WHY CUSTOMER SERVICE IS REPLACING
PRICE AS THE BEST WAY TO EARN LOYALTY

Harnessing video chat to meet the demands of today’s
empowered customer to get the edge over your competitors
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It’s clear that in 2015 and beyond, satisfying
and retaining customers is going to be
tougher than ever. How you respond to
this challenge will determine whether you
can maintain your customer’s loyalty or see
them drawn away by competitors able to
satisfy their rising expectations.
This white paper analyses the trends that
are making customer experience, not price,
the key battleground, and how you can win
more customers with online chat services as
a result.

Price and product are no longer
enough to maintain loyalty

The e-commerce world continues to mature
and grow at a frantic pace. People have
now spent a decade shopping online. They
appreciate its convenience, speed and the
ability to find what they want at the best
price. These benefits all help drive its rapid
growth, year after year:
 In 2014 e-commerce grew another 20%
to be worth $1.5 trillion worldwide
 4 out of 5 of internet users have bought
online, over half of them multiple times
 40% of the world’s population now shops
on the web, creating a market of one
billion buyers with still room to grow
Over the last ten years, people have
become internet savvy. They are now better
informed, more empowered and more

selective about what they buy and who
from. An abundance of choice is also
making loyalty harder to maintain.
Customers will happily shop elsewhere if
they think they will get a better service:
 A customer is 4 times more likely to
defect to a competitor if a problem is
service-related rather than price or
product – Bain & Company
 96% of unhappy customers don’t
complain, however 91% of those will
simply leave and never come back –
Financial Training Services
 55% of customers would pay extra to
guarantee a better service –
Defaqto research
 Customers who rate you 5 on a scale
from 1 to 5 are six times more likely
to buy from you again –
TeleFaction data research

Competing on price has always been a
dangerous game. It’s getting harder to
compete on product selection as well.
New technology advances and networks
are levelling the playing field. If you’re a
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New trends causing disruption include:
 3D printing that is slashing the cost of
product development
 Sites like Alibaba providing access to low
cost Chinese manufacturing
 Drop shipping and access to fulfilment
centres making it possible to distribute
higher volumes of stock with the efficiency
of a large retailer
These new opportunities mean that price
and product are no longer the
differentiators they once were. They’ve
become commoditized. For this reason,
you have to find other ways to differentiate
yourself and gain the edge in an ever more
competitive marketplace.

96% of unhappy customers don’t
complain, however 91% of those will
simply leave and never come back –
Financial Training Services
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Meeting the Demands of Today’s
Web Savvy Shopper

large retailer, you can no longer have such
a decisive advantage in speed and scale. On
smaller scale, agile e-commerce sites can now
compete at a higher level than ever before.
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It’s estimated that two thirds of the
buying cycle is over before a
prospect contacts you
Two thirds of the buying cycle is over before a prospect contacts you.

Reaching buyers at the
research stage
One area you can gain an advantage is the
strength of your marketing and promotion
strategy.
Nearly half of all purchases begin with a
search query. People increasingly read
reviews, download buyer’s guides and check
for opinions in social media before they
make a purchase. Due to the amount of
research taking place, it’s estimated that
two thirds of the buying cycle is over before
a prospect contacts you. So you need to
make sure it’s your company that shows up
during the research stage.
One way to be found is to spend a king’s
ransom on SEO. But the days of being able to
pay an SEO agency to conduct some technical
wizardry to get a page one ranking are now
largely over. Google is just too sophisticated to
fall for page optimization tricks.

Instead, it’s through creating content that
top brands and online retailers are attracting
customers to their website. Creating buyer’s
guides, how to videos and other pieces of
informative content is now regarded as the
best long-term promotion and lead generation
strategy. Providing informative content that
addresses real customer issues also helps
builds trust in your expertise and improves
conversions by answering the questions
that might otherwise block a sale.

Smart social media
management
An intelligent content marketing strategy
goes hand in hand with having a solid
reputation in social media. You want to
ensure that whenever you publish new
content you have fans and followers to help
promote it. You also want to ensure that
people interpret a virtual thumbs up
whenever they read opinions about your
brand in social media.

