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THE PATH TO CUSTOMERS’ HEARTS LIES  
IN SERVICE THEY GET FROM YOU
Welcome to our guide on the future of customer service. This has been our most downloaded guide to date and for good reason!  

The world of customer service is evolving at an ever-increasing pace, and staying up-to-date with the latest trends and technologies  

is essential for businesses looking to stay ahead of the curve.  

With this in mind, we have updated this guide with new content that reflects the latest innovations that are shaping the landscape 

of the customer service industry— from AI-powered chatbots and personalized customer experiences to predictive analytics.  

In terms of its importance as a driver of growth,  

customer service is often given lower priority than 

other functions. However, no other business unit is 

capable of achieving as clear a picture of what  

customers are thinking.

Customer service is contacted whenever further  

information, help or maintenance is needed, or a 

claim is presented. It is in the front line, receiving 

contacts about customers’ concerns and worries, 

hopes and expectations. This places customer  

service in a key position when you want to increase 

sales, or develop products or services.

Despite this, customer service is often viewed as just 

a cost. It would make more sense to raise it to the  

position it deserves alongside other critical functions, 

enabling it to share its expertise and knowledge with 

the entire company.

No company can afford to provide poor customer 

service; effective customer service is ultimately  

a competitive edge. The success stories of the future 

will use new technologies and integrate customer 

service with every customer encounter.

Our report combines perspectives, based on research 

findings and experience, on the future of customer 

service and its related expectations. Through this 

guidebook, we want to give you tips, ideas and  

directions on developing customer service.

Hopefully, this will provide you with new information, 

ideas and inspiration, based on which your company’s 

customer service can focus more strongly on treating 

people as people – openly, humanely and respecting 

their feelings – and act as a growth driver for your 

company.

Happy reading, and may this guide be a valuable  

resource for you, as it is for us! – Team Enreach 



WHAT IS EXPECTED
FROM CUSTOMER SERVICE

BUT WHAT DO THESE DEMANDS
MEAN IN PRACTICE;
WHAT MUST COMPANIES DO TO FULFIL THEM?

Automation

Cost-effectiveness and operational efficiency

Additional sales

The key expectations are:

It is a shame that nowhere near every company’s customer service meets 

the expectations of modern customers. Instead of a uniform customer  

experience through all channels, with short problem-solving times and 

provision of all possible data on the customer’s history and actions, many 

customer service operations still function as separate units with insufficient 

data and no overview of the customer’s data and history.

It’s no wonder that they are unable to provide a personalised and  

high-quality customer experience.

Despite this, a range of things are expected from customer service.



More investment can be made in human contact, 
creating a better customer experience.

Costs are minimised when less human input is 
needed for routine customer service tasks.

Revenue is maximised when customer  
service staff enable additional sales, as well 
as providing advice and gathering feedback.

COST-EFFECTIVENESS AND 
OPERATIONAL EFFICIENCY
Customer service is often viewed as a major cost, and its importance to  

corporate image is not fully understood. In general, its priority is to function 

efficiently, which usually means being able to resolve as many issues as  

possible as soon as possible, in the shortest possible time, and consuming  

the fewest possible resources.

When pursuing efficiency, it is the resources that are crucial. If you can use  

and allocate resources correctly, you can do things efficiently (i.e. quickly  

but well). This minimises the costs associated with getting results, while  

maximising the customer experience; a true win–win situation!

In practice, wise use of resources consists of handling simple, routine tasks 

with the shortest possible delay, generally through automation and by  

extending self-service wherever this streamlines and rationalises the customer 

experience.

When simple issues are handled with minimum resources, we kill three birds 

with one stone:

1

2
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AUTOMATION
Automation is a buzzword in almost all  

business activities, including customer  

service. Of course, the idea is to seek  

efficiency by having routine tasks handled  

by machines and artificial intelligence.  

Customer service staff can focus on key  

business activities if they no longer need  

to spend time on repetitive, simple tasks.

