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Introduction 

For many live chat agents, it’s not enough to be well-versed in customer service techniques. To be a 

truly effective live chat operator, you’ll also need to pay close attention to optimizing your live chat 

metrics – whether they’re average handle time, customer satisfaction, first contact resolution, or sales 

figures. 

This eBook contains all of the hints and tips you’ll need to start improving these statistics, helping you to 

truly get the best metrics in your team. 

The chapters included in this eBook are: 

 How to Reduce Your Average Handle Time Fast 

 Missing Customer Feedback? 9 Tips for Effectively Promoting Your Customer Satisfaction Survey 

 One and Done: How to Optimize Your First Contact Resolution Rate  

 Sales Tips and Tactics: How to Up Your Game When Selling to Customers 
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How to Reduce Your Average Handle Time Fast 

What is Average Handle Time? 

Average handle time, commonly abbreviated as AHT, is a metric that is used by contact centers to 

measure how long it is taking representatives to resolve each call, live chat session, or email. The 

average handle time can be measured as follows: 

The Problem with Average Handle Time  

Average handle time is a favorite metric amongst contact centers and is used as a leading key 

performance indicator (KPI) to measure agent abilities. However, it is not a perfect metric.  

The average handle time metric does not differentiate between complex, involved cases, and simple 

ones. Another problem is that when you are measured by your speed rather than whether you are 

helping customers, it puts your interests in direct opposition to customers’ interests. Your priority 

becomes ending the call, rather than taking the time and care to make sure that you have provided the 

customer with the best solution to their issue.  

If AHT is overemphasized, it can also lead to a de-emphasis of first contact resolution above all else, 

which can lead to frustrated customers and agents overwhelmed with repeat calls. The point to 

remember is this: A speedy resolution is great, but not if it isn’t actually a resolution at all.  

Why it Pays to Pay Attention to Average Handle Time 

While the average handle time metric may have its problems, paying attention to your AHT does have its 

merits.  

By paying attention to your average handle time, you can learn to differentiate between the quality and 

quantity of time spent with a customer. Making an effort to reduce your AHT also leads to greater 

efficiency, and can help you lower the number of calls, live chats, and emails in your queue, fast.  

  

𝑨𝑯𝑻  =   
𝑻𝒐𝒕𝒂𝒍 𝑻𝒂𝒍𝒌 𝑻𝒊𝒎𝒆 +  𝑻𝒐𝒕𝒂𝒍 𝑯𝒐𝒍𝒅 𝑻𝒊𝒎𝒆 +  𝑻𝒐𝒕𝒂𝒍 𝑾𝒓𝒂𝒑 − 𝑼𝒑 𝑻𝒊𝒎𝒆

𝑵𝒖𝒎𝒃𝒆𝒓 𝒐𝒇 𝑪𝒂𝒍𝒍𝒔, 𝑬𝒎𝒂𝒊𝒍𝒔, 𝒐𝒓 𝑳𝒊𝒗𝒆 𝑪𝒉𝒂𝒕𝒔 𝑯𝒂𝒏𝒅𝒍𝒆𝒅
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What Can You Do to Reduce your Average Handle Time? 

Reducing your average handle time can be easy, but it is also something that you have to do with care.  

 

Here are some tips and best practices that you can follow to reduce your average handle time, without 

diminishing the quality of your customer service or killing yourself in the process: 

 

1. Collect Information First 

When you are contacted by a customer, there are certain bits of information that you know you 

will need to proceed. This information might include the customer’s name, their account 

number, and/or the reason why they are calling.  

You can save time by collecting a visitor’s information as early on as possible. This helps to 

ensure that the customer has been routed to the correct channel, and that you are the right 

person to provide them with the help that they seek. In some cases, you may be able to obtain 

that information through a pre-chat survey, an email questionnaire, or through the options that 

the customer dialed into their phone before they reached you. Other times, you might have to 

ask your customer for additional information. 

Before you begin a process, it is also crucial that you collect the information that you will need 

for that specific process. For example, if a customer tells you that they need a statement to be 

posted to them, but halfway through processing the statement they tell you they’ve changed 

their address, you might need to run a different process to edit their address before beginning 

the statement. By having to start a process over due to a lack of information, you waste 

valuable time, and end up doing double the work. You can avoid this by using great questioning 

to anticipate problems later down the line, and by asking all queries upfront. 

Another point to remember is to make sure that the information that you are gathering is 

relevant, and that you are listening to your customers’ responses; customers don’t like to waste 

time any more than you do, and will feel annoyed if they feel like you are going off track or if 

The answer to reducing your AHT isn’t to just do things faster – It’s to do things smarter. 
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they have to give you the same information twice. If your computer system is malfunctioning, 

and has had a history of erasing a customer’s information mid-process, start jotting that 

information down on a sticky note so that you don’t have to collect the same information a 

second time should the system time out.  

By collecting information at the right time, in the right way, you will save both yourself and your 

customer the hassle of having to do more work, while reducing your AHT. 

2. Stay Up-To Date on Policy, Procedure, and Products 

Having to search for the correct information during a call can be a waste of time. That is why in 

order to reduce your average handle time, it is important to be in the loop and understand 

different elements of your company’s products and operations. This means being familiar with 

the following information: 

 Your company’s FAQ section 

 Your company’s products 

 Shipping times 

 Return/refund policy 

 Other elements related to company policy (such as if your company will accept coupons 

from competitors) 

 Any changes relating to policy, products, or special accounts/events 

 Any active discounts 

Make sure to be aware of this and any other information that you see fit or find yourself 

referring to often. If you see a need to learn new information, learn it! You will be doing both 

yourself and your customer a favor, and will be able to reduce AHT through your efforts. 

Although digging for the right information may take some time, it is always better than giving 

out the wrong information. If you are ever unsure of something, don’t be afraid to invest a little 

bit more time in figuring it out: remember, quality service always comes before speed! Just be 

sure to give your customer the most precise hold estimate you can while you look up the 

relevant information; customers typically don’t like to be put on hold without knowing for how 
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long. Whether you ask them to hold for one minute or one moment, they will appreciate the 

guesstimate.  

3. Use Keyboard Shortcuts for Live Chat and Email Inquiries 

Using keyboard shortcuts can make a difference when it comes to the amount of time you are 

spending on live chat and email inquiries.  

Live chat especially has a number of shortcut options available. By setting shortcut keys for 

frequently used operations, such as to access canned messages or to switch between chats, you 

can save time in the live chat console and reduce your average handle time. 

4. Keep an Organized and Active Live Chat Presence 

With live chat gaining popularity among consumers, it is important to consider that the way in 

which you operate live chat means potential time-saving opportunities. 

Customer service representatives often handle more than one live chat session at a time. The 

average customer service representative is often expected to handle at least two live chats 

simultaneously, and an experienced representative may be asked to handle upwards of three or 

four live chats at a time.  

Your visitors don’t care about how many chats you are currently juggling—if you leave a 

customer waiting too long for a response, they could abandon the chat session and leave 

unsatisfied. This is why knowing how to effectively manage your average handle time for live 

chat is so important.  

By improving your chat efficiency, you can save time and toggle more effectively between two 

or more chats. Here are some basic practices that you can adopt to improve your efficiency and 

lower your average handle time: 

 Use features such as sound alerts to let you know when you have received a new 

message from a customer. This can help you respond immediately to the message and 

not keep your customers waiting. 

 Set your live chat requests to be accepted automatically to avoid losing time.  

 Use an automated greeting to immediately address to your customers. 

https://www.comm100.com/livechat/features/improve-chat-efficiency.aspx
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 Set your live chats to be automatically sorted based on how long you have been 

unresponsive. This way, you can give priority to the customer who has been waiting the 

longest for your response, keeping your handle time low and your customers satisfied. 