With a tool like Hootsuite, you can track
mentions of your brand on Twitter,
Facebook, Instagram and a host of other
social media platforms. This enables you
to address complaints or thank people for
their praise. Prompt problem resolution will
also attract prospects by enhancing your
reputation for excellent customer service.
Publishing quality content and being active
in social media will give you an advantage
over competitors not engaging with the
marketplace. But clever marketing and a PR
blitz can only do so much. It can no longer
paint over a poor quality service. Eventually
the cracks will appear due to the volume of

opinions shared online. To maintain customer
loyalty and attract more customers, you
must provide an exceptional experience
that gets customers singing your praises.
This, after all, is a more powerful form of
promotion than money can buy.
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It costs 6–7 times more to acquire a new
customer than retain an existing one

Tools for providing an exceptional
customer experience

Strengths and weaknesses of
contact channels

Today’s buyer wants a personalized
experience, prompt responses to questions,
timely updates and added value information
and services. Providing a service that not
only satisfies but delights customers in
meeting these expectations is the only way
to earn their loyalty.

Phone support

The value of keeping your customers happy
cannot be overstated:

Exceptional customer experience
is a winning advantage
Now that price and product has been
commoditized and today’s empowered buyer
is better informed than ever before, providing
an exceptional customer experience can give
you the winning advantage:
 Gartner’s 2015 Marketing Spending
Survey assessed that 89% of companies
expect to compete based on customer
experience by 2016. In 2010 it was
just 36%
 Forrester Research assessed that customer
experience is now a more powerful driver
than the price/value proposition
 McKinsey assessed that 70% of buying
experiences are based on how the
customer feels they are being treated
 Price is not the main reason for customer
churn, it is due to poor customer service
– Accenture global customer satisfaction
report 2008

The evidence is clear - customer experience
is the new battleground for customer
retention and growth. But what does
exceptional customer experience look like?

Amazon sets the bar
When it comes to delivering exceptional
customer experience, Amazon is the retailer
to imitate. In 2014 it came first in a poll of
181 brands for customer satisfaction in the
UK. Two years previously it stunned the
bricks and mortar world when it ranked as
the US’s best retailer for customer service.
So if you want to win the war for customer
loyalty, you need to be offering an experience
that’s as personalized, responsive and
hassle free as Amazon.

 It costs 6 – 7 times more to acquire a new
customer than retain an existing one –
Bain & Company
 New customers spend on average
$24.50, compared to $52.50 for repeat
customers (McKinsey)
 A 2% increase in customer retention
has the same effect as decreasing costs
by 10% (Leading on the Edge of Chaos,
Emmet Murphy & Mark Murphy)
Maintaining or increasing retention relies on
your ability to deliver an exceptional
experience across every channel and
touchpoint. You need to ensure that every
interaction is optimized to be as effective and
efficient as possible. Customers will then be
encouraged to buy from you again knowing
their issues will be resolved promptly.

Many people prefer the immediacy of the
phone. Problems can be resolved on the
spot and details updated without the delay
of waiting for replies to emails.
Exceptional phone support relies on
having a large enough team to answer calls
promptly. You also need a modern CRM
system for providing rapid access to
customer history, order tracking and product
information. You don’t want customers
hanging on the line for too long, otherwise it’s
better to not provide phone support at all.

Email
Email is the obvious first choice for customer
service. It’s low cost and easy to manage.
Queries can also be shared or elevated by
sending them onto the right person.
But resolving issues by email is slow. The
best customers can hope for is waiting 24
hours for a reply. E-commerce emails also
suffer from low open rates of just 17.35%
and it takes on average 90 minutes for
people to read your messages. The nature
of email is that queries and replies can often
be misinterpreted, risking customer frustration
and complaints when they don’t get the
prompt resolution they wanted.
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E-commerce emails also suffer from low
open rates of just 17.35% and it takes
on average 90 minutes for people
to read your messages
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Balancing the strengths and weaknesses of contact channels

Blogs and content marketing

Social media

An informative and regularly updated blog
can help drive your content marketing
strategy and generate leads. Distributing
white papers, case studies and buyer guides
via the blog will also help you to sell through
the power of education. It will also help to
attract traffic to your website through both
social media and the search engines.

Facebook and Twitter are great tools for
encouraging customers to share feedback
about their shopping experience and to
recommend you to their fans and followers.
Facebook also offers arguably the most
targeted and cost effective advertising
platform around.

The problem with a blog is that it requires a
lot of time and effort to make it a successful
channel. It can take six months or more to
build your readership before you start to
see a return on the hours spent producing
high quality content. Even then, the direct
link between blogging and a rise in sales can
be difficult to measure.