Automation does not just mean automating  

individual tasks. With the right kind of  

automation and deeper acquaintance with  

customers, you can direct them straight to  

the right person, who best understands the  

customer and the issues involved, rather than  

to a queue and complex sequence of choices. 

This is known as smart routing.

Automation is also advisable because  

customer service based solely on personal  

contacts – where basic information is held  

by a designated employee rather than  

a system – cannot be considered resource- 

efficient. This often leads to a slow and  

inflexible service, even if the aim is to provide 

an exceptionally good customer experience.  

In the worst-case scenario, the customer has  

to go through the same issues with different 

people, leading to a long, complex and, above 

all, frustrating service process.

The better you know your customers, the better 

you will be at automating the right processes 

and targeting your efforts in a way that suits 

your clients.

People generally want to get tasks that only 

take a short time to complete out of the way 

quickly, which is best done through self-service 

without contacting customer service.

However, when problems occur, customers want 

to talk to another person as soon as possible.



ADDITIONAL SALE 
Like other business activities, customer service 

should broaden its perspective and identify new 

growth potential in its field of activity. In most 

cases, this involves increasing the number of 

additional sales, which is easier for customer 

service than many other business activities, as 

customer service staff hold daily discussions 

with existing customers about their needs and 

wishes.

This does not mean that customer service staff 

should suddenly turn into salespeople. Most 

customer service contacts are fast and focus 

on solving a certain problem, leaving no time 

or opportunity for making additional sales. It is 

often sufficient to recognise opportunities for 

additional sales and notify salespeople and/or 

staff developing service and product ranges.

But the right kinds of tools are needed.  

The importance of well-functioning tools  

should not be underestimated, as they are a  

key motivator: you cannot expect great things  

from poorly functioning tools that do not  

enable the creation of added value. On the  

other hand, good tools which support variable 

tasks make work of all kinds more motivating  

for customer service staff.

It should be borne in mind that all customer  

encounters constitute customer service, no  

matter whether a phone is answered by an  

installation engineer in the field, or a CEO. 

Everyone who interacts with customers, no  

matter where, is responsible for enabling  

additional sales.

At best, additional sales leave customers feel-

ing that they have been taken care of and their 

needs have been attended to. This feels like 

customer care rather than push sales. Creating 

positive feelings in this way is also more likely 

to generate additional sales going forward.



When considering customer services of the 
future, the same themes are highlighted  
as in discussions of what is expected of  
customer service.

WHAT DOES THE  
CUSTOMER SERVICE 
OF THE FUTURE  
LOOK LIKE?

Robotics and AI are transforming 
customer service

Technological development is playing a major 

role in customer service, robotics and AI are 

having a particularly large impact on the lives 

of customer service staff. Many companies 

are pursuing three goals through automation: 

cost-effectiveness, better service and a high-

er-quality customer experience.

It is easy to affect these with the help of  

robots and AI. Automation of tasks enables 

cost control and the gathering of data in one 

place, where it serves business activities in  

a number of ways.

McKinsey forecasts that robots will be handling 

30%–50% of contacts within a few years. This 

is a very realistic prediction as long as roboti-

sation is enabled by other technologies. Even 

more importantly, when technology enables 

more information on customers to be gathered, 

companies can serve them properly while  

creating additional sales.

Customer service staff focus on task  
requiring emotional intelligence

Customers always appreciate service being 

made smoother by technology.  

However, robots and AI bring challenges of 

their own and cannot even come close to  

solving every problem. 

 

In addition, they cannot react to feelings.  

That is why, in emergencies, people still seek 

personal contact with customer service to 

ensure that their issue is dealt with. In other 

words, the human touch is needed whenever  

a situation requires emotional intelligence.



When easy, routine jobs are handled by auto-

mation, customer service staff can focus on 

interaction with customers through empathic 

and personal service, for example. This is how 

unforgettable customer experiences are formed: 

welltrained customer service staff with strong 

interactive skills can pacify even the angriest 

customer, and leave them with a positive image 

of the entire company.