5. Use Canned Messages When Possible 

Love them or hate them, canned messages are great time-savers. A canned message, or a 

canned response, is basically any pre-set response to a customer inquiry that you can copy and 

paste into an email body or a live chat messaging platform. With canned messages, you can 

greet customers swiftly and save time by avoiding repetitive typing. 

When using canned messages, be sure to revise each message according to your customer’s 

specific issue. This means making sure that you personalize your messages, refresh your 

repertoire periodically, and follow other canned message best practices. 

Note that while using canned messages can save you plenty of time, you don’t want to cut 

corners when it comes to using them. Always look over your live chat or email messages before 

you send them, to double check that you are using your canned messages properly. Make sure 

that the canned messages that you send answer exactly what your customers are asking you, 

and that they address all parts of their questions. If a customer is forced to enter back in contact 

with you over something that was not addressed properly, then your canned message will have 

been misused. While this might not hurt your AHT, your FCR will have been negatively impacted, 

which we want to avoid by all means necessary.  

6. Create Cheat Sheets 

Cheat sheets are a great resource for any customer service representative. You can create cheat 

sheets for a number of things, including the following: 

 Must-know contact numbers 

 VIP client information and numbers 

 Notes on any recent changes to the system and/or any processes 

 Key questions to ask for particular process types 

 Recent promotions and their terms 

https://www.comm100.com/blog/canned-messages-best-practice.html
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 Estimated shipping times to different countries and/or states 

 Commonly used wrap-up text (which you can copy and paste into your wrap-up notes 

for increased speed) 

 Original, issue-specific canned responses (such as if you have a lot of emails one day 

regarding a specific system malfunction and need to introduce a new canned response 

to tackle them all quickly). 

By using cheat sheets, you can have any necessary, frequently-used knowledge at your 

fingertips. Whether you save your cheat sheet as a document on your computer, or as sticky 

notes on your desk, this useful information will always be within sight, ready to help reduce 

AHT. 

7. Keep Your Sights on the Goal 

The goal of your call, email, or live chat session is to help the customer resolve their issue. 

Although you don’t have to do it at a running pace, it’s good to keep your contact with the 

customer focused and on track to speed things up. 

Some customers may want to talk to you about things that are unrelated to their issue—like 

their weekend or their recent family events. This might happen if there is a moment of silence 

on the agent’s end, such as when the agent is waiting for the computer system to respond, or 

looking up relevant information.  

If a customer gets off topic, respond in a polite, friendly way, and then gently nudge the topic 

back on track. When corresponding over the phone, it is very important to avoid interrupting 

customers or cutting customers off to try and get them off the phone faster. If you are unsure of 

how to keep the call on track without offending the customer, try something like the exchange 

mapped out below: 
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By giving one or two responses that show interest in what the customer is talking about, and 

then diverting the topic back to the issue at hand, the customer will leave feeling like he or she 

was listened to, and with his or her issue resolved in a timely manner.  

 

8. Use Focused Questioning  

Sometimes asking a customer a simple question might lead to a stream of irrelevant details that 

can actually slow down a resolution instead of helping achieve it. In order to avoid wasting time 

and reduce AHT, try asking your customers closed-ended questions. 

A closed-ended question is a question that requires a yes or no answer. In situations when 

customers have a tendency to overelaborate, in can be beneficial to use closed-ended questions 

to guide them towards a more direct resolution. Closed-ended questions can also help 

customers who aren't elaborating enough give you specific details that will help lead to a 

resolution. 

When using focused questioning, it is important to know when to ask closed-ended questions 

versus open-ended questions. An open-ended question is the opposite of a closed-ended 

Customer: “I’m only just now calling about this issue because my daughter got married this 

weekend. We’ve been so busy getting everything ready for the wedding … we’ve been 

running around like crazy for the past few weeks.” 

Agent: “Of course, sir, I understand. And how nice! Congratulations to your family!” 

Customer: “It was a great party—we got my son’s band to play, and everyone just had a 

great time. My daughter—she looked beautiful. Do you have kids?” 

Agent: “No, I don’t!” 

Customer: “It’s a great experience. They grow up so darn fast.” 

Agent: “Yeah, I may not have had the experience, but I believe it! Alright sir, so I see on your 

account that the payment was made on the 20th of February, is that correct?” 

 

https://www.nngroup.com/articles/open-ended-questions/
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question, and it allows for a more elaborate, free-form answer. While closed-ended questioning 

can certainly save time, sometimes a customer might need to elaborate to help you better 

understand their issue. This is why it is important not to eliminate open-ended questions, but 

rather to know how to balance the two kinds of questioning. 

 Example—Missed Opportunity for Closed-Ended Questioning: 

 

 

 Example—Correctly Used Closed-Ended Questioning: 

Agent: “Hello, and thank you for contacting us! How may I be of service?” 

Customer: “Hi, I bought a computer from you guys 3 months ago. It's not turning 

on...” 

Agent: “I'm sorry to hear that. Can you please tell me a little more about the 

problem?” 

Customer: “Well.... charging light isn't turning on. I don't know, it's just not turning 

on. I brought it to a party last night, and last turned it on around 11:00PM to play 

some music. It worked fine all night, and when I went home it was fine. Then this 

morning it just wouldn't turn on.” 
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Both of these examples start out with an open-ended question: How can I be of service? The 

agent in the first example, however, asks an open-ended question where closed-ended 

questioning would have been more appropriate. As a result, the agent in the first example will 

have to wait for his customer to type back a lengthy and not particularly helpful response before 

continuing. The agent in the second example seizes the opportunity for using effective closed-

ended questions, and will be able to troubleshoot her customer's problem with greater focus 

and speed. 

9. Make Holds and Transfers Fast 

Making holds and transfers fast not always be in your power. For example, there are times when 

a customer might need to speak to a supervisor or a particular agent who is currently occupied. 

But other times, you might need to put a customer on hold to look up information or check the 

status of an order. In this case, make sure that you are leaving the customer on hold for only the 

time that is necessary. 

When transferring a customer, make sure to alert the person who you are transferring them to 

right away, to avoid prolonging the delay. Remember that for a customer who is waiting for a 

response, being on hold can feel much longer for them than it does for you. Before you put a 

Agent: “Hello, and thank you for contacting us! How may I be of service?” 

Customer: “Hi, I bought a computer from you guys 3 months ago. It's not turning 

on...” 

Agent: “I'm sorry to hear that. I'm going to ask you a few questions to try and 

diagnose the problem. Is it connected to the power source?” 

Customer: “Yes.” 

Agent: “Is the green light on the charger on?” 

Customer: “No...” 

Agent: “Is your computer making a humming sound, or any other indication that it is 

trying to start up?" 

Customer: “No.” 

Customer: “No.” 
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customer on hold or make a transfer, ask them if they mind holding for X amount of minutes. 

That way, if the customer needs to rush to get back to work or go to an appointment, you can 

instead reschedule the call at a time that suits them. 

Part of successful, quick transferring is knowing when to transfer customers. If you do not have 

the resources to solve a customer’s issue, make sure that you know to transfer the customer 

instead of dragging him or her along. 

10. Use Screenshots and Other Resources  

Rather than taking the time to write out a lengthy solution to a complicated issue, use 

screenshots and other resources to help guide the customer through the resolution of their 

problem and reduce AHT. 

Screenshots, screen sharing, file transfers, and other file sharing methods can be used to help 

you reduce your average handle time, and solve your customer’s issue fast over live chat or 

email.  

