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Practical guide to 
Web messaging



Web messaging builds your relationship with customers. 

Engagement, which was once transactional and offered 

limited ways to interact with you, has evolved into persistent 

GSRZIVWEXMSRW�XLEX�LEZI�XLI�ƥI\MFMPMX]�XS�TEYWI�ERH�VIWYQI�EX�E�
pace the customer chooses.

There’s always a process when you interact with customers and 

XLIVI�EVI�WTIGMƤG�[E]W�XS�QEOI�XLEX�I\TIVMIRGI�FIXXIV��8LMW�KYMHI�
shows you how.
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Due to COVID-19, 63% of customers 
were motivated to try or use 
digital apps and tools. And 
75% will continue to prefer 
digital apps post-pandemic. 
The Northridge Group 2020 survey on business and 
customer service trends

-J�MX�JIIPW�PMOI�IZIV]�FYWMRIWW�MW�NYQTMRK�SR�XLI�HMKMXEP�XVEMR��
you’re right. The speed of digital adoption is unprecedented; it’s 

dissolving the traditional barriers between service and sales. But 

HIXIVQMRMRK�XLI�VMKLX�QM\�SJ�GLERRIPW�ERH�ORS[MRK�LS[�XS�WIX�
XLIQ�YT�XS�QIIX�]SYV�FYWMRIWW�KSEPW�VIUYMVIW�WSQI�LSQI[SVO�

When choosing a digital channel, there are good reasons to 

start with web messaging, including easy deployment and 

customization with limited IT involvement. It also gives your 

GYWXSQIVW�XLI�GSRXVSP�XLI]�[ERX�ERH�I\TIGX�ũ�[MXL������
EGGIWW�XS�]SYV�FYWMRIWW��-X�TVSZMHIW�XLI�WEQI�I\TIVMIRGI�
as other public messaging platforms, but with more privacy 

because conversations are with your business only, not with an 

MRXIVQIHMEV]�PMOI�*EGIFSSO�

Decide if it’s the right time 
for web messaging

3
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The differences between  
web messaging and web chat

Web chat

;IF�GLEX�MW�QEMRP]�YWIH�SR�E�HIWOXST�
for immediate responses to sales 

UYIWXMSRW��-XŭW�QSVI�PMOI�IRKEKIQIRX�
on the phone — with wait times and 

queuing. Each session is independent.

Web messaging

Web messaging has many 

advantages over web chat. You can 

use it throughout the full customer 

NSYVRI]�SR�QYPXMTPI�HIZMGIW��-X�YWIW�
asynchronous communication, 

meaning that customers can engage 

with your brand at any time. And they 

never have to repeat themselves. 

;LIRIZIV�XLI�GSRZIVWEXMSR�MW�TMGOIH�
up, the history remains for the 

customer — and for your agents.
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0SSO�EX�[IF�QIWWEKMRK�JVSQ�XLI�GYWXSQIVWŭ�TIVWTIGXMZI�ERH�
GVIEXI�E�WXVEXIK]�JSV�LS[�XLI]ŭPP�EGGIWW�]SYV�FYWMRIWW��*SV�
starters, they want fast resolutions to their queries and a vendor 

[LS�ZEPYIW�XLIMV�FYWMRIWW��8LI]�HSRŭX�[ERX�XS�HIEP�[MXL�NYWX�
another step in the engagement process. 

As consumers increasingly engage with businesses on more 

XLER�SRI�GLERRIP��XLI]�EPWS�I\TIGX�XLI�WEQI�TSWMXMZI�I\TIVMIRGI�
on all of them. Once you’re rolling with web messaging, 

omnichannel plays a bigger role as it connects all your digital 

GLERRIPW�[LIR�]SY�EHH�XLIQ��-X�EPWS�YRMƤIW�XLI�GYWXSQIV�
I\TIVMIRGI�EGVSWW�EPP�SJ�XLIQ�

Web messaging is also a new opportunity to generate revenue. 

It reveals the hidden needs of customers who come to your 

website and why they use chat. You can use that data to 

MRJSVQ�QEVOIXMRK�GEQTEMKRW�XS�QE\MQM^I�PIEH�EGUYMWMXMSR�ERH�
lead nurturing. 

