
Providing True Omni-channel Service in a 
Changing Service Landscape

Why Omni-channel?

Self Service

agents have the ability to handle multiple chat sessions at once.  Customers like that chat can save them 
time. They can stay online, don’t have to wait on hold, and can get other things done while receiving 
customer service. 

Customer service and customer experience are becoming key differentiators for organizations across all 
industries. According to the 2016 Microsoft State of Global Customer Service Report , as brand differentia-
tion becomes more difficult to achieve through price or product, 97% of global consumers say customer 
service is important in their choice of, and loyalty to, a brand. It’s now more important than ever to under-
stand evolving trends in service, how consumer preferences are changing, and the ways your organization 
can continue to not only meet but exceed service expectations.
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Customers expect a seamless and consistent experience across the growing number of channels they are 
using to interact with companies. What we at PowerObjects are seeing in the marketplace, is that although 
organizations promote that they support a multi-channel or Omni-channel service model, in reality, very 
few actually do and most have siloed business units that handle each channel so that data does not pass 
between them. To today’s customers, this is not acceptable, and they will leave to find an organization that 
will support them in the way they want. 

The ability to provide customer-centric omni-channel service should be a priority in your organization. 
Studies show that organizations that adopt a true omni-channel approach to their service are better 
equipped to meet their customers’ communication preferences and see a boost in retention. The U.S. State 
of Multichannel Customer Service Report states that 89% of companies with extremely strong omni-chan-
nel customer engagement retain their customers, compared to only 33% for companies with weak om-
ni-channel engagement. 

Consumers are now using multiple channels and devices at any given time and are expecting to jump 
seamlessly from channel to channel for their service interactions. On average, millennials typically use five 
channels regularly for customer service interactions while those ages 55+ use three.  The primary service 
channels we are seeing used within the industry are the most traditional ones: phone, email, and chat. 
However, alternative channels like self-service, SMS, IoT, and social media have started to outpace the 
growth trajectories of these traditional channels. The global average for 2016 shows that more than half of 
all customer interactions now begin online and more than a quarter begin on mobile devices.   Not only 
should organizations be broadening their channel offerings, but they must also ensure they are providing 
true omni-channel service.
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There is a self-service revolution going on in the industry and it is becoming one of the fastest growing 
service channels. According to Forrester Research’s North American Consumer Technographics Customer 
Life Cycle Survey, consumers now say they are using self-service FAQ pages on a company’s website for 
customer service more often than speaking with a live agent on the phone. For millennials, self-service is a 
primary channel—69% 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.  It’s become an 
expectation of consumers that an organization provide a self-service option. 90% of the 5,000 consumers 
surveyed say they now expect brands and organizations to have a customer self-service offering. If your 
organization isn’t providing an effective self-service option, you’re alienating a large portion of your 
customers. hours inquiries. Gartner projects that more than 85% of customer interactions will be managed 
without a human by 2020, and chatbots are also expected to be the number 1 consumer applications of AI 
over the next five years, according to TechEmergence. Chat usage rates have risen over the years—from 
38% in 2009 to 43% in 2012 to 58% in 2014 . According to Forrester Research, this channel is being used 
with increasing frequency across all age demographics and can actually be a cost saver for organizations if 

iv

We continue to see companies struggle with email as a channel. Once an email goes into an inbox, it can 
be very difficult to manage SLAs, understand time in queue, manage the escalation process, and keep 

inquiries from falling through the cracks. Microsoft’s 2016 State of Global Customer Service Report states 
that 55% of consumers’ customer service interactions now begin online rather than on the phone or in 
person. This percentage jumps to 65% for consumers ages 18 – 34. Email is in the top two of service chan-
nels used by consumers. It’s also a channel that commonly goes wrong when an organization lacks an 
effective omni-channel platform and strategy. Emails might be answered by multiple agents or provide 
conflicting or incorrect information which is a very frustrating experience. As one of the most popular 
channels used by consumers, it’s critical to get it right.



agents have the ability to handle multiple chat sessions at once.  Customers like that chat can save them 
time. They can stay online, don’t have to wait on hold, and can get other things done while receiving 
customer service. 

The Internet of Things (IoT)

According to a study conducted by research firm, Gartner, by 2020 there will be over 26 billion connected 
devices around the world with the ability to request support. By integrating the Internet of Things to your 
service infrastructure, you are given incredible visibility into data that can be used across your organiza-
tion in a predictive, proactive, and personalized manner. 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. At PowerObjects, we are 
seeing more organizations inquiring about the significant increases in IoT as this channel continues to 
mature.

SMS/Text

Phone

Telephone remains the top channel for consumers ages 55+ and ranks in the top two for other age groups. 
Even though this remains a top channel, do not delay in adopting emerging channels in your service 
center. Online engagement continues to rise and customers have higher expectations of the service they 
receive across channels. 72% of customers now expect a customer service agent to know their contact 
information, product information and service history as soon as they engage and without being asked. 
Equipping your agents to smoothly transition inquiries to and from other channels is critical to your orga-
nization’s service success. We continue to see this channel as the primary channel for service, and inte-
grating the Phone/IVR system will help you shave off seconds and ensure the critical information for the 
customers is presented real-time for a personalized interaction. 

There is a self-service revolution going on in the industry and it is becoming one of the fastest growing 
service channels. According to Forrester Research’s North American Consumer Technographics Customer 
Life Cycle Survey, consumers now say they are using self-service FAQ pages on a company’s website for 
customer service more often than speaking with a live agent on the phone. For millennials, self-service is a 
primary channel—69% 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.  It’s become an 
expectation of consumers that an organization provide a self-service option. 90% of the 5,000 consumers 
surveyed say they now expect brands and organizations to have a customer self-service offering. If your 
organization isn’t providing an effective self-service option, you’re alienating a large portion of your 
customers. hours inquiries. Gartner projects that more than 85% of customer interactions will be managed 
without a human by 2020, and chatbots are also expected to be the number 1 consumer applications of AI 
over the next five years, according to TechEmergence. Chat usage rates have risen over the years—from 
38% in 2009 to 43% in 2012 to 58% in 2014 . According to Forrester Research, this channel is being used 
with increasing frequency across all age demographics and can actually be a cost saver for organizations if 

SMS is often used as a channel for one-way marketing communications to consumers, but it also makes 
for a great customer service channel. Customers like using this SMS because it’s convenient and eliminates 
the need to call in to a service center and wait in a queue for a simple question or to check on the status 
of a work order. It also provides a cost savings to organizations since it can be cheaper to support SMS 
than a live phone. According to Forrester Research, more than 80% of the US population owns a mobile 
phone and 70% of these phone owners regularly send or receive text messages. It’s clear that SMS will 
only continue to grow as consumers become more dependent on their mobile devices. We see SMS/Text 
messaging as a new channel that consumers are migrating to given the SMS/Text explosion for certain 
segments like millennials. 
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Email

We continue to see companies struggle with email as a channel. Once an email goes into an inbox, it can 
be very difficult to manage SLAs, understand time in queue, manage the escalation process, and keep 

inquiries from falling through the cracks. Microsoft’s 2016 State of Global Customer Service Report states 
that 55% of consumers’ customer service interactions now begin online rather than on the phone or in 
person. This percentage jumps to 65% for consumers ages 18 – 34. Email is in the top two of service chan-
nels used by consumers. It’s also a channel that commonly goes wrong when an organization lacks an 
effective omni-channel platform and strategy. Emails might be answered by multiple agents or provide 
conflicting or incorrect information which is a very frustrating experience. As one of the most popular 
channels used by consumers, it’s critical to get it right.



Chat

Mobile

Mobile engagement is now more than a trend. Customers expect service to be as easy to access online as 
it is on the phone. Microsoft’s 2016 State of Global Customer Service Report shows that globally, 55% of 
customer service interactions begin online. Of those online interactions, 28% begin on a mobile device. 
This percentage jumps for millennial consumers, where 34% of their online customer service interactions 
typically begin on mobile. With mobile becoming central to consumers’ lives, it’s imperative to provide a 
mobile-responsive experience for all interactions.

Social Media

The growth for the social media channel has steadied, but it’s still an important channel to customers who 
are either unhappy and want their voices heard or customers who are loyal to brand and are interested in 
engagement and sharing. For brands that are looking at targeting the millennial age group, they should 
definitely adopt and develop this channel. 78% of millennials expect a response on social media within 24 
hours and 64% believe social is an effective channel for customer service.   It’s important for organizations 
to keep up with sentiment on social media in order to provide proactive service and ensure issues do not 
escalate. We are seeing both social engagement and social listening driving proactive interactions for 
Social. 
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With the growth of messaging applications, chatbots are rapidly becoming the biggest trend for the chat 
channel. Chatbots are great for customer service because they can handle basic requests and answer 
common questions. Consumers are increasingly looking for 24/7 service and chatbots can handle 
after-hours inquiries. Gartner projects that more than 85% of customer interactions will be managed 
without a human by 2020, and chatbots are also expected to be the number 1 consumer applications of AI 
over the next five years, according to TechEmergence. Chat usage rates have risen over the years—from 
38% in 2009 to 43% in 2012 to 58% in 2014 . According to Forrester Research, this channel is being used 
with increasing frequency across all age demographics and can actually be a cost saver for organizations 
if agents have the ability to handle multiple chat sessions at once.   Customers like that chat can save 
them time. They can stay online, don’t have to wait on hold, and can get other things done while receiving 
customer service. 
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We continue to see companies struggle with email as a channel. Once an email goes into an inbox, it can 
be very difficult to manage SLAs, understand time in queue, manage the escalation process, and keep 

inquiries from falling through the cracks. Microsoft’s 2016 State of Global Customer Service Report states 
that 55% of consumers’ customer service interactions now begin online rather than on the phone or in 
person. This percentage jumps to 65% for consumers ages 18 – 34. Email is in the top two of service chan-
nels used by consumers. It’s also a channel that commonly goes wrong when an organization lacks an 
effective omni-channel platform and strategy. Emails might be answered by multiple agents or provide 
conflicting or incorrect information which is a very frustrating experience. As one of the most popular 
channels used by consumers, it’s critical to get it right.
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Finding Omni-channel Success

According to the CCIQ Call Center Omni-channel Report, 76% of businesses will meaningfully attempt to 
become Omni-channel over the next year.  However, with the challenges of an evolving customer service 
landscape, not all of these implementations will be successful. With the right solution, the right strategy, 
and the right partner you can get on the right track to increasing productivity, gaining actionable insights, 
and providing personalized omni-channel service to your customers. 

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, omni-channel 
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 omni-channel service started today! Reach out to one of our service experts and get the conver-
sation going. 
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We continue to see companies struggle with email as a channel. Once an email goes into an inbox, it can 
be very difficult to manage SLAs, understand time in queue, manage the escalation process, and keep 

inquiries from falling through the cracks. Microsoft’s 2016 State of Global Customer Service Report states 
that 55% of consumers’ customer service interactions now begin online rather than on the phone or in 
person. This percentage jumps to 65% for consumers ages 18 – 34. Email is in the top two of service chan-
nels used by consumers. It’s also a channel that commonly goes wrong when an organization lacks an 
effective omni-channel platform and strategy. Emails might be answered by multiple agents or provide 
conflicting or incorrect information which is a very frustrating experience. As one of the most popular 
channels used by consumers, it’s critical to get it right.