When using these resources, make sure to check that the screenshots or other materials that 

you have sent make sense and are clear to the customer. It is important to find the “sweet spot” 

between providing enough resources and not confusing your customer with too many 

resources. 

11. Wrap-Up Smartly 

At the end of your correspondence, there are a few wrap-up practices that you can use to 

reduce your average handle time.  

By using keyboard shortcuts, you can further speed up the wrap-up process. You can also use 

your cheat sheet to copy and paste relevant wrap-up notes instead of typing them out.  

Depending on the situation, you can also avoid prolonging wrap-up time by beginning wrap-up 

before hanging up on your email, live chat, or phone call. While this can be easier for a live chat 

or email, if you are on a phone call, make sure that you start wrap-up only while waiting for a 

transfer to take place or at the very end of your call as your customer is saying goodbye. If you 

wrap up early, it is important to do so at the right time so that you do not miss out on any vital 

information. Again, it’s about wrapping up smartly, not necessarily in a rush. 
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12. Identify Your Own Weak Points 

Nobody knows you better than you. How could you be spending your time more effectively? Are 

you hanging onto a live chat session that is over or a phone call that has already ended just so 

you don’t have to answer the next one? Did you get sent an email that is spam, but are letting it 

sit in your inbox for a few minutes anyway?  

By reducing the time that you invest in things that don’t actually require your time, you won’t 

feel so pressured to speed it up when you do get a complex, time-involved issue. 

 

 

 

 

 

 

 

  

Instead of reducing your AHT on time that is being well spent, start reducing your 

AHT by looking at what time is not being spent well. 
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Missing Customer Feedback? 9 Tips for Effectively 
Promoting Your Customer Satisfaction Survey 

What is a Customer Satisfaction Survey?  

A customer satisfaction survey is a metric that helps companies and/or employees gauge the satisfaction 

level of their customers. In short, it is a questionnaire that is sent out to customers asking them about 

their experience. Depending on how the survey is designed, customers can convey their opinions by 

providing ratings, answering multiple choice questions, by filling out text boxes, or even by giving vocal 

feedback.  

These surveys can reach customers as any of the following:  

 Emails  

 Phone calls (usually immediately following a service experience) 

 Post-chat windows 

 Pop-ups on mobile apps and websites 

 Customer interviews 

 Focus groups 

Customer satisfaction surveys are as unique and varied as their distribution methods. That being said, 

they can vary greatly in length and the time that it takes to complete them. The general rule, however, is 

that the shorter and easier to answer the survey, the more likely customers are to provide their 

feedback. 

Why Does the Customer Satisfaction Survey Matter? 

Customer satisfaction surveys can be used to measure how customers feel about a number of different 

subjects. This may include the following: 

 The quality of service they have received 
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 The speed of the service 

 Whether the customers’ expectations were met 

 Whether the customers’ issues were resolved 

 The manner or attitude of the agent 

 How likely they are to recommend the company’s product/services to a friend 

 A space for any additional comments or feedback 

The customer satisfaction survey is an important metric for everyone involved in the company. It helps 

customer service agents see how they can improve their service. It helps supervisors see if the proper 

training and resources are being made available to agents. It helps corporate see if there are any 

management, policy, product, or system related problems that need to be addressed to improve the 

customer experience. It is also important for customers, whose feedback can become actionable steps 

towards improvement. Ultimately, by creating a dialogue with customers, the customer satisfaction 

survey can lead to a better customer experience in the future, and can actually increase customer 

loyalty and brand engagement. 

How to Promote the Customer Satisfaction Survey? 

 

It is in everyone’s best interest—the company, the managers, and the customer service agents—to 

actively ask for feedback across many different types of contact, rather than just waiting for feedback to 

roll in. This is because when customers are not prompted to provide feedback, they will only do so in 

extreme situations, which ultimately is not representative of the overall service given.  

For this reason, it is often crucial that customer service agents encourage customers to partake in the 

customer satisfaction survey. But how do you naturally fit this request into your conversation with your 

customers? By following the steps that we have laid out here, you will be laying the foundation for the 

customer satisfaction surveys to come piling in. 

A customer satisfaction survey cannot successfully exist without customer feedback. 
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1. Win the Customer Over Through Quality Service 

Remember when we said that without being prompted to do so, most customers are likely to 

voice their opinions only in the event of an extremely good service experience or an extremely 

bad service experience? That’s because, let’s face it: mediocrity doesn’t move us. One of the 

most important steps to take to promote the customer satisfaction survey is to win the 

customer over through quality service.  

You can give your customers a quality customer service experience by practicing good listening 

skills, personalizing your service, having a warm and friendly attitude, being honest, and by 

putting the customer’s needs first in the form of a quick and effective resolution.  

This is one of the things that my Uber driver, Rodrigo, did right. By offering an exceptional, 

memorable service, he upped my desire to rate his performance. When you resolve a 

customer’s issue with kindness, efficiency, and expertise, you are already well on your way to 

watching those feedback surveys come piling in. 

2. Timing is Everything 

Nobody wants to be cut off just so you can squeeze in your two cents about the customer 

satisfaction survey. Knowing when to promote the customer satisfaction survey is a huge part 

of knowing how to promote it. 

A good time to promote the feedback survey is towards the end of the conversation, after your 

customer’s issue has been resolved. Try slipping the promotion after asking, “is there anything 

else I can do for you today?” If the customer says yes, go ahead and resolve whatever else it is 

that they had in mind. If they say no, ask them if they wouldn’t mind giving you feedback. Do 

not promote the survey before fully resolving a customer’s issue – this could lead to frustration 

and dissatisfaction. 

It can take a bit of practice to know exactly when to promote the customer satisfaction survey. If 

you mention it too early, it may seem like you are rushing your customer, and that you don’t 

actually care about their issue. He or she might think, “what have you done for me that I should 

do this for you?” However, if you mention the feedback survey too late, you could miss your 

chance. Your customers might be wanting to get off the phone/live chat already, and may not 

really want to hear anything else you have to say in the wrap-up process. 

Take my Uber driver, Rodrigo, for example. Rodrigo mentioned the customer satisfaction survey 

at the end of the car ride, right has he was getting ready to pull over. He hadn’t stopped the car 
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yet, so I was not rushing to get out and go on my way. At the same time, he didn’t offer too 

early—my destination was already in sight by the time he popped the question, and I knew that 

he had done his job and done it well. 

Any Doubts? Check out how the agent in the following example promotes the customer 

feedback survey: 

 
 

 

In this scenario, the agent prompted the question after the customer had given an indication 

that she was satisfied. The agent also managed to mention the feedback survey while 

simultaneously asking the customer if there was anything else that he could do for her, getting 

rid of a potential awkward space where the customer is waiting to end the conversation. 

3. Be Gentle, Not Pushy 

Let’s say you master the art of figuring out when exactly to promote the customer satisfaction 

survey. Unfortunately, your perfect calculation won’t make much of a difference if you don’t 

know how to properly promote the survey.  

Just like how they don’t appreciate feeling rushed, customers also don’t appreciate feeling 

pushed. It is important that when you ask your customers to take the feedback survey, that they 

don’t feel intruded upon or like they are being bossed around. 

You can avoid creating an off-putting experience for your customer by using smart word choice. 

This means choosing words that function as a gentle nudge, and that position the survey as 

Agent: “Alright ma’am, I have reordered the product for you, this time with expedited 

shipping so that we can make sure you get it on time for your event. You should have it in no 

later than two business days, or by the 30th.” 

Customer: “Thank you so much… that was really helpful!”  

Agent: “Great! Well if there is nothing else I can help you with today, I just wanted to 

mention we do have a brief customer satisfaction survey that we’d be very grateful if you 

were able to complete. You can do this by staying on the line and keying in the answers to a 

few questions for us.” 

