
New study reveals that companies must first focus on themselves 
to meet customer expectations for digital service
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The Danger of Digital:
Why digital self-service without true omnichannel 
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Customers want digital self-
service options, such as chat and 
text messaging, and a company’s 
ability to deliver directly impacts 
retention. A recent report found 
that 59 percent of consumers and 
71 percent of business buyers 
said self-service availability 
affects brand loyalty. Now, smart 
companies are stepping up 
their game. Starbucks allows 
customers to order their favorite 
beverages directly from the 
mobile app, blending the digital 
and physical worlds, and Under 
Armour has incorporated its 

apparel products into its fitness 
platform to create a digital 
experience that helps customers 
reach their fitness goals.

This year, digital channel 
interactions are expected to 
overtake voice interactions 
for the first time, leaving 
companies across all industries 
scrambling to offer new customer 
communication channel options. 
And companies with the 
strongest omnichannel customer 
engagement strategies retain 
an average of 89 percent of 
their customers, compared to 33 
percent for companies with weak 
omnichannel execution. 

It’s clear that digital self-service 
is key to continued success, but 
simply having a strategy is not 
enough. When establishing new 
channels, companies must create 
a quality experience. Are they 
prepared to deliver the seamless 
experience customers expect?

More than 1,000 marketing and 
customer experience leaders 
in the U.S. and U.K. were 
surveyed to determine if internal 
processes enable companies to 
deliver the experience promised 
to customers. This report from 
customer engagement and 
analytics software provider 
Calabrio reveals key findings 
and missed opportunities in 
digital customer communication 
strategies.
 

While some companies may be a 
step ahead, the findings revealed 
that many organizations are still 
in the infancy of fully deploying 
effective strategies to provide 
digital self-service. Why? They’re 
not laying the groundwork 
internally. Omnichannel offerings 
go beyond simply adding new 
communication channels, and 
there’s a difference between 
providing service and providing 
the best possible service.

INTRODUCTION

OMNICHANNEL THE CHANNEL EXPLOSION: 
ARE COMPANIES PREPARED?

Are they proactive about meeting increasing customer expectations? 

Are they equipped to integrate and analyze new data sources? 

Are hiring managers adapting training and recruiting practices to 
plan for more complex channels, such as connected devices?
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It’s no secret that companies 
want to provide a seamless, 
quality experience across all 
channels. In fact, 93 percent 
think it’s important. However, 
there’s a breakdown in execution. 
Only 45 percent of companies 
think they are very effective at 
providing that experience. 

So what’s going on?

While it’s true that some 
businesses are taking steps in 
the right direction—half have 
changed the way they hire 
customer service staff due to the 

increased number of channels—
that’s just the beginning. Many 
are facing even bigger barriers, 
and it’s compromising the 
customer experience.

Even though a consistent 
customer experience is still out 
of reach, many organizations 
continue to add customer 
communication channels; that’s 
compounding the problem 
because they don’t always have 
the right internal strategies in 
place.

Setting up a channel can be done 
so quickly that many companies 
are doing so without first 
developing a strategy. If the right 
internal omnichannel framework 
isn’t in place and organizations 
are adding channels without 
understanding the customer-
facing implications, they’re going 
to fail. To eliminate hurdles, it’s 
time to take a step back and 
reevaluate internal processes 

A LACK OF 
INFRASTRUCTURE 
EQUALS A LACKLUSTER 
EXPERIENCE
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before moving forward.

As digital channels become 
customers’ preferred method of 
service, companies can’t afford to 
let internal barriers prevent them 
from reaching their customer 
experience potential. To meet 
expectations, they must align 
technology, data sources and 
people.

COMPANIES ARE 
TORPEDOING DIGITAL 
SERVICE DUE TO TRAINING
DEFICIENCIES

To meet customer service 
expectations, many companies 
are throwing their time and 
money at new channel adoption. 

