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The customer contact community may talk about the importance of human connections, but the
overwhelming majority of customers still feel like strangers.

During their interactions with brands, fewer than 21% of customers believe agents truly know about
them or their issues. Fewer than 26% believe agents have enough context to solve the problem at the
beginning of the interaction. “Unwanted upsells” are among the most widespread customer complaints.

The alarming statistics should not come as a surprise. Brands, after all, openly acknowledge that they
lack meaningful insight into their customers. More than 80% say agents have to access multiple systems
when interacting with customers. The majority do not provide agents with relevant context when

customers escalate from other channels.

A lack of a 360-degree customer view, moreover, ranks as one of the top customer contact pain points.
Brands call it the biggest inhibitor to a great digital experience, ranking its impact above factors like
budget and resource limitations.

Attaining that 360-degree view is the key to developing more meaningful insight into today’s customers.
It, to put it simply, is what “knowing one’s customers” is all about. When a brand and its agents can
instantly access insights about a customer’s profile, purchases, behavior and sentiment — across all
touch points and lines of business — they can consistently deliver a highly personal, yet immensely
efficient experience. They can truly make customer centricity a reality.

This special report will empower you to develop, perfect and leverage a 360-degree view of your
customers. It will reveal what a 360-degree view entails, what it takes to require this true view of your
customers, and how you can leverage the view to improve the customer experience, employee

experience and overall operation.
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The Most Valuable Customer “View”
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By identifying a 360-degree view as the top inhibitor to successful digital engagement and a clear
operational bottleneck, today’s contact centers understand its importance. Many, consequently, are
enthusiastically pursuing a more robust view of their customers.

The problem is that many are still unclear on the definition of a 360-degree view. Some take an
unfortunately reductive approach, thinking it is merely about having a record of a customer’s
interactions in all channels. Such a view may be an improvement from the status quo in many
organizations, but it is not sufficient to truly connect with customers. It is far too fragmented to provide
a true portrait of the omnichannel customer journey. It is also far too transactional to facilitate a more
human experience.

On the other hand, some may go too far in their quest to acquire the most useful customer data.
Providing agents with an abundance of superfluous information is no more helpful than providing them
with insufficient information. If anything, it is worse; at least agents with limited views know their limits
and know when they need to ask questions.

The success of the customer experience, therefore, hinges on determining the right kind of 360-
degree view. There are three essential lenses.

mm) 1. The Interaction Journey

Customers, above all else, want to achieve their goal or complete their purchase as quickly or easily as
possible. To meet that demand, it is imperative to have a relevant portrait of the specific interaction
journey.
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This view includes insight into the customer’s intent for the purchase or service interaction. By arming
agents or self-service platforms with a clear sense of why the customer is interacting, the intelligence
will ensure the conversation moves in the right direction.

A sufficient snapshot of the interaction journey also includes a real-time record of all communication a
customer has made — across all channels — in pursuit of the particular intent. Needing to repeat
information ranks as one of the biggest customer pain points; by knowing what a customer has already
provided in pursuit of a resolution, the agent can greatly limit (if not completely eliminate) the need for
repetition.

“Customers want a choice on how they will interact with a contact center and
when they have utilized multiple channels to resolve an issue; their expectation is
that your agents will know what transpired in each of their interactions,” explains
Ricardo Layun of Radial. “They do not want to have to restate their situation each
time they chat, call, chat or reach out via SMS.”

"The handoffs ... that's what Kills [the customer experience], when it goes from

one point to another, and [context] gets dropped,” adds Jim Tincher in the latest
CCW Digital Podcast.

The journey is not, however, strictly about communication at certain touch points. It also involves the
experience of locating and moving between different contact channels. This “in between experience”
greatly impacts the customer journey; knowledge of that experience is instrumental in forging the
strongest possible connection with customers.

A final element of the journey view involves relevant insight about the customer’s sentiment throughout
the journey. Leveraging sentiment analytics technology and manual agent reporting, the organization
will not simply be able to pinpoint how the customer feels at any given moment of the process but
predict how the customer will feel if certain actions are taken. This insight consequently contributes to
a great customer experience.
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mm) 2. The Customer’s Relationship Profile

Resolving the issue is obviously a fundamental tenet of the customer experience, but it takes more
than a transactional resolution to demonstrate customer centricity. A truly great, customer-centric
experience involves developing an ever-growing relationship with the customer.

A valuable view into the customer experience, therefore, includes a glimpse of the entire lifecycle of
interactions between the brand and customer.

This portrait includes a view into critical interactions and purchases. Agents may not always require a
record of every minor piece of communication, but they absolutely will need insight into those that
have positively or negatively impacted the customer’s perception of the brand.

