Best Practices for Digital
Omnichannel Customer Service

The Comprehensive Guide to Surprise & Delight your
Customers on Live Chat, Email, Social Media & SMS
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Introduction

As our daily lives migrate online more and more deeply, the brands we support
are being called upon to adopt a digital-first approach to customer experience.
Businesses realize that the customer journey is no longer starting—or ending—

in brick-and-mortar stores. Instead, it is taking place across a string of digital
platforms that customers are accessing instantly from home and on the go. Mobile
apps and communication channels like live chat, social media messaging, and SMS

allow customers to reach out to you whenever and wherever they want.

In response to these changing customer engagement dynamics, your company
may already have more than one digital customer service channel in action. And
you should: Research shows that today’s consumers use an average of almost six

touchpoints, with nearly 50% regularly using more than four.

But implementing new and diverse touchpoints is only half the battle. In order to
really maximize your return on investment (ROI), you need to know how to use
each of them effectively. That means playing to the strengths of each channel
and adopting the best communication practices and strategies for each one,
empowering your team with the right tools to successfully incorporate them into

your customer service routine.

This eBook will help you deliver customer service that is optimized for today's top

digital channels:

Y
= & ©

Live Chat Email Social Media SMS
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These channels have been chosen based on their popularity, ease of implementation
and use, and crucially, their capacity to aid a successful digital omnichannel

strategy.

Why? Because it is only when these channels are brought together that you can
provide cohesive and consistent support that works for you and your customers

- and this is what digital omnichannel customer engagement delivers. Gone are

the days where each new channel was a separate and cumbersome add-on,
operating in their individual siloes. With digital omnichannel, all channels share

a central console through which every customer interaction is fielded, creating a
flawless digital journey where customers and agents experience fluid conversations
across channels, instead of in silos. Routing between channels, agents, and even

departments becomes effortless, and new touchpoints are easier than ever to adopt.




Live Chat

If there is any platform that your company must have for successful digital customer
support, it is live chat. An early staple of internet-based customer service, live chat allows
customers to communicate with agents in real-time either from the company’s website or
mobile app. This real-time support boasts strong satisfaction rates (in 2019, live chat had an
83% average satisfaction rate, with 93% percent of Comm100 Live Chat users saying they
prefer live chat over any other channel).

Customers don't only love live chat only for its speed and immediacy - they also prefer it for
its convenience. As well as being very accessible and easy to use, they enjoy having the
freedom to multitask while they receive support, which is a lot harder to do when on the
phone.

When it comes to live chat, what works well for the customer also works well for the
company. On average, companies that use live chat save up to 50% or more on support
costs versus other methods, according to a report by the Aberdeen group. Customers who
use live chat before making a purchase show a 10% increase in average order value, and
companies as a whole experience a 2.4 times greater annual increase in upsell revenue
thanks to live chat.

Not only is live chat highly successful, it's a key starting point for digital omnichannel. Live
chat platforms like Comm100 have omnichannel capacities that allow easy extensions into
other channels, making it a great place to begin your winning omnichannel program.
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Best practices for live chat

1. Make your live chat stand out (in a good way)

The key to earning a solid ROl is to ensure that your customers are using the channel that
you set up for them. Live chat customer service is 17 to 30 percent cheaper than a phone
call, meaning that every customer who heads for your live chat window instead of dialing
support is saving you money. To successfully reap the cost-saving benefits of live chat, the
thing to consider first and foremost is adoption.

Key tools:

+ Live chat button customization

* Live chat window customization

Live chat button customization

Your live chat button is the first element that will compel your customers to engage with
your chat service. Live chat providers like Comm100 allow you to customize this button so
you can create a call-to-action that is effective and on-brand. You can dictate the design and
location, without any knowledge of coding. You can also determine where and when the
chat button will be visible.

When designing your live chat button, make sure to place it in a convenient location where
your customer can easily find it. One option is to set your live chat button up in a fixed spot
- such as in the bottom right corner of the screen - across all web pages. Not only will this
help keep the pressure off your phone queue, it will help encourage customers to be more
proactive in asking questions about products. (Like the comfort of seeing a helpful sales rep
on the store floor).

Another option is to make your live chat button available on a single webpage, such as your
Support page. This is great for companies that want to use live chat more to support existing
customers than to assist potential new customers. When listing live chat on your Support
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page, be sure to give it equal or slightly greater prominence than your telephone number,
perhaps listing it as the first contact method on the page. This will help your customers
consider all the options they have to contact you before reaching out, while encouraging
customers to use live chat as a go-to for their customer service needs.

The attractiveness of your live chat button is just as important as its location when it comes
to establishing consistent use and credibility. While it is important not to compromise
visibility, your live chat button should be in line with your brand image. An abrasive, off-
kilter live chat button could come off as aggressive or unprofessional to customers, and

discourage use entirely.

Examples of live chat buttons. Which one better suits your brand?

Live chat window

The live chat window is another component that is integral to the visual and functional
success of your live chat experience. Like the live chat button, the live chat window is easy to
personalize with custom color schemes, avatars, greetings, message styles, window styles,
and more. Comm100’'s mobile-friendly responsive-design chat window ensures that visitors
have chat experiences that fit with their devices (although you can also define a separate

style for your mobile chat window if you choose).
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Customizing your live chat window with a banner or even just sticking to your website’s color
scheme is a great way to give your customers a cohesive, branded experience. Agent avatars
can further drive personalization by showing customers that they are chatting with real

people and putting a friendly face to the name.

Example of a live chat window, Comm100

Unlike many other platforms, live chat also allows you to choose whether you want
customers to communicate through an embedded or pop-up window. Embedded windows
(or windows that stay fixed on the webpage) are a great option for customers who want to
chat with an agent while still having an unobstructed view of the website. Pop-up windows
can be useful for companies who want to capture a customer’s undivided attention, and
work well for purely support-based inquiries. However, as they prevent customers from
multitasking within the same window, they may limit sales opportunities, as well as frustrate

the customer.
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Pro tip

Need to customize a specific button or window
for different pages and purposes? Comm100 Live
Chat’s multiple and dynamic campaign options
lets you define different chat experiences to serve
distinct visitor needs. Use these options to change
your live chat’s aesthetic and behavior across
different websites, or on different pages on your
site. This is particularly useful for companies

who have a sub-brand that caters to a different
clientele, or who serve a multinational audience.

2. Monitor and proactively engage with visitors in real-time

One of the best things about live chat is the wealth of customer data that it brings to the
table. With live chat platforms like Comm100, companies can monitor on-site visitors in real-
time, giving them the most up-to-date insight into the activity of leads and customers. This
information is not only useful for analyzing your sales funnel or buyer’s journey - it's directly
actionable.

Key tools:

+ Real-time contact insight
+ Visitor segmentation

* Rule-based auto chat invitation

With real-time contact insight, your visitors’ geographical location, browsing history,
contact history, shopping cart information, purchase values, and more, is right inside the
agent console. With this information in hand, agents can proactively reach out to visitors for
personalized service that caters to their exact needs.
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Despite your agents’ best efforts, it can be difficult - or even impossible - for some
companies to sift through their contacts one-by-one as they come online. Visitor
segmentation allows companies to organize their visitors in real-time according to a set of
predefined rules: location, customer profile, purchase history, and more. Visitor segments
can be sorted by color, giving companies a way to quickly and easily see which of their
segments are online, and which visitors belong to each segment.

Rule-based auto chat invitations take real-time visitor monitoring to the next level by
making proactive outreach more efficient for agents and ensuring that no visitor falls
through the cracks. Companies can set up proactive chat invitations to target certain visitor
segments and have the system automatically engage with users who meet qualifying
criteria.

