
Change the Way You Engage: 
A guide to leveraging the latest digital 
consumer care channels

C3i Solutions White Paper

www.c3isolutions.com



I. Introduction 2

The future of customer care is here. Are you ready? 

II. Social Customer Care 3
Raising the bar to improve results

Recognize the value of social media customer care

Up your social media game

III. SMS/MMS Texting 7

A smart solution

Leverage texting for a variety of interactions

Embrace technology to improve operations

IV. Live Chat 10

Driving positive conversations

Increase operational efficiency — and customer satisfaction

Innovate the way you engage

V. Self-Service 13

At your (self) service

Customers prefer to seek answers on their own

Grow your knowledge base

VI. Conclusion 16

Be a game changer

1

TABLE OF CONTENTS



INTRODUCTION

The future of customer care is here. Are you ready? 

It’s no secret that consumers are more demanding than ever. Gone are the days when consumers

patiently waited a day or two for a response to their customer service questions or comments. As

consumers drive brand conversations, channel preferences are changing and, likewise, response and

service expectations are increasing. Consumers now expect to be able to contact their brands anytime,

anywhere — and to receive an immediate response.

The interactions at any point during a consumer’s engagement journey with a company should be

seamless. In fact, 73 percent of U.S. adults who use the Internet say that valuing a customer’s time is the

most important thing a company can do to deliver on the promise of good service, and over half will

abandon their online purchase if they cannot find a quick answer to their questions. 1

Building meaningful relationships to meet your consumers’ needs — and exceed their expectations — is

critical to the success of your brand and business. Harnessing technology to deliver on the “always

connected” mantra can help.

As channels evolve, so should you

The customer service technology ecosystem has grown more complex over time as new communication

channels and touchpoints become available. Because customers are often frustrated with the effort that

it takes to receive customer service, they are quick to voice their disappointments, which are amplified

via social channels and can ultimately lead to brand migration and abandonment. Avoid this pitfall by

making it easy for your company to deliver “anytime, anywhere” service. In the following sections, we’ll

explore how to maximize four common channels — social media, texting, live chat and self-service — to

better serve your consumers.

Channels of choice: How are customers receiving service? 
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1) Forrester: Trends 2016: The Future Of Customer Service

http://www.genesys.com/resources/Trends_2016_The_Future_Of.pdf
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SOCIAL CUSTOMER CARE

Raising the bar to improve results

One-third of today’s consumers expect a response to a social media post to a company within 30

minutes. If the issue is more complicated, such as a question or complaint, three-quarters of customers

expect a response within an hour. These assumptions also carry into the weekend, when more than half

of customers believe response times should be the same as Monday through Friday.

How are companies keeping up? So far, not too well. According to a recent study of nearly 100 top global

brands on Twitter, 54 percent send less than one @reply per day. In addition, a recent industry survey by

Sprout Social found that the average response time to a consumer goods customer’s inquiry was 12.4

hours. 1

Recognize the value of social media customer care

Making an investment to create or enhance a social media customer care program can have a far-

reaching impact. Consider the following benefits of effective and comprehensive social media programs:

 Increased revenue. Customers spend 20 to 40 percent more with companies that effectively

engage with consumers over social media. 2

 Cost savings. A social agent can manage four to eight times more high-value interactions than a

traditional, voice-based contact center agent. 3

 Customer loyalty. Failure to respond via social channels can fuel higher customer churn rates — in

some cases, by as much as 15 percent. 3
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SOCIAL CUSTOMER CARE

Up your social media game

Take your social media customer care program to the next level through the following organizational
strategies and tactics:

1. Align your objectives. In the early days of social media, social efforts were frequently implemented
in a vacuum. Often one department would champion social participation and isolated pilot efforts.
Today’s more advanced social customer care activities are forgoing this siloed approach and requiring
coordination among all the key stakeholders — namely, marketing, consumer affairs and external
agencies. Goals must be defined to support each audience, and to determine roles and
responsibilities specific to each group.

2. Develop an integrated channel approach. While there are specific nuances to social media, it is
critical to remember that, to the consumer, social media is just another channel, and levels of service
expectations are the same as within traditional methods. Just as other support channels (such as
phone, live chat and email support) are typically integrated with each other to deliver quality
customer care, social media should also be in the mix. When you approach social media this way, you
can:

 Achieve consistent quality of interactions across channels

 Utilize cost and operational efficiencies (for example, you may integrate social customer
care agents into an existing consumer affairs team)

 Enhance overall insights by combining social media reporting with metrics from the more
traditional channels

3. Find the right staff — and train them properly. Establishing a professional team is critical to the
success of your social media customer care. It starts with a customized recruiting formula to attract
the candidates with the right skills and mindset. The ideal candidate brings:

 Strong customer service skills

 Technical competency with social media platforms

 Direct experience as a consumer with targeted brands

Once you have found the best associates for the job, prepare them for the tasks at hand. A
customized training program should cover the voice of your brand, social media customer service
guidelines, mock engagement exercises and insight extraction techniques.
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4.   Operationalize social customer care. Delivering customer care through social channels takes 
discipline. Use an approach that integrates social activity into your existing operational tracking 
measures to effectively evaluate your progress and success.  

