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68% of senior leaders
cite customer experience management as their 
number one strategic priority. Why? Superior 
customer service can be a key business 
differentiator and disruptive force.
Source: https://customergauge.com/benchmarks-report
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Is SaaS taking over the world? When it comes to the world of technology at 
least, the answer is a resounding yes. SaaS is the largest segment (69 percent) 
of the overall public cloud market1, and a typical company uses an average of 
16 SaaS applications. Those numbers are set to grow even larger: By 2020, 
73 percent of organizations say nearly all of their applications will be SaaS.2 

There are more than 50 publicly traded SaaS companies and 
an estimated 10,000 private SaaS companies.3 Taken together, 
this means that today’s businesses and consumers can choose 
from tens of thousands of SaaS offerings.

But with a strong market comes even stronger competition. 
Whether you’re an independent software vendor (ISV) selling 
your SaaS offerings directly or a communications service 
provider (CSP), value-added reseller (VAR), or managed 
service provider (MSP) reselling SaaS and other cloud 
products, you must find a way to acquire and retain as many 
customers as possible. One of the best ways to differentiate 
your company and your offering while attracting and keeping 
customers is by delivering an excellent customer experience.

Focusing on the customer experience pays a range of 
dividends—from creating product evangelists that spread 
the word about your company, to reducing customer churn, 

to making new revenue streams possible. A compendium 
of best practices, strategies, and advice, this guide can help 
you deliver the kind of customer service and experience that 
drives customer success and along with it, your company’s 
profitability, revenue, and sustained growth.  

Introduction
SECTION 01

THE PROOF IS IN THE CUSTOMER EXPERIENCE
The customer experience is now a 
critical measure of success in the 
digital economy. In fact, 62 percent 
of companies say that customer 
satisfaction scores are the most 
important factor that proves the success 
of digital initiatives.
Source: “State of Digital Business Transformation,” IDG, 2018
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Delivering great customer service isn’t enough if too many customers are failing 
to adopt your product and use it successfully. In other words, customers are 
churning away from your offering at rates that are higher than acceptable.

In the world of SaaS and subscription-based revenue, it’s 
easier than ever for customers to end relationships with 
vendors. It’s up to you to build the relationship into a long-
term, mutually beneficial one by focusing on not only customer 
support, but customer success with the product. Check out the 
following five ways to drive more success, faster with 
your products. 

Five ways to improve customer success 
(and reduce churn):

1: BE PROACTIVE 
While customer support is most often reactive, customer 
success is all about being proactive to help new customers 
become successful as quickly as possible. You can’t wait for 
customers to contact you asking for help. Instead you need to 
create a strategy that guides them from trial to full adoption 
while making it easy for them to see the value of your solution. 
The customer service team is often a core resource for 
executing your customer success strategy, which should cover 
a range of services, from trial support to onboarding, migration, 
and training. 

Invest in Customer Success
SECTION 02

WHAT'S AN ACCEPTABLE CHURN RATE?
Industry analysts say that an acceptable 
churn rate for SaaS companies is in the 
five-to-seven percent range annually, 
which translates to 0.42 to 0.58 
percent monthly churn.
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2: HELP THEM GET STARTED FAST  
Let’s say that your company offers a 14-day or 30-day trial 
and many prospective customers take the offer. But how many 
are actually converting to a paid subscription at the end of the 
trial? More importantly, how can you increase the number of 
conversions from trial to paying customer? 

Start by educating and engaging prospects who take your trial 
offer. Your goal is to shorten the learning curve and remove 
the prospect’s burden of spending a large amount of time 
learning how to use your product. Reach out and engage with 
people trialing your product and offer tips about getting started, 
recommend specific features to try, and explain how they can 
get further help. 

Then proactively contact them to walk them through the 
software, one-on-one. During the trial, review the prospect’s 
usage of your product (either your application or application 
monitoring software should give you this data) and reach out 
accordingly with further ideas and suggestions.

