
Today, the gap between a customer’s expecta-
tions and the service they receive is huge. 
Customers are increasingly knowledgeable about 
the products they use, and demand value-added, 
personalized customer service in real-time, using 
voice, text-based media types like email and 
chat, and social media. They are quick to voice 
their disappointment of poor customer experi-
ences which are amplified by social media and 
can lead to brand erosion and customer defection.  

According to the Forrester Research report, 
“Navigate the Future of Customer Service,” 
companies know that good service is important 
— 90% of customer experience decision-makers 
tell Forrester that delivering good service is 
critical to their company's success; 63% think its 
importance has risen.2 Companies also know 
that they can reap quantifiable business results 
by focusing on the customer experience. Yet, 
many struggle to provide excellent experiences. 

It’s evident that delivering good service is hard to 
do. Today’s world is increasingly complex. 
Customer service organizations need to assist 
customers with more and more complex products 
and services and do so with limited resources. As 
a result, first call resolutions and satisfaction 
metrics decrease. 

The main points that customer service organiza-
tions struggle with are to:

•	 Support	 the	breadth	 of	media	 types.	 In the 
last three years, Forrester has seen a huge 
shift in communication channels that customers 
want to use for customer service. For example, 
online FAQ and help usage for customer service 
has increased by 10%, chat has increased by 
13%, forum usage has increased by 9%, and 
Twitter usage has increased by 11%.3 In addi-
tion, there are a set of channels like SMS, and 
cobrowsing or screensharing used today, that 
were hardly used three years ago. Companies 
struggle to quickly react to changing customer 
behavior, and struggle to support end-to-end 
cross-channel customer journey in order to en-
sure a consistent service experience. 
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Ending the Multichannel Frustration
Insights into Delivering Exceptional Multichannel 
Customer Service

This year, Forrester 
Research, Inc. reports 
that only 39% of 
companies earned an 

“excellent” or a “good” 
customer experience 
index rating — an index 
which measures the 
ease, usefulness and 
enjoyment of doing 
business with a 
company. Almost two-
thirds of brands were 
rated as delivering an 

“ok” to “very poor” 
customer experience1.

•	 Empower	agents	with	a	 full	 view	of	 cus-
tomer	 interactions.	Customers expect con-
sistent, value-added answers across all media 
types. They also expect to be able to start 
an interaction using one media type, and 
complete it on another without having to re-
start the conversation. However, only 35%4 
of organizations are planning to integrate 
their communication channels to provide this 
seamless experience. This means that these 
communication channels and the agents sup-
porting them are siloed from one another. 
Agents do not have a full view of prior cus-
tomer interactions across all supported com-
munication channels, which means that they 
are unable to personalize and contextualize 
an answer to a customer request.

•	 communicate	 contextual	 answers	 to	 cus-
tomers. Customer service agents do not have 
access to full customer data, product data or 
records of prior interactions. They also must 
use a number of disconnected applications 
when servicing their customers, and they 
struggle to find the right and relevant answer 
to a customer’s request.

Delivering optimal multichannel customer 
service is a multi-year transformation project 
that takes a coordinated effort across four 
dimensions — strategy, process, technology, 
and people management.

•	 Start	 by	 articulating	your	 customer	 experi-
ence	 strategy. Your customer experience 
strategy identifies the customers your organi-
zation intends to serve and defines the cus-
tomer experience you want to deliver across 
the communication channels you support. It is 
shaped by the insights you glean from survey-
ing and listening to your customers over social 
media channels.



•	 	focus	on	the	right	processes	for	your	
customers. Processes that customer 
service personnel follow to service cus-
tomers on the breadth of communica-
tion channels that you support have 
to be consistent across all media types 
supported, and effective in meeting cus-
tomer requirements.  

•	 choose	 technologies	 that	 empower	
your	agents	to	deliver	excellent	expe-
riences.	 Customer service technologies 
are at the heart of the solution for provid-
ing optimal customer experiences. They 
must empower agents across all media 
types with contextual customer, product 
and service information.

•	 Don’t	 forget	 about	 your	 people. How 
people are organized, monitored and 
measured are important factors that af-
fect customer service success and make 
up your organization’s corporate culture, 
leadership practices, collaboration meth-
ods, training programs, and performance 
measurement approaches. It’s also im-
portant to empower your agents to do 
the right thing for the customer. They 
are, after all, your most important asset.

The Genesys Perspective
The key to an exceptional multichannel 
customer service experience comes from 
the Corporate Executive Board’s research 
on “Customer Effort Score.5” In order to 
win loyalty and increase customer spend, 
companies need to think about delighting 
customers in the context of three things: 
making their interactions easy, making 
their interactions quick, and making their 
interactions simple.

To reduce customer effort, you need to 
manage every customer contact, across 
any channel, handled by anyone, as part 
of one seamless conversation. We 
recommend starting  with an integrated 
conversation management platform that 
lets you manage interactions across all 
channels and deliver each one to the 
right person anywhere in the company. 
Next, voice analytics can help you under-
stand the sources of customer frustration, 
target upsell offers, and determine the 
next action. Finally, route the work that 
comes after the customer interaction. 
Make sure that it is going to people with 
the right skill, and ensure that it’s being 
reported on. This increased visibility 
increases the accuracy of your fore-
casting, management, planning, and 
overall quality control.

Exceptional multichannel customer service 
also requires turning customer interac-
tions across multiple channels into one 
seamless customer conversation. Our 
patented Conversation Manager shows 
you a customer’s history and context, and 
based on the business rules you’ve 
written, makes intelligent decisions about 
the next action or the best person to 
handle that interaction. As customers 
move between channels, that contextual 
history carries through the whole conver-
sation. At each contact, you have the 
history and insight to reduce customer 
effort, increasing their loyalty and spend.  
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Today, the last interaction a 
customer had with your 
company defines your brand 
for them. Disconnected 
channels, each an island of 
engagement, erode the 
brand experience. As 
customers switch channels 
throughout their journey 
with you, you need to deliver 
the same great experience 
across every channel. 
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