But social media has an Achilles heel and
that’s its low deliverability. Typically less than
6.5% of your Facebook fans will see your
messages, while Tweets can get lost in the
flood of updates in minutes. Social media
also has yet to be proven to be an effective
customer service channel, with best practice
to move issues to email at the first opportunity.
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SMS
It may be over two decades old, but SMS
has huge potential as a customer service
channel. The fanfare whenever a message
arrives gives it a near perfect 98% open
rate. What’s more, messages are normally
read within 90 seconds, compared to email’s
sluggish 90 minutes.
Another reason to consider adding SMS to
your communications mix is the rapid rise
of m-commerce. After a few false dawns,
the era of fully integrated mobile shopping
beckons:
 Mobile e-commerce rose 35% in the first
quarter of 2014, compared to the first
quarter in 2013
 Global ecommerce sales made via mobile
device are expected to grow to $638
billion by 2018 according to Goldman
Sachs (source: Digiday)
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 Mobile e-commerce expected to account
for 30% of all e-commerce by 2018, up
from 15% in 2013 (source:factbrowser)
 98.9 million US shoppers have bought
on a tablet or mobile phone, which is
over half the total of 191 million US
online buyers
SMS offers a practical channel for notifying
customers of delivery dates, running
promotions and even having one to one
conversations with customer services. It is
particular effective for providing support
to customers in developing markets with
poor mobile internet coverage. Integrating
it with your existing channels can be very
complicated though, and it may require you
to start building up a database of contact
numbers from scratch.

Global ecommerce sales made via
mobile device are expected to grow to
$638 billion by 2018 according to
Goldman Sachs

“
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No other tool can allow you to provide
customer support as quickly or
efficiently as online chat

Why online chat is the only
channel that can deliver the
exceptional experience today’s
customer demands
Email will continue to be the dominant
channel for the foreseeable future. But its
days are numbered. It’s simply too slow
to offer the rapid issue resolution today’s
shopper demands.
Instead, a more prompt way of interaction
with customers is needed. A channel that
allows you to provide support at the very
moment when a customer needs it most.
In other words, when they are on your
website.

On the spot advice that converts
browsers into buyers
Today’s online chat services offer the
advanced tools and features essential for
delivering personalized, prompt and effective
customer service.

With instant messaging and video calls,
enterprise grade chat services allow you to
engage with customers at the perfect time
in the buying cycle and to provide on the
spot advice that can turn a wavering visitor
into a buyer.
With the latest generation of chat services,
you can track exactly what pages your visitors
have seen and view their browsing history.
This allows you to provide fast, relevant
responses based on the data. If a visitor is
stuck on the checkout page, for example, or
searching for specific answers on the FAQ
page, you can immediately open up a chat
window and provide them with assistance at
the moment they are most likely to buy.
By setting up rules and triggers for visitor
behaviours, you no longer have to wait and
hope prospects send you an email asking
for assistance. Instead, you go from reactive
to proactive. You can target visitors when
they are wavering and increase conversions
through prompt problem resolution.

Another advantage of video chat is its time
savings for your business, as well as your
customers. Your team can manage multiple
chats along with hold a video call all at the
same time. This allows you to increase the
number of queries you can address without
having to expand your team.

Conclusion - Harness online chat
to deliver exceptional customer
experiences
Price and product are now commoditized,
while today’s buyer is more demanding of
your retail experience than ever. They want
prompt responses to their queries and the
information they need to make intelligent,
better informed buying choices. Email and
phone support have too many inherent
weaknesses to meet these challenges.
Text and video chat enable you to deliver
advice at the precise moment visitors are
considering making a purchase or have
questions that are holding back the sale.
Along with increasing conversions, this will
increase retention due to the high regard
buyers now place on the quality of the
shopping experience.
No other tool can allow you to provide
customer support as quickly or efficiently
as online chat. It can give you the edge over
your competitors still struggling with email.
And it will give you a decisive
advantage in the battle for
customer loyalty.

About WhosOn
WhosOn provides market leading live
chat and customer tracking software. Our
system enables you to engage directly with
customers in a practical and effective way
which can convert wavering visitors into
loyal customers. WhosOn is the UK leader in
e-commerce chat services and is expanding
rapidly. Our customer experience
enhancement tools are now used across
more than 7,000 websites in over 100
countries and in 40 languages.

Get in touch to discover the
benefits of WhosOn Chat
Get in touch to find out more about how
WhosOn can enable you to provide the
exceptional customer experience today’s
buyer demands.
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