3: STREAMLINE SET UP  
Without adoption, customers will leave. They won’t re-
subscribe because they aren’t using the product or not enough 
employees rely on it. It’s often too late to retain them once 
they’ve decided the product isn’t worth it. They then churn at 
the earliest opportunity. 

A common fallacy is that adoption of SaaS products is 
self-explanatory, but customers typically need help with 
onboarding. An onboarding agent can help with set-up and 
deployment, which maximizes adoption and establishes trust 
while reducing pressure on your technical support team down 
the road. By streamlining the onboarding process, you get 
customers using the software faster and with less effort 
and frustration. 

ONBOARDING INCREASES ADOPTION 400%
AppDirect research shows that 
companies that deliver a streamlined 
onboarding experience within four 
business days after purchase see 
up to four times greater adoption of 
services—along with a 50 percent drop 
in future support calls—than those 
that do not.   

According to Forrester, “In 2018, customer 
service organizations will start to reimagine 
their workforces, perhaps even charging 
for premium service. A global networking 
company, for example, realized a 275% cost 
reduction by transforming operations to a profit 
center, with sustained CSAT of 92%.”
Source: “2018 Customer Service Trends: How Operations Become Faster, Cheaper—And Yet, More Human,” 
Forrester, January 24, 2018.
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4: GIVE THEM THEIR DATA
Often customers have existing data of some form that they’d 
like to have in their new software. If they don’t understand how 
to get that data into the new solution, it makes it that much 
more likely that they’ll have difficulty adopting your product. 
Many new customers may not even be aware that they can 
move their existing data into your product.  

When you offer data migration services, you help customers 
get their data moved over quickly so that they can begin 
using the product fully from the beginning. It also gives you 
the opportunity to understand more about their business and 
provide guidance on which features and capabilities might be 
the most useful and effective for them. Plus, once their data is 
moved, they’re more reluctant to stop using the product and 
move to a different solution. 

5: TRAINING: GET THEM UP TO SPEED QUICKLY 
Training helps your customers get their staff using your 
product quickly to improve adoption throughout the business. 
In addition to offering standard training materials and courses, 
you can use insight from your application or application 
monitoring solution to understand where your customers are 
potentially having issues or not using the product to its fullest 
potential and recommend customized training to address 
these areas.

TRAINING IS THE MOST EFFECTIVE DRIVER 
OF ADOPTION 
U.S. SMBs ranked training (in-person/
onsite, tutorials, and self-service 
websites/blogs) as the most effective 
methods for getting their organizations 
to adopt and use a software service 
or application.
Source: “U.S. SMB SaaS Usage & Adoption,” Paradoxes Pulse Research Series, 
September 2017.   
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Part of your investment in customer success should be used for making sure 
that your team has the right tools it needs to proactively reach out to your 
customers at the right time. The good news is that you don’t have to throw out 
the tools your customer support teams already use. Instead, you’ll be using them 
in new ways to support your customer success strategy. The following tools are 
the basic components that you need to have in your customer success toolbox.  

1: CUSTOMER RELATIONSHIP MANAGEMENT 
(CRM) SYSTEM
Unlike customer support, which operates in a primarily 
reactive mode, customer success is proactive and focused 
over a period of time on building relationships with customers. 
The point is to help them realize the full potential of your 
product or service, and you do that by managing their success 
through a series of journeys—from the trial through purchase, 
onboarding, and to full adoption. 

Your CRM system helps you track and manage these journeys, 
as well as serving as the system of record for the information 
your team members gather about the customer’s business 
needs and goals for using the new software. You can use the 
CRM to trigger outreach when a customer accepts a trial or 
moves to the next step in the journey. 

2: KNOWLEDGE MANAGEMENT SYSTEM
You know how valuable it is for customer support to have 
ready answers to questions at their fingertips in a centralized 
knowledge base. Team members focused on customer success 
need access to the same knowledgebase when helping 
customers learn to use the product. A knowledge base gives 
them ready access to how-to information and serves as the 
centralized point for sharing what they learn to help others 
with the same issue. You should also make the knowledge 
available to customers for self-service support. 

