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Conclusions From Part |

A

Consumers have spoken 1 they want live help and
they want the choice of a live voice or live chat while
they are online

Businesses should consider an integrated live help
solution that targets the right type of help (voice or
chat) at the right shoppers at the right time

Based on usage data, Click to Call is not as broadly
available as Chat despite its preference among
consumers in key situations T businesses should be
careful about relying on a toll free number to deliver
real-time voice help to online shoppers



Part Il Agenda

A Welcome & Speaker Introductions

A Seven Steps To Preparing For Live Help

1.

N o kWD

Set Your Live Help Goals

Choose Click to Call, Click to Chat, or Both
Determine How & Where To Offer Live Help
Choose The Right Live Help Agents

Route & Prioritize Live Help Queries

Train Agents to Capitalize on Web Context
Tag Web site to Measure Against Goals

A Preview Of Part lll: Live Help Metrics & Measurement
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1) Set Your Live Help Business Goals
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2) Choose Click to Call, Click to Chat, or Both

® Revenue Goals

I Average transaction value or customer
value

I Product/service complexity

I Online transaction complexity
I Sensitivity/privacy of data

I Agent resources & budget

® Cost Reduction Goals

I Other service options and relative cost
(FAQs, email, 1-800#)

I Average handling times & first contact
resolution rate

I Cost of internal phone transfers
I Agent resources & budget



O Revenue Goals
Average transaction value or customer

value

Product/service complexity
Online transaction complexity
Sensitivity/privacy of data

Agent resources & budget

O Cost Reduction Goals

Other service options and relative cost

(FAQs, email, 1-800#)

Average handling times & first contact

resolution rate
Cost of internal phone transfers
Agent resources & budget

2) Choose Click to Call, Click to Chat, or Both

For most revenue goals, start
with Click to Call

Use rules & surveys to learn
more about customer interest
in Chat and why

Add Chat over time & test
incremental lift

For cost reduction goals, Chat

can reduce cost if agents can
handle 3+ Chats

Consider Click to Call plus
Co-browse for greater first
contact resolution & self-
service adoption



In the following scenarios, would you rather use live call (clicking a button or accepting a proactive
invitation to have a customer service representative call you) or live chat (clicking a button or
accepting a proactive invitation to initiate a text chat interaction with a customer service
representative) if you needed assistance?