Customer: “Sure, that’s not a problem.” 
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being something that is available for the customer to take in an abstract sense, rather than 

something that is required of them. To better illustrate this, let’s compare the following 

examples: 

 
 

What is the main difference between these examples? The examples under the “Do” category 

act as a gentle nudge in the right direction, rather than an irritating request. The “Don’t” 

examples commit errors such as asking the customer outright if they will take the survey, which 

could make the customer feel awkward in the event that they need to say no. Another error 

that these examples commit is presenting the survey as a mandatory expectation, or as 

something that will make the customer feel bad or guilty if they cannot participate.  

When promoting the customer satisfaction survey, be sure to frame it in a way that will make 

your customers feel empowered, not like they have been roped into something against their 

will. 

  

Do: 

 “If you don’t mind talking our feedback survey…” 

 “If you could please take our feedback survey…” 

 “If you have the time to take a quick survey to provide your feedback…” 

 “If you don’t mind taking the time to answer a few questions for us…” 

 “We also have a customer feedback survey available on our website…” 

Don’t: 

 “Can you take our feedback survey?” 

 “This call is going to be followed up with a survey for you to answer.” 

 “I’m going to ask you to answer a few questions about my service.” 

 “I hope you can answer the customer satisfaction survey.” 
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4. Add a Personal Element 

The customer has made a human connection with you, the customer service agent. You can win 

extra persuasion points by using personalized words rather than the corporate "we" to make 

customers more likely to take the survey.  

This is especially true/potent if the customer satisfaction survey reflects directly on you rather 

than the company experience as a whole, or if you are given direct access to the feedback for 

your personal improvement. This is an especially good approach for if the customer has 

expressed his or her frustrations with the company, but seems pleased by the overall resolution 

that you have provided. 

 
Here are some examples of how this might work: 

 

 

 

 

 

 

By making it personal, your customer is more likely to remember that their feedback can have 

an impact on actual people, and may be more inclined to take the customer satisfaction survey. 

5. Give a (Hopefully Brief) Realistic Time Estimate 

Many customers don’t feel like they have enough time in their day for things the things they 

have to do, let alone that they want to do. So how are they supposed to make time for a 

feedback survey?  

Short surveys that require minimal time and effort generally lead to a higher customer response 

rate for a reason. When promoting your customer satisfaction survey, be sure to show the 

customer that it won’t take much of their time.  

If you don’t mind taking a few moments to provide your feedback, I would really appreciate 

it.  

If you have the time, it would mean a lot to me if you could answer a few questions about 

my service… 

I appreciate any feedback that you can provide me… 
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This is a good practice, unless your company’s survey is actually longer and more time 

consuming than you say it is. When expressing the brevity of the feedback survey, it is important 

to be honest. Don’t say that the survey will take two minutes if it will in fact take 5. This could 

lead to mistrust and annoyance. 

This may be an automated email rather than one sent out personally by a customer service 

representative, but check out how the travel website Travelgenio uses this tactic to generate a 

higher response rate: 

 
 

Customers might not feel like they have a lot of time to spare in their day, but it’s not hard to fit 

in time to answer two questions only. By giving the customer a time estimate, they can decide if 

they have the time to take your survey, and plan accordingly.   

6. Tell Customers Why the Survey Matters 

This is according to the 1987 book Human Motivation by David C. McClelland, an American 

psychologist who spent 40 years studying what drives human motivation. 

These motives can be directly linked to what drives a customer to participate in a customer 

feedback survey. Let’s take a look at how that might be so: 

 

 

 

There are 4 principal human motivations: achievement, power, affiliation and 

avoidance. 

http://www.cambridge.org/br/academic/subjects/life-sciences/neuroscience/human-motivation-1?format=PB&isbn=9780521369510
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These are some of the things that might motivate a customer to provide their feedback. But 

what might demotivate a customer is the feeling that their voice will not make a difference. This 

might manifest itself in the belief that the company does not really care about their opinion, or 

that whatever they say in the survey will not actually lead to any real, tangible change. 

Let’s focus on the “achievement” motive. While you don’t want to guarantee the customer that 

the changes that they suggest will necessarily become reality from one day to the next, it is 

important to show them what the survey will do.  When you attach the survey to concrete, 

actionable steps the company or you as an agent will be able to take, customers will be more 

motivated to complete the survey. 

Some things that you can consider conveying to your customer are the following: Why are your 

customers taking this survey? What will it change? Who will it help? 

Here are some examples of ways that you can express this: 

 

 

  

 
 

 

 

 

Agent: “By providing my feedback, I am helping the company achieve growth.” 

Customer: “I have the power to voice my opinion.” 

Agent: “I like to feel involved in the company’s process of change.” 

Customer: “I had an unfortunate situation and my feedback will help avoid it happening 

again.” 

  
We do value all of the feedback from our customers and are constantly working to improve 

the service as a result of the suggestions that we receive. 

The feedback that you provide in the survey helps me know what I am doing right and 

where I need to improve. 

We use your feedback to identify any areas where we could do better, and to work on 

constantly improving our products and services. 
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When my Uber driver, Rodrigo, asked me to rate his service, he told me that the positive ratings 

help get him a higher call preference, and mean that he is more likely to be selected first to pick 

up a customer. Customers are also less likely to cancel his service if they see that he has positive 

ratings. This helped me realize why exactly my feedback was needed, and made me feel like my 

individual feedback might actually make a difference, however minimal, to his overall 

professional experience. 

7. Invite Customers Via Email 

Usually, your company will send out customer satisfaction surveys automatically to many 

customers via email, and it will not be your responsibility send out individual surveys. Other 

times, however, that may not be the case, and you might need to follow up with your customers 

directly. 

When inviting customers to partake in a customer satisfaction survey via email, keep your invite 

short and to the point. Make sure the invite corresponds with your brand identity, and that your 

survey looks legitimate. There may not be much you can do on this front as far as the survey’s 

design goes; however, you can take steps to help secure this by making sure that the survey is 

sent from a corporate email address, and that it uses a legitimate, professional heading. 

Avoid over-use of capitalization in your heading or your email body, and spammy sentences like 

ACT NOW! or WE NEED YOU! That will create distrust or wariness of the survey, and will make 

customers less likely to participate. 

 

Good Example: 

Heading: Customer Satisfaction Survey 

Dear Barbara, 

Thank you again for contacting Gabby’s Home and Kitchen! Here is the customer satisfaction 

survey that we discussed. I appreciate your feedback, and hope you have a great weekend. 

Sincerely,  

Jean C 

Customer Service Representative 
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The first example is human and offers a connection with the representative and the brand. The 

second example will likely fall into the spam email box. 

8. Be Vocal About Incentives 

The social exchange theory states that what people give depends on what they will receive.  

According to private American research company, Qualtrics, to maximize customer service 

survey responses, the following elements should be in place: 

 The costs for responding the survey must be minimized. 

 The rewards must be maximized. 

 There must be a belief that such rewards will, in fact, be provided. 

You can often see this model at work with on-site sales at retail stores, where there is minimal 

exchange of customer information in order to make a transaction. When handing back customer 

receipts, cashiers will often tell customers something like, “And if you go to our website and fill 

out our survey, you’ll receive a coupon for 20% off your next purchase,” or, “If you fill out our 

survey online, you will be entered to win a $100 gift card.” 

In some cases, if a customer has received a service that they are really happy with, they have 

already received the “reward” part of the exchange, and may be happy to participate. 

Convincing an unhappy customer (who has already spent a lot of time and effort getting their 

issue resolved) can be a lot harder, and this is where incentives can be especially valuable.  

