
Improving the Customer Experience 
through Service Innovation

Today’s customers are more informed and connected than ever before, and the balance of power has 
shifted. When it comes to relationships between customers and businesses—the customer is in control and 
the number of channels that customers use to engage with businesses is increasing. Providing top-notch 
customer service is more important than ever. According to Microsoft’s annual U.S. State of Multichannel 
Customer Service Report, 98% of U.S. consumers say customer service is very important or somewhat 
important in their choice of or loyalty to a brand, and 68% say they have stopped doing business with a 
brand due to a poor customer service experience.  It is critical for businesses to continue down a path of 
service innovation in order to stay competitive. 

Consumer Preference Center and Customer Segmentation

Having a well thought out and defined segmentation strategy at every level of a customer journey—from 
an inquiry type segmentation and application unification process, to customer personas and managing 
channel preferences—will be a key differentiator to help you set yourself apart from the competition. Gart-
ner Research notes that in 2016, 89% of companies will compete mostly on the basis of customer experi-
ence, and by 2017, more than half of consumer product and service R&D investments will be redirected to 
customer experience innovations. 

One segment in particular has been a big driver of this customer service transformation—and that is 
millennials. Standing at 80 million strong in the U.S. alone (the largest cohort size in U.S. history), millenni-
als represent a highly influential segment in the marketplace that is well educated, technically savvy, and 
digitally connected. 

For millennial consumers, who contribute about $600 billion in spending each year, the ability to access 
self-service, live chat, SMS/text, and social channels are key to their service satisfaction. In fact, 69% of 
millennials say they feel good about themselves and the company they are doing business with when they 
resolve a problem without having to talk directly to customer service. 

Millennials are seeking a seamless customer-centric experience across all channels that is tailored to their 
needs. Omni-channel is their language. Millennials frequently change between devices and apps, with 87% 
using between two and three tech devices at least once on a daily basis.   Businesses looking to grow their 
market share need to ensure they are innovating their service to meet the changing needs of this largest 
demographic. 

The Rising Importance of Omni-channel Innovation

With consumer behavior driving the customer service transformation, we are seeing more and more orga-
nizations attempting to drive an Omni-channel experience with varying degrees of success. According to 
the CCIQ Call Center Omni-channel Report, 76% of businesses will meaningfully attempt to become 
Omni-channel over the next year.  

What we are finding is that B2C and B2B customers are the primary force behind this approach, and these 
customers are defecting if a particular business does not have their communication channel preference. 
The U.S. State of Multichannel Customer Service Report states 89% of companies with extremely strong 
Omni-channel customer engagement retain their customers, compared to only 33% for companies with 
weak Omni-channel engagement.  

The primary channels we are seeing used within the industry are the most traditional ones: phone, email, 

and chat. However, for the first time we are seeing alternative channels like self-service begin to outpace 
the growth trajectories of these traditional channels. In addition, channels like mobility and field service 
are helping facilitate onsite home and business interactions, extending the overall platform and 
closed-loop, streamlined process. Here are three channels where we are seeing the most growth and 
innovation: 
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The Internet of Things

What is dubbed the “Internet of Things,” or IoT, is one of the fastest growing channels out there. IoT is the 
concept of connecting devices with an on/off switch to the internet—items such as phones and wearable 
devices, cars, household items like coffee makers or refrigerators, or even parts of a machine or device 
such as a filter in a water tank. 

According to a study conducted by research firm, Gartner, by 2020 there will be over 26 billion connected 
devices around the world, which is a huge opportunity for service innovation.   When businesses connect 
the devices they own with IoT, it can act as a proactive and innovative channel for service. It enables the 
ability to monitor issues, send alerts, automate service tickets, and allow for proactive service.

Predictive Analytics and Proactive Service

Predict the needs of your customers by identifying trends, anticipating opportunities, and gaining insight 
by employing predictive analytics within service centers. For example, if a customer calls into the service 
center with a specific complaint regarding a product, predictive analytics can recommend solutions and 
services to resolve the issue, enhance the product, provide upsell/cross-sell opportunities, and automati-
cally dispatch and route a field technician based on historical interactions. With the ability to use predic-
tive analytics, not only do you impress your customer with proactive service but also open the conversa-
tion to more opportunities.

Field Service

Great service extends beyond the service center. Major strides are being made in field service manage-
ment and businesses are able to deliver more customer driven service through their agents in the field. 
Whether being used to locate nearby vehicles, schedule and dispatch workers, or manage inventory and 
billing—field service is a channel that businesses need to keep innovating.

Field service technicians act as a brand’s service ambassadors; they act as the company’s public face, and 
their interactions can determine a customer’s loyalty. While in the field, these technicians can also act as 
front line sellers by upselling and cross-selling services or products, and can help renew service contracts 
and warranties. Field service is a great opportunity to ensure your customers are satisfied and that your 
technicians have the right information at their fingertips to provide high performance customer service.

Improving the Customer Experience

According to a survey conducted by The Service Council, 73% of organizations reporting an increase in 
customer satisfaction state that the improvement was due to an increased focus on front-line personnel. 
Customer experience can have a major impact on loyalty, and there are ways an organization can innovate 
to ensure they are providing a higher level of service. Three major areas where customers are gauging 
their experiences with customer service are: access to a self-service option, knowledgeable agents, and 
personalized experiences. Here’s how you can innovate to meet these opportunities:
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Make Customer Service Effortless Through Self-service

Self-service has become the channel that customers seek to resolve issues even before they pick up the 
phone or send an email. According to Microsoft’s U.S. State of Multichannel Customer Service Report, 75% 
of the consumers surveyed said they have used a search engine to find an answer to a customer service 
question and 92% expect a brand or organization to offer a self-service support portal or FAQ page. 
A large percentage of customers are looking up solutions to issues on their own before picking up the 
phone. Mobile capabilities have allowed customers to easily access the information they need while 
on the go. 

By providing a customizable online support portal that leverages an organized, searchable knowledgebase 
to deliver real-time updates, consistent answers to service questions, and product and service information 
and documentation, it will be easier for customers to solve issues on their own. 

Currently, web self-service has passed the phone channel as the most popular resource. As this trend 
continues, it is becoming increasingly important for organizations to provide an updated and streamlined 
knowledge approach to their customers’ needs.

More Knowledgeable Agents

When customers are unable to solve issues with self-service, they will escalate these issues to live agents 
through various channels like phone, email, and chat. It is now very important for agents and field service 
technicians to be ready to answer questions that are more complex when self-service portals don’t cut it. 

Customers are demanding quick answers to questions and a poor live agent or field service technician 
experience can be a detriment to building positive customer relationships. This trend is highlighting the 
importance of agents having quick access to their own knowledge database in order to provide 
accurate solutions. 

Through a CRM global case management and unified service desk experience that is powered with knowl-
edge everywhere and inquiry type segmentation, agents have better access to information. This allows 
them to make informed business decisions in real time, and through these solutions we are seeing a 
reduction in Average Handle Time (AHT) by as much as 20% with an increase in CSAT scores by as much 
as 15%. 

Personalized Experiences

Customers want the agents they interact with to have access to their information—such as location, histo-
ry, and recent purchases—in order to understand their needs quickly, regardless of channel. Empowering 
agents to deliver these personalized experiences are necessary, as these interactions are major drivers for 
customer loyalty. In fact, 86% of consumers say personalization plays a role in their purchasing decisions 
says a study by Digital Trends.    This means agents will need access to accurate customer data that will 
help provide a personalized and proactive experience. In terms of cross-sell and upsell capabilities, 73% of 
consumers prefer to do business with brands that use personal information to make their shopping experi-
ences more relevant. 

It’s Time to Pursue Service Innovation

Today’s customers expect much more out of the service they receive, and they will not hesitate to cease 
patronizing a business due to bad experiences. It’s critical for businesses to continue to innovate in their 
service areas to ensure success. By meeting these service trends head on, businesses will see a marked 
increase in both customer satisfaction and revenue while reducing OPEX costs. According to studies by 
Bain & Company, increasing customer retention rates by 5% increases profits by 25% to 95%. 

By innovating through a CRM solution and an Omni-channel approach to service you can provide an 
integrated and optimized desktop to your agents, view real-time reporting and dashboards, and achieve a 
true “voice of the customer.” 
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A Solution Recommendation

Many organizations struggle with managing and accessing islands of data due to disconnected, outdated 
systems and siloed departments. These issues all lead to poor inquiry routing, field technicians going to 
the wrong address, incorrect answers, wrong parts on trucks, long handle times, poor customer satisfac-
tion, and high turnover. Through Microsoft Dynamics CRM, we turn these struggles around to ensure your 
service center has access to a centralized database, and that your agents and field technicians are 
empowered to deliver fast and personal service—all while creating upsell and cross-sell opportunities.
 
Our company, PowerObjects, is experienced in delivering tailored customer service solutions that leverage 
the power of Microsoft products including Dynamics CRM, USD, Knowledge Management, Power BI, Office 
365, Field Service, and PowerObjects PowerPack add-ons. We believe in achieving high performance 
service by approaching the three areas of people, process, and automation. With our high performance 
model of service, your team will delight your customers and forge long-term relationships. By reducing 
customer service agent turnover, improving process optimization, and implementing automation through 
Microsoft Dynamics CRM—you can lay the groundwork towards providing top-notch care. 

Get your service innovation started today! Reach out to one of our high performance service experts and 
get the conversation going. 

Greg Moser
Service Practice Director
PowerObjects

greg.moser@powerobjects.com
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