Give Your Agents the Tools They Need
SECTION 03
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3: CUSTOMER USAGE ANALYTICS
With SaaS solutions, it’s much easier than with on-premise 
products to track customer usage and identify patterns of 
usage that signal potential issues. Whether your application 
has a built-in dashboard or your company uses application 
monitoring tools to provide insight into customer product and 
feature usage, the customer success team needs to regularly 
review these statistics to understand, track, and measure 
customer success. 

If you have alerting functionality in the dashboard or reporting 
system, you should use it to alert on red flags that could 
indicate customers are at risk of churning. For example, a 
sudden drop in activity could signal that a primary user left 
the company and the customer doesn’t have anyone else who 
knows how to use the product. An alert lets you pick up on 
this trend before it’s too late and proactively offer training and 
support to help other employees in the customer’s business 
use your product. This also helps your team understand the 
best time to engage the customer. Looking at this information 
is helpful, but you have to make it actionable by creating alerts 
that trigger response. 

4: A TOOL FOR DOCUMENTING CUSTOMER 
JOURNEYS 
An essential part of offering proactive services to customers 
is knowing where they are in the journey so you can offer the 
most appropriate help at the right time. That’s why you need a 
tool that lets you visually document the most critical customer 
journeys that your customers take—from unqualified lead to 
trial, from trial to sign-up, from sign-up to onboarding, and 
so on. You can then design the experience to offer proactive 
guidance at the right moment to streamline each journey and 
help the customer achieve success faster. 

In addition to the four mentioned above, there are other tools 
that can help your team be efficient and effective in driving 
customer success. Some companies rely on collaboration and 
communication tools such as Slack, project management tools 
such as Basecamp or Wrike, and even full-blown customer 
success management platforms. The technology stack you 
choose will depend on your business model, products, 
and customers.      

SELF-SERVICE REDUCES CHURN
Companies with self-service programs 
retain 40 percent more of their clientele 
year over year. 
Source: Aberdeen Group, “Self-Service: Maximize Business Results by Helping 
Customers Help Themselves,” February 25, 2016.
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Build the Right Talent and Sales 
Incentive Structure 
To deliver a consistently great experience, you need the right people interacting 
with your prospects and customers throughout the customer journey. In fact, 
you need the very best people—engaged, knowledgeable, empathetic, and 
committed to your company, your offerings, and your customers’ success. 

Finding and retaining the best people has always been one of 
the biggest challenges that companies making and/or selling 
SaaS products face. Given the level of competition in the 
market as well as the unique combination of skills, experience, 
and personality required for SaaS sales, support, and customer 
success roles, it’s never been more difficult—or more 
imperative—to recruit and keep high-performing staff.

Here are best practices for recruiting for SaaS customer 
service roles:  

1: FIND AND HIRE PEOPLE WITH THE RIGHT 
TECHNICAL COMPETENCIES
Far too many managers hire people for the sake of filling empty 
seats or they succumb to pressure to fill vacancies as quickly 
as possible. Instead, hire only those people you believe will be 
strong additions to your team based on their competencies, 
starting with relevant technology experience. Insist on finding 
and hiring people who demonstrate the technical competencies 

that your company needs to support cloud solutions. For 
example, if your company sells Microsoft Office 365 or Google 
G Suite, look for candidates that offer certifications and 
relevant work experience with the solutions. You can also 
seek out people with experience in adjacent industries to the 
software you're selling.  

2: FOCUS ON OUTCOME-BASED SALES EXPERTISE  
For companies targeting SMB customers, one of the big 
challenges with selling SaaS is that these less-than-
enterprise-sized companies may not be familiar with new 
cloud products and how they could benefit their business. You 
need agents who can articulate the benefits that SaaS can 
bring to the prospect’s company, such as automating business 
processes to save time and money, having data to make 
insightful business decisions, and other value propositions. 
Look for candidates with proven skills in selling outcomes 
versus products. 