In the end, it doesn’t matter who your customer is or how they approach you: if there is an 

incentive for them to take the survey, let them know!  

Bad Example: 

Heading: ACT NOW! 

DEAR CUSTOMER, 

WE NEED YOU! ACT NOW AND ANSWER OUR FREE CUSTOMER SERVICE SURVEY TO BE 

ENTERED FOR A CHANCE TO WIN A FREE TOTE BAG! WE APPRECIATE YOUR FEEDBACK! 

 

https://www.thoughtco.com/social-exchange-theory-3026634
https://www.qualtrics.com/blog/why-do-people-participate-as-respondents-in-a-survey/
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9. Thank Your Customers  

After you promote your customer satisfaction survey, be sure to thank your customers. Studies 

show that when you say thank you, people are more likely to help you in the future. This is due 

to the fact that people feel more socially valued when they feel needed or appreciated, and 

therefore view their contribution as being more valuable. If you make customers feel good by 

expressing gratitude, they are more likely to return the favor in the form of feedback. 

 

 

 

 

 

  

https://psychcentral.com/blog/archives/2010/09/15/why-thank-you-is-more-than-just-good-manners/
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One and Done: How to Optimize Your First Contact 
Resolution Rate 

What Is First Contact Resolution?  

First contact resolution, otherwise known as FCR, is a metric that deals with whether a customer has had 

their issue solved the first time or not. You can tell whether you have achieved a first contact resolution 

by asking the customer the following questions: 

1. Has your issue been resolved? 

2. Is this the first time that you have contacted us about this issue? 

First contact resolution can be measured across various customer service channels such as: 

 Phone: whether a customer’s issue has been resolved in one phone call 

 Live chat: whether a customer’s issue has been resolved in one live chat session 

 Email: whether a customer’s issue has been resolved in one email response 

 Social media: whether your issue has been resolved in a single message 

The definition of first contact resolution is constantly evolving. It was first coined as “first call 

resolution,” back when the telephone was overwhelmingly the most popular customer service channel. 

It has since shifted to “first contact resolution,” or even “first conversation resolution,” to encompass 

how customer service is changing in response to an increasingly internet-based culture (i.e. the 

emergence of live chat and social media as important customer service channels).  

Why Is First Contact Resolution So Important?  

Increasingly, first contact resolution is being recognized as the most important metric for measuring 

customer contentment. This is because, as the Harvard Business Review puts it, “delighting customers 

doesn’t build loyalty; reducing their effort—the work they must do to get their problem solved—does.” 

First contact resolution is a necessary part of reducing customer effort and increasing customer 

satisfaction. 

https://hbr.org/2010/07/stop-trying-to-delight-your-customers
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And it’s not just the Harvard Business Review that has words of insight into the matter. According to 

TELUS International, a study conducted by Customer Relationship Metrics found that “CSAT (customer 

satisfaction) ratings will be 35%-45% lower when a second call is made for the same issue.” 

First contact resolution is not just an important metric for the customer; it is also important to customer 

service agents. FCR can provide the following advantages:  

 Customers aren’t always sunshine and roses—the longer a customer’s issue goes unsolved, the 

more likely you are to find yourself on the receiving end of his or her frustration.  

 Ensuring first contact resolution helps avoid a congested queue and reduces your workload. 

 Measuring first contact resolution can uncover agent training issues, and can help you get the 

resources you need to succeed. 

What Can You Do to Optimize First Contact Resolution? 

While you can’t force a customer not to blow up your company’s phone line, there are steps that you 

can take to better your first call resolution rate. We have compiled the following list of best practices to 

help you resolve your customers’ issues the first time: 

1. Make First Contact Resolution a Priority 

There are times when you just want to get a customer off the phone. Maybe your queue count 

is through the roof, and you’re already more than 15 minutes into a call or live chat. Or maybe 

your supervisor is telling you to hurry up and wrap-up the email that you have been carefully 

composing.  

Whatever the case, in order to optimize your FCR, it is important that you make resolving the 

customer’s issue on the first contact a priority, not an option. 

2. Be Honest and Direct with Customers 

Sometimes you have to be the one to tell a customer something that he or she does not want to 

hear. Other times, your customer might want an answer that you don’t have.  

Instead of trying to soften the blow with avoidance or fluff, it is important that you be honest 

with your customers. This means refraining from lying or withholding information from them. 

https://www.telusinternational.com/articles/first-call-resolution-difficult-to-measure-dangerous-to-ignore/
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The reason behind this call to honesty and directness is simple: By being transparent with your 

customers, you can avoid them contacting the company again in search of more information. 

Being direct also helps your customers view you as an authority on their issue, which increases 

your credibility in their eyes. As a result, when you avoid vague answers, fewer customers will 

call back to try and speak with another agent who they hope will give them the answer that they 

want, or who they feel may be more knowledgeable.  

Here, the customer who was told the “Don’t” information, could easily get frustrated with the 

lack of information that was given. As a result, they are likely to call back to try and find 

someone who could tell them what was going on and give them a better answer. Meanwhile, 

the "Do" information was very clear and leaves the customer with little room for doubt.  

3. Giving Out Misinformation 

Being honest and direct doesn’t always mean being right. That is why it is extremely important 

to always take additional steps when necessary to avoid giving customers the wrong 

information and hurting your first contact resolution rate.  

Try it Out! 

 DO: "I'm very sorry about the delay - it looks like your photos were damaged in the 

lab. They are currently being reprinted and will be shipped out to you by the end of 

today.” 

 DON’T: “I'm very sorry for the delay - we will get your photos to you as soon as 

possible.” 
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Giving a customer the wrong information is a sure recipe for a repeat contact. Instead of using 

vague language as a get-out clause for giving wrong information (“I think that should solve it for 

you…”, “I’ll try to call you back by the end of the day today”), if you are ever unsure of 

something, double-check with your supervisor. If your supervisor is busy, you can even check  

with an experienced agent who is seated near you and has the ability to help (such as if they are 

answering an email or a live chat message and can spare a moment to answer your question). 

 

 

Not giving out misinformation also in part means knowing your limits as far as how much you 

can really help your customer. While it is good to put your best towards helping a customer, it is 

important to know when and how to properly transfer a customer who needs additional or 

more specialized help. Otherwise, you might find yourself on a 45-minute-long phone call with a 

frustrated customer, which in the end needs to be escalated anyway. 

Instead of taking the time to research the correct information, the agent in the “Don’t” example 

used "I don't think," as a get-out clause—an addition that he hoped would lessen his 

accountability for giving out misinformation. This leads to a negative customer experience and 

an impacted first contact resolution rate. Meanwhile, the agent in the “Do” example used his 

knowledge, resources, and researching abilities in order to provide his customer with the best 

solution available, resulting in customer satisfaction and an effective resolution the first time. 

Try it Out! 

 DO: “Thank you for contacting us! We are sorry that your international roaming 

option isn’t working. In order to reset your cellphone’s international roaming, please 

turn off your mobile phone. Once it’s turned all the way off, you may turn it on again. 

As it boots back up, enter the following keys: *4325. This should reset your 

international roaming and fix your issue.” 

 DON’T: “Thank you for contacting us! Unfortunately, I don’t think the country where 

you are located is covered by our World Wide plan. Again, we apologize for any 

inconvenience.” 
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4. Anticipate Follow-ups 

A large part of optimizing your first contact resolution rate is anticipating follow-up 

correspondence. This means knowing what your customers need before they need it. You can 

anticipate and prevent follow-ups the following ways:  

A. Tell Your Customers Everything They Need to Know the First Time 

By making sure that your customers have all of the information that they will need the first 

time, you can eliminate the need for them to contact your company again and better your 

FCR rate. 