Take the following scenario for example:

Grace is shopping for a new software for her team. After an hour of comparing
software, she has placed multiple options in her cart, and is having trouble
deciding which of the options will be the right fit for her specific use case. As a
result of her lingering uncertainty, Grace sits on the View cart’ page for several
minutes as she reopens her individual windows to re-examine her options. She
is about to give up for the night when she receives a friendly proactive live chat
message: “Hi there! My name is Michael. Is there anything | can assist you with?”
Grace types out her concern, telling Michael her team size and exactly what she
is looking for. Thanks to Michael’s message, she is able to get a well-informed
take on which product will be best suited for her needs, and completes the
purchase that same evening.

Together, the amount of time that Grace spent on the page and the value of the products
in her cart triggered an automatic chat invitation that connected her with an agent who
was able to help her settle any doubts and questions that were impeding a purchase. This
prevented her from abandoning her shopping cart, ultimately resulting in a high-value
purchase that she may have given up on without the agent's proactive help.
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Automated chat invitations are essentially brick-and-mortar customer service brought
into the digital realm - only agents are equipped with more context and insight. By making
this kind of customer service possible, especially proactively, companies can increase
conversions by 20 percent.

3. Connect customers to the right agent every time
with automatic routing

It is just as important to serve your customers reactively as it is proactively. With live chat,
you can connect your web and mobile visitors to the right person at the right time, no
matter the scenario.

Over the phone, connecting customers to the person who is best equipped to support them
means sending them through an IVR that forces them to talk or click through a menu until
their call is answered by a customer service representative. Even then, customers often get
bounced around different agents with each new piece of information that comes to light
about their issue.

With live chat, better access to data and intelligent routing means that customers get to the
right agent fast-without all the hurdles. This reduces customer effort, leading to a better CX
and quicker resolution times.

Key tools:

* Rule-based automatic routing

* Pre-chat survey

Rule-based automatic routing uses predefined rules to connect different visitor segments
with the support that will best suit their needs. Like with rule-based auto chat invitations,
these rules can be based on a huge range of available customer data and even account
notes.

For example, routing rules can be set to automatically field incoming chats to specific
franchises or sales teams based on a visitor's geographic location or language. They can

be used to route customers who have had prior interactions with the company to specific
teams (imagine having the ability to instantly and automatically send a customer who has
chatted with support more than 3 times to a higher-tiered customer service rep who is more
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likely to be helpful to them). And customers of a certain spending tier can be prioritized and
moved accordingly through the queue when they request to chat with an agent.

The pre-chat survey is another way for live chat teams to automatically and accurately
route visitors. Pre-chat surveys are a quick way for customers to give details about the
nature of their inquiry or the issue they have been experiencing. Customers can select which
department their issue pertains to, such as Sales, Support, or Billing. This will help get the
customer to the right agent to solve their issue, and avoid inconvenient transfers.

--select an option--

--select an option--
Product Question

Billing Question
Support Question

Example of a pre-chat survey routing to appropriate department

It's worth noting that pre-chat surveys are a great opportunity to prompt customers to
provide relevant contact info - such as an email address - which you can use to build a
better customer profile and for future support and marketing initiatives. Just make sure that
you aren't asking your customer to provide too much information, or it could dissuade them
from chatting with you altogether.
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With live chat, companies can weight routing rules by importance. That way, when visitors
inevitably fall into multiple segments, the system will know which piece of data is the most
critical piece to the routing puzzle.

Take a look at the following example:

Jennifer is visiting the website of a VR company based in the United States and
Spain that creates immersive showrooms for real estate. Jennifer has a history
of visiting the VR company’s website: they have an active working relationship
and managed to help her successfully digitize 2 model homes. In the eyes of the
company, Jennifer belongs to all of the following segments:

* Repeat web visitor

* Prior chat history: Chatted 4 times
« Time on website: 5 minutes

+  Webpage: Contact-Us

+ Source: Google

 Location: Seattle, Washington, U.S.
* Language: English

* Pre-chat data: Sales inquiry

* Purchase status: VIP customer

With any other customer, the VR company would route the visitor based first on location
(should they be connected with an agent who speaks English, Spanish, or Catalan?) and
second on pre-chat data (should the visitor go to a sales rep or customer support agent?).
Because of Jennifer’s history with the company, her VIP status takes precedent, and she is
automatically routed to an agent who is familiar with her business and account.

Best Practices for Digital Omnichannel Customer Service



By establishing a hierarchy of routing rules, your company can ensure that your leads are
connected to the right agent to empower them to make a purchase, and that your active
customers are treated with the care they deserve.

Pro tip

It's said that 80% of your profit comes
from 20% of your customers. Learn
more about how to designate and
route VIP customers here.

4. Boost momentum with agent-facing resources

Part of what makes live chat such a successful customer service channel is how efficient it
is. Unlike phone or email, live chat enables agents to carry on several conversations at once.
This capability, known as chat concurrency, not only decreases wait times - it can also help
companies save on staffing. Several key tools are available to help agents build response
momentum and increase their chat concurrency:

Key tools:

+ Canned messages
* Internal knowledge base
+ Agent-facing Al

Canned messages are prewritten responses you can create to help agents quickly deliver
precise, on-brand replies to common queries. Agents can search for the best answer from
inside the agent console and send it to customers with just one click. They can even set up
keyboard shortcuts for the most frequently used canned messages (for example, ‘“#pw’ for a
canned message about how to reset a password). This saves agents from having to type out
the entire message over and over again - just make sure that you keep your canned messages
up-to-date so that you are always sending customers the most relevant information.

Best Practices for Digital Omnichannel Customer Service


https://www.comm100.com/resources/whitepaper/never-miss-a-vip/
https://www.comm100.com/platform/livechat/agent-experience/multiple-chats/
https://help.comm100.com/8-canned-message-best-practices-for-live-chat-excellence

An internal knowledge base is a quick and easy resource for staff to search for answers to
current customer queries and problems. Internal knowledge bases provide the team with a
means of shared communication, and are a great way flag issues and spread relevant
information. To create an internal knowledge base, start by identifying recurring questions
or information that are commonly sought after. Higher-level team members should be
assigned topics and be responsible for maintaining and updating information concerning
these topics. Make sure that internal information easy to access by categorizing topics and
utilizing a search bar.

Agent-facing Al can help agents serve customers more quickly and accurately. Comm100’s
Agent Assist is an agent-facing Al-powered tool that monitors live chat conversations in
real-time. It can understand what questions are being asked, and automatically suggests
the best response from the canned messages, internal knowledge base, or chatbot intents
in the Comm100 platform. This reduces internal friction by helping agents circumnavigate
the tedious process of digging for answers. When you use Agent Assist to put accurate
information into agents’ hands at lightning speed, you will increase agents’ capacity to
handle incoming chats and even reduce training time.

Jane: 15:23

How can | update my phone number for my account? % n

How can | update my phone
number for my account?

Please follow the steps below to
change or edit your mobile
number: 1. Go to the Change
Account Settings page. 2. Click
Edit next to your phone number.
3. Enter your new number, then
click Continue. N...

Read More

g How can | update my phone How to update the security
number for my ...

.

phene number
T %= 9 =

Please refer to the knowledge base article: hitps://alphabox.com/kb/How-can-l-updal

Example of Agent Assist in action, recommending an answer for the agent to send to a customer’s live chat question
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Pro tip

When creating and editing canned messages, internal
knowledge base articles, and agent-facing Al, involve
members from each department of your organization.
Keep a record of all active messages, and consider
implementing a form to have your customer service
team contribute ideas for adding and updating
canned messages. After all, they’re the ones who are
using them on the front lines!

5. Increase operational efficiency with system-wide
productivity tools

Agent-facing resources aren't the only way to increase your live chat mileage. System-wide
productivity tools like customer-facing chatbots and knowledge base articles can take
pressure off of your support team by putting valuable resources directly in your customers’
hands.