5. Develop a crisis response plan. Prepare for the unexpected. Social media is fast-spreading and 
unpredictable. Be ready for undesirable comments, explicit language and even viral negative 
campaigns. Take these steps to mitigate your risk with a crisis response plan:

 Develop interaction strategies. Create guidelines for consistent engagement with rules for
outlining the who, when and how of social media responses.

 Implement clear alert and escalation procedures. When possible, use tools with priority
routing features, so you can quickly assign customer service follow-up to the proper
department (your agency, consumer affairs team, etc.)

SOCIAL CUSTOMER CARE
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Objective-Based Metrics
Set measures for your organization that are customized 
and directly tied to your specific business needs and goals: 

 Topic Breakdown by Time of Day
 Average Post Per Hour
 Brand Health: Sentiment, Reach and Brand 

Conversion

Productivity Measures
Define and track productivity metrics that have an impact on your
success, setting reachable goals for post engagement, resolution and
results:

 Average Response Time
 Post Resolution Rate
 Social cSat & Service Sentiment

Operational Process Enhancements
Take social support to the next level with fully integrated customer
care interaction history, response queues and quality process, to
provide a true 360 degree view of your programs:

 CRM & Workforce Management Integration
 Priority Routing
 Quality Monitoring & Coaching

1) Sprout Social (2016). Sprout Social Index 2Q 2016
2) Bain & Company (2011). Putting social media to work 
3) Gartner (2012). Use This Beginner’s Guide to Outsourcing Social CRM

http://sproutsocial.com/insights/data/q2-2016/
http://www.bain.com/Images/BAIN_BRIEF_Putting_social_media_to_work.pdf
https://www.gartner.com/doc/2265715/use-beginners-guide-outsourcing-social
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SMS/MMS TEXTING

A smart solution

More than 6 billion text messages are sent every day in the U.S.1 By 2018, more than one-third of
consumers worldwide — nearly 2.6 billion people — will use smartphones, finds an estimate by
eMarketer.2

Research shows that many people prefer texting over a phone conversation due to the ease and speed of
response. This preference carries over to consumer interactions with brands. A recent Harris Poll
indicated that 64 percent of consumers with texting capabilities would prefer texting over a phone call as
a customer service channel. And 77 percent of millennials with texting capabilities are likely to have a
positive perception of a company that offers text capability for support.3

While brands have previously used texting for other purposes, like short codes for coupons, they haven’t
typically applied the solution towards handling consumer affairs concerns or proactive point-of-sale
promotion. With consumers eager to engage through texting, it’s time for companies to bring texting
technology to consumer affairs in order to enhance the consumer’s experience and maximize brand
revenue opportunities.

Beyond improving the consumer’s experience with the brand, another major benefit to implementing a
texting solution for consumer affairs is a decrease in call center costs. Texting does not take away from
the important role of contact centers, but rather, adds to the variety of channel options for the
consumer.

8

24 of the Top 25 CPG Companies 
Do Not Support Texting

A recent C3i Solutions research study
of the Top 25 Consumer Goods
companies globally found that only
one company provided texting
support for a limited number of
brands. While these results are
surprising, the good news is that
implementing this technology doesn’t
have to be complicated. New cloud-
based technology, supported by
telecom carriers, streamlines the
process, enabling brands to use a
single 800-number for voice, texting
and multimedia.



SMS/MMS TEXTING

Leverage texting for a variety of interactions

There are various scenarios in which brands can use texting programs to connect with and support

consumers. Consider these possibilities:

 Point-of-sale consumer affairs support. Through messaging placed on a product in a store or in a

product listing on a website, companies can encourage consumers to ask questions via text. In

some instances, a company won’t have to change the 800-number on existing packaging.

 Point-of-sale offers. Increase sales by providing text offers to customers, such as coupons, recipes

and loyalty programs, while they shop. Interacting with a prospective customer during a purchase

decision can deliver high-value results, including new customer acquisition and increased customer

loyalty.

 Enhanced consumer complaint resolution. When a consumer sends a picture of a product issue

via text to a customer service department, the company can gain immediate insights into product

quality issues. By allowing the consumer to engage in the moment and providing instant feedback,

a company can benefit with increased customer satisfaction, as well as increased efficiency in the

contact center through a lower cost channel.