Fortunately, in customer service there is no 

need to choose between investing in people 

or machines. The best results are achieved by 

introducing the most desirable aspects of both. 

Technology gives customer service staff more 

time to smile and listen.

A multichannel approach enables  
prioritisation of use cases

In the future, customers will expect to be served 

at the time and via the channel of their choos-

ing, regardless of the device they use. McKinsey 

predicts that up to 75% of customers will use 

more than one channel to contact firms.  

Companies must be able to provide a unified 

customer experience across all channels and 

devices. Conversely, without technology that 

gathers customer data, companies will soon  

become lost in a jungle of customer contacts.

In addition to using the appropriate technology, 

companies must intelligently prioritise in which 

cases it is used. In other words, when customers 

make contact via a certain channel, they must 

be redirected correctly. As a rule of thumb, if 

a customer contacts a company by phone, an 

urgent situation has already developed. Such 

cases must be handled immediately and treated 

as seriously as they deserve.

Prioritisation helps to provide everyone with an 

equal customer experience: urgent matters are 

handled quickly, after which there is time  

to focus on less urgent service requests.

MCKINSEY FORECAST 
THAT ROBOTS WILL 
BE HANDLING   
30%-50% OF  
CONTACTS WITHIN 
FEW YEARS.



Appreciation increases commitment  
to work and improves the customer 
experience

In general, customer service is not appreciated  

as much as it should be, which can have a negative 

effect on the motivation of customer service staff. 

This always has an impact on the customer  

experience, as poor motivation tends to result  

in poor customer satisfaction. Customer service 

employees’ sense of being appreciated has a  

major impact on two key issues: their commitment 

to their work and the quality of the customer  

experience.

Within a company, the simplest way of increasing 

appreciation of customer service is to recognise 

its importance to the business both implicitly  

and explicitly. Various figures and indicators  

can assist with this. For example, a good measure 

of customer service’s importance can be obtained 

by comparing customer satisfaction to sales  

figures: good customer service can affect cus-

tomer satisfaction, which tends to correlate  

directly with positive sales figures. A satisfied  

customer buys more, and vice versa.

Good tools are another source of employee moti- 

vation. No one, whether a painter or customer 

service employee, wants to work with poor tools. 

Having the right kinds of tools enables staff to 

succeed in their work, which has a motivating 

effect. 

A third way of showing appreciation is to  

reward success. It is indeed important to  

recognise performances of the kind desired  

and to celebrate success. And there is nothing 

wrong with personal rewards for good work.  

Rewards will work well only if everyone under-

stands the general goals and the indicators used  

in performance evaluation. 

Customer service always suffers if a company  

fails to invest in processes, tools and leadership. 

Motivated staff feel that their work is important, 

and customers can see and hear that staff are 

flourishing.

WITHIN A COMPANY,  
THE SIMPLEST WAY OF  
INCREASING APPRECIATION 
OF CUSTOMER SERVICE IS  
TO RECOGNISE ITS  
IMPORTANCE TO THE  
BUSINESS BOTH IMPLICITLY 
AND EXPLICITLY. 



“Hello! As an AI-powered customer service assistant, I provide 24/7 personalized support to 
revolutionize your customer care experience. With advanced natural language processing and 
extensive knowledge, I’m the ultimate tool to enhance your customer service and make your 
business stand out.” — ChatGPT, 2023

FROM CHATBOTS TO PERSONALIZATION:  
THE MANY FACES OF AI IN CUSTOMER  
SERVICE

This is how ChatGPT introduced itself when we prompted the AI language 

tool to describe its role as a customer service assistant. And we couldn’t have 

said it better ourselves! AI is no longer just a buzzword but is proving to be a 

game-changer when it comes to assisting, supporting, and transforming the 

way businesses engage with their customers.

By automating tasks and providing personalized solutions in real-time,  

AI tools can improve customer satisfaction, lower customer reps’ workload, 

increase overall efficiency, and reduce costs for businesses. AI-powered  

chatbots and virtual assistants can efficiently handle routine inquiries, freeing 

up human agents to focus on more complex issues that require empathy and 

creativity.