SECTION 04
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3: ATTRACT THE BEST TALENT WITH THE RIGHT 
COMPENSATION PLAN  
As you know, selling SaaS solutions is fundamentally different 
than selling other B2B services or on-premise software, and 
as such, you should have a compensation plan that reflects 
the unique requirements of the SaaS business model. With the 
right plan, you can achieve not only your business objectives, 
but attract and retain top talent. For resellers, it’s important 
that your incentives be based on activation and usage so that 
your sales and support teams are motivated to position cloud 
solutions correctly and to follow up with customers to make 
sure that they have engaged with the onboarding team and are 
actively using the solution.  

Improve retention and business outcomes 
with SaaS-specific incentives:  

Selling product and service subscriptions is truly unique. Not 
only does it require different skills and knowledge for your 
sales team, but it also means that you have to think differently 
about your incentive program. You can’t rely on tried-and-true 
compensation schemes that made sense in traditional software 
sales or adjacent industries.

Here are six strategies for creating incentive programs that 
drive the metrics you need to achieve for SaaS success.  

1: BUNDLE HARDER-TO-SELL, ADD-ON, OR NEW 
SOLUTIONS WITH CORE PRODUCTS 
Most sales people will naturally focus on services they are 
most familiar with, as well as ones that can generate the 
highest commissions and greatest quota relief. To overcome 
this tendency when introducing a new product or service, 
consider bundling the product with other core products and 
services. For customers, a value-added bundle becomes a 
turnkey solution that helps them solve their business problems, 
which also makes it easier for the salesperson to articulate 
benefits. You then incent the sales person with commissions 
that favor sales of the bundle over individual line items. 
  

2: SOLVE THE SHARED-SALES PROBLEM    
Many companies don’t commit the time and effort needed 
to recognize and compensate employees for sales that they 
influence but someone else in the company actually closes. You 
need to recognize and account for this phenomenon because 
the situation happens increasingly often in today’s nonlinear 
customer journeys. A customer may chat with an agent online 
and gather information only to call in a different day and place 

EXPECTATIONS CONTINUE TO RISE
54 percent of respondents in a global 
Microsoft survey say they have higher 
expectations for customer service today 
than they had one year ago. 
Source: “2017 State of Global Customer Service Report,” Microsoft
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an order. Who should get the compensation for this sale? 
Shouldn’t both employees be rewarded?  

With the right tools and reporting you can track cross-channel 
and multi-touch customer interactions to give compensation 
credit to the appropriate agents. Doing so will help you drive 
the right behaviors across all your channels and show your 
employees that you recognize and appreciate their efforts.   

3: USE A SEPARATE INCENTIVE TIER FOR TRIALS   
Everyone in your company should be focused on customer 
success, which means not just selling your software and then 
moving on to the next customer, but helping each customer get 
onboarded and use the software successfully. To reinforce this 
from the sales perspective, introduce two tiers of incentives. 
The lower tier can be for free trials and higher tiers for 
customers that convert to recurring subscriptions. 

4: KEEP THE PLAN SIMPLE AND WELL-DOCUMENTED     
Nothing can make a compensation plan fail faster than 
complexity. If it requires too much effort to use and understand, 
your employees will revert to whatever is easiest for them to 
sell or ignore the plan altogether. If your team is constantly 
fiddling with spreadsheets to make sense of your plan, then it’s 
a sure sign that you’ve made it too complex to work effectively. 

The best compensation plans are simple to understand and are 
written in a clear, concise manner. And the best companies 
(e.g., high performance, low attrition) pay the correct amount of 
compensation, and they pay it on time.

