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... And How You Can Improve Today!”



It’s easy when you’re asked about trends to talk 
about an innovative technology or feature you 
know is going to create a buzz. For 2016 however, 
we’ve decided to ask some well-known customer 
service thought leaders, advocates, authors and 
speakers – many of whom talk with and train  
front line customer service professionals almost 
daily — about trends they believe will impact every 
brand and organization, not just those with the 
budgets for the next big thing. Their insights are an 
interesting mix with a fantastic focus on people — 
which leads us to a trend I feel should be a major 
focus for 2016: employee empowerment.

With customer service and customer experience 
beginning to overtake price and product as brand 
differentiators, big investments have been made 
over the past few years in empowering custom-
ers with more ways to engage, provide feedback 

and share their experiences. Yet most employees 
are trying to engage the empowered customer 
with the same siloed technologies and stagnant 
knowledge repositories they’ve used (or not used) 
for years. This is creating a customer service and 
customer experience divide that will further  
separate leaders from laggards in 2016.

Consider these statistics: 90% of consumers say 
they expect consistency and continuity from a 
brand across channels. Yet, according to  
Forrester Research, only 36% of contact centers 
have implemented multichannel integration to 
provide consistent experiences; 70% do not train 
agents to support multiple channels, and 56% do 
not offer an agent-facing knowledge management 
solution. In addition, a third of Gen Y workers say 
their at home technology is better than what they 
have at work. 

Introduction



Beyond Knowledge: Insights

Beyond the basic knowledge to serve, cus-
tomer-facing employees must also be em-
powered with customer and performance 
insights. Leaders in 2016 will give custom-
er-facing employees access to key customer 
insights to drive more personalized, proactive 
and predictive engagement.

This will include not only a detailed profile of 
the customer and the products and services 
they use, but tools such as sentiment analy-
sis, real-time feedback and above-the-queue 
insights showing what the customer has done 
to date in seeking resolution so that the  
customer never has to repeat himself.

Going a step further, customer service agents 
will be empowered with a real-time view of 
their workload, service desk activity, their 
performance and will be able to leverage 
peer-to-peer collaboration technology to give 
and get help. Machine learning will add speed 
and intelligence to detect both patterns and 
trends, improving productivity, response times 
and next best actions. 
 

Beyond Insights: Mobility

Leaders will empower employees with the same 
mobility and real-time engagement capabilities 
that customers use to connect. From service desk 
operation on a tablet, to field service updates on  
a wearable device, to searching, finding and  
sharing knowledge via their smartphone, mobility 
will transform the siloed contact center of the  
past into the organizational-wide customer  
engagement center of the future.

Gartner Research notes that in 2016, 89% of  
companies will compete mostly on the basis of 
customer experience. Many brands and organi-
zations will talk the talk, but those that empower 
employees, and invest in customer service, will  
be able to walk the walk.

To your success in customer service,
 

 

Bill Patterson,  
General Manager
Microsoft



What customer service technology, trend or  
focus do you believe will have a significant  
impact in improving customer service in 2016  
or beyond?

The integration of mobile technology into the 
overall experience equation for business will 
have a significant impact.  

Why do you believe this will have  
a significant impact?

Mobile has been viewed and built in many 
companies as its own silo. When merged to be 
a part of the customer engagement solution 
across channels and across touch points, it will 
bring a way for companies to be both proactive 
and responsive in delivering “one-company” 
customer experiences.  It will be proactive by 
merging mobile information and usage with 
operational data to enable companies to reach 
out before customers reach out to them, to 
build brand stickiness, to rescue customers at 
risk and to earn the right to growth. 
 

What is one of the most important things  
most brands or organizations can do right  
now to improve customer service?

The most important things brands and  
organizations can do right now is build a 
one-company view of their customer  
experience and unite the organization in  
understanding the key intersection points  
that are the “make or break” moments in  
customers’ lives and their experiences with  
you. Then commit cross-company resources, 
platforms and people to deliver at those  
moments.  

Jeanne Bliss
PresIdent, CustoMer BlIss 
Co-Founder, CustoMer  
exPerIenCe ProFessIonals assoCIatIon 

www.customerbliss.com

t r e n d  1 :  M o B I l e

“Unite the Organization”



What customer service technology, trend or  
focus do you believe will have a significant  
impact in improving customer service in 2016  
or beyond?

I sincerely believe that leaders of organizations 
who are serious about service are going to 
start focusing on developing talent plans for 
service and support in 2016. I don’t think that 
this endeavor will be completed in 2016, but 
those who have bought in to the importance of 
service will look to: 

1. Understand the shortcomings of the  
current service workforce.

2. Identify training strategies and tools to  
better support the current workforce.

3. Develop knowledge strategies to retain  
the insight and information of the top  
performing workforce.

4. Build recruitment and training plans to  
develop the next service workforce.

Even in a world of increased automation and 
outsourcing, service talent is vital to success. 
The organizations that understand this are 
effectively blending service models (remote, 
self-service, assisted service) models to  
ensure that customers have to expend the  
least amount of effort when there is no human  
contact required, and subsequently, receive  
the best amount of guidance when human 
interaction is needed. 

Why do you believe this will have  
a significant impact?

The demands for service and support continue 
to increase. Most organizations The Service 
Council poll see a greater strain on their current 
service resources as businesses continue to 
diversify and expand to uncover new revenue 
streams. In addition to ensuring coverage for 
service requests, organizations would also like 
to differentiate via the service experience that 
is delivered, which is substantially impacted by 
talent.

What is one of the most important things most 
brands or organizations can do right now to 
improve customer service?

In addition to focusing on talent strategy,  
organizations need to develop a clearer  
understanding of what customers value and 
what priority customers place on different val-
ue outcomes. A clearer understanding of value 
will provide a map as to where organizations 
need to be excellent and where they can afford 
to be simply okay. As Harvard Business School 
professor and bestselling Uncommon Service 
author Frances Frei notes, “Service excellence 
can be defined as what a business chooses not 
to do well.”

Sumair Dutta 
ChIeF CustoMer oFFICer  

www.servicecouncil.com

t r e n d  2 :  ta l e n t

“Service Talent is Vital”



What customer service technology, trend or  
focus do you believe will have a significant  
impact in improving customer service in 2016  
or beyond?

A tool that I believe will have a significant 
impact on improving customer service in 2016 
and beyond is the customer journey map. If 
you know me, you know I’m a huge advocate 
of journey mapping and the process of under-
standing the customer experience through  
this tool.

Why do you believe this will have a  
significant impact?

Why? Because you can’t transform something 
you don’t understand. Journey maps, when 
designed and used properly, help the entire 
company understand what customers are go-
ing through as they interact with your orga-
nization. You can’t improve customer service 
if you don’t know where things are going well 
and where they’re breaking down.

Interestingly enough, one of the key learnings 
as a result of mapping the journey customers 
take when trying to contact or interact with 
service or support reps is that the customer 
service department is not the only department 
involved in a service interaction. When we 
identify ownership of steps along the journey, 
we learn that other departments are also inte-
gral to a customer service interaction. We need 
to get to that level of detail in order to design a 
better experience.

What is one of the most important things most 
brands or organizations can do right now to 
improve customer service?

Beyond mapping the journey, companies can 
benefit immediately from focusing on the 
employee experience, specifically by ensuring 
that employees have the tools and training 
they need to deliver the experience expected of 
them and are empowered to do right by their 
customers.

Annette Franz  
CertIFIed CustoMer exPerIenCe ProFessIonal (CCxP)  

www.cx-journey.com 

t r e n d  3 :  J o u r n e Y  M a P P I n G

“Design a Better  
Experience”



What customer service technology, trend or  
focus do you believe will have a significant  
impact in improving customer service in 2016  
or beyond?

If we knew what was next in technology, we’d 
love it. We’d be prepared, and there would be 
no anxiety. However, few really know what’s 
coming next. The best we can do is learn from 
and adapt to what comes our way, and then 
become proficient in what will help you be the 
best in customer service. 

Trends always amaze me. So I stand by what 
should be resolute — a focus on the customer. 
If we all focused on the customer, the experi-
ence, and “the moment” instead of what’s next, 
we’d continuously improve customer service.