In phone calls and live chat correspondences, be sure to ask your customer if there is 

anything else that you can do for them. Empathize with your customer’s situation to try and 

unearth reasons they might need to get back in touch. To avoid repeat customer contact, do 

not hang up or end the chat abruptly 

In email correspondences, it can sometimes be a little bit trickier to resolve a customer's 

issue in a single correspondence. However, it is important that you make sure to give the 

customer all of the information pertaining to their issue so they don't have to ask any 

further questions 

The same thing can be said with collecting customer information. If you need a customer’s 

information in order to better assist them via email, be sure to ask them for all of the 

information you will need, and not ask for the information piece by piece. This will prevent 
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your email correspondences from being too dragged out across multiple agents. The end 

result is a faster resolution time and fewer emails in the queue. 

 

By asking for all of the customer’s information upfront, the representative in the “Do” 

example managed to avoid a series of needless back-and-forth emails that would have 

stretched the customer’s issue across several representatives. Unfortunately, the customer 

in the “Don’t” example won’t be so lucky 

B. Refer the Customer to Self-Help Tools for Future Reference 

Some customers will gladly use self-help tools, but may not know that they are available to 

them, or how to navigate the self-help system. By referring customers to self-help tools that 

they can use for future reference, you give them the power to try to solve their own issue 

the first time in the future.  

Try it Out! 

 DO: “Hello, and thank you for contacting us! I’m sorry to hear that your 

product arrived damaged. Please provide me with the following information 

so that I can replace your order: 

1. Your full name 

2. Your mailing address 

3. Your order number or account number (you can find your order number 

at the top right-hand corner of your confirmation email). 

Thank you!” 

 DON’T: “Hello, and thank you for contacting us. Please provide us with your 

order number so we can proceed. Thanks!”  
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When referring a customer to a self-help system, it is important to do so for them to 

reference for future help only. Don’t have them refer to it instead of helping them with their 

current issue. 

Asking a customer to refer to the website instead of helping them as was done in the 

“Don’t” example is extremely frustrating for a customer, and can result in you losing 

satisfaction points. With this approach, they are likely to call back due to a lack of 

information. On the other hand, the customer in the “Do” example was given the tools to 

skip the phone queue and take charge the customer in the “Do” example was given the 

tools to skip the phone queue and take charge of the situation.  

 

 

C. Watch Out for Patterns in Repeat Contacts 

The human brain is constantly looking for patterns. So, make sure to put your pattern-

finding abilities to use and watch out for reoccurring reasons why customers are making 

multiple contacts about one issue. What is the biggest thing that is impacting your first call 

resolution rate? Where and why are most of your follow-up calls happening? 

Sometimes you might notice a pattern in which a system or process that your company uses 

is not effective, and negatively impacts FCR. While you can’t exactly control this on your 

own, it is important to pass information regarding these patterns on to your supervisor.  

By studying patterns, you can learn what you and your team can do differently to help 

better resolve customers’ issues the first time. 

Try it Out! 

 DO: “I’m sorry, but we no longer have that item in stock. Once the item is back in 

stock, it will be updated on our website. To check if the item is in stock on our 

website, please search for the item by its code, 0938.”  

 DON’T: “Please check item availability online.” 

http://www.psychology24.org/pattern-recognition-and-your-brain/
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5. Keep it Simple 

Just because you want to anticipate a follow-up doesn’t mean you should overload your 

customers with information. By being selective and smart about the information you send 

customers, you can avoid an information overload that could lead to confusion and repeat 

contact. 

If you have canned responses for certain issues, remove parts that aren’t relevant to this specific 

customer’s issue. Additionally, if part of a solution is something that your customers need to do 

on their end, be sure to walk them through it to ensure that your customers understand what 

they are doing. 

6. Use Screenshots and Other Tools  

We’ve all heard that a picture is worth 1000 words… and there is a reason the saying exists. One 

of the benefits of live chat is the ease with which you can send customers screenshots, PDF files, 

instructional videos, and other relevant digital information.  

These and other handy live chat resources, such as screen sharing, should be used in order to 

further help augment your first contact resolution. The great thing about using downloadable 

resources is that customers can re-reference these resources multiple times, so that they can 

solve the issue themselves should it come up again. Emailing customers the transcript of their 

live chat conversation gives them additional material to look back on in the future, therefore 

improving your FCR rate and their customer experience. 

7. Avoid Asking the Customer to Call Back, Or to Contact You Via a Different Channel 

There are some cases where no matter how much you’d like to, you can’t help a customer out 

via their customer service channel of choice. They might ask you to place an order for them via 

email, which you may be unable to do given security restrictions. In other cases, you might not 

be able to help the customer with their issue due to a timing problem. Maybe your company is 

experiencing a temporary system error, and your servers are down. Another example is if a 

customer needs to speak to a supervisor, and all of the supervisors are busy at the moment. 

Asking customers to call back later, or to contact your company via another channel is a 

nuisance that should be avoided whenever possible. To help keep your first contact resolution 

rate up, always do your very best to solve your customers’ problems, regardless of how they 

contact you. If they do need to wait to resolve an issue, such as an issue that requires the help 

of a supervisor, you have two options:    
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 Give the customer an estimated wait time and put them on hold. 

 Take down the customer’s number so that you or your supervisor can reach out to 

them later.  

When going with option number two, be sure to ask the customer what time is best to reach 

them, and to schedule a call to minimize the effort that they have to go through. This will also 

help ease any worries that you will not call them back. 

 

By asking your customer to call back or contact you via a different channel, you are directly 

impacting your FCR rate, and potentially annoying them in the process.  

8. Give and Take Relevant Contact Information 

As a customer, it is a nightmare to be nearly at the point of solving an issue with one 

representative, only to have the call drop and be forced to start over with a new agent. To 

ensure that this does not happen, be sure to take down your customer’s call-back number at the 

start of the call, especially when you are about to get into a complex issue. This way, the 

progress that you have made with your customer won’t be lost should a glitch in the phone 

service happen. This will save both you, your fellow agents, and your customer time and energy.  

If you and a customer get disconnected in the middle of a complicated live chat resolution, you 

can also take steps to reconnect with that person. If your live chat platform uses a pre-chat 

survey that requires the customer to fill in an email address, you can use this information to 

email your customer any remaining instructions or comments that went unsaid before the chat 

disconnected. 

Try it Out! 

 DO: “Thank you for contacting us! I am sorry that we can't assist you over email at 

this time. I can however schedule a callback at a time that is convenient for you, so 

that we can get this issue resolved there and then. What time would be best for 

you?" 

 DON’T: “Thank you for contacting us. For further help with this issue please contact 

our complaints department at 1(800)555-5555. Thanks!” 
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9. Get Customers’ Feedback 

The only person who will truly know if the customer’s issue has been solved is the customer. 

Before ending the call or chat, ask your customer if their issue has been solved and if there is 

anything else that you can help them with.  

 

If you, like the agent in the “Don’t” example, assume that your customer’s issue has been 

resolved and end the live chat or phone call without confirmation from the customer, you are 

risking the possibility of leaving behind a customer whose issue has not been fully taken care of. 

The result is an unfortunate customer experience and an impacted first call resolution rate. 

 

 

 

 

 

Try it Out! 

 DO: “Great, I’m glad I could help! Is there anything else I can help you with today?” 

 DON’T: “Great, I’m glad I could help! I hope you have a nice day!” Chat 

Disconnected” 
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Sales Tips and Tactics: How to Up Your Game When 
Selling to Customers 

What is Sales?  

So, what exactly is sales? In short, sales is about convincing people to go along with your idea, plan, or 

product. 

There are two types of sales. The first is the kind that comes from the sales industry, which involves 

persuading people to spend money on goods, products, or services.  

The second type can be referred to “non-sales selling,” and can be done by anybody at anytime, 

anywhere. According to Daniel H. Pink’s book, “To Sell Is Human: The Surprising Truth About Moving 

Others,” 40% of the time that people spend at work is spent on “non-sales selling,” regardless of their 

profession. This time may be spent convincing their boss to let them tackle a new project, "selling" their 

team on a new vision for the company, or just informing a customer of the benefits of a product. 

How to Make a Sale 

Have you ever persuaded a group of friends to meet at a movie theater to see your film of choice? Or 

have you ever tried to get a family member to go along with your winning piece of life advice?  If either 

of these (and an infinite amount of alternative scenarios) are true, then congratulations! You have made 

a sale.  

Now that you know that you are capable of selling an idea to your friends and family, how do you go 

about selling a product to a stranger? "Non-sales selling" isn't exactly comparable to selling for profit, is 

it? 

Let's go back to the "non-sales sale" that you may have made to your family and/or friends. In our 

example scenario, this "sale" might have started with you explaining the benefits of this family member 

listening to your advice, or your friends watching your movie of preference. You may have identified a 

need within the group--be it your friends or your family--that seeing the movie or listening to your 

advice might have filled. And you may have applied just the right amounts of charm, logic, and 

emotional-intelligence to seal the deal. 

https://www.amazon.com/To-Sell-Is-Human-Surprising/dp/1594487154/
https://www.amazon.com/To-Sell-Is-Human-Surprising/dp/1594487154/
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You may not think that you know how to make a sale, but these are all practices that will lead you to 

success in the sales industry. 

Regardless of whether you have yet to make a sale or are already one hundred sales deep in the 

industry, our following selling techniques will give you some insight on how to awaken the salesperson 

within you and effectively sell to a customer. 

1. See a Need, Fill the Need 

When it comes to effective sales, it is extremely important that you are focused in on your 

customers' needs. This means listening to what it is that they need, empathizing with their 

needs, and using your knowledge of your company's products and services to fill those needs. 

Don’t try and sell your customers something irrelevant, or something that will not be useful to 

them. Customers are smart, and can pick up on and become irritated by suggestions for useless 

add-ons and products that do not fit what they are looking for.  

Websites like Amazon are effective at recognizing a customer's needs, and using that 

recognition to nudge the customer towards a follow-up purchase. On Amazon, once a customer 

adds an item to their cart, they are immediately shown related options that they might also be 

interested in buying, based on items that other customers have previously bought together.  

Target has also been known for having the ability for foresee its customers' needs so well, that it 

can figure out the probability that its customers are pregnant and even what trimester they are 

in based on their previous purchases. This mega corporation has used this information to send 

its customers timely coupons advertising baby products to secure their loyalty, and generate 

sales. The company has been so accurate with their predictions, that it even figured out a 

teenage girl was pregnant before her father did, something that some consumers found 

"creepy" and invasive.  

The way that companies like Amazon and Target see and fulfill needs is based on algorithms, 

done via machine learning. As humans, we can’t exactly whip up suggestions with the same 

speed and ease as a computer, but with a little bit of practice, intuition, and sensitivity, we can 

do it better.  

Every customer has wants—the things that they say that they are after. Then they have needs 

which underlie these wants. Two different customers might share the same wants, but that 

doesn't mean that the exact same product can fulfill their needs. For example, two customers 

https://www.forbes.com/sites/kashmirhill/2012/02/16/how-target-figured-out-a-teen-girl-was-pregnant-before-her-father-did/#69ebc0576668
https://www.forbes.com/sites/kashmirhill/2012/02/16/how-target-figured-out-a-teen-girl-was-pregnant-before-her-father-did/#69ebc0576668
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might both want tomatoes. However, if one customer is seeking extra-ripe tomatoes to mash up 

into a tomato sauce, then they actually need tomatoes that are totally different than someone 

who is seeking crisp young tomatoes to toss into a salad. Unlike wants, needs are rarely verbally 

stated, so you may need to use some effective questioning to help uncover them. By figuring 

out what our customers need, we can shed a lot of light on the specifics of their wants, and 

better serve them.  

If your customer has a need that is going unmet, fill that need with a sale or upsell offer. If you 

can anticipate a future need, even better. More often than not, anticipating a customer’s needs 

is an excellent hack for exceeding customer expectations, while at the same time generating 

revenue. When you correctly anticipate and act on a customer's needs, your sale will come 

across as a friendly, helpful suggestion, rather than a sale at all.  

 

By listening to his customer's needs and applying his own experience and expertise, Aiden is 

able to make a sale. Jenny leaves the store content: her need has been met and even surpassed, 

and her exchange with Aiden felt like a helpful recommendation from a friend, rather than a 

pushy sales suggestion.  

Example: 

Jenny is shopping for cookbooks at the Rabbit Hole Bookstore. Aiden, a seasoned employee, 

asks Jenny if he can assist her. Jenny tells Aiden that she is looking for a Peruvian cookbook--

she wants to learn how to make ceviche, and is interested in exploring other Peruvian and 

Latin American recipes. Aiden finds her a popular Peruvian cookbook, and shuffles through 

their stock to find additional books that he can recommend based on his own personal 

experience and his knowledge of what Jenny is looking for. He returns with two books: one is 

a Colombian recipe book, and the other is called "Brigadeiros to Cocada: 100 Latin American 

Desserts." Jenny thanks him for the suggestions; excited by the prospects she decides to take 

all three books.  
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2. Understand the Importance of Honesty 

The internet has revolutionized the world of sales, and has played a major role in shifting power 

from the seller to the buyer. Now more than ever we are living in a knowledge-based economy, 

where consumers have the power to compare products with just a few clicks. 

This is one of many reasons why it is so important to always be honest with your customers. Any 

misrepresentation of your product can be easily uncovered on the web, or with time through 

that customer's personal experience.  

A dishonest comment or guarantee that leads to a sale can end up resulting in a dissatisfied, 

upset customer. In the end this leads to tied up phone lines, elevated queues, customer 

complaints, product returns, poor company reviews, and lost business. This is why it is also 

important that you be knowledgeable about what you are selling, and that you do not make any 

promises to your customer about the product or service that you cannot keep. 

By being honest with your customers, you will be able to establish a relationship of trust that 

will foster more sales instead of impeding them. When you keep your promises to your 

customers, your customers will know that they can buy from you in the future without worrying 

about being misled or ripped off.  

Example—Not Using Honesty: 

Jarrod is in the market for a new computer. He decides to go through a third-party 

technology store to get the best price. Danny, the salesperson at the store, talks Jarrod into 

getting a $800 computer that he assures him will fulfill all of his computing needs. The 

operating system has been newly released, and Danny tells Jarrod that it is the perfect fit for 

his needs. Later, Jarrod goes home and is having trouble downloading basic applications. He 

learns after a Google search that in fact this computer's operating system is incompatible 

with some of the programs that he has to run for his work--programs that Danny had 

insisted would work seamlessly on his new computer. On top of that, Danny had told Jarrod 

that this computer was one of the most well-received models of the year, and an 

overwhelming amount of 3-star reviews indicate otherwise. Feeling frustrated and misled, 

Jarrod returns the computer. He decides to go this time with a different store where he hopes 

he will not have this problem again. 
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By being honest with his customer, Danny builds a relationship of trust with Jarrod, compelling 

him to make further purchases in the future. 

3. Find Your Balance 

When you are making a sale, the energy you bring to the sale is important. To channel the 

proper energy to sell your product, you first need to find balance.  