Key tools:
+ Chatbots

+ Knowledge base

Chatbots make live chat an even more efficient customer service channel, and having one
available is an important part of extracting all the benefits you can from this platform. Unlike
agents, chatbots can handle an infinite number of conversations at once. They are available
24/7, making them a cost-effective way to offer around-the-clock customer support.
According to a study by Gartner, organizations that implement NLP chatbots report a
reduction of up to 70% in call, chat and email inquiries. They also report increased customer
satisfaction and a 33% saving per voice engagement.
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Comm100’s Al Chatbot harnesses the world’s most advanced Natural Language Processing
(NLP) engine to understand your customers’ goals and help them achieve resolution.
Chatbots give your customers the answers they are looking for right inside the chat window,
so they don't have to comb through your website in search of FAQs.

Chatbots don't only answer customer questions though - the Comm100 Al chatbot can
process transactions and handle complex workflows on behalf of your customers by
integrating with your core business systems - from tracking an order and paying a bill, to
booking a flight. And, it can do it reliably: in 2019, Comm100's chatbot handled 68.9% of
chats from start to finish, earning an average satisfaction rate of 87.58% - even higher than
the average satisfaction rate of live chat conversations with human agents.

- ALK
o Chatbot

Hi there, how may | help you today?
Any photos or videos about the hotel
rooms and facilities?
~

Yes. You can access all photos here
. We also have a video giving you a
mini tour of all these. Here you go:

a

Example of Comm100 Chatbot answering a live chat question with embedded video.
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Since chatbots perform at such a high level, they help growing businesses scale with ease.
Take Tangerine, an Australian telecom provider. Tangerine experienced rapid growth
following an expansion of their services, which in turn produced a surge in chat requests.
By implementing Comm100’s Al Chatbot, 91% of chats assigned to the bot were resolved
without any agent involvement. As a result, Tangerine could manage the increase in chat
volume without hiring and training more agents, saving them money and helping them
focus on growth without compromising on customer service.

Read more

Comm100 Chatbot Resolves 91% of
Assigned Live Chats for Tangerine

It's important that self-service knowledge base content and even chatbot functionality be
updated regularly to reflect changes in company policy, business offerings, and customer
needs. For example, in response to the COVID-19 crisis, WestJet added a cancellation/
rebooking tool to their chatbot which customers could use without having to contact an
agent, in addition to relevant knowledge base content. Together, these automation and
self-help tools free up agents to focus on assisting customers who have an immediate and
pressing need -- such as those who have a flight in the next 72 hours.

A knowledge base is another integral tool to take pressure off your agents by making
information more accessible to your customers. As well as providing knowledge base articles
and FAQs within your site, you can also make them accessible within your live chat window.
When a customer reaches out via live chat, knowledge base Q&As are offered to them
before they are even connected to an agent, empowering them to find the answer to their
question without using agent time.


https://www.comm100.com/customers/tangerine/
https://www.comm100.com/customers/tangerine/

6. Use enhanced chat features to boost resolution
and create VIP experiences

While the key selling points of live chat historically center around its text-based capacities,
advanced live chat software providers offer a host of other real-time communication tools
that enhance the value of live chat. Not only do these features create memorable and
unique customer experiences - they can also help agents better understand a customer’s
issue, handle sensitive information, and even replace in-person encounters. Ultimately, they
give customers more of the one thing they really love: choice.

Key tools:

* Auto-translation
* Audio chat

+ Video chat

+ Co-browsing

* File sharing

Before you can get anywhere close to creating VIP experiences for your customers, you need
to be able to speak their language - literally. For this you need built-in auto-translation,
allowing you to customize your live chat interface into a touchpoint that is available in more
than 100 languages. Comm100 Live Chat automatically translates chat messages to and
from a visitor who speaks a different language, meaning than even customers and agents
who do not speak the same language can have a helpful exchange and easy resolution.

Audio chat can be an attractive digital communication option for many situations. Perhaps
the issue in question is more complicated than first thought and would be more quickly
resolved through verbal conversation. In such a situation, the agent can simply offer to call
the customer from within the chat window without any required downloads, transfers, or
awkward waits.

Audio chat is a great tool for serving international customers who don’t want to place an
expensive long-distance call just to resolve a complaint (like regular chat, audio chat will
count toward data usage). And it isn't just important for customers: unlike landlines, audio
chat is always toll-free, which means you can shed some of the costs of traditional phone
support.
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Example of integrated auto-translation, providing translation of French to English for a live chat agent

Video chat gives you another way to elevate your digital customer service and sales
practices by bringing web visitors and agents face-to-face for in-depth, personalized support.
Video chat can be used to create strong one-on-one relationships with your customers. It
helps build trust between salespeople and potential buyers: according to Albert Mehrabian’s
book, Silent Messages, customers view the body language of salespeople as the number one
criterion for assessing their credibility. Video chat can be used to give virtual product tours
(such as showing off a car or home), or demonstrations (such as showing off styling tips for

a wearable product). It is sign language and disability-friendly, making it accessible for all of
your customers. It is a great way to show customers your true self.

Co-browsing is another enhanced live chat feature that can speed up resolution times,
particularly for complex web-related issues. With co-browsing, customers can share their
screens with agents, giving agents the visibility they need to more easily walk customers

Best Practices for Digital Omnichannel Customer Service



through their problem - such as making a necessary change to their account, technical
troubleshooting, or shopping cart assistance. They can even give the agent permission

to take control of the browser session, with access strictly limited to only the tab they're
sharing. Live chat sessions with co-browsing have a customer satisfaction score of 89.3%, six
points higher than sessions without at 83.1%, making it an extremely valuable, frictionless
customer service tool. Co-browsing is a browser-based solution, meaning that no additional
downloads or plugins are needed for either party. (Beware of co-browsing solutions that do
require plug-ins as they erect considerable barriers to customer adoption and ease of use.)

‘e ®
STOP SHOWING |

Allow the agent to take
control?

e

Example of co-browsing

Enhanced live chat features like audio and video chat and co-browsing can pay big
dividends, but they do require additional customer service considerations. Representatives
who use them will need to account for factors that are more akin to phone and in-person
customer service: posture, body language, eye contact, tone, and clarity of speech should
all be considered when using these features. While these options are great ways to escalate
an issue that may be more easily solved over the phone or in-person, agents should never
initiate the switch without the customer’s request or consent.
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File sharing is quick and easy over live chat and is a great way for customers to get faster
help. Customers can send a file to agents within the chat window with just a few clicks -
PDFs, images, documents, and more, as the example below shows. With these enhanced live
chat features, any customer can leave feeling understood and fully catered to like a true VIP.

Could you send a screenshot of

0 the design you saw?

i oo P B

File sharing example, customer sending an image
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7. Improve team performance with managerial tools

Live chat is easier to monitor than phone customer service, so it's easier than ever to keep
agents performing - and systems running - at an optimal level. With live chat, managers
have complete control of chat flow and agent scheduling. They have total real-time and post-
chat visibility into every conversation - both with agents and chatbots. With live chat, all the
tools you need to supervise, course correct, and grow the quality of your customer service
operation are right at the tips of your fingers.

Key tools:

* Queue management
* Permissions

+ Chat monitoring and whispering

Chat capturing
+ Reporting

+ Chat transcripts

Queue management tools are a vital part of keeping your customer service operations
running smoothly. With queue management tools, you can set concurrent chat limits,
ensuring that no agent gets overwhelmed with too many simultaneous live chats: while
every company wants their team to be as efficient as possible, it is more important that
your customers receive quality care, and that your agents don’t burn out. We recommend
you set a concurrent chat limit of one or two for newer agents who are just getting the hang
of live chat customer service. For more advanced agents, a concurrent chat limit of 3 or 4
maximum is advised.