I believe it’s most important to focus on the 
customer versus the technology. Technology 
is important, of course, but it doesn’t trump 
the experience with the customer. This isn’t 
brain surgery; it’s common sense, but most of 
us know common sense is sometimes not so 
common, even in customer service.

Why do you believe this will have a  
significant impact?

Remember, it’s only been 15 or so years that we 
were into using 3 x 5 cards as a version of our 
CRM. None, or very little, of the technology  
was there at that time — and we still were  
managing to satisfy the customer.

What is one of the most important things most 
brands or organizations can do right now to 
improve customer service?

Getting back to basics has been my mantra. 
Keeping it simple for the customer is critical. 
We all know the customer is the focus.  
When, and if, we lose sight of that is when the 
problems start. Keep your eye on the customer. 
Keep it simple. Keep it fair. Keep it real.  
You’ll win.

Nancy Friedman      
Customer service Keynote speaker & trainer  

www.nancyfriedman.com  

t r e n d  4 :  F o C u s  o n  C u s to M e r s

“Focus on the Customer”



What customer service technology, trend or  
focus do you believe will have a significant  
impact in improving customer service in 2016  
or beyond?

Customer service will continue to see increased 
demand and growth in digital channels,  
especially social media and self-service via 
mobile apps.

Why do you believe this will have a  
significant impact?

Mobile continues to evolve and improve in  
so many ways. Bandwidth is getting larger,  
smartphones are getting bigger, and tablets 
continue to outpace laptops in innovation and 
execution. With the Internet of Things and 
wearable devices, the demand and growth  
becomes nearly undeniable. Customers  
increasingly want support to be on-demand. 
Social media networks provide that asynchro-
nous support with a human touch, while self-
help apps and forums provide information  
on the go. 

What is one of the most important things most 
brands or organizations can do right now to 
improve customer service?

Aside from planning for more channels or 
developing the ones that already exist, brands 
need to embrace the idea that customer service 
is not a cost center, but a profit center. In most 
cases, it is cheaper to retain a customer by  
providing excellent support when needed than 
it is to acquire one with traditional marketing.  

Granted, it takes some digging into metrics and 
statistics to prove this, which is another spend 
that most leaders might not want to do, but it  
is true. It is time to start spending money on the 
people that talk to your customers the most. 
That’s not going to be an advertising agency 
or your marketing department or vendor; it’s 
the front line customer service representatives. 
That doesn’t mean spend more on training, 
but it can mean upgrading internal systems or 
processes. It also means it’s important to spend 
more time with those agents to let them know 
how important they are to the company at 
large.

Al Hopper        
Customer service advocate & Co-Founder  

www.socialpathsolutions.com  

t r e n d  5 :  s o C I a l  M e d I a

“Service is a Profit Center”



What customer service technology, trend or  
focus do you believe will have a significant  
impact in improving customer service in 2016  
or beyond?

The trend toward self-service solutions is gain-
ing in popularity. The phone may still be the 
number one way customers interact with the 
companies they do business with, but self- 
service is trending strong. This can be in the 
form of something as simple as a “frequently 
asked question” page on a website. Custom-
er forums where people post questions and 
customers, rather than company employees, 
post answers is also becoming popular. And my 
favorite self-service solution is video. Simple 
“how to” videos on YouTube or on the compa-
ny’s website can be like having the customer 
support rep personally helping you at the pace 
that convenient to you.

Why do you believe this will have a  
significant impact?

People want information quickly, as in “right 
now.” If you have to go to a company’s website 
to look up a phone number, you might as well 
look around to find out if there is a self-service 
solution offered. And the millennial generation 
seems to be into the self-service option more 
than others, and that is a big part of our cus-
tomer population.

What is one of the most important things most 
brands or organizations can do right now to 
improve customer service?

One of the most important things organiza-
tions can do right now is become “custom-
er-focused.” This means that every decision 
you make, even decisions that don’t seem to 
have anything to do with the customer, has the 
customer in mind. Perhaps an oversimplifica-
tion, but just ask, “How will the decision impact 
the customer?” Keep in mind that this doesn’t 
mean that the impact to the customer has to 
be a positive one. You are just considering what 
the impact will be. 