Establish a strategy that 
serves long-term goals
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Whether you’ve already 
implemented web 
messaging and want 
to get more from it, or 
]SYŭVI�XV]MRK�XS�ƤKYVI�SYX�
where to begin, this guide 
can help. We’ll take you 
through our Walk, Run and 
Fly framework to identify 
how to get going — and 
where you can take web 
messaging in the long run.

(MKMXEP�MW�E�RI[�JVSRXMIV�MR�QE\MQM^MRK�
IRKEKIQIRX�STTSVXYRMXMIW�[MXL�E������
GYWXSQIV�GEVI�I\TIVMIRGI��3JJIVMRK�E�
TIVWSREPM^IH�I\TIVMIRGI�WLS[W�GYWXSQIVW�
empathy; those feelings of empathy build trust 

and drive loyalty. 

Having real-time personalized data through 

rich messaging, conversational chatbots and 

human empathy requires true omnichannel 

engagement. You need that to understand and 

MRƥYIRGI�XLI�I\TIVMIRGI�[MXL�XLI�WIGYVMX]�ERH�
GSQTPMERGI�XLEX�GSRWYQIVW�I\TIGX��8S�XEOI�
advantage of everything digital offers, your 

platform choice matters. 

8EOI�ƥMKLX�[MXL�
personalized experiences

6
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Phase 1

Walk: master 
the basics
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Use case
Joe remembered driving past a house that was for sale in a 

neighborhood he liked. That night, he sent the real estate company 

a web message asking whether the house was still available. The 

next morning, he learned that it was and that the price was recently 

reduced. But Joe wasn’t quite ready to go any further.

Walk

Master the basics
8LMRO�SJ�Ű;EPOű�EW�E�WXIT�SJ�HMWGSZIV]�XLEX�KMZIW�
customers and prospects a new way to connect with you. 

Over time, you’ll learn more about your customers and be 

EFPI�XS�HIPMZIV�E�QSVI�IQTEXLIXMG�I\TIVMIRGI�

8
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Enable web messaging by 

deploying the messenger on 

your site. Look for visitor exit 

points and high bounce rates, 

which are available from 

+SSKPI�%REP]XMGW��XS�VIƤRI�

your engagement strategy.

Customize the messenger’s 

behavior and branding with 

an intuitive admin application 

that lets you publish updates 

in a few clicks, with limited IT 

involvement.

Set up your most widely used 

canned responses for agents, 

such as a resolution time 

response and a personalized 

welcome message. FAQs are 

a good place to start.

Connect to your CRM system 

as early as possible so you 

have more data when you’re 

ready for the next step.

(IGMHI�[LEX�ŰKSSHű�PSSOW�PMOI�XS�]SY�ERH�]SYŭPP�LEZI�E�
baseline for a conversation over the web. You won’t 

ORS[�MR�EHZERGI�[LEX�XLI�HMWGYWWMSRW�[MPP�FI��WS�YWMRK�
STXMSRW�PMOI�PMWX�TMGOIVW�GER�LIPT�]SY�HIWMKR�XLI�WXEVXMRK�
conversation and improve upon it as you go. Without list 

TMGOIVW��]SY�[SRŭX�ORS[�[LEX�GYWXSQIVW�RIIH��%PP�SJ�]SYV�
agents would respond to that query immediately. 

WALK

Design the conversation

9
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WALK

Enable your employees 
to continually improve
Deploy web messaging with a bias toward agents. They’ll 

FI�OI]�XS�LEZMRK�GYWXSQIVW�WYGGIWWJYPP]�EHSTX�MX��8S�WXEVX��
prep agents to succeed with training on how to use the tool. 

They might be familiar with its use for personal reasons, 

FYX�HSRŭX�ORS[�FIWX�TVEGXMGIW�JSV�YWMRK�MX�EW�VITVIWIRXEXMZIW�
SJ�]SYV�FYWMRIWW��-J�XLI]ŭVI�GSRƤHIRX�MR�SJJIVMRK�WYTTSVX�ZME�
QIWWEKMRK��MXŭPP�MQTVSZI�XLI�GYWXSQIV�I\TIVMIRGI��

7IX�VIEPMWXMG�I\TIGXEXMSRW��*SV�I\EQTPI��EKIRXW�[MPP�LERHPI�
more interactions, not fewer. These queries might not be 

JEQMPMEV�SRIW��=IX��GYWXSQIVW�[MPP�I\TIGX�E�JEWXIV�VIWTSRWI�ũ 

�MJ�MXŭW�HYVMRK�FYWMRIWW�LSYVW�ũ�ERH�VIWSPYXMSR�MR�SRI�
interaction. 