Use queue management tools to define rules for queue overflow, queue wait messages,
and chat distribution (will all agents get assigned chats evenly? Or will you establish a queue
that sends customers to the most capable, the least busy, or the last agent a customer
chatted with?). You can monitor the queue in real-time and make adjustments or transfers
as needed (thanks to Auto Allocation and routing, the heavy lifting will already be done).
Consider the current capacity of your live chat team and use these tools to strike a balance
between customer wait time and internal resources.
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Permissions can be used to give specific agents access to higher level managerial tools

so that they can help take on administrative and monitoring roles. For example, you could
assign a senior live chat agent permission to supervise new hires in real-time - also known
as chat monitoring or chat whispering. With this permission set, your senior-level agent
can “listen in” on chats for quality content and send novice agents a helpful message if they
find that their customer interactions are unprofessional or missing the mark. If necessary,
your senior agent can use their permission to join the chat, ensuring that the customer is
assisted properly. Supervisors may also have the power of chat capturing, meaning that
they can kick an agent off a chat and replace them with someone else should the need arise.

To evaluate how effectively your queue management, agent capacity, and permissions are
performing you need another tool: Reporting. Comm100’s robust reporting shows how
many chats were requested, missed, abandoned, and refused - helping you better avoid this
in the future. It gives insight into your agent utilization rate, helping you keep track of agent
performance and scheduling. It shows audience profiles, conversion rates, and customer
satisfaction scores - all the insight you need to make adjustments to your proactive chat and
sales strategies.

Example of a Comm100 reporting dashboard showing conversion results from live chat conversations

In addition to reports, Comm100 keeps a full history of chat transcripts. Not only do chat
transcripts contain the entire chat dialogue, they also show the customer rating, agent
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wrap-up, transferred files, and visitor information. Chat transcripts can be downloaded,
exported, printed, and even emailed to customers as follow-up automatically or
manually as needed. Companies can search for chat transcripts by criteria, such as
visitor name, segment, rating, or even keyword.

Reports and chat transcripts contain both real-time and historical information, and can
be used to take actionable steps towards optimizing your live chat. For a complete view
of Comm100’s reporting, click here.

Pro tip

Want to know how to make your live chat customer service the best it can be?
Ask your customers! With post-chat surveys, you can gage how your
customers’ experience is stacking up to their expectations. Keep post-chat
surveys short and simple (two to five questions is ideal) to encourage
participation. You can always ask customers for more detailed feedback, but
this should be optional.

Best Practices for Digital Omnichannel Customer Service


https://www.comm100.com/platform/analytics/

Email

Email is a foundational pillar of customer support, and one of the most popular support
channels: research shows that 91% of consumers use email daily.

It's easy to understand why email is so popular. For one thing, it offers customers the space
to explain their issues thoroughly. Although it isn’t the fastest channel, customers appreciate
that they don’t have to wait on hold. Email takes the pressure off of customers and agents
to participate in an immediate exchange; customers can request support and address the
issue on their timeline. This is helpful for multi-taskers, people with busy schedules, and
customers who may need a little time and space to type out their needs.

Companies have had a long time to perfect their email outreach for marketing and sales, but
many fumble when it comes to this support channel. According to a benchmark report by
SuperOffice, 62% of companies do not respond to customer service emails at all. The same
report found that only 20% of companies are able to answer questions in full on the first

reply.

Staying on top of email responses doesn't just strengthen your customers’ loyalty and trust
- it's critical to your bottom line. Having a deep appreciation for why customers are choosing
this channel in the first place and maintaining high cross-channel support standards

are necessary steps to cultivate a healthy email support system. With all the unique
opportunities email provides for relationship building, it's really more than just a support
channel - it's a bridge to long-term customer success.
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Best practices for email

1. Reduce the back and forth

According to the Harvard Business Review, 2.4 emails are needed on average to resolve an

issue, compared with 1.7 calls.

With numbers like that, it can be tempting to see email as an impediment to resolution

rather than a pathway to a success. But long email chains are not a necessary evil. While

email provides a little more space and time than live channels by design, efficiency still

matters - to both you and your customer.

Use these key tools to help you achieve a boast-worthy first contact resolution (FCR) rate

and cut down on inbox-cluttering back-and-forth interactions.

Key Tools

*+ Service Level Agreements

+ Collaboration and Issue Tracking

In order to keep email exchanges low, you
need a ticketing system that allows you to
set and track Service Level Agreements
(SLASs). SLAs are a way of establishing
your customer service goals and making

a promise to meet key customer
expectations. They give your team clarity
on which tickets need to be worked on first
and how long they have to resolve a ticket.
Setting an SLA to resolve an email inquiry
within a certain time frame can promote a
level of forethought and solution-oriented
planning that stops unwieldy email
exchanges in their tracks.

Setting SLAs for email in Comm100
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To keep SLAs top-of-mind, they should be easily visible in your agent console. In Comm100's
agent console, SLAs are attached to each ticket, with color-coded notifications that alert agents to
when that SLA is nearing (or currently in) breach. This helps agents direct their focus to the most
pressing email tickets, and keeps the workload running smoothly and according to schedule.

Sometimes, it can be hard for a lone agent to meet resolution SLAs. Collaboration and issue
tracking lets agents loop another representative into a more complex problem. Agents can
write notes to each other, flag tickets for follow up, and more, helping them solve issues in fewer
correspondences and without the obvious baton-passes.

While SLAs and the collaborative nature of ticketing systems can help reduce the back and forth
of email, having these tools in place is only part of achieving this goal. Emails require time and
thought from customers, and companies must offer the same in return, or risk alienating buyers.
Simply put: the customer service that you are delivering must be on par with the tools that you
are using to deliver it.

Consider the following scenario:

Jessica recently found that a part of the standing desk she bought is defective,
preventing her from putting it together. Due to an upcoming company retreat, Jessica
doesn’t have much time to deal with the issue - she still needs to finish packing, and
needs to tie up some loose ends with a client.

So she fires off an email to customer support, hoping that there’s a way to resolve
this issue by the time she gets back from the retreat.

Mike, the agent who receives her request, doesn’t have adequate information
concerning Jessica’s purchase based off of her email address and name alone, so
he emails her asking for a purchase confirmation number. In breaks at her retreat,
Jessica digs through her emails to find the confirmation number.

Once he receives the confirmation number, Mike emails Jessica to ask how she
would like the issue to be resolved. Jessica says she would like a replacement part
if possible. But because of the back-and-forth which is occurring sporadically
over many days, Jessica’s request for a new part isn't processed until she’s already
back from her retreat - leaving her without a standing desk for another week and
disappointing her initial hope for a speedy resolution.
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In this scenario, it's easy to see that there are a number of issues that kept the agent from
solving the problem efficiently, including a lack of effective omnichannel support, as well as
an open-ended line of questioning as opposed to offering direct solutions. So what could be
done instead? Take for example this Timex email exchange, where a customer was hit by a
car and received damage to his Timex watch:

On Aug 15, 2017, at 7:53 AM, "Hill, Judy" < e > wrote:

Hi Michael,

First of all | hope you are ok and wish you a speedy recovery. As for your watch, we will repair or replace it at no charge. We are sure
you have enough to worry about after your accident and getting your watch repaired shouldn’t be one of them. Please send it to my
attention and | will take care of it.

Please put a copy of this email in with the watch.

Take Care,

JUDY HILL/CUSTOMER SERVICE

- I

- e -

From: Michael O'Neal [mailto: s s ]
Sent: Wednesday, August 14, 2017 10:25 PM

To: Custserv LR

Subject: Timex.com Support Inquiry

Hi there,

I was hit by a car on Satrday (A hit and run) on my bicycle. In addition to a broken collarbone, a load of road rash, and a
broken phone, my beloved Timex was trashed in the process. The face and the surrounding bezel were scratched beyond
repair. | was wondering if I could get an estimate on how much it might cost to fix it?

(see picture)

Thanks!

Michael

Customer service email example, Timex

What's excellent about this exchange is that the agent understood the customer’s request
and immediately offered a solution: send the watch back and we will fix it for free. It may
seem simple, but everything the customer needs - the solution, as well as instructions for
next steps - are made clear. This prevents unnecessary back and forth that only acts as a
block on the road to resolution.
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Pro tip

SLAs that are too stringently time-based rather than resolution-oriented can be

a detriment to efficient email resolutions. And if your agents don’t have access

to account data, necessary context (such as prior cross-channel conversation
histories), or permission to implement effective solutions, it can be easy to slip into
an unnecessarily long, frustrating email exchange. By conducting periodic audits of
your email support, you can enforce response policy and see whether your agents
are providing mindful support by referencing customer data or just trying to get the
email out of the queue.