  

AI can also analyze customer data to identify trends and insights, allowing  

companies to anticipate customer needs and deliver tailored solutions. 



1.	CHATBOTS
AI-powered chatbots can provide round-

the-clock support to customers, addressing 

common queries and issues and redirecting 

customers to the right department or a human 

representative.

2.	PERSONALIZATION
AI can analyze customer data and provide  

tailor-made recommendations and solutions  

that match individual needs and preferences.

3.	MULTILINGUAL SUPPORT
AI bots can be trained in multiple languages –  

particularly useful for businesses with a global  

customer base.

4.	VOICE RECOGNITION 
AI-powered voice recognition technology can 

improve the accuracy of voice-based customer 

service interactions, such as phone support or 

virtual assistants.

5.	PREDICTIVE ANALYTICS
AI can be used to analyze past customer  

interactions, feedback, and sentiment to  

predict future behavior — for example, which 

customers are likely to become dissatisfied — 

enabling businesses to take proactive steps.  

It can also help identify opportunities for  

upselling or cross-selling.

AI IN ACTION: 5 WAYS AI CAN 
ENHANCE CUSTOMER CARE

	

Streamline your customer service processes

->	 Map out the customer journey

->	 Identify pain points and inefficiencies

->	 Automate routine tasks with AI-powered chatbots

Know your customers’ needs

->	 Conduct surveys and analyze feedback

->	 Develop AI-powered solutions for common inquiries

->	 Provide real-time responses to customer problems

Offer personalized communication options

->	 Understand how your customers prefer to contact you

->	 Integrate AI solutions for a seamless experience

->	 Provide multiple communication channels for convenience

Ensure accuracy and quality

->	 Monitor the performance of AI-powered solutions

->	 Test and adjust to improve accuracy

MAXIMIZE YOUR CUSTOMER SERVICE 
STRATEGY: A HANDY CHECKLIST FOR  
AI IMPLEMENTATION
To implement AI-powered customer service, you need  

to ensure your processes are defined and effective. 	



LEAD THE WAY:  
AI AS A TOOL AND NOT A THREAT

As AI becomes increasingly prevalent in  

customer service, businesses must adopt  

a new mindset and equip teams with the  

necessary tools to use new technologies  

effectively. AI as a solution can never replace 

human interaction — it is a powerful tool that 

can enhance the work of customer service  

professionals. The best customer service  

experience often comes from a combination 

of AI and human interaction.

One key aspect of leading a customer service 

team that utilizes AI is to address any fears or 

concerns that team members may have about 

the technology. This can be achieved through 

open and honest communication, as well as  

education and training to ensure that employees 

are aware of the benefits that AI can provide. 

However, you can never underestimate the  

power of the human touch. In matters that are 

urgent, complex or deeply personal, customers 

still value human interaction. 

By taking the time to learn and implement  

AI technologies now, businesses can  

position themselves for success in the future. 

Waiting to explore the use of AI in customer 

service may result in missed opportunities  

to enhance the customer experience and  

increase efficiency.

The future of customer care is here, and  

it’s powered by AI. Are you ready to seize  

the opportunity?



		  The transformation into a modern customer service environment 	

		  with the help of Enreach and Salesforce has been a huge step to-

wards our strategic goal of standing out as a human-size insurance company. 

 

In addition, we have been able to create a joint, goal-driven operative model and 

achieved major business benefits through the co-operation. Our staff is highly 

committed to our new normal. 

Best of all, our customers can reach us in seconds.

Let’s look at some powerful statistics that show how  
important it is for companies to improve their omnichannel 
customer experience: 

WHAT IS AN OMNICHANNEL  
CUSTOMER EXPERIENCE,  
AND WHY DOES IT MATTERS

90%

Higher customer retention

18.86%

Higher customer engagement

Companies who employ omnichannel marketing enjoy  
90% higher customer retention rates and 18.86% higher  
customer engagement rates.

Riitta Yliviikari
Business Director 

Pohjantähti 

Nine out of ten consumers want an omnichannel experience with seamless 

service between communication methods. After interacting with three or  

more channels, customers purchased 287% more frequently than those who 

interacted with only one channel.

So, how can you identify what the right omni- channel strategy looks like for 

our unique situation? 

The first step is to evaluate what elements are needed most and determine 

which channels your customers are frequently using. The goal is to break 

down silos and integrate internal communication channels. 

To make your omnichannel strategy work, you need the right tools to put your 

data to work, reach your customers at the right time, and help them convert. 



1.	MEET YOUR CUSTOMERS 		
	 WHERE THEY ARE
What is an omnichannel customer experience? 

 

An omnichannel experience is a crosschannel ap-

proach to marketing, selling and serving customers in 

a way that puts the customer, not your product, at the 

core. 

Customers can engage with your brand wherever they 

are — rather than treating channels as independent 

silos. An omnichannel marketing strategy uses  

channels that respond to and update customer data 

as they interact with your brand during their journey. 

In essence, a good omnichannel strategy removes the 

boundaries between different sales and marketing 

channels to create a unified, integrated customer  

experience no matter how or where the customer 

reaches out. 

2. MAKE THE CUSTOMER  
	 EXPERIENCE REALLY  
	 MATTER
In its 2020 Digital Trends report, Adobe noted that a 

customer-focused approach that emphasized a strong 

customer experience is the single greatest advantage 

that companies have in the digital landscape.

One-third of customers reported that they would 

consider switching to another company after just  

one bad customer experience. This shows just how 

important good customer experience is and how it 

builds on the customer journey.

Providing an excellent customer experience starts 

with listening. Listen to your customers’ feedback  

and be responsive to their needs. Turn every channel 

into a support channel: add contact buttons to  

product pages and allow replies to promotional 

emails. 

3.	CONNECT CONVERSATIONS 	
	 ACROSS ALL CHANNELS
Omnichannel customer service is the key to  

a successful customer experience because it  

enables the customer to choose their preferred  

channel through which to communicate. Make sure 

your company can handle customer support on  

multiple channels such as calls, emails, social media 

messaging and live chats. An omnichannel support 

solution collects all customer information in one 

place, even if a customer jumps from one channel  

to another. 

For example, if a customer has already reached out 

via email but then decides to call for more immediate 

help, it helps if the customer service representative 

can already see comprehensive information about the 

customer and their previous interaction even before 

they answer the call. It makes the customer feel seen 

and valued. 

Capturing context-rich customer data gives your  

support and sales teams a 360-degree view of  

customers, who they are and every single angle of 

their relationship with your company.   



4.	IMPROVE YOUR MOBILE 		
	 SERVICES GAME
The mobile phone is the actual omnichannel device 

because it is the one thing that consumers carry with 

them no matter where they are. In 2022, there are 6.5 

billion smartphone users around the world, so over 

80% of the world’s population owns a smartphone.

Mobile services provide an opportunity for your  

customers to reach out and communicate with you  

on the go. Mobile PBX services use smartphones and  

cellular networks to give your staff an office phone  

in their pocket. 

This means that even if your customer service team  

is spread out around the country it can benefit from 

the features of an office phone system as if they  

were all sitting centrally in the main office. 

 

5. INVEST IN SMART  
	 CX TECHNOLOGY 
Organizations that demonstrate how customer  

satisfaction is associated with growth, margin and 

profitability are more likely to report customer  

experience (CX) success and are 29% more likely  

to secure more CX budgets, according to a survey  

by Gartner, Inc. They understand that improving  

customer satisfaction drives business results, and  

the case for investing in CX technology is expansive.

Implementing effective CX technology can help:

•	 Reduce total cost through automation and  

efficiency

•	 Improve business and IT collaboration to  

deliver a great customer experience

•	 Increase business agility and reduce data silos 

•	 McKinsey reports that optimizing the customer 

experience typically achieves revenue growth  

of 5% to 10% and cost reduction of 15% to 25%  

within just two or three years.  