5: COMPLEMENT YOUR COMPENSATION PLANS 
WITH SPIFS     
While not specific to SaaS sales, special promotion incentive 
funds (SPIFs) can inject some excitement into your sales team. 
You can also use SPIFs to gain momentum with new products 
or bundles. For instance, every time an employee makes a sale 
of the new offering, that employee’s name goes in a bowl and 
at the end of the month, the winner is picked at random. Maybe 
you give away a voucher for a flight or tickets to a popular 
event. The point is to choose a reward that your team will want 
to win and build excitement around it.  
   

6: EMPLOY GATES AND ACCELERATORS 
STRATEGICALLY       
While incentives reward positive sales behaviors, you shouldn’t 
ignore the rest of the expectations for the job. Gates and 
accelerators let you reinforce the behaviors that influence 
customer satisfaction. Did an employee hit it out of the park on 
both sales and quality? An accelerator rewards team members 
who are performing well above expectations. On the other 
hand, gates make sure that there’s no reward for hitting sales 
goals unless key metrics are also achieved, such as first-call 
resolution, attendance, CSAT, and others. 
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Reduce Churn with These Strategies 

While software is what you’re selling, it’s the service that keeps people using 
it, especially for more complex B2B applications. Unfortunately, the service 
part of software-as-a-service gets short shrift more often than not.  

Put the service back in SaaS and reduce churn by following 
these strategies.

STRATEGY 1: ALIGN THE PRODUCTS AND SERVICES 
GROUPS   
Despite the customer-centric mantra espoused across almost 
every industry, many still consider service to be a cost of doing 
business and not a component of the entire solution that helps 
generate—and sustain—revenue. That’s often because different 
people and departments own different parts of the business 
strategy, and the KPIs that drive behavior across those 
departments don’t line up with each other. 

The first step to reduce churn and improve retention is to 
stop viewing service as a cost center only, and to align the 
KPIs for product and services so that everyone is tracking 
and managing to metrics that reflect improving the customer 
experience, driving deeper engagement and reducing churn.    

STRATEGY 2: MAKE SURE YOU’RE ACQUIRING THE 
RIGHT CUSTOMERS  
One of the reasons why customers churn is that they were 
never the right fit for your solution in the first place. These are 
dead-end relationships that frankly should not happen very 
often if your company is targeting the right customers from 
the start. 

SECTION 05

SMBS WANT SUPPORT
An AppDirect survey reports that “easy 
access to customer and technical 
support” is the number one thing that 
SMBs are looking for in cloud services. 
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If your company hasn’t gone through the process of 
determining a good match, it will take some data science 
as well as some soul-searching. The goal is to identify as 
specifically as possible your company’s ideal customer profile.
 
With that profile in hand, marketing and sales teams can 
use firmographics and other sales intelligence to segment 
the audience and target only those most likely to use and be 
successful with your solution.  

STRATEGY 3: CHARGE FOR SOME SERVICES 
No one said that services have to be given away. Customers, 
especially SMBs, are willing to pay for services—as long as 
they offer value by getting them up-to-speed faster, helping 
them use the software more effectively, and saving them time. 
In fact, when offered as a complement or wrapper to a core 
product, robust customer support for SaaS can help drive 
brand differentiation and premium pricing.

Even if all the services you offer aren’t paid services, they 
still help generate additional recurring revenue by making 
customers stickier and therefore more likely to purchase add-
on products and services. Overall, strong customer support 

can increase your solution’s perceived value, boost customer 
loyalty, and drive sales and revenue all while lowering future 
support utilization.

STRATEGY 4: MAKE YOUR SOLUTION TURNKEY FOR 
THE CUSTOMER
When you bundle software and services, you create a turnkey 
solution that solves problems customers either can’t or don’t 
want to handle on their own. And for this convenience and 
lower risk and effort, they are willing to pay higher prices to 
get what their businesses need without the hassle of 
doing it themselves. 