2. Prevent email from becoming snail mail

Even though email removes the pressure of instantaneous response, replies still need to be
timely. According to Toister Performance Solutions, 88% of customers expect a response to
their emails in one hour, and 30% expect a response in under 15 minutes.

But when you look at the reality of how most customer response teams are performing,

it's clear that the vast majority are missing the mark. According to SuperOffice, the average
response time from respondents was around 12 hours - and that wasn't taking into account
the 62% that admitted they didn’t even respond to support emails at all.

When it comes to email support, the customer should dictate the overall speed of the
conversation - it should never be hindered by an agent's lack of timely responsiveness. Use
fast email times as an opportunity to set your team apart, and keep a competitive response
metric top of mind.

Key Tools
+ Tagging and filtering

* Automatic routing

Auto follow-up
+ Canned messages

* Reporting
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The beauty of sending incoming emails through a ticketing

system is that it makes workflow management much easier.

Intuitive workflows don't just make it easier for agents
to solve problems - these tidy resolutions can also be
accomplished much faster.

Tagging and filtering tickets allows teams to create a
system that flags incoming emails based on inquiry type,
inbound channel, and other criteria that fit your business.
This helps you quickly sort through your support queue
and establish better workflows, leading to faster resolution
times. With tagging and filtering, you can organize tickets
in a way that allows agents with relevant experience and
departmental knowledge to handle higher-level requests,
prioritizing your specialized labor where it's most effective.
This keeps all emails, no matter the difficulty, moving
quickly.

But it's not just about categorizing messages - distributing
them quickly and effortlessly amongst agents is another
key to keeping email exchanges quick. Automatic routing
assigns email messages to agents or teams automatically,
establishing instant and clear ownership of tickets and
eliminating the need for managers to manually distribute
requests based on their tags or even key words used in the
subject. If the initial routing criteria are not met, emails can
be allocated based on secondary criteria, helping ensure
that no emails fall through the cracks. For example, let's say
your incoming sales emails are set to automatically route
to the last representative who corresponded with that
customer. If that representative is unavailable, the email
will be automatically routed according to a secondary rule
so that another capable representative can quickly pick up
where they left off.
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Even over email, some issues are more time-sensitive than others. Although automatic routing
removes the need for manual intervention, managers can enter into the system at any time to
assign tickets priorities that go beyond the standard SLA times. By flagging certain high-prioritiy
inquiries as “urgent,” you can highlight key requests that need to be tended to right away, and
ensure that it gets done.

Not all issues are immediately solvable, but that doesn't mean that customers will want to
wait on a response. Auto follow-up allows you to send predefined messages automatically
to customers, saving agents time and increasing efficiency. Auto follow-up can be used to
communicate to a customer that their issue has been received, is being worked on, or that
a particular agent is out of the office and a slight delay is expected. These messages keep
customers in the loop automatically, with no action needed from a busy live agent.

Another point of consideration for increasing email efficiency is providing tools that can speed
up the writing process for agents. Your agents are sending out hundreds to thousands of
messages a day - just like with live chat, you can speed up the process and lower fatigue with
canned messaging. This provides agents with a library of pre-written messages designed to
target the most common use cases for your customers.

A star performance amongst your agents one day doesn't mean much if there’s never a repeat.
To send emails out quickly, you must be able to sustain operational momentum. Reporting
helps you keep track of how your team is performing in terms of ticket and case management.
The reporting tool instantly generates reports on performance-related variables such as how
quickly tickets are being handled, which can be segmented by agent, department, and even
email address. This invaluable data can help you continue to experiment and innovate with
email-handling protocol, and finding the most efficient system for your agents.

Pro tip

Canned messages can help agents send out messages at lightning speed. However,
there’s nothing more frustrating to a customer than receiving a canned message that
doesn't help move an issue forward, or that asks for information that the customer
has already disclosed. Train and encourage agents to read emails and canned
messages carefully before hitting send, and remember that sometimes the most
helpful response isn’t the fastest.
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3. Make omnichannel customer support your bedrock

Email is a critical support channel - but it doesn't mean that customers won't change their
mind about how they want to receive support, or that it is even the most efficient way for
your team to offer a resolution. As counterintuitive as it may seem, great email support
means making customers aware of all their other support options.

By now we all know why email support is important: it'’s a classic channel that customers
return to intuitively, and it also may fit within the needs of particular customers. But to
have the best optimized support channels means to take a cross-channel approach - which
means making omnichannel customer support your bedrock.

Consider the following issues that speak to the urgent need to promote seamless cross-
channel interactions via email:

* You're slowing down live channels with poor email support.

Consider your team of agents, and how you've trained them to resolve issues on live
chat. All of the metrics you've achieved have focused on lowering handle times, which is
possible not because of email, but in spite of it. Oftentimes we don’'t have agents that are
dedicated to email, but rather, train agents to answer emails in between their service on
live channels like live chat. This poses an issue with resolution time, as it breaks up the
flow of support on other channels.

* Customers need the freedom to change their minds.

In order to be effective with email support, it's important to consider the reasons your
customers choose email in the first place. While some people naturally prefer it, it is also
the case that it's a matter of convenience in the moment, or that it's the channel that
first comes to mind. Sometimes it's the only option when live channels are offline-but
that doesn’t mean that people won't be open to, or even want access to other support
channels if presented with the option.

What if your support team could respond to an email with live chat, or follow-up a live chat
with an email?

Consider the case of Jessica and the standing desk company above. If she had found herself
with a free evening during her work retreat and if Mike, the agent, had suggested it, she
might have chosen to hop on a live chat - expediting the conversation between the two and
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bringing them to a speedy resolution.

In order to keep the flow between channels and promote efficiency, cross-promote your
live channels, and use an integrated live chat feature so that email messages can seamlessly
transfer to live chat conversations.

Key Tools
+ Ticketing

* Omnichannel Integration

An omnichannel platform with ticketing presents the options of live chat, social media,
SMS, and email simultaneously. This makes customers aware of their communication
options. If a customer chooses to send an offline message through the live chat window,

a text message, or a note on Facebook Messenger for example, the Comm100 system
automatically creates a ticket for follow-up. Chats can also be turned into tickets for future
follow-up, keeping support between channels seamless for both customers and agents.

Pro tip

One of the reasons that customers like email is a visible, referenceable history of
interaction that they can look back at on their end. With live chat integration that
includes email ticketing, chat transcripts can be sent by email to customers once
they have wrapped up a chat. By activating this feature for all users (or by sending
email follow ups to certain live chat users such as those who rated a live chat
interaction as being “very helpful”) you can give them a helpful summary of their
issue resolution and put them at ease knowing that the company has documented
history of their issue that wont disappear once the chat window is closed.
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4. Use email as a relationship-building tool

Email is a blank slate for personalized content creation. With every email, you have
an opportunity to craft and send individualized content to your customer that can
both serve to resolve an issue and deploy content in a way most inbound marketing
strategists can only dream of.

Inbound marketing is a marketing strategy that builds lasting relationships with
customers through content that addresses their unique pain points. Often, this is
deployed through content that can help guide customers through common issues

in their lives or industries. Usually, this looks like a blog post, eBook, report, or even
podcast. But with email, there’s an opportunity to leverage any inbound marketing assets
you may already have laying around.

Key Tools

+ Knowledge base

* Real-time reporting

Agents can integrate knowledge base articles into support emails, encouraging
customers to find further success with products or services. This can be done by training
agents to recognize related customer pain points, which encourages brand loyalty.

While knowledge base articles have always been a staple of the agent toolkit, train your
agents to know their way around all of your most helpful content, including blog posts, to
directly supply marketing content to customers who might benefit from it most.