    

Despite this, customer service is often viewed as just 

a cost rather than the growth driver it can actually 

be. Spending money on customer experience  

technology can seem like an extraneous expense  

if you don’t know what return on investment you  

can expect. One key item that can determine ROI  

is the reduction of operational cost. 

Automation with the right tools helps call centers  

and agents be more efficient, leading to cost savings 

and increased profits for your business. It is possible 

to both reduce costs and provide better customer 

experience as long as you have the right strategy  

and tools in place.



6.	IMPLEMENT AN INTELLIGENT 	
	 VOICE CLOUD 	SOLUTION
If you want to improve your omnichannel customer 

experience, it is important to make the phone call  

experience as pleasant and productive as possible  

for your customers. One way to do this is by  

implementing a voice cloud solution that eliminates 

long wait times and connects customers to the  

right people.

A voice cloud solution that offers voice recognition 

and routing enables you to go beyond “your call is 

important to us, please hold” and connects the  

caller quickly to the right live agents that responds 

with empathy. You can offer a faster resolution and  

a more personalised response, and achieve more  

customer delight and build brand loyalty. An  

intelligent cloud phone system also offers a self- 

service option for the customer if they prefer.

7.	PREPARE FOR CUSTOMER 		

EXPERIENCE DURING  
	 A CRISIS
You can integrate a cloud phone system to all CRM 

environments where it’s needed; for example, Sales-

force or Dynamics 365. It’s so much easier to deliver 

great customer service when your agents have all the 

customer’s information right in front of them.

So, regardless of who has answered to the customer 

earlier (customer service, salesperson or expert) they 

can see what calls and conversations have taken place 

earlier, resulting in a pleasant customer experience 

and also giving room for cross and upsell.

7.	PREPARE FOR CUSTOMER 		
	 EXPERIENCE DURING  
	 A CRISIS 
In the case of an emergency people most often  

reach for their phones to call customer service for 

immediate help. In today’s digital environment the 

first contact could also be an email, online chat or 

your company’s social media account, and customer 

service agents should be prepared to answer requests 

immediately across channels, especially if it’s an  

occasion when things don’t go as planned and  

not just a routine request. 

Develop a plan for emergency situations so that  

your customer service agents are well-trained and 

prepared for most scenarios. The ideal agents are 

compassionate, confident and knowledgeable, and 

know how to show empathy. Beyond that they also 

need the right tools to handle requests properly and  

immediately. 



RECAP:

7 WAYS TO IMPROVE  
OMNICHANNEL CUSTOMER  
EXPERIENCE

1. Create an omnichannel strategy

2. Make the customer experience matter

3. Connect conversations across all channels

4. Offer first-class mobile services

5. Invest in CX technology

6. Implement an intelligent voice cloud solution

7. Develop CX plans for emergencies

PUTTING IT ALL TOGETHER: 
YOUR OMNICHANNEL 
CUSTOMER EXPERIENCE  
ACTION PLAN 
To successfully implement your omnichannel 

strategy it is crucial that all the pieces, parts 

and processes of your strategy work to- 

gether seamlessly. Make sure that resources 

are aligned with your strategy, that you have 

solid and transparent communication in place, 

and the technology to keep you organized.

Create an action plan to achieve the business 

objectives that are linked to your omnichannel 

strategy. Each objective should have a plan 

that details how it will be achieved. The goals 

you choose should also be measurable and  

include a time frame. 

This action plan helps keep you and your  

employees accountable for achieving the goals 

and objectives you’ve set out in your strategic 

plan. It should continually evolve and change 

as time goes on. Reviewing and reiterating the  

plan regularly can help you prepare for the 

future and work more effectively  

toward your goals. 

THE TAKEAWAY 
Taking steps to improve omnichannel custo- 

mer experience is your effective strategy for 

success and competitive advantage in an  

ever-changing global marketplace. Omni- 

channel innovation makes it possible for  

your business to engage directly with your 

customers, no matter where they are, what 

they’re doing or what device they’re using.  