Customers respond well to salespeople who have a positive but level energy. You don’t want to 

be an over-the-top extrovert—this is because some customers don’t react well to a sales 

attitude that is too peppy, pushy, or too much for them to handle. At the same time, you don’t 

want your energy to be too low or too introverted. This could result in an apathetic or even 

unenthusiastic/unpersuasive tone, which can also be repellent to a customer. 

Adam Grant, a professor of management at Wharton University and one of the world’s top 25 

influential management thinkers, researched what sort of social energy is typically shown to 

bring the most success in sales. In his research, he surveyed 340 successful salespeople, and 

compared their personality profiles to their yearly revenue. What Grant found was that people 

who perform best in sales aren’t extroverts as one might think, but rather are “ambiverts,” 

people who fall in between introverted and extroverted tendencies. Grant suggests that this is 

Example—Using Honesty: 

Jarrod is in the market for a new computer. He decides to go through a third-party 

technology store to get the best price. Danny, the salesperson at the store, sees that Jarrod is 

interested in an $800 computer. After getting to know what Jarrod needs out of a computer, 

Danny tells him that this model is not the best fit for him--in fact, it has not been very well 

received in general. He leads him instead to another model that is $100 cheaper. This means 

that Danny's commission will not be as high, but being honest about the computer's 

performance is more important. Jarrod buys the second computer that Danny recommends, 

and goes home to discover that Danny was right--the computer is sleek, fast, and works 

great. He fills out a positive customer satisfaction survey and decides that he will return to 

the store to buy his daughter the same computer for her birthday. 

http://thinkers50.com/t50-ranking/2015-2/
http://thinkers50.com/t50-ranking/2015-2/
https://www.scientificamerican.com/article/successful-salespeople-have-moderate-temperaments/
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possibly due to the fact that “they're less likely to get distracted and to talk too much—they find 

the right balance between talking and listening." 

Another element to consider when finding your balance is cultural differences among different 

customers. For example, the extroverted customer service that Americans are used to might 

make English customers uncomfortable. On the other hand, an American visiting England might 

find the English standard of service to be a bit cold. You can find your balance despite customer 

differences by mirroring the behavior of the customer that you are talking to, and picking up on 

verbal or physical cues to make sure that your sales approach is working for them. By practicing 

this selling technique and channeling the cool medium of ambiverts, you will have the right 

energy needed to make a sale. 

4. Know When and How to Slip the Sale In 

Not every moment is the right moment to pitch a sale. If a customer asks you for help with or 

advice on a purchase, you might have the opportunity to dive directly into a sale. However, 

oftentimes customers will approach you with inquires that do not allow for a natural transition 

into a sale.  

This could be the case in situations such as when a customer is contacting you to make a 

complaint. In circumstances like these, it is better to put the sale off, or forget about it entirely, 

so that you can concentrate your efforts on the problem at hand. Remember to never try to sell 

something to an upset customer—service must always be the priority before making a sale, 

and upset customers are definitely not a prime target. Depending on your industry, gaining a 

new customer can be up to 25 times more expensive than retaining an existing one. This statistic 

shows that it is always better to lose a sale, than to lose a customer due to poor service. 

https://hbr.org/2014/10/the-value-of-keeping-the-right-customers
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One good time to slip a sale in is when the customer has expressed his or her needs, or how his 

or her needs are not being met. Another good option is to pop the sale option in at the 

beginning or end of a conversation. Just like when you try to promote your company's post-chat 

survey, this should be done as a gentle suggestion, rather than pushing the customer into an 

action. 

 

 

 
 

 

 

5. Appeal to Reason: Show Your Customer How They’re Saving 

People hate sales when they feel like they are getting ripped off. But what about when they feel 

like they are saving? Customers love a good deal. An important element of sales is to show the 

customer why what you are proposing is in fact helping them save. Remember when you are 

doing this to always be honest, and to propose money saving deals that could actually benefit 

the customer.  

Good Example: 

 "Welcome to Tropical Burger! Would you like to try our new Lost Island Combo?" 

 "I'm glad I could be of assistance! If you'd ever like to add additional channels by 

upgrading your account to premium, you can do so under the 'My Account' option" 

 "Select summer jeans are BOGO! Can I help you get the promotion?" 

Bad Example: 

 "I understand that you are upset. Can I interest you in another purchase?" 

 "I'm sorry you did not receive your product on time. We have a promotion for 2 for 1 

jerseys if you are interested." 
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Showing your customer how they are saving involves appealing to your customer on a level of 

reason. This sales tip when combined with you being in-tune with the customer’s feelings will 

help you make the sale happen. 

 
By showing Diana how she is saving, Ashley manages to use this selling technique to create a 

happy customer, while simultaneously upselling the product.  

6. Stick with Quality Not Quantity of Offers 

When you are trying to make a sale, avoid overwhelming the customer with too many options. If 

you give a customer too many alternatives, he or she will be more likely to give up on the 

purchase, and walk away unfulfilled and under-prepared.  

Instead, offer your customers a small amount of smartly chosen options, tailored to your 

customer’s specific needs. In the process of communicating with your customer, you can then 

begin to further understand what he or she is looking for, and change your offers subsequently.  

 

Example: 

Diana wants to buy three 4x8 photos of her daughter’s graduation for $18.00. She calls the 

customer service number and speaks to customer service representative, Ashley. When 

Diana tells Ashley what she is looking to purchase, Ashley suggests that she instead buy the 

4x8 photo package, which includes four 4x8 photos for just $20.99. Ashley explains that by 

buying the package deal, the cost per photo decreases significantly. The difference is less 

than $3.00, and Diana will get an extra photo that she can give to another relative or 

preserve in a photo album. Diana agrees, and goes with the deal. She hangs up feeling 

happy, and like she just got the good end of a bargain. 

Good Example: 

 Hello, and thank you for calling our support line. Would you like to hear information 

about our family plan? It is only a $20 per month add-on per family member. 
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7. Know When to Accept “No” 

As much as you may try to follow these tips to make a sale, there are still going to be some 

customers who say no. These situations are as diverse as the people who are telling you "no," 

and it is up to you to know when to accept "no" as a response. This means being able to 

distinguish objections from when a customer is definitely not interested in your company's 

product or service. 

Maybe you are trying to convince a big-spending prospective client to switch to your brand. In 

this case, it is probably worth it to stick it out through the "no's," until this client will let you 

pitch what you can offer them that your competitor can't. However, if you are proposing an 

account upgrade to a customer who reached out to you via live chat for help with an issue, 

chances are it's better to not insist and risk losing a paying customer. 

Some “no’s” can be used as a learning opportunity for you to discover what you could have 

done better, and work on your salesmanship. Other times, customers will tell you “no,” in a 

circumstance that has nothing to do with your sales abilities; they just were genuinely not 

interested in making a purchase. And when you do get a definite “no” for an answer, don’t take 

it personally or let it get you down. There’s always next time! 

  

Bad Example: 

 Hello, and thank you for calling our support line. Would you like to hear information 

about our family plan? It is only a $20 per month add-on per family member. We also 

have an international plan if you are interested in hearing about that, which is $50 

extra per month for free calls all over the world. Or can I interest you in our Unlimited 

Data Plan or our Premium Plan? 
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About Comm100 

Comm100 Network Corporation is an award-winning global provider of enterprise live chat solution. 

Comm100 Live Chat is used by thousands of businesses worldwide to support their website visitors in 

real time so as to increase conversions, boost customer satisfaction and lower operating costs. With 

"100% communication, 100% success" as the company motto, Comm100 is committed to ensuring that 

transitioning human-to-human interactions to real-life success stories is always possible in a digital 

world. 
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