Nothing is worse than receiving unnecessary advice or a tone-deaf product push while
the issue at hand goes unsolved. Be sure that any content that you include in emails is
relevant and personalized to meet your customer’s needs by solving their problems.
Here is what an email that embeds helpful content might look like:
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Erica Moreno =ericaM257@exampleemail.com= Wed, 15 Jul, 15:39 ﬁ o=,

to Amazing Dress Store -

Hello,
| bought this amazing dress with your company For friend's wedding I'm attending, but it arrived

with a hole in the seam. |s there any way | can get a replacement?
Thanks,

Erica

Maria Dunn =CutomerService@AmazingDressStore.coms Wed, 15 Jul, 16:22 17 ‘=
to me -

Hey Erica,
I'm so sorry ko hear about the hole in your dress—that's not how we like to do service around here!

I've attached a label so you can ship it right back, and I've already sent you a new one that|
personally inspected — no holes in sight. Also, did you know you can have USPS come straight Eo
your door to pick up the package? | know! Here's an article giving you step by step instructions. It
really won't take you more than five minutes From stark to Finish.

| hope this addressed your issue, and here's a code For the next time you shop with us: SHOP2020.
I've also included a skyling guide if you want ideas For how o skyle your dress for a wedding!

Please let me know if there's anything else | can help you with, and | hope you have an incredible
time at your friend's wedding.

Best,

Maria

AMAZING M STORE



Building customer relationships through emails is not just about what you communicate, but
how. To truly optimize your customer service emails, keep these tips in mind:

» Take advantage of long-form writing. Put your best writers and build a team around
this kind of support, encouraging them to use efficiency tools like canned messaging and
Agent Assist to get the job done.

* Be as helpful as possible when assisting customers. Explain the path to resolution step
by step, and make sure to practice excellent content organization with short paragraphs
and, when necessary, bullet points.

* Always ask if there’'s anything else you can help with. Is there any other way you can
help after an issue is resolved? If appropriate, suggest a couple of options for how you can
help customers engage with their product or service better.

Crafting the perfect email may seem daunting at first, and on days when the queue is
bursting at the seams, it may fall at the wayside. Use real-time reporting to prioritize email
workloads, so that crafting the perfect relationship-building email never comes at the price
of efficiency, or the quality of support on your other channels.

Pro tip

It's easy to build relationships over email. That being
said, the same can be done over live chat and other
real-time channels, so long as you are proactively
looking for an opportunity to provide value.
Consider whether a customer could benefit from a
complimentary report, shopping guide, or eBook
sent over live chat via file share or even SMS.
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SMS

It's impossible to deny the growing demand for instant mobile support. Customers are
engaging with brands through their phones like never before, and this isn't just a passing
fad. Take for instance, the wise words of Jack Dorsey, CEO of Twitter and Square: “/ do believe
people are consuming more content and interacting more out of their pocket, and | don't think
that's a trend that goes away.”

According to RingCentral, 78% of people wish they could have a text conversation with a
company. Yet the lack of competition in this market is stark: only 48% of businesses are
currently equipped to communicate with customers via text.

Customers want support on their terms, and companies want to stand out. With
approximately 5 billion mobile phone users worldwide, SMS is becoming a critical support
channel. And it just keeps getting bigger: the number of mobile devices is forecast to grow
to 16.8 billion in 2023 - more than even people. Equipping your team with SMS support
capabilities is direct, personalized, and effective: the cell phone equivalent of coming straight

to your customers’ door.

Through a combination of treating SMS as a full-service support channel, as well as
leveraging the unique possibilities of this channel, you can put your customer service team
at the forefront of your industry.
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Best practices for SMS

1. Leverage “push” notifications

SMS and messaging apps are arguably the most immediate ways to put a message in front
of your customers, as they are the prominent channels on consumers’ phones. According
to IDC research, 79% of smart phone users have their phones on them for all but 2 hours of
each waking day.

Unlike other channels where customers have to initiate access (through a login, for
example), SMS gives you direct access to your customer through virtually universally enabled
push notifications. Push notifications have an opening rate of 90%, several times higher than
the 21.33% open rate of email, making this an invaluable channel for both marketing and
support.

Key tools can help keep your team on track when it comes to leveraging the power of SMS
push notifications:

Key Tools

* Proactive messaging
+ Reporting

With SMS, proactive messaging can be used to bring urgent or time sensitive matters to
your customers' attention. Proactive messages can be sent from the unified agent console
specifically to a designated SMS recipient. This is done on a one-to-one basis, making
messaging a highly effective personalized platform.

There are several reasons why you might want to send a message to your SMS users.
Consider the following use cases:

* Appointment reminders: Help your customers keep track of key dates and appointments.
* Promotions: Advertise upcoming and limited promotions.

* Shipment confirmations and updates: Let customers know when a shipment has been
made, and update with tracking numbers.

* Account updates and changes: Help customers keep track of important changes to their
account, to the services you provide them, and privacy/policy updates.
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When sending out SMS messages, it is important to treat it more or less like you would an
email service. Because SMS is often so immediately intwined with your customers’ social and
business lives, all SMS correspondences should be consensual, and start with a customer
opt-in. Unsolicited SMS messages - such as when a customer did not realize that your
company had their phone number - can feel like spam at best and a violation of privacy at

worse.

There's a lot to play with when sending SMS notifications, including timing and frequency.
Reporting shows you key insights regarding customer engagement and agent performance
on SMS, which in turn will help you optimize your SMS support strategy. These reports can
also be taken offline and shared with other departments with business intelligence tools
through Comm100's API.

Pro tip

Think about where in your buyer’s journey you can set up SMS opt-ins that will
add value to the customer experience. These opt-ins should cater to both your
customers’ needs as well as specific company goals. Want to use SMS to send out
promotions? Promote SMS as a banner on your website, and offer customers

a discount for opting in. Want to use it to help lessen incoming queries post-
purchase? Give your customers an option to receive SMS shipping updates on the
checkout page.
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2. Treat SMS like a bona fide support channel

While SMS is great for automated push notifications, it's also a simple and convenient
platform for customers who are seeking direct support.

Unlike with live chat, customers can never accidentally cut an SMS conversation short by
navigating away and closing the window. As an “anytime” channel, SMS conversations unfold
at the customer’s pace, making them an excellent way to achieve resolution on the go.

It's just as important to provide comprehensive customer support via SMS as you would on
any other channel. Tasks that could be handled through any other channel, like receiving
orders, processing refunds, and speaking to account managers, can all be completed directly
within the SMS interface.

For too many companies, this amounts to a missed opportunity. Customers desperately
want to text their way to resolution - in fact, many would rather use SMS than whatever
other channels companies offer. According to HeyWire Business, 52% of customers would
prefer to text a support agent over the current channel they use.

With the right tools and integrations, customers can fire off a text and connect directly with
support, the way they would through live chat, phone, or social.

Key Tools:

* SMS integrated support console
+ Chatbots

* Permissions

For most businesses, the absence of SMS customer
service isn't due to a lack of imagination. Instead,
SMS might simply feel like another cumbersome
add-on: difficult to integrate into their current
customer service operation and therefore hard to
execute effectively.

With a solid omnichannel support system,

SMS customer service no longer has to be an

afterthought. SMS integration allows agents to Agent omnichannel console showing SMS within the Ticketing
& Messaging tab alongside other key digital channels
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receive text messages in their unified console, where they can view them alongside all other
inquiries, such as live chat, email, and social media messages. Agents have access to the
same collaboration and efficiency tools they would on any other channel - such as canned
messages and Agent Assist - all of which they can access without switching screens.

Thought that adding SMS as a support channel couldn’t get more frictionless? Chatbots
are perfectly suited for SMS, and are easy to carry over from your existing customer service
channels when you have an omnichannel platform. Chatbots are already native to the
mobile landscape, and can help customers fulfill a number of advanced support requests.

