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Customer experience affects the bottom line
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Customer experience affects the bottom line

Buying more 
products $65 million

Reduction in 
churn $116 million

Word of 
mouth $103 million

Annual revenue change from a modest shift in
customer experience for a $10 billion company

$284 million



Customer experience affects the bottom line
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interact with companies
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How important are the following factors in your 
decision to do business with these firms?
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How do consumers think about price and customer 
service from retailers?



How do consumers think about price and customer 
service from retailers?
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Level of loyalty across consumer segments
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good service
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Satisfaction levels for online interactions
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As sites get more complicated, navigation suffers



As sites get more complicated, navigation suffers

Online experiences 

donôt fully satisfy 

consumersô desire for 

good service

!



Satisfaction levels for researching products online and 
buying them over the phone
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The online and offline experience
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The online and offline experienceé is terribly 
disconnected
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The solution: Design cross-channel experiences

Cross-channel criteria:

Choice

Consistency

Continuity



Percentage of consumers that use and are satisfied 
with customer service touchpoints



Summary

ÅCustomers desire good service

ÅOnline experiences donôt fully meet consumersô 

needs

ÅOffline and online experience are disconnected

ÅDesign cross-channel experiences:

ïChoice

ïConsistency

ïContinuity 



Thank you

Bruce Temkin
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Survey Says: Consumers Want Live Help

Ryan Hoppe
Marketing Director

ATG Optimization Services

But how important is Live Help? 
What drives consumers to use it? 
And when do they prefer a live voice or live chat?



Á First broad consumer survey to examine the relative 

importance of live online help and to uncover when and 

why consumers prefer a live voice or live chat

Á Goals: 

1. Determine the relative importance of live online help ïincluding 

click to call and click to chat ïon business-to-consumer                

e-Commerce sites

2. Identify key factors and considerations that drive consumersô use 

of different customer service options, including live help

3. Assess the relative usefulness of live voice help (via click to call) 

and live text chat (via click to chat) in different phases of the online 

buying cycle and among different demographics

ATG Live Help Consumer Survey



Study Methodology

Á1,052 respondents, age 18 and older, living in the 

continental United States

ÁRespondents selected from panel of more than 2.5 million 

individuals, profiled across more than 500 attributes 

(demographics, lifestyle, and behavioral characteristics)

ÁRespondents further differentiated by characteristics such 

as browsing and purchasing frequency online, to ensure 

sample represented was active on the Web

ÁError rate of +/- 3% for each 1,000 respondents



Key Findings

1. Live help services play a key role in 

converting online transactions

2. Consumers want their questions answered 

while they shop or research

3. Consumers want options for live help

4. A live call back from a customer service rep 

is the preferred live help option

5. Demand for Click to Call outpaces availability



Rank the features you find to be most important on a Web site, with ñ1ò being most important and ñ7ò 

least important.