STRATEGY 5: TRACK AND MANAGE CUSTOMER 
JOURNEYS 
Let’s talk about touchpoints, and not just the ones where the 
customer is contacting you with a problem. You need to define 
and design touchpoints throughout the customer journey, so 
that you know what is going on at each step with 
that customer. 

SERVICES DON'T HAVE TO BE FREE
In a Microsoft-commissioned survey, 
89 percent of organizations say they 
are willing to pay a premium for cloud 
implementation and management 
services.
Source: “Digital Transformation Opportunity for Service Providers: New Paths to 
‘Beyond Infrastructure,’” 451 Research, March 21, 2017. 

SERVICES LINKED TO LOWER CHURN
In a survey of private SaaS companies, 
those with higher levels of professional 
services reported lower churn and 
lower non-renewal rates.
Source: “2017 Private SaaS Company Survey Results: 8th Annual,” KeyBanc Capital 
Markets, October 2017.
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You can use your CRM system to help you track and manage 
these journeys, as well as serving as the system of record 
for the information you gather about the customer’s business 
needs and goals for using the new software. The CRM can be 
used to trigger outreach when a customer accepts a trial or 
moves to the next step in the journey. 

You also need a tool that lets you visually document the most 
critical customer journeys—from lead to trial, from trial to sign-
up, from sign-up to onboarding, and so on. You can then design 
the experience to offer proactive guidance at the right moment 
to streamline each journey and help the customer achieve 
success faster. 

STRATEGY 6: MAKE IT EASY FOR CUSTOMERS TO 
ASK FOR HELP 
Are you truly there for your customers where and when 
they need you? Or does your company make it difficult and 
inconvenient for customers to ask you for help? For example, 
you may have a chat widget on your website, but it’s hidden. 
Alternatively, it might take a customer many clicks to locate 
the email address for support. The customer support phone 
number might be difficult to find as well or even not published 
at all on the website. When this happens, your company is 
giving the clear impression that you don’t value actually talking 
to your customers.  

If your company is evading customer contact with the express 
purpose of reducing costs, you’re probably meeting your goal. 
On the other hand, if you view customer service and support 
as an essential component of your total solution, then you need 
to make it easy, convenient, and even enjoyable to interact with 
your company.  

STRATEGY 7: LISTEN TO YOUR CUSTOMERS 
Make sure that your company is actively asking for feedback 
and listening to what your customers are saying before, during, 
and after the relationship. You will never know why your 
customers are churning unless you talk to them. Follow up on 
every customer defection to understand why they divorced 
you. Then use this insight to correct your relationship issues 
before it’s too late.  

BUSINESS BUYERS EXPECT TIMELY 
RESPONSE
In a Salesforce survey, 80 percent 
of business buyers said they expect 
companies to respond to and interact 
with them in real time.
Source: “State of the Connected Customer,” Salesforce, October 2016.
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Manage Performance with 
a Four-Step Process

Successful customer support organizations rely on a four-step performance 
management process to deliver excellent customer experiences. Each step 
requires effort, so it’s tempting to skip the harder, more time-consuming parts. 

But creating a high-performing team takes as much sweat 
equity from managers, coaches, and executives as it does for 
the team members. It’s an investment you need to make if you 
want your team to reach its maximum potential.

STEP 1: DEFINE YOUR OBJECTIVES
Contact centers can (and often do) track hundreds of KPIs—
from average handle time to first-call resolution and beyond. 
Which should you choose to focus on for your objectives? 
For the answer, you need to ask yourself which ones are 
levers that can help you drive your business goals? For 
instance, which ones will help improve customer satisfaction? 

Just keep in mind that your objective should follow the SMART 
rule of performance management:  

• Specific

• Measurable

• Achievable 

• Realistic

• Time bound

Once you’ve chosen KPIs that will help you achieve your 
organization’s business goals, then you need to determine the 
target level for each objective. That target must be achievable, 
yet still continue to challenge the individuals on your team. 