 Proactive outbound messages. Outbound texting scenarios should also be considered, but

thoughtfully. A product recall notification, a reminder of a subscription renewal deadline, or a

reward notification from a frequent buyer program can significantly increase customer loyalty and

drive up renewal rates — all while communicating with the consumer in their channel of choice.

Embrace technology to improve operations

As text messaging continues to emerge as a preferential communication channel, new technology

platforms increase operational efficiencies. For example, agents can now view multiple text message

conversations on one screen. This allows agents to view the history of each conversation for context and

increases the agent’s capacity. In addition, keyword-based, auto-reply messages can handle basic

questions, allowing customers to receive a relevant response, even during unstaffed hours.

9
1) Forrester (2012). Mobile Media Application Spending Forecast, 2012 To 2017 
2) eMarketer (2014). 2 Billion Consumers Worldwide to Get Smart(phones) by 2016 
3) OneReach (2014). The High Demand for Customer Service via Text Message

https://www.forrester.com/report/Forrester+Research+Mobile+Media+Application+Spending+Forecast+2012+To+2017+US/-/E-RES73661
http://www.emarketer.com/Article/2-Billion-Consumers-Worldwide-Smartphones-by-2016/1011694
https://onereach.com/resources/high-demand-for-text-message-2014-report
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LIVE CHAT

Driving positive conversations

As more and more consumers turn to the web as their main source of information, live chat continues to 

grow at record rates, with increasingly more consumers embracing the channel. It facilitates real-time 

digital engagement with consumers visiting your website on their computers, tablets or smartphones. 

Live chat is a powerful, effective and increasingly popular communication channel that helps to quickly 

address customer inquiries and can increase e-commerce purchase conversion rates. In fact, C3i 

Solutions has found that live chat consistently achieves the best time-to-resolution and lowest cost per 

contact. Plus, live chat has the highest customer satisfaction rate of any channel.

The appeal of live chat 

Increase operational efficiency — and customer satisfaction

Live chat has many benefits. When you implement a live chat program, you can:

 Reduce contact center costs. Live chat significantly reduces the cost per interaction, and provides
a lower cost per issue resolved. Chat deflects time-consuming inbound phone and email inquiries.

 Maximize agent productivity. Live chat matches supply and demand to maximize the number of
engagements and issues handled per labor hour. Because agents can multitask by chatting with
multiple customers at once, you can reduce overhead of handling target call or email queues.

 Increase sales. Live chat has been found to reduce “shopping cart abandonment.” In fact, live chat
may boost the average customer’s order size. After having a positive support experience,
customers are more likely to return and do business with that company in the future.

 Improve customer satisfaction. The efficiency and immediacy of the experience attracts
customers to live chat, because customers can continue browsing and easily view online content
while chatting. There are no long queues or hold music. And some research supports that even
before engaging with live chat, seeing the “Live Chat” button bolsters confidence.
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63%
of customers 

reported that they 
are more likely to 

return to a site that 
offers live chat.3

62%
of customers were 
(more) inclined to 
purchase products 

online if live 
customer support is 

available. 2

73%
of customers are 

satisfied after using 
live chat, higher than 

any other form of 
customer support 

such as email, 
telephone, or social 

media.1



LIVE CHAT

Innovate the way you engage

Web chat consumer support capabilities can turn customer requests into cost-effective, relationship-
building opportunities. Your customers can engage in conversation with a customer support agent by
clicking the “Live Chat” button on your website, or agents can also proactively initiate chat sessions to
visitors based on their behavior — for example, those clicking around your FAQs or search pages.

By employing new live chat capabilities, you can best use your available resources and enhance your
customer-agent interactions. Here are a few ideas:

 Automated agents. For 24/7 engagement, add an automated-agent widget to your website. The
widget provides answers to consumer inquiries by searching existing knowledge base. It mimics the
look of a live chat feature, which satisfies visitors seeking online personal engagement, without
tying up valuable agent resources. This feature can allow for transfer to live agent if desired.

 Social to chat. Transform customer service by reaching customers on social media. If a customer
posts an inquiry to your Facebook brand page, an agent can respond directly with a link to live
chat. Deflect unhappy customers from posting publicly by bringing them to a secure chat window
to discuss their issue.

 E-commerce concierge. Your customers expect the same experience online as they would have in
your stores. Web chat can provide that experience by proactively offering shopper assistance in
the same way as an in-store associate. Personal online engagement is a proven way to increase e-
commerce conversion and reduce “shopping cart abandonment.” Some e-concierge capabilities
even use predictive intelligent targeting to engage the right visitor at the right time. Video chat can
provide a more personalized experience as well.