SMS chatbots are easy to advertise, and have actually played a hand in helping customers
convert to text messages as their preferred method of customer service. Take Capital One’s
intelligent assistant, Eno, for example:

Eno, Capital One
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Not only is Eno able to help customers complete banking functions without involving agents,
this bot was actually able to direct users away from human-run support channels. By giving
their chatbot a name and advertising its friendly disposition on their website, Capital One
was able to use Eno not as just a customer support channel, but a selling point.

When building a full-service SMS support channel, it's critical to have tools that allow you

to custom pick your SMS support team and leaders. Permission settings can be used to
assign certain agents to specific roles and departments, so that SMS chat requests can be
routed to appropriate representatives. You can also give specific agents permission to take
over requests from chatbots or give greener agents guidance. This can be achieved through
individual agent permissions, or based on their role or department.

Example of Permissions, Comm100

Pro tip

Done correctly, SMS customer service can be warm and effective, like having a friend
text you a reminder. Just like friend-to-friend texting, short-form writing is key. If a
text is too long, customers may have to scroll up and down to get the full scope of
the support you're offering. Whether it's your bot or your agent that's conversing,
remember to keep messages short, simple, and actionable. Remember that chatbot
scripts can be adjusted according to the platform they're inhabiting.
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Social media

As of 2020, there are 2.6 billion monthly active users on Facebook and over 1.2 billion on
WeChat. Instagram has over one billion, and Twitter has 330 million.

Chances are high that some of these users are your customers. And whether you're aware
of it or not, those customers are actively seeking support via social media. The numbers
back this up: in a study by J.D. Power, 67% of respondents said they had reached out to a
company via social media.

When approaching social media support, it's important to keep in mind why your customer
is using that channel in the first place, and how they use it. Customers may be hopping on
social media as a simple preference. But other times, they air their grievances on a social
platform because they want to discuss something your company did (or didn’'t do!) publicly.

Social media allows customers to reach out to companies easily, without going out of their
way. Research from OpinionLab shows that 66% of customers prefer to give feedback by
actively reaching out - not by taking surveys. Instead of scouring a website for a company’s
contact info, or spending minutes filling out a survey, customers can tell companies what
they think within seconds, as easily as tagging them in a status, tweet, or post. How your
agents respond can be the difference between long-term retention and immediate churn.
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Best practices for social media

1. Respond quickly

Social media is a channel that was designed for communication between friends, families,
and social groups. When customers invite brands into their social spheres, they do so
wanting the same quick response times that they would get (or hope for!) from their closest
friends.

According to influencer and author Jay Baer, 32% of consumers expect a response on social
media channels within 30 minutes . The same report found 57% of consumers expect the
same response time at night and on weekends as during normal business hours.

For companies, speed on social media is critical to not only providing good customer service,
but to establishing and maintaining a brand image that is centered around attentiveness
and care. Use these tools to keep your social media customer service quick and competitive.

Key tools:

+ Unified platform
+ Ticketing
+ Custom views, tags, and filtering

* SLAs

A big pain-point that companies have with social media is that it isn't just one channel: it's

a series of platforms that share a few commonalities. Not only does juggling platforms

like Twitter, Facebook, and Facebook Messenger create internal friction that slows down
customer service - it's also easy for incoming queries to fall through the cracks. To nail quick
responses on social media, the first thing you need is a unified inbox for processing social
requests.

A unified platform keeps all incoming customer queries in one place, eliminating the need
to toggle between social media accounts. Agents can seamlessly tackle requests no matter
which social channel the customer is engaging from, increasing operational efficiency and
bringing about faster resolution.
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Unified platforms increase speed by making workflow management simple and intuitive.
When a new social media request comes in, a ticket is created and can be flagged with the
necessary tags to indicate priority. Agents can filter through tickets and see which incoming
messages need to be addressed first - keeping response times fast and your team on top of
social media requests. This can be aided by a features such as custom views, which allow
you to create custom filters that group and display tickets. If a customer reaches out to your
company on two different channels, such as email and social media, those ticket will be
grouped. This keeps agents from doing double the work and prevents two different agents
from being assigned a task they might inadvertently give two different answers to.

Ticketing makes it easy to route incoming social media requests to the appropriate
department, such as sales or billing. Just like with email, routing can be done automatically,
ensuring fast response and resolution times. Social media inquiries can be assigned

distinct SLAs depending on the department they belong to and even the platform that

they originated from. For example, your company might assign an SLA of one hour to first
respond to incoming Tweets complimenting your brand, and an SLA of 15 minutes for
private Facebook Messenger requests. This helps your agents prioritize and respond quickly
to the most pressing social media inquiries.

Pro tip

Customer expectations vary depending on the social platform, and your SLAs should
reflect this. Customers generally post longer, more thought-out comments on
Facebook, where 71% of all social media complaints are made. Meanwhile, Twitter
users engage with companies in a way that is more immediate and informal, and
generally expect faster replies.
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2. Know when to move it to the DM

There are two ways that a customer can reach out on social media: on the public feed,

or in a DM (direct message). Both can be successful arenas of customer service, with the
exception of two caveats: (1) there are some limitations to addressing inquiries in the public
sphere, and (2) channel switching is a delicate matter.

It's important to define which incidents should trigger a channel migration and actively
monitor them. For example, you should ask customers to contact you through your direct
messages if supporting the customer requires the exchange of their private info. You should
also switch to direct messages if a customer has an issue that will require significant back
and forth, or that needs very specific support from a department or agent.

Key tools:

* Unified platform

* CRM integration

Your unified platform is not just useful for answering queries quickly: it can help reduce
channel switching, while making any necessary switches easier on your customers and team.
Comm100’s unified platform has omnichannel functionality, making it an effective hub for
not just social media, but all lines of digital customer communication. When coupled with

an integrated CRM, you have 360-degree visibility into your customer’s entire cross-channel
history, as well as valuable account data.

If your customer has corresponded privately with your company in the past, you already
have access to information that would have required you to switch channels under other
circumstances. For instance, let's say a customer posts publicly on your Facebook page
complaining that they are locked out of their account. Instead of asking them to switch to
DMs and inundating them with follow-up questions, with Comm100, you can proactively
look into your customer’s contact history, find their email address, and send them a private
email to reset their password.

If changing platforms is advised, Comm100 helps with that too: the full conversation history
will follow your social media ticket. This makes it easier to switch to a more private setting
without forcing the customer to start over and re-contact the company.

Here's what an appropriate channel switch might look like when a customer’s information is
not yet available in your system:
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Karen Smith | @Soccermom1965

Hey @quickgiftcompany, my daughter’s birthday order came in damaged
and it was for her sweet 16 party in two days. We are so bummed.

() s 11 38 O 16 M

Quick Gift Company| @quickgiftcompany

We are so sorry to hear that @soccermom1965! Please send us a direct message
with your order number and we'll overnight you a replacement package.

() 340 2k QO 579 M

This quick exchange helps keep customers’ privacy a priority, as well as prevents
unnecessary spamming of your other customers. It also provides a solution, informing the

agent exactly how to follow up.

Some public social media posts require a special level of finesse. Consider routing
more complex social media queries to specific agents who are specialized in social

media customer service.



3. Hone your public-facing image

If there's one problem that companies have with social media, it's that social media is truly
the wild west of customer communication. Not every message for or about your company
will arrive neatly - or quietly - in your inbox. Unlike channels that are tied to your own
website or servers like live chat or email, customers can complain about - or praise - your
company on a channel that your customer service team may not even know exists. Having
a proactive social media strategy is vital to catching those unexpected requests and
controlling the narrative about your brand.

Key tools:
+ Chatbot

+ Mention tracking

Customers don't just want fast responses on social media: they want around-the-clock
support. If no one is online to lend customers the hand they need, it can be easy to opt for a
scathing, public post instead of a private DM - especially if they believe that's more likely to
get them help. And, if other frustrated customers jump on the bandwagon to publicly flame
your brand, you could have a PR nightmare on your hands by morning.