SECTION 06
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STEP 2: SET EXPECTATIONS CLEARLY 
Simply posting goals on the wall is not enough to effectively 
communicate what you are asking the team to do and why. 
Why not? Because a piece of paper or a dashboard can’t build 
trust between you and the team, only you can do that. Without 
trust in you and the attainability of the objectives you’re setting, 
your team won’t perform at its best.     

Take the time to speak with each individual and personalize the 
objectives. Convey your expectations for how the individual can 
help the team achieve the objectives based on that individual’s
pace and skills. This is also the time to discuss motivators such 
as individual and team-based rewards and the timing of 
those rewards. 

STEP 3: COACH TO BEHAVIORS
Now you have to help your team reach the objectives. You do 
this not by rattling their chains to get them to work harder 
or by posting frequent printouts of KPI dashboards, but by 
coaching to the specific behaviors required to drive better 
performance for the chosen objectives. As long as you’re 
seeing that behavior, the performance will follow.

For instance, if an objective is to improve customer satisfaction 
by x percentage points, then the type of behaviors you’re 
coaching to might include: listening skills, courtesy, and tone of 
voice, in addition to resolving the customer’s issue.
  

STEP 4: INSPECT PERFORMANCE AND ADJUST 
This step often gets left out. That’s because it’s more than 
checking how your team is doing on KPIs. You also need 
to spend time observing your team—each individual team 
member—directly. It’s the only way to correlate what you’re 
seeing on your dashboard with the behaviors that you’ve been 
coaching to. 

Based on what you observe, you can now apply the lessons 
back to your coaching and provide feedback that is specific to 
the behaviors you want to nurture. Remember to deliver this 
feedback in a timely and helpful way. 

Once you’ve observed your team and established where team 
members are in achieving the objectives, then you can reward 
and recognize performance improvements to further motivate 
your team.
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Every customer support organization needs to measure and 
track the following three critical KPIs, known within AppDirect 
as the Performance Triangle: 

CUSTOMER SATISFACTION (CSAT)
Unhappy customers complain to others, stop buying additional 
products and services, and eventually churn, which impacts the 
bottom line. CSAT is why you need to maintain the right number of 
reps available to help customers without making them wait. Most 
customers who hear “we’re experiencing a high volume of calls, 
please be patient,” won’t in fact, be patient, or satisfied. Besides 
eliminating wait times, each rep must deliver a great experience, using 
the appropriate voice, tone, and level of empathy and understanding.

NET PROMOTER SCORE (NPS)
Simply put, NPS measures the overall perception of the experience. 
Think of this metric as your brand’s overall thumbs up or thumbs 
down score. Compare to CSAT surveys which measure specific 
experiences, teams, and individuals, NPS is a measure of how it’s 
all working together over time. Maybe the customer had three great 
experiences and then had to wait five minutes in the queue. The 
wait is perceived as too long and the NPS score the customer gives 
reflects that frustration. 

FIRST CALL RESOLUTION (FCR)
FCR measures the outcome of the interaction, which reflects the 
competence and effectiveness of your team. While your team may get 
high marks for friendliness and efficiency, if customers consistently 
need to call back on the same issue, then your CSAT and NPS (not 
to mention your upsell or cross-sell rates) will suffer. In measuring 
FCR, look at how many tickets get reopened within 30 days and your 
transfer rate. Both of these metrics show you how your team is 
performing when it comes to meeting your customers’ needs.  

The 3 Most Important KPIs
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Prepare for the Future Now

Nothing is static when it comes to technology, and technology for the 
customer support function is no exception. It’s never too early to start 
preparing your strategy to take advantage of emerging technologies that 
can help your organization deliver a better customer experience.   

Here’s a look at some emerging technology trends that can 
drive better outcomes for the customer experience: 
     

ARTIFICIAL INTELLIGENCE (AI): 
While many pundits see a turning point in the deployment 
of artificial intelligence-driven chatbots, getting AI-assisted 
self-service right is not easy. It requires continuous machine 
learning from transcripts of both chatbot and live-agent 
interactions to make the chatbot truly smart. Only a handful of 
companies have stepped up to make chatbots live up to their 
promises of improving self-service rates and the customer 
experience… for now.