 Mobile chat. Mobile chat allows your customers to get the answers they need, quickly and easily,
without having to make a phone call. And for those making purchases on their tablet or smart
phone, mobile chat allows you to support the consumer at the point of purchase, the same way
you would in your store.
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1) HappyFox (2015). 15 Stats To Convince You Live Chat Is The Key To Success!
2) ICMI (2016). Year in Review: Customer Service Trends in 2015 and What They Mean for 2016
3) KissMetrics (2011). 5 Reasons Why Live Chat is The Untapped Potential for Your Business 

http://blog.happyfoxchat.com/focus-live-support/
http://www.icmi.com/Resources/Customer-Experience/2016/01/Customer-Service-Trends-in-2015-and-What-They-Mean-for-2016
https://blog.kissmetrics.com/live-chat/
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SELF-SERVICE

At your (self) service

Customers who interact with a customer service department are likely to start their interactions online.

In 2015, web and mobile self-service interactions exceeded interactions over live-assist channels.1 These

knowledge bases are increasingly used by customers as escalation paths to answer “harder” or more

pressing questions they can’t find online at a glance.

Self-service is a win-win for customers and brands: Customers are satisfied because service is efficiently

delivered without much effort on their part, and companies can contain costs by deflecting agent-

assisted interactions. The hype surrounding self-service is growing, with some companies planning to

deflect as many as 90 percent of phone calls to digital channels .

Customers prefer to seek answers on their own

By 2020, Gartner predicts that 85% of the relationships with a brand will be managed entirely by

customers who never interact with an associate. The research speaks for itself:
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50% of customers believe it is important 

to solve product issues themselves rather than 
rely on customer service1

51% prefer support through an online 

knowledge base2

55% say easy access to information and 

support can make them “fall in love” with a 
brand3

70% prefer to use a company’s website to 

get answers to their questions rather than use 
phone or email4



SELF-SERVICE

Grow your knowledge base

Having a single knowledge base is paramount to providing a seamless self-service. A knowledge base

allows both end-users and internal agents to access the same information. It creates a single version of

truth.

Here’s how self-service can benefit your company — and the best ways to implement these strategies:
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Proper implementation of self-
service concepts allows brands 
to significantly reduce 
operational costs.

When deploying self-service 
capabilities, ensure that there is a cross-
channel opportunity to an assisted 
channel (i.e. chat) designed into the 
process. This ensures a seamless 
customer experience.

Using central contextual 
knowledge base enables 
companies to deliver a 
consistent self-service 
engagement .

Focus on relevance and consistency  of 
information across all self-service 
engagements. Make knowledge 
management your primary module to 
drive self-service initiatives and fuel the 
consumers’ channels of choice.

Better use of customer data and 
predictive analytics tools can 
enable organizations to drive 
elevated and personalized 
consumer experiences.

Start analyzing your collected consumer 
historic and real-time data for insights 
into what factors drive customer 
behavior. Use these insights to craft the 
customer journey and become 
proactive in servicing your customers. 

1) Zendesk (2013). The Omni-Channel Customer Service Gap
2) Econsultancy (2013). 83% of online shoppers need support to complete a purchase: stats
3) RightNow (2011). 2011 Customer Service Impact Report
4) Forrester: Trends 2016: The Future Of Customer Service

https://www.zendesk.com/resources/omnichannel-customer-service-report/
https://econsultancy.com/blog/61991-83-of-online-shoppers-need-support-to-complete-a-purchase-stats
http://www.slideshare.net/RightNow/2011-customer-experience-impact-report
http://www.genesys.com/resources/Trends_2016_The_Future_Of.pdf


CONCLUSION

Be a game changer

As customers interact with brands differently than they ever have before, shopping, support habits,

preferences and channels are evolving for nearly every demographic. Harnessing the power of

technology to deliver an exceptional customer service experience whenever and wherever your

customers need it is integral to your success.

The hallmarks of digital consumer care

1. Understand what your customers expect.

 Align channel availability and support hours

 Meet response-time goals

2. Deliver consistent support.

 Engage with consistent voice, messaging and standards of resolution

 Integrate social channels into your traditional support model

3. Measure for success.

 Improve contact center efficiency

 Enhance customer interactions

Remember the end goal for companies and consumers: making the consumer service process more

personal, more efficient and as seamless as possible. Implementing a digital customer care solution can

be a game changer for a brand, allowing a company to make long-lasting positive impressions with

consumers.
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C3i Solutions, an HCL Technologies Company, is a multi-channel customer

engagement services provider, specializing in global, high-touch consumer, patient,

and end-user management.

For the past 35 years, our unique, multi-channel approach and experience in highly

regulated industries have made us the partner-of-choice for some of the world’s most

trusted brands.

With a strategic focus on innovation, we excel at protecting our clients’ brands, while

maximizing productivity and cost efficiency.
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