Give agents easy access to canned responses for common 

UYIWXMSRW�WS�XLI]�LEZI�ERW[IVW�XLEX�EVI�UYMGO�ERH�EGGYVEXI��
'SRGYVVIRX�QIWWEKI�QEREKIQIRX�MW�E�RI[�WOMPP�XLI]ŭPP�RIIH�
to learn. With voice, they might handle one call at a time. But 

with messaging, it can be multiple conversations — all with 

different issues.

)ZEPYEXI�LS[�WXEJƤRK�

needs will change and shift 

resources, as needed.

Encourage agents to 

personalize canned 

messages, when 

appropriate, for more 

authentic conversations.

Give employees visibility 

into their performances 

to drive ongoing 

self-improvement.

Depending on your call 

volumes, decide if you need 

a dedicated messaging 

agent or whether blended 

channel agents work best.

10
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WALK

Ensure superior, 
quality interactions
You’re giving your customers a new way to 

IRKEKI��1EOI�WYVI�MXŭW�E�TSWMXMZI�I\TIVMIRGI��
Recording interactions and using that insight 

for quality assurance processes and employee 

training is one way to do this. 

You can also review transcriptions for speech 

analytics to gain a better understanding of how 

agents and customers interact. Web messaging 

JEGMPMXEXIW�KVERYPEV�EREP]WMW�EW�E�XI\X�FEWIH�
GLERRIP��%RH�[MXL�WTIIGL�EREP]XMGW��ZSMGI�XS�XI\X
��
you can analyze voice with the same granularity.

Tip

Create distinct 
quality forms for 
voice and messaging 
interactions.

11
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-R�XLMW�TLEWI��]SYŭVI�XV]MRK�XS�MQTVSZI�IJƤGMIRG]��
VIHYGI�GSWXW�ERH�QE\MQM^I�EKIRX�TVSHYGXMZMX]��
8LMRO�EFSYX�[LMGL�MRHMGEXSVW�WIVZI�]SYV�KSEPW�
and what’s possible with web messaging. 

Your SLAs will be different with web messaging 

than with voice, as will the questions your 

agents handle. So you’ll need to establish 

RI[�FIRGLQEVOW�

Measure your results

Service KPIs 
• Number of service inquires resolved

through web messaging

• Reduced wait times on all your channels,

including web and voice — expect a 5% to 10%

VIHYGXMSR�MR�[EMX�XMQIW�[MXL�HMKMXEP�HIƥIGXMSR

Sales KPIs 
• Number of questions answered that resulted in a purchase

• Shortened time-to-purchase on website by

answering questions through web messaging

Marketing KPIs 
• 6IHYGIH�FSYRGI�VEXIW�JSV�MHIRXMƤIH�[IF�TEKIW

Employee KPIs 
• Number of engagements an agent handles during a

WTIGMƤG�TIVMSH�Ū�FYWMRIWWIW�SJXIR�WII�E�NYQT�JVSQ�

six to seven engagements per hour to more than 20

• Agency occupancy, or the total time an agent is delivering

customer service — expect natural uplifts of 3% to 5%

12
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WALK

Checklist
Before you run: 

-HIRXMJ]�]SYV�XST�GLEPPIRKIW��*SV�I\EQTPI��HS�MRXIVREP�
processes support your needs?

1EOI�WYVI�FEGOIRH�HEXE�MW�MR�TPEGI�XS�EYXLIRXMGEXI�XLSWI�
who message you.

Evaluate your performance against the web messaging 

/4-W�]SY�HIƤRIH��(IXIVQMRI�[LEX�]SYŭVI�HSMRK�[IPP�ERH�
[LIVI�]SY�RIIH�XS�EHNYWX��

Calculate your cