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IDC Opinion
Today's marketplace is hypercompetitive. Brands compete for attention,
hoping they can turn that attention into a loyal customer. But too many
companies are not able to build a long-term relationship that results in a
loyal customer because the customer had a poor experience.
To remain competitive, brands need to create compelling integrated
customer experiences that continue to evolve and reduce the friction
between company and customer over the lifetime of the relationship.
This IDC Vendor Spotlight discusses the current challenge that
organizations face in providing a differentiating customer support
experience and the potential that technology offers as a lever to improve
the customer support experience.

AT A GLANCE

KEY STATS
Per week, consumers spend on average:

» 57 hours on one or more devices
» 29 hours on smartphones
» 29 hours on PCs
» 23 hours on tablets

WHAT'S IMPORTANT
Technology — when deployed correctly — can
provide the means to improve customer support
experiences.

Situation Overview
Customers live in an omni-channel world — interacting and engaging with companies and other customers on mobile
devices, applications, web pages, and voice-enabled devices as well as through a growing set of touch points. For
example, IDC's 2018 ConsumerScape 360 Survey found that consumers worldwide spend an average of 57 hours per
week on one or more devices (see ConsumerScape 360, 2018: Device Usage Executive Dashboard, IDC #US44175518,
August 2018). Depending on the type and number of devices available to them, consumers spent an average of 29 hours
per week on smartphones, 29 hours per week on PCs, and 23 hours per week on tablets. Customers have all these
options, but companies try to force them onto legacy engagement paths that have gaps and that are clunky, awkward,
and out of date.
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Control Is Shifting to the Digitally Transformed Customer
Today's customer has information about the product, the vendor, and the marketplace and exerts more control over the
ongoing interaction. But companies have been slow to adapt their support model to this new world. It isn't enough to
have a FAQ site and a customer service number and hire a few people to answer questions. Meeting customers where
they are requires a clear understanding of how the world and the customer have shifted. Some of the factors affecting
the awareness of customer control are:

» Adoption speed is increasing. Consumers are adopting emerging technologies at a growing rate. For example, both
cell phones and tablet computers went from 0% adoption to over 50% adoption in the United States in less than five
years. In comparison, it took decades for phone landlines to reach more than 50% of the houses in the United
States. New and emerging technologies require less infrastructure and are more accessible, so the result is that
consumers adopt the technologies at a faster rate.

» Breadth of channels is expanding. Where once there were only one or two channels on which to support
customers, now there are multiple channels. Moreover, customers expect companies to be on the channels that
customers prefer. Opening new channels to support customers requires investments in time, resources, and people.
Yet this is where customers are and where customers want companies to be. It becomes a cost-benefit analysis for
the customer: If a company is not on the channel the customer wants, does the customer switch channels or switch
to another company that is?

» Time is precious. Customers and consumers are oversubscribed — days are filled with more tasks than they can
complete in the allotted time, and more tasks are being added all the time. In a 2017 IDC survey of 453 consumers
focused on customer experience, 86% of respondents said that when it comes to getting help with their technology,
being able to contact someone and get the problem fixed quickly is important or very important. It falls on
companies to architect customer support experiences that meet the needs of the customer while being as efficient
as possible. This means reducing unnecessary steps, redundancies, and delays.

» It is about people. In the end, whether B2B or B2C, the customer on the other end of the interaction is a person
with expectations on how he or she should be treated. The customer enters the relationship with a number of
factors that affect how he or she perceives interactions with the company, but it is up to the company to employ
strategies, business processes, and technologies that acknowledge the person on the other end.
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Today's Experiences Don't Meet Customer Expectations
Technology is changing how brands and customers engage, and the result is a gap between the customer experience
companies believe they are providing and the customer's perception of that experience. Most brands believe that the
experience they deliver meets or exceeds customer expectations. According to a 2017 IDC survey of corporate employees
(IDC's 2017 Customer Experience Barometer Survey) involved in or responsible for customer experience, 92% of
respondents believe that their customers would describe their experiences as either good or outstanding (see Figure 1).
Only 8% thought their customers would describe their experiences as okay or very poor. The perception of companies is
that they are providing a good enough experience to secure the customer.

FIGURE 1: Company Perception of a Customer's Experience
Q How do you think your customers would describe their average experience with your
company?
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Outstanding
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Good

92% of companies
think their customers
would describe their
experiences as either
good or outstanding!
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Very poor

n = 400
Source: IDC's 2017 Customer Experience Barometer Survey
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Yet the perception of the customer offers a less optimistic outlook. Using Net Promoter Scores as an indicator of what
customers are thinking and the experience they are receiving, companies are not meeting their customers' expectations.
Net Promoter Scores are based upon the simple premise that the willingness of a customer to recommend a company to
another person is a good proxy measure for a customer's satisfaction. According to the Satmetrix 2017 Consumer Net
Promoter Benchmark Study, which looked across industries, department and specialty stores do the best, with an average
score of 60 out of a possible 100 (see Figure 2). Companies are not meeting customer expectations most of the time.

FIGURE 2: Average Industry Net Promoter Scores Tell a Different Customer Experience Story
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Source: Satmetrix 2017 Consumer Net Promoter Benchmark Study

When companies don't meet customer expectations, the result is often that customers
eventually take their business elsewhere.
Customer support experience, a critical piece of the overall customer experience, comes
down to the ability of a company to meet the needs, desires, and expectations of
customers after they have purchased the product. To meet these needs, a company
must have a combination of strategy, business processes, technology, and corporate
culture focused on understanding the customer within the context of the support.
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Optimizing Interactions to Keep Pace with Customers
For companies to keep pace with customers and drive loyalty, they need to optimize their post-transaction customerfacing strategies, business processes, and technologies to change the interaction with a customer from a transaction into
a relationship. To accomplish this, companies need to consider the following:

» Eliminate support barriers. With regard to customers and the customer experience, being successful is often about
removing internal barriers that impede customer support. These barriers can be business policies or business processes
that keep an employee from effectively assisting a customer or corporate unwillingness to invest in the channels where
customers are already. To do this requires an organization to take a hard look at the customer support experience from
the customer's perspective and eliminate internal barriers that become barriers for a customer.

» Remain agile. Tomorrow's customers will be different. They will have different support needs and different channel
preferences, and they will have different expectations about what engagement on those channels will look like.
They will have different ideas and concepts about what customer service is like and where it happens as well as
what the outcome of that support is. A company that successfully provides a differentiated support experience will
adjust its customer-facing strategies for where the customer is and where it will be.

» Deploy the right toolset. Technology has always been a key component to the customer support experience. This
includes tools and technologies with which customers directly interact, such as chatbots or web pages; technologies
that employees use in their direct engagement with customers, such as self-service systems or email outreach; and
systems that seem removed from the customer interaction yet impact the customer experience, such as finance
and billing systems.

Considering Zendesk
Zendesk is a leading customer service application and platform provider that specializes in helping companies offer a
differentiated customer support experience. For companies that are looking to take their support experience to the next
level, Zendesk provides several viable solution architectures. Some of the specific strengths that Zendesk brings to the
customer support experience are:

» Market innovation. Zendesk is a leader in using innovation to meet the needs of customers in the customer service
market. Consumers have shifted channels from phone and mail to email, text, and even social media. Zendesk has
shifted it products and applications at the emergence of these trends to effectively support companies as they
adjust to changes among consumers.

» Focused platform. Many solutions in the customer support space are simply applications that then need to be integrated
with other applications to effectively cover the breadth of necessary customer service functions. Zendesk focuses on
providing a comprehensive platform that becomes the hub for offering a differentiated customer support experience.

» Speed of implementation. Zendesk is a highly configurable customer support platform designed to be simple to
implement and use because it is focused on just customer support. The result is a platform that is simple to
configure and implement; workflow changes can be made without requiring extensive IT support.

» Ease of use. Zendesk is focused on supporting the customer service representative through a clean user interface,
inline editing capability, and flexibility. Additionally, the integrated knowledge base supports both the rapid
onboarding of new customer service agents and the continued training of experienced agents.
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» Lower expected cost of ownership. Overall, Zendesk is projected to have a lower expected total cost of ownership
then other potential customer support solutions. Zendesk, in most implementations, requires fewer resources to
manage, is simpler to implement, and improves the efficiency of customer support agents by providing the critical
information that they need at the right time.

» Customer experience partners. Zendesk has a broad network of global partners to support a company's customer
experience improvement efforts with a clear understanding of what constitutes a best-in-breed customer
experience along with technical skills for making Zendesk an essential tool in customer engagement and support.

» Native omni-channel solution. The suite of Zendesk solutions was designed with an omni-channel world in mind,
with each channel connected to other channels through the different solutions so that no matter the channel,
everyone has the same data and insights.
Solutions
Once companies have done the hard work of winning customers, they want to keep those customers, and outstanding
customer service is critical to those efforts. For companies of all sizes and across all industries, Zendesk provides tools that
support brands in providing a differentiated customer service experience. Zendesk's technologies cover all aspects of
customer service and are focused on providing customer service with the tools to really understand the nuances of what
is happening between company and customer. The primary solutions that Zendesk brings to the market include:

» Support. Support integrates the data from all customer interactions into a single platform, allowing both automated
and agent-led customer support to provide personalized support for each customer at the right time and right place.

» Guide. Guide is a smart knowledge base that can be accessed by customer service professionals and by customers
through a self-service mechanism. It captures how agents respond to customer requests to build better support for
customers, provides the most relevant information to customers in the context they need it, uses artificial
intelligence to provide better and more consistent information to customers through bots, and more.

» Chat. Chat is a live chat and messaging application for interacting and engaging with customers to support them
with contextually pertinent information, proactively engage with them when they are the most open to being
contacted, and reducing the wait and interaction time.

» Talk. Talk is a cloud-based call center solution integrated into Zendesk Support to efficiently manage and direct
incoming customer calls. It allows companies to provide comprehensive support to customers from one platform,
no matter which channel.

» Connect. Connect is a solution that allows companies to customize each customer's journey by proactively reaching
out and communicating with customers. This is done by gathering data about both individual customers and
customers as a whole, analyzing that data to understand general and specific customer requirements and to
anticipate what customers need before they need it.

» Explore. Explore is an analytics and reporting to solution to help companies better understand how well they are
meeting customer expectations and identify potential problem areas before they become significant.
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Challenges
Customer support is a key part of the customer experience and critical for building an ongoing relationship with the
customer. However, vendors of customer support solutions face many challenges, including the following:

» Lack of focus on customer support. When brands are considering ways to improve the bottom line, customer
support is often not their first consideration. Brands often focus on improving marketing and sales; thus customer
support is an afterthought. The result is that they get the sale but can't keep the customer because of the lack of
focus on customer support. That is changing among leading-edge companies that realize the critical importance of
customer support as a component of the overall customer experience.

» Ownership of customer support. Customer support is becoming more of a business strategy than a department, a
function, or a technology. Yes, there are specific service and support departments, but the needs and requirements
for effective customer support stretch across the organization. For example, the lessons from customer support
must be integrated across the organization from marketing to innovation and R&D. The result is that many different
departments are involved in supporting and servicing the customer, and these efforts need to be integrated across
the organization — something that is difficult for any organization to do.

» Speed of change in technology. The increasing rate of change among consumers and customers means that
solution providers for the companies that service those customers need to be continually and consistently checking
the market, analyzing trends, investing in R&D, and bringing new capabilities such as artificial intelligence, proactive
engagement, and natural language processing to market that will allow their customers to remain on par with
consumers.

Conclusion
Providing a differentiated customer support experience is no longer a nice-to-have but an imperative to remain
competitive. To meet customers where they are, end-user companies need to transform and focus on providing an
integrated positive experience across each step of the customer journey, and especially during customer support
activities, by bridging the gap between the customer and the support offered. To do this will require leading-edge
technologies and an integrated knowledge set about the customer for customer support professionals and the rest of the
organization to provide an experience that results in a satisfied repeat customer.
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