That said, the opportunity shouldn’t be ignored. Chatbots 
can handle many Tier I-type interactions, which reduces the 
volume of repetitive contacts to live agents. Now’s the time to 
think about increasing your company’s commitment to self-
service tools such as chatbots. 

MACHINE LEARNING AND KNOWLEDGE: 
Machine learning is not just for chatbots. With the right 
knowledge system and AI platform, your agents can benefit 
from the collective insight gathered via machine learning. 
Your chatbot or knowledge system can be used internally to 
provide insight and information to the agent, helping agents 
respond faster and more effectively to customer questions in 
the moment.   

Knowledge sharing is more important than ever as self-service 
tools handle the easier questions and interactions, leaving the 
more complex issues for live agents to handle. This means that 
your agents need more skills and knowledge than ever before 
to resolve customer requests. Consider how your AI strategy 
can help live agents handle greater complexity. 

SECTION 07
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VIDEO INTERACTIONS: 
How often do you use an app to video-call someone? For many 
people, it’s pretty often. Why? Because it’s a richer experience 
than just voice. And that’s why it’s appealing for creating a more 
engaging experience in the contact center.  

While video has been around for a while, it’s expected to finally 
make inroads into the contact center in the next few years. 
Companies can use live video to create a more personalized, high-
touch experience for everything from online clothes shopping to 
software installation. For example, if a customer is on the website 
and has a question, he or she can use a video chat window to get 
face-to-face assistance from an agent. 

VIRTUAL REALITY: 
While virtual reality probably won’t be mainstream in the contact 
center in the near term, it is on the horizon. There are still a 
number of things that need to happen first though, such as virtual 
reality-enabled devices becoming more cost-effective and widely 
available. The technology also has to be integrated into the core 
platforms and applications that we use—everything from social 
media to business applications—much like chat and video are 
already integrated. 

Once those things happen, then you can start using virtual reality in 
lots of interesting ways. Here’s one idea: You could give customers 
a virtual tour of an actual brick-and-mortar store and show them 
individual products. An agent could be leading the tour in real time 
and switch to a different virtual experience for a specific product. 

Another use case might be using virtual reality to onboard 
customers. The customer support representative shares the virtual 
experience with the customer and answers questions in real time 
while “walking” the customer through the process.    
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The strategies discussed in this eBook can enable you to 
deliver an unparalleled customer experience, a factor that 
is now a key business differentiator. If you’re interested in 
implementing these strategies but don’t know where to start, 
you don’t have to go it alone. AppHelp cloud enablement 
and support services from AppDirect can help you help your 
business customers adopt, use, and succeed with the latest 
cloud services and other technology. 

Next Steps
SECTION 08

To learn more visit appdirect.com/products/apphelp
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OUR CUSTOMERS

OUR PARTNERS

BT is a registered trade mark of British Telecommunications public limited company
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About AppDirect 
 
AppDirect provides the only end-to-end cloud commerce platform for succeeding in 
the digital economy. The AppDirect ecosystem connects channels, developers, and 
customers through its platform to simplify the digital supply chain by enabling the 
onboarding and sale of products with third-party services, for any channel, on any 
device, with support. Powering millions of cloud subscriptions worldwide, AppDirect 
helps organizations, including Jaguar Land Rover, Comcast, ADP, and Deutsche Telekom, 
connect their customers to the solutions they need to reach their full potential in the 
digital economy. 

AppDirect is headquartered in San Francisco, California with offices around the globe 
and works across vertical industries, including software, manufacturing, value-added 
resellers, and financial services. J.P. Morgan, Foundry Group, iNovia Capital, StarVest 
Partners, Stingray Digital, and Mithril Capital Management have invested in AppDirect.

AppDirect.com


