Humanizing Online
Conversations:
Direct CX
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“Good morning Mrs. Haverdee, you are looking well this morning.” “Thank you, Mr. Dunham.”
“What brings you in today?” “Well, Charles and | are having company this weekend and we are
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desperately in need of a new settee.” “Oh, what a dashing idea.” “You know what | always say Mr.

Dunham, two in-laws in the same seat, and the visit is a delightful treat.” “Oh Mrs. Haverdee, you
are such a wit. We recently received a plain brown settee that | believe will fit your style.”

That is not a scene from my play “Good morning Mrs. Haverdee” but instead my interpretation of
an in-person customer service conversation that may have taken place at some moment in time.
Of course, such personal interactions are not as commonplace anymore, but certainly not
unheard of for loyal customers. The customer and company relationship is a delicate balance that
grows and flourishes from excellent customer service. We usually take our business to
companies that provide us with an exceptional experience. There are certain situations that don't
require outstanding customer relations every time, like the grocery store, but even there, a bad
experience can sour a customer for good.

Conversational Transformation

Digital transformation has changed the way customers approach shopping and the way
businesses approach selling and customer service. For large providers like Amazon, personal
customer service during shopping takes a back seat availability, price, and speed. Sites like
Amazon, Target, and Walmart provide a wide variety of goods but there are many items that
customers must seek smaller, more specialized stores. When consumers are in search of
something special, they want their experience to the same. If | need batteries, for the most part, |
just need to know the size and the brand is reliable. If | want to install flooring, order a wedding
cake, or customize an outdoor space, | want the convenience of researching online coupled with
the personal service | would receive in the store.
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We know personalization works. Basic human psychology tells us that people want to feel special,
they want things to be easy, they want things to be right, and they want things to be fast. We also
know that in the online world, when you are going to purchase something that is not every day,
consumers can become frustrated by their lack of knowledge and overwhelming information and
choices. How can one personalize in the vacuum of the online space?

| recently decided to paint my kitchen cupboards. So, | googled how to do that. I'll skip all the
in-between but when it came time to look for paint, | became confused by the surplusage of paint
choices. Now, paint might not cost thousands of dollars, or most paints don't, but in that online
moment, | am walking the virtual aisle and wondering, which ever-loving paint do | use?! My choices
for the most part are to go into the store and ask or start down a search rabbit hole, in which | will
most likely give up for a few months.

Is there another way? Most sites have that little chat icon on the bottom promising you answers if you
just ask. Chatbots have become a new type of customer service. On some sites you might have a real
person waiting for your questions. Some sites use only Al technology. Some sites are a little bit of
both. While Al can be sophisticated, it needs to be programmed to have answers, and for more
personal projects, bigger purchasers, or more complicated decisions, Al cannot replace human
expertise.

Direct CX

So then, how can a company raise the level of customer service online? Direct CX, or a direct
conversation experience, is a new way to provide your customers the personalization, direct access,
and specific information they want when visiting your website. But how?

Using similar technology to Al chatbots and conferencing platforms like Zoom, a customer can
request to speak to an expert at your store or headquarters. So, if we go back to my paint dilemma, if
| went to the website of a small business that specialized in paint, etc., | could click on a sort of “help
me” button. On the other end is a representative of that store ready to help me. We can now live,
two-way virtual conference. It's an in-person customer service we want without leaving the comfort of
our homes.

What is great about direct CX is it is tailor-made for small to medium-sized businesses (SMSB). While
larger, big box stores have the advantage of bigger budgets for advanced technology, SMSBs can
level the playing field with technology that supports what they do best, provide their customer the
personal service and custom solutions for what they need. This seemingly simple add-on can give
SMSBs the advantage they need to keep growing their business in a mostly online world.

If you are thinking, “This is great! But I've never seen this. How do | get it?” You are right, this is an
emerging technological concept that is just starting to make its way into the market. If you are
interested in seeing how direct CX can evolve your online customer service contact us today!
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