstructured data
in call center operations is typically text,
including text data captured from speech
analytics. It can provide important insights
when used correctly after cleaning.
Mapping keywords and creating a tailored
self-learning solution to find potential
handling time improvements can help
reduce the average handle time.

3.

Improved Agent Efficiency
Advanced analytics can also assist agents
by improving efficiency and unlocking
new revenue. For example, incorporating a virtual sales coach could allow it
to assess the customer based on demographics, past purchases, and the current
service call. This can result in predictions
of products that are more likely to be
purchased and even provide the agent
with a sales script designed to maximize
conversion rates, personalized for the
customer.
The ancillary effects of the aforementioned reduced repeat calls, AHT and
improved efficiency, can all drive the
cost to serve down significantly. Cost
to serve is often the number one criteria
contained in evaluation modeling when
contact center executives are working
to seek alternate solutions.
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The Rise of
Smart IVR

The advancement of technology has led
to the rise of smart IVR, including wider
acceptance of natural language processing technologies and virtual assistants.
Natural language processing tech has
become simpler to implement as well,
leading to the rise of voice bots to solve
customer queries.
Visual IVR systems have also arisen,
combining on-screen interactions with
speech, typically via a smartphone. This
streamlines navigation for both the company and the customer and allows the
customer to input information easily.
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Personalizing the
IVR Experience
With the rise of personalization in digital
experiences, customers expect the same
from IVR. Examples in IVR can include
returning to a previous call without having to reenter information or go through
menus, or biometric authentication.

Advances in biometric technologies allow for voice authentication, without any
need for customers to remember passwords. This additionally reduces the time
spent resolving issues by eliminating the
need for authentication.

Personalization can also come in the
form of designs for varying customer
journeys. For example, if the system sees
a caller typically stays on digital channels,
the IVR system could prioritize transferring them to a human agent. It can also
be used for authentication in the middle
of an interaction with an agent.

Different types of technology are more
integrated now, making it simpler to
pass information between channels and
improve ease of use.

IVR messages are also useful for offering
service updates based on location or to
offer digital alternatives to resolve the
issue.

Predictive analytics, such as machine-learning algorithms, can predict
caller intent, then adjust IVR options
based on the available information and
analytics.

Advanced analytics can be incorporated
into IVR to analyze the “breakpoints”
when customers switch to human
agents. This can allow improvement of
those breakpoints, reducing the work for
agents.
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Playbook for Turning Agile
The playbook for turning agile is already
well-known, as it is also useful in project
management and other functions. To adapt it
to call centers, you must incorporate key best
practices.
Identify which customer care functions should
be piloted, with a focus on a specific region,
product line, or another discrete area. Mapping
customer journeys from start to finish can
assist agents with engagement and their role
in the customer experience. Companies must
carefully determine the ideal clustering of

teams, as that directly impacts performance.
The common goal among the best practices
and decisions is to empower your employees
while providing them with the support and
perspective to think creatively about interactions with customers.
To help the transition from the traditional
call center with a high level of structure, you
must encourage agents to develop the problem-solving mindset.

Personalizing Journeys End-to-End
When you create connections between the various points across a
journey, it allows for improved personalization and a more seamless
customer experience. Diverse industries such as banking, healthcare, and
retail are creating ecosystems connecting their companies with other
businesses in a bid to improve customer service.
Less than 10 percent of global sales currently travel through ecosystems,
but this should reach almost 30 percent by 2025 (Source: McKinsey),
with the home being among the biggest areas for consumer-ecosystems
to develop with voice-enabled devices.
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These new ecosystems and experiences will require a new set of talent,
including changes to the translators and advanced technology required
to personalize new ecosystems. You will also need The need will only
increase as the data increases in complexity.
Artificial intelligence is likely to become crucial in the acquisition of
talent, given that companies that are the most digitized build their AI
capabilities in-house. This increase in tech talent will also need to be
supplemented with improved training that allows those throughout the
organization to understand the changes, including call center agents,
marketers, and sales teams.
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Turning the Future
into Reality

Once a company takes an omnichannel
approach, they will be better equipped
to integrate the technology that allows
for personalized customer service. This
process involves incorporating data and
analytics for a true understanding of
customer needs and optimization of IVR.
Even with a rise in automation and digitization, people are at the core of customer operations. As self-service tools
or automation increasingly addresses
minor issues, agents are left with more
complex customer requests.
Customers have come to expect personalization, which requires companies
to acquire a suite of capabilities. Ideally,
customers prefer real-time, one-to-one,
24/7 communication in all areas of the
consumer ecosystem.

About ContactPoint 360
A Global Contact Center Operator, ContactPoint,
360, Inc., based in Toronto, Canada with locations in
North America, South America, Europe, and Asia has
reimagined the business process outsourcing sector
by creating a new hybrid approach to CX support,
combining omnichannel contact center operations,
marketing agency services, digital transformation
solutions, and an in-house software development
division. The company’s international team of subject
matter experts are highly skilled in key industries such
as Banking, Technology, Retail, Travel, Healthcare,
Government, and Utilities. This expertise, along with
the full suite of unique services, enables CP360 to
provide end-to-end CX solutions to clients in a onestop-shop environment.

Most companies already have sufficient
people and data to immediately see
the value of making changes. Begin by
choosing the most important use cases,
such as converting customers, and
assign an agile team to each. This allows
for quick development of expertise and
experience.
Ensure you keep the end goal in mind
and effectively plan towards it.
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