HELP CUSTOMER SERVICE TO PERFORM AT ITS BEST
At least the following strategic goals should be set for customer service in the future:

Unfortunately, although expectations are high, their fulfilment is not always realistic. 

Lower costs and 
higher efficiency

High-quality, multichannel  
customer service at all stages  

of the purchase path

Development of  
better sales support based  

on customer service



1. Freedom from administrative work via automation

Do not turn your back on technology and development but instead make them 

into your everyday partners. Adopting automation will not bring an end to all 

human labour; it just means providing staff with the opportunity to perform 

tasks that are more rational in business terms and focus on personal interaction 

with customers.

2. Know your customer and foster human contact

Everyone is probably aware that the better you know your customer, the  

better you can serve them and make additional sales. Customers are already 

used to communicating via several channels at once. Give customers what  

they want, and they will come back for more. Getting to know your customers 

better will enable to you interact with them more effectively and create a  

positive customer experience.

WE HAVE GATHERED FIVE GUIDELINES  
WITH WHICH YOU CAN ACHIEVE YOUR GOALS.



3. Data-driven management in real time

Data-based management of the performance and 

efficiency of contact centres, and of individual  

customer service staff, is the modern approach.  

In the future, data will also reveal root causes,  

in both the elimination of problems and replication 

of success. Such data may show which customers 

take up a great deal of time and why, or why a  

certain customer service employee is more  

successful than others in service provision and 

making additional sales.

4. Change alongside the customer

Customer situations, needs and practices change, 

and you need to change at the same rate. Be  

flexible and serve customers in the right way at  

the right time. For example, in 2015, 30% of  

customer encounters occurred through digital 

channels (source: McKinsey 2016). 

Based on our experience, today most of the  

encounters at least start via digital channels. 

Is your customer service ready for this?

5. Give your employees the best tools 

Without regularly updated tools and processes, 

even the best customer service staff will find it  

difficult to stay motivated. So give your staff  

functional tools with which they can perform at 

their best every day, providing a successful  

customer experience. Good work also affects  

the bottom line, because a satisfied customer  

buys more than a dissatisfied one.



IN URGENT MATTERS THE  
CUSTOMER STILL PREFERS TO CALL!

VOICE AS A CHANNEL STILL 
PLAYS AN ESSENTIAL PART IN  
OMNICHANNEL CUSTOMER SERVICE. 

TAKE CARE THAT WHENEVER  
YOUR CUSTOMERS CALL YOU, 
THE FEELING THEY HAVE  
AFTERWARDS IS THAT THEY ARE  
IN GOOD HANDS.

Customer service clearly has a huge effect on the customer experience. With customers  

continually raising the bar for companies, recruiting the best possible customer service  

staff is a major challenge. 

Forrester sees three trends shaping the customer service landscape in 2022: 

1.	 Future-proofing the technology stack. 

2.	 Tapping into “dark” data to drive customer experience and employee experience initiatives. 

3.	 Building a human-centered contact center. 

Forrester also states that customer service leaders must shake off decades of legacy  

thinking and take the opportunity to build resilient and lasting strategies for technology,  

data, and culture.

Above all, in the future employees will require the emotional intelligence and social skills required 

to surmount even the most challenging situations with ease.

When even the slowest players realise this, there will be fierce competition to secure the best  

talents. For this reason, wisely led companies are investing in the right capabilities now,  

in terms of both technology and labour force.



SO, IS YOUR COMPANY 
BEING MANAGED WISELY?

CONTACT US, AND LET´S TALK
WHAT WE COULD DO FOR YOU.

www.enreach.fi

How Pohjantähti significantly improved  

customer experience with help of Enreach

SEAMLESS CUSTOMER SERVICE
Just before entering the ‘new normal’, Pohjantähti decided to  

differentiate itself by choosing voice as the key channel for  

customer encounters. This enabled human-to-human touch  

in all key touchpoints.

CUSTOMER CASE

READ MORE

https://www.enreach.fi/success-stories/pohjantahti-vakuutusyhtio