For example, if you raise prices, how will that 
impact the customer? Will they be angry, want 
to cease doing business with you, or are they 
expecting it and won’t care? Even if it makes 
the customer upset, you still may have to raise 
the prices to stay in business.  If you’re a  
manufacturer and change the packaging 
design, will it enhance or detract from the 
customer’s experience? Or maybe it’s a change 
in an accounting procedure. Even if it doesn’t 
seem to have impact, still ask the question. 
Move from customer service being a depart-
ment to becoming a philosophy, where every-
one recognizes the part they play in the  
customer-focused organization.

Shep Hyken          
Chief Amazement Officer, Customer Service Expert,  
new York times Bestselling author

www.hyken.com  

t r e n d  6 :  s e l F - s e r V I C e

“Self-Service is Trending”



What customer service technology, trend or  
focus do you believe will have a significant  
impact in improving customer service in 2016  
or beyond?

One of the key trends that will have a signifi-
cant impact on customer service in 2016 and 
beyond is the ability to bring the Internet of 
Things (IoT) into the forefront of customer  
service engagement and issue resolution.

Why do you believe this will have a  
significant impact?

Today, leading brands are very good at  
providing rich knowledge answers through  
self-service options, which creates more  
effortless experiences for customers and  
speeds the resolution process.  As the Internet 
of Things becomes part of the mainstream  
customer service reality, many of the issues  
that require proactive service today will be 
eliminated altogether with the ability to  
provide predictive service and empower  
brands to take preemptive action.   

It will also give brands the opportunity to  
engage with their customers in a more  
personalized way with useful insights based  
on awareness, patterns and trends.

What is one of the most important things most 
brands or organizations can do right now to 
improve customer service?

Brands today have the opportunity to create 
more effortless experiences for their customers 
by providing relevant knowledge wherever 
their customers are — and in the way that 
meets their immediate needs. This includes 
self-service knowledge, as well as empowered 
agents who have access to the right knowledge 
and collaboration tools necessary to quickly 
provide accurate and consistent answers.

Matt Kresch            
director of Product Marketing, Customer service

www.dynamics.com  

t r e n d  7 :  I n t e r n e t  o F  t h I n G s

“Create Effortless 
Experiences”



What customer service technology, trend or  
focus do you believe will have a significant  
impact in improving customer service in 2016  
or beyond?

I believe the trend that will have a significant 
impact on customer service in 2016 is conve-
nience, specifically time-saving accessibility. 
Customers want what they want, when they 
want it. Smart companies are demonstrating 
there is a monumental business model shift 
in empowering customers with more control 
over their services, and with the timely and al-
ways-accessible customer service to support it. 
Web and mobile apps and front line staff need 
to be ready. Just ask Netflix and Uber. 

Why do you believe this will have a  
significant impact? 

Our lives are becoming a 24/7 customer  
experience, with every piece of technology 
we’re constantly on or wearing and every  
application and service they provide. And  
the bar for customer service expectations  
continues to rise, so providing service that 
saves time and is easy to use is exactly what 
people want, but not a lot of companies are 
leveraging. It’s a huge opportunity. 

What is one of the most important things most 
brands or organizations can do right now to 
improve customer service?

Improve communication. Better understanding 
communication and how a business’s actions 
or inactions are perceived by their customers 
and employees is key. For example, if you’re not 
empowering staff to help customers or taking 
too long to respond, the perception may be 
that you don’t care about either of them. 

Russel Lolacher           
Customer service & Communications Consultant, speaker

www.theupsell.com  

t r e n d  8 :  C o n V e n I e n C e

“Empower Customers”



What customer service technology, trend or  
focus do you believe will have a significant  
impact in improving customer service in 2016  
or beyond?

The availability and accessibility of knowledge 
(both internally and externally) is what I believe 
will have a significant impact in improving 
customer service in 2016 and beyond. A lot of 
brands and organizations are jumping ahead 
and making big investments in items such 
as personalization and customized customer 
journeys before getting the basics right. But 
this is like building a house upon the sand. If 
you don’t have a solid service foundation, the 
beautiful front door and the foyer painted in 
the customer’s favorite color won’t keep the 
customer relationship standing for long.

A recent Economist Intelligent Unit report 
supports this. In the survey of more than 2,000 
global consumers, when asked which elements 
were the most important in an ideal customer 
experience, respondents listed fast response 
to inquiries or complaints (47%) as their top 
choice, with personalization (12%), relationship 
building (10%) and customized offers based on 
preferences (7%) all landing near the bottom. 
The availability and accessibility of knowledge 
matters.

Why do you believe this will have a  
significant impact?

The demand for self-service knowledge is  
increasing. In Microsoft’s Global State of  
Multichannel Customer Service Report, more 
than 90% of the 4,000 consumers  surveyed 
now expect a brand or organization to offer 
self-service knowledge. In addition, customer 
expectations for a fast response when it comes 
to assisted service are increasing. Across all four 
geographies polled in the report, “getting my 
issue resolved quickly” was the most important  
aspect of a satisfying customer experience. 

Meanwhile, according to IDC research, 60% of 
employees have to search across four or more 
systems when looking for information. The  
fact is, assisted service agents are doomed in 
customer satisfaction and first contact reso-
lution ratings if they can’t surface and deliver 
answers and information quickly. And the ex-
pectations for “quickly” only continue to grow.

What is one of the most important things most 
brands or organizations can do right now to 
improve customer service?

Invest in and solidify your service foundation 
including knowledge, self-service and service 
desk capabilities to make sure they’re strong 
and connected, yet flexible enough to support 
growth or shifts. Only then can you support 
lasting future improvement and success.

Tricia Morris             
senior Product Marketing Manager & Customer service Blogger

www.parature.com 

t r e n d  9 :  K n o w l e d G e

“Invest in Knowledge”



What customer service technology, trend or  
focus do you believe will have a significant  
impact in improving customer service in 2016  
or beyond?

Companies will need to evolve from customer 
service to customer engagement. Businesses 
will need to involve their customers throughout 
the experience, really listening to them and 
using that knowledge - and be prepared to 
change during that very experience.  Imagine a 
bartender asking you, as a first-time customer, 
what kind of gin you would like for your martini 
and then, remembering you, making it exactly 
as you like it every time thereafter, asking first if 
you would like the same or try another brand. 
To be that focused to each customer’s prefer-
ences, companies will need to rely on technolo-
gy to store that information and have it readily 
accessible for everyone in the company who 
interacts with the customer for subsequent 
interactions. Only then will the customer truly 
be served and remain loyal.

Not only will the experience have to be  
engaging, it has to be personalized, as well.  
A company could have thousands of customers 
being served by hundreds of employees. But 
no one customer cares about the other cus-
tomers. All he cares about is himself. And when 
he is speaking with one employee, he is asking, 
“Does this employee care about me?” Mary Kay 
Ash had it right when she said, “You must take 
time to make the other person feel important.”

Why do you believe this will have a  
significant impact?

In deciding whether to remain loyal or defect, 
customers have always weighed value for price 
paid. Today customers use social media to learn 
from or tell others where the best value can 
be found. But customers are only moved to 
tell such stories if they have a very positive (or 
very negative) experience. Nobody raves about 
average. So to drive a customer to want to tell 
positive stories, the company has to deliver an 
experience that is uniquely personalized and 
engaging to create a strong emotional  
connection. 

What is one of the most important things most 
brands or organizations can do right now to 
improve customer service?

Senior leadership may know only 10% of the 
customer complaints, but the front line knows 
100% of the customer complaints, concerns and 
frustrations because the customers tell them 
every day. The company should work hard 
to listen to the front line, responding to their 
input and rewarding those who have taken the 
responsibility to fix what the customer has said 
was broken. With a hat tip to Jan Carlzon, for-
mer president of the SAS Group, “If you’re not 
taking care of the customer, you darn well  
better be taking care of the person who is.” 

Bill Quiseng               
Customer service Keynote speaker & Blogger

www.billquiseng.com 

t r e n d  1 0 :  C u s to M e r  e n G a G e M e n t

“Listen to the Front Line”
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