Social chatbots can help you provide quick and immediate customer service at all hours
of the day via direct messages on Facebook or Twitter. Social chatbots can help users book
appointments, pay invoices, find relevant media, and more, giving frustrated customers an
immediate way to remedy a number of concerns.

Comm100 uses a single unified chatbot, meaning that the chatbot you use on live chat can
also be deployed on social media. This eliminates the need to piece together two separate
chatbot programs and keeps your chatbot experience cohesive across platforms. Because
the chatbot uses advanced NLP technology to learn from each customer interaction, it
provides increasingly advanced and accurate resolutions to problems - reducing customer
effort and boosting satisfaction on both live chat and social media.

Chatbots have an added benefit: they are reliable, consistent, and speedy, which social
media rewards. Facebook grants businesses a “Very responsive to messages” badge if you
maintain a 90% response rate and a response time of 15 minutes - easily achieved with a
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chatbot. Not only is this public recognition of attentiveness good for your brand, but it also
funnels more users to your chatbot, reducing incoming queries and freeing up your agents
to tackle more involved customer issues.

E = App Page
4.7 % % %k kA

‘!o Very responsive to messages

Community
2L Invite your friends to like this Page

i 43,474 people like this

“Very responsive” badge, Facebook

Getting frustrated customers into your DMs is a win for brands. But your public image won't
always be crafted in your arena. Often, customers are talking about your brand without
directly involving you, keeping you out of the loop and unaware of their frustrations.

One way to keep tabs on your brand’s public image is to track your mentions. Companies
like Mention and Social Mention can help you track what customers are saying about your
brand on social media - and even on blogs and websites. That way, you can proactively
reach out to social media users who are complaining into the ether, giving you the chance to
win them back before they defer to a competitor.

Once you find your preferred method to track hashtags and mentions, it's time to plan what
you will track. Compile a list of terms related to your company, such as:

* Brand name
* Product lines

* Marketing campaigns/slogans
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You can even track the mentions of your competitors to give your organization an
opportunity to swoop in and save the day. For example, Rapper Iggy Azalea was upset after
a Papa John's delivery employee leaked her number-so she took to Twitter to complain.

IGGY AZALEA & X 2 Follow
'y @IGGYAZALEA

| want answers @papajohns why is
customer confidentiality a joke to your
company?

s ss0 WEHBMNEZWIE

That's when DiGornio saw this golden opportunity to take the limelight:

¥\ DiGiorno Pizza @
S0l - cionorioa {a IGGY AZALEA
|

: @IGGYAZALEA
.@IGGYAZALEA delivery. smh '
@DiGiornoPizza | know right!

w13 2755 WAMEESIRO

DiGiorno Example, Twitter

Although this is a high-profile, and tongue-in-cheek example, it shows the fan-winning
potential of tracking what customers (and would-be customers) are saying outside of your

inbox.

Pro tip

Sometimes customers are talking about your company, but they’re saying it a
slightly different way. Track common misspellings of your brand’s name to make
sure you're tapped into the entire conversation.
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4. Keep brand voice consistent

Keeping communications branded is especially important for social media, where
interactions can occur publicly and screen captures of interactions are shared freely.
According to research by Sprout Social, 41% of customers will share a bad social media
experience they had with their network.

And make no mistake, inconsistent and confusing tones make for bad customer
experiences.

While social media nightmares are unfortunately not uncommon, there are simple ways
that your brand can offer customers a consistent, positive experience on social media.
Customers love companies with witty voices or helpful information. Take a look at the
example below, when the young adult author, Hank Green, tweeted at Steak-Umm for some
advice on how to prepare their products. The resulting advice used slang and took creative
license with spelling, generating a very casual and fun tone consistent with Steak-Umm'’s
social media presence.

Steak_umm Example, Twitter
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Keeping a brand voice consistent can be difficult without a strategy, but a little forethought
goes a long way. Plan words and phrases that work for your team and use the following
tools to help keep brand voice on track.

Key tools

+ Canned messages

+ Real-time monitoring

With canned messages, agents can access pre-written and pre-vetted language that can
keep tone consistent across the board-especially on more publicly scrutinized channels.
And with real-time monitoring, senior agents and management can keep an eye on social
media channels, making sure the voice is consistent-and appropriate- among various chats.

Pro tip

Depending on your target audience, your company’s tone on social media may be
vastly different than it is on live chat or email. Once you have decided how you want
to brand your social media presence, make sure to train your customer service agents
to be experts in that voice. For more on social media customer service best practices,
check out our eBook, The Definitive Guide to Social Media Customer Service.
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Stitching the channels together:
Omnichannel Customer Engagement

Learning and mastering the best practices of each channel is a massive undertaking for
your team. Balance that with the thought of providing support, and it may feel impossible
to make any headway. How can you keep all of these distinct channels strong while keeping
your agents efficient, effective, and informed across channels?

The solution is omnichannel customer engagement. Omnichannel is the foundational
support platform that weaves each key digital channel together, seamlessly integrating them

into a single console.

Comm100 agent console displaying each interconnected channel



This means, for example, that a live chat transcript with a customer from three weeks ago is
easily accessible to an agent providing email support to that same customer today. It means
that agents can move between live chat, email, social media, and SMS support with little
more than a click. It means that agents, team leads, and managers can collaborate in real-
time. It means saying goodbye to operational silos.

Omnichannel support is what makes support on each distinct channel possible, because
it works on a platform with shared tools and information. Omnichannel stitches together
different avenues of support to create a cohesive CX whole.

R B0 SN

Omnichannel Support
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Conclusion

According to Matthew Dixon, author of The Effortless Experience: Conquering the New Battleground for
Customer Loyalty, 84% of customers want a straightforward path to their solution.

One of the keys to keeping customer support consistent is to commit to the channel the customer
reaches out on - every channel should be developed enough that customers can receive the
entirety of their support through it, and an omnichannel support system exists to support, not
detract, from that journey.

But there will always be times when channel-switching is necessary. As customer service expert
Jeff Toister points out in his blog, “Good channel switching is seamless and natural. Bad channel
switching just feels like the company doesn't have its act together.” As Toister makes us realize, we
encounter experiences of channel switching all the time through app-based services and more. It's
only when the channel switching is bad that we are generally aware of it. Consider this example of
a seamless omnichannel experience:

Sarah uses an app to order lunch. She receives a text confirmation when the order is out for
delivery. Then Sarah receives her pizza. She leaves a tip and rating on the app, and later receives a
follow up email with a coupon.

While on the face of it this may seem like too many channels, this is probably a scenario many of us
can relate to. When it's happening it feels seamless - this is because a good cross-channel system is
designed with the user’s experience in mind, not with existing touch points in mind.

The idea is not to complicate your support by too much channel switching, but rather, to take in
mind what the customer would actually like and designing a system around that. You can achieve
this by studying your customer’s experience to understand how they wish to engage with your
channels and having a unified omnichannel console where agents can seamlessly switch between
channels. It may seem overwhelming or impossible to do this - but it's actually relatively easy with
the right omnichannel support system in place.

To find out if digital omnichannel is right for your
business and learn how you can implement it, read our
free eBook - Mastering Omnichannel CX: A Success Guide.



https://www.comm100.com/resources/ebook/mastering-omnichannel-cx-success-guide/
https://hbr.org/2017/01/kick-ass-customer-service
https://www.toistersolutions.com/blog/2018/5/9/why-channel-switching-is-a-good-thing

Customer Service, Optimized.

Enterprise omnichannel
customer service software

Your customers want to reach you whenever, wherever,
and however they want. That means less by phone and
more on digital channels like live chat, email, social media
& messaging. Build your perfect blend of live-agent, bot,
and self-serve interactions with Comm100’s customer
service & support software.

letschat@comm100.com 1-877-305-0464 comm7100.com


mailto:letschat%40comm100.com?subject=
https://www.comm100.com/
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