CHANNEL CHAOS: IS ADDING A CHANNEL SO EASY THAT 
COMPANIES ARE SKIPPING THE STRATEGY?

have a set process to follow and 
find it easy to add a new channel

58% 
don’t find it straight forward and 
say it’s a bit of a guessing game

20%
have no set formal process to 
follow

18%

However, there’s one big 
problem: they’re not properly 
onboarding and training customer 
service employees to deliver a 
channel-specific experience. And 
it’s putting their entire investment 
at risk.  

A true digital self-service strategy 
isn’t just about adding channels; 
it’s about creating a seamless 
experience every step of the way. 
If that experience doesn’t include 
highly trained, competent people 
who have the right customer 
information at their fingertips, 
companies will struggle to 
provide the level of digital self-
service customers expect. Tweet this
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The customer journey is 
complex. It can start online 
or offline, move between any 
number of channels and doesn’t 
end once a purchase is made. As 
customers move through each 
step, companies must determine 
how to build brand loyalty to 
increase retention. And that 
means the process should be 
seamless and cater to the needs 
of customers in every step. 

Do organizations truly 
understand customer 
communication preferences, or 
are they treating each channel as 

a one-size-fits-all solution? The 
answer is revealing: 44 percent 
say they offer four or more 
channels to communicate with 
their brand, but 58 percent admit 
they think their customers only 
use two or three. If organizations 
don’t know which channels their 
customers are using, how can 
they implement the right options?

To drive loyalty and retention, 
omnichannel strategies must 
reflect the journey customers 
want to take. And to get there, 
businesses must go straight to 
the source.

ADDING A NEW CHANNEL: 
THE BALANCING ACT

While 49 percent say direct 
feedback from customers is the 
reason behind adding a new 
channel, there are numerous 
other influential drivers:
42% say it is driven by a 

decision from a senior decision 
maker
 

30% say it is from data or 
analytics 

29% say it is from industry and 
media discussion 

12% say it is from pressure from 
stakeholders 

And there’s another problem: 43 
percent believe that customer 
forums and surveys give them 
a good understanding of how 
customers view their ability to 
provide a consistent, seamless, 
quality experience. Not only that, 
another report revealed that 
the C-suite primarily relies on 
ratings and reviews (49 percent) 
and social media (40 percent) 
to understand what customers 
want. 

However, this isn’t the most 
accurate source of information. 
Ratings and reviews and social 

COMPANIES AND 
CUSTOMERS MUST BE 
ON THE SAME JOURNEY
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The contact center is a hub of data that spans across channels—
voice, text, email, social, chatbot and more—yet many companies 
only analyze phone conversations. In an omnichannel world, that 
limits the voice of the customer to a phone call.

GET TO THE DATA THAT MATTERS.

media typically highlight the 
extremes—customers are either 
very happy or angry. It’s time 
to look beyond the obvious and 
start uncovering how customers 
really feel. 

The contact center is the one 
department that touches every 
communications channel and can 
act as a centralized source for all 
customer data. While the majority 
of contact centers measure 
quality and consistency in phone 
calls, many aren’t applying those 
quality assurance (QA) methods 
to other channels. With the help 
of analytics, companies can 
scale QA across all channels, 
allowing them to analyze 100 
percent of conversations. When 
organizations move beyond 
manual QA methods, they can 
provide the experience that 
customers want—no matter 
where they are.

Tweet this

https://www.calabrio.com/business-transformation-analytics-report/
https://twitter.com/intent/tweet?text=New+study+from+@Calabrio+reveals+that+44%25+of+organizations+say+they+offer+4+or+more+channels+to+communicate+with+their+brand,+but+58%25+admit+to+only+using+2-3.+Read+the+report:+http://bit.ly/2wRllD5.


The Danger of Digital: Why Digital Self-Service Without True Omnichannel Strategies Risks the Entire Customer Experience | 5

To be effective, omnichannel 
strategies require the right 
mix of people, processes and 
technology. While self-service 
options enable customers to 
communicate with companies 
in entirely new ways, they 
must be met by customer 
service representatives who 
are equipped and trained to 
interact on a specific channel. 
Not only that, if companies aren’t 
turning the plethora of customer 
interaction data into insights that 
drive business decisions, they’re 
missing out. 

When compared to companies 
in the U.S., the U.K. is lagging 
behind, and it’s because they’re 
not capturing and using cross-
channel data. 

Data is one of the biggest 
benefits of digital self-service. 
Customers are interacting across 
email, chat, social and more, 
giving companies the opportunity 
to understand behavior patterns 
and preferences. Without that 
information, it’s impossible to 
make changes that can impact 
customer loyalty—and the bottom 
line.

When organizations understand 
how customers are behaving on 
digital channels, they can hire 
specialized support staff to help 
them. Without insights, hiring 
and training practices typically 
aren’t modified to support today’s 
consumer.

Only 55 percent of U.S. 

MIND THE GAP: U.S. 
COMPANIES ARE AHEAD 
OF THE U.K. WITH 
INTERNAL PRACTICES 
AND PROCESSES 
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FROM OPERATIONAL TO 
OPTIMIZED: GETTING THE 
MOST OUT OF OMNICHANNEL 
STRATEGIES
To meet increasing customer 
expectations, companies 
must do more than simply 
add channels—they should 
optimize the entire process. 
And that starts from the inside 
out. By laying the right internal 
groundwork, organizations 
can get the most out of their 
omnichannel strategies and 
deliver experiences that build the 
customer loyalty they crave.

APPLY TRADITIONAL 
VOICE METRICS TO NON-
TRADITIONAL CHANNELS
The contact center is the hub 
of customer phone interactions. 
Contact centers measure 
volume, abandon rates, first call 
resolution and overall hold times 
to ensure that agents are not 
only effective, but also meeting 

MISSED CONNECTIONS: COMPARED TO THE U.S., U.K. BUSINESSES 
AREN’T LEVERAGING CROSS-CHANNEL INSIGHTS.

56% of U.S. companies use customer interaction data from all channels to make 
business decisions

Only 45% of U.K. companies can say the same

companies have changed the 
way they hire customer service 
staff due to an increased 
number of channels offered to 
customers. In the U.K., only 
44 percent of companies have 
made hiring adjustments to 
accommodate digital self-service 
options. In the U.S., 59 percent 
of companies have specialized 
or skills-based customer service 
agents for specific channels, 
versus blended customer service 
agents. Only 50 percent of U.K. 
companies have adopted this 
strategy.

As digital self-service becomes 
imperative to building customer 
loyalty, organizations must 
implement comprehensive 
channel options to keep up. By 
turning omnichannel data into 
insights, companies can hire and 
train agents to ensure that their 
customers are in good hands.



customer expectations every 
step of the way.

As organizations offer additional 
communication methods, they 
must apply these same tactics 
to more than just the phone. By 
implementing quality assurance 
metrics for chat, text and any 
other channel, they can identify 
where additional agent training 
is needed, where there might be 
difficulties, and which channels 
are seeing the most success. Not 
only does this help managers 
create more accurate scheduling 

forecasts, it allows companies 
to measure and monitor where 
customers are interacting with 
them and deliver the right 
experience, every time. 

RETHINK STAFFING AND 
TRAINING 
With new methods of 
communication come 
new challenges, including 
understanding customer behavior 
and sentiment via text, email and 
other non-verbal exchanges. 
Different channels require 
different skillsets and processes 
for managing requests, which 
means companies must adapt 
hiring, forecasting and training 
practices to meet customer 
needs.

Whether a hybrid or dedicated 
agents strategy, a critical 
component to omnichannel 
success will be the right 
workforce management (WFM) 
system. When contact center 

managers can schedule the 
right agents to be available on 
the right channels at all times, 
they can properly staff the 
contact center, measure agent 
performance and understand 
customer response.

GIVE CUSTOMERS AN EASY 
OUT
Every interaction is different, and 
what may start as a seemingly 
innocuous online request can 
quickly turn into a much more 
complex situation, which is why 
flexibility is key. An optimized 
omnichannel strategy enables 
customers to quickly and easily 
move to a call from a chat 
or text. There’s no room for 
inefficiencies, which can fuel 
customer irritation and hinder 
agent productivity. 

To get the best possible outcome, 
contact center agents must have 
the flexibility to move customers 
across channels as the situation 

MIND THE GAP: U.S. 
COMPANIES ARE AHEAD 
OF THE U.K. WITH 
INTERNAL PRACTICES 
AND PROCESSES 
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demands—and not force 
customers to repeat themselves 
in the process. For example, if an 
interaction isn’t easily resolved 
via chat or text, it’s imperative 
that companies allow them to 
seamlessly cross over to the 
phone. 

TAKE AN INTEGRATED 
APPROACH
It’s impossible for successful 
omnichannel strategies to 
operate in a silo—they must be 
incorporated into all parts of the 
customer service organization. 
Without that, companies are just 
spinning their wheels.

Utilize integrated forms: Information sharing is critical, 
which means customer interaction history and current 
interaction data must be readily available for customer 
service agents

INTEGRATE, INTEGRATE, INTEGRATE.
Omnichannel success depends on a company’s ability to incorporate 
channels and insights across the organization.

Implement quality assurance across channels: To 
build customer loyalty it’s important to deliver a consis-
tent customer experience, so companies must apply the 
same metrics to every channel

Use integrated reporting insights: With advanced ana-
lytics and reporting capabilities, companies can quickly 
and easily generate omnichannel insights that drive value 
across sales, marketing and the rest of the business

THE CASE FOR THE CLOUD: WHY CLOUD-BASED FLEXIBILITY SETS OMNICHANNEL UP FOR SUCCESS
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SO WHAT’S THE STRATEGY? As customers communicate in more ways than ever, companies must organize their 
contact center workforce to meet evolving customer expectations. 

Hybrid agents: Hybrid agents are trained to communicate 
via every channel. While this can alleviate some of the 
complexities associated with forecasting, it can lead 
to a fragmented agent experience, causing increased 
frustration in traditionally high-turnover positions.

Dedicated agents: With agents who are trained to handle 
only specific channels, companies can ensure that agents 
are prepared to communicate effectively. This approach 
empowers agents to deliver a tailored, channel-specific 
experience. However, it does make forecasting more 
difficult as the pool of available agents shrinks.

Delivering a personalized, omnichannel experience is more than enabling multiple channels—it requires seamlessly linking these channels 
to give agents an accurate and comprehensive picture of all customer interactions. The core of the modern contact center is a fully 
integrated, multi-channel, cloud-enabled infrastructure—built from the ground up to enable flexible deployment and use. With the cloud, 
contact centers can:

Share data and insights within applications and across the business 
Empower agents with the information they need to work smarter and improve service levels 
Enable data-driven workforce optimization (WFO) to support every communication channel
Deploy advanced data analytics that reveal powerful voice-of-the-customer insights to 
improve service, and enhance sales and marketing efforts across all channels

THE CASE FOR THE CLOUD: WHY CLOUD-BASED FLEXIBILITY SETS OMNICHANNEL UP FOR SUCCESS
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Calabrio is a customer engagement software company that provides analytic insights to catalyze growth through customer service 
contact centers. The Calabrio ONE® software suite empowers everyone in an organization, from contact center agents to the CEO, with 
easy-to-use tools that provide a better understanding of the customer. Every customer interaction yields insights that expand customer 
consciousness, which is how leading companies now drive growth and long-term corporate prosperity.

Calabrio ONE is a unified workforce optimization (WFO) software suite–including call recording, quality management, workforce 
management, voice-of-the-customer (VoC) analytics and advanced reporting–that transforms the contact center into a customer 
engagement center and a valuable source of customer insight.

About Calabrio

Find more at calabrio.com 

Calabrio, Calabrio ONE® and the Calabrio logo are registered trademarks or trademarks of Calabrio Inc. All other trademarks mentioned 
in this document are the property of their respective owners.
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