“Customers expect retailers and businesses to ‘know’ them and value them as a
customer,” declares Layun. “Customers sign up for loyalty programs, share their
input via social channels, reply to surveys, engage with your brand and in return
expect a certain level of awareness of who they are. In a recent study by Radial

and CFI Group, 80% of customers expect retailers to have direct access to order/

account history for orders they place for direct shipment to their homes. In addi-
tion, 71% expect agents to have access to the prior interactions the customer has
had with the retailer.”

To truly understand the relationship, the organization will also want a long-term “sentiment score” as
well as a record of noteworthy customer feedback. When an organization understands the customer’s
overall perception of the brand, it can identify which customers are either at risk of leaving or
particularly likely to increase their purchasing and advocacy.

Although it would be ideal for customers to leave feedback after every moment of truth, the reality is
that many communicate their feelings with their wallets rather than words. A robust 360-degree view,
therefore, involves an analysis of the customer’s buying habits. In addition to offering a valuable win-
dow into the customer’s satisfaction level, such data will also help the organization successfully adapt
to changes in the customer’s behavior and preferences.

When it comes to understanding preferences, few forms of data are more relevant than the customer’s
engagement habits. An organization that can understand where the customer wants to communicate,
how the customer feels about self-service and what kind of conversation the customer seeks can
consistently deliver a personal, uniquely valuable experience.
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"[Analyze the difference between] the customers that are really having a great
experience, staying with you, buying more from you - and maybe even there are
problems but they're able to overcome them ... versus those times when the cus-

9

advises Tincher. “What differentiates those? Those

tomers say 'l've had enough,

are the moments of truth - the must-win cases."

mmm) 3. The Customer’s Lifestyle Profile

Few organizations consume more than a tiny fraction of a given customer’s time, thought and energy.
As a result, insight into the customer’s existing relationship with the brand does not tell a complete
story.

To truly understand opportunities to expand relationships with customers, organizations will evaluate
their broader demographic and lifestyle profiles.

Leveraging a combination of market research, reactions to sales and marketing campaigns and social
media monitoring, they will determine how they fit into each customer’s existing value hierarchy — and
what they can do to command a larger wallet share.

Visibility into a non-customer’s history within the industry — such as negative reviews on Yelp or Twitter
— will arm the organization with more insight into how to attract and retain that buyer.

Hiring from the target demographic strengthens an organization’s view of prospective customers.
When it has employees who can literally speak on behalf of the marketplace, it can make the right
decisions about product lines, sales cycles and support experiences.

"We are the largest equine retailer; we carry everything that you need as a rider,
as a horseowner, as a trainer, etc," notes Lizzie Resnick of Smartpak. "One of the

things that makes us unique from a customer care team perspective is that we

hire all [people with an equine background, such as riders]."

Collectively, these forms of data help achieve an important objective: creating the best possible first
impression.
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Obstructed View: Why Don’t Companies Know
Their Customers?

Meeting every criterion of the 360-degree view may be challenging, particularly for organizations in
impersonal, transactional industries.

The typical organization is not, however, only falling short on one or two tenets. It is struggling to
develop anything approximating a robust view of its customers. It is missing intelligence that is
absolutely fundamental to knowing one’s customers and expanding one’s customer relationships.

There are several key causes for this struggle.

No Sense Of “Purpose” For The Journey

Rather than proactively thinking about an overall objective for the customer journey, far too many
brands react to specific inquiries and issues. They neither consider what led to the problem nor what
the next step in the customer’s journey may be. Their only priority is solving the problem at hand.

Without considering the big picture goal for the customer journey, these organizations cannot zero-in

”

on the right customer data. They, more importantly, cannot determine which data is most “actionable

for a particular customer scenario.

Recommended Action: Do not settle for journey mapping; commit to journey
orchestration. Upon making that commitment, begin to analyze the various
customer intents — and determine what information will help meet each objective.
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Insufficient Appreciation For Personalization

Many organizations confuse “politeness” for personalization. They assume that advising agents to
deliver a friendly, warm greeting is the same as truly tailoring the experience to each customer.

As a result, they do not sufficiently appreciate the importance of developing single customer records.

They simply treat each individual as a one-off, “guest” purchaser.

Without a mechanism for building accounts and profiles for each customer, the organization will have
no chance of collecting or leveraging the intelligence needed to turn a “transaction” into a

“relationship.”

r) “A 360-

Recommended Action: Determine what an “account” looks like in your
* organization; build that vision into your CRM solution and then ensure all agents,
bots and monitoring tools can read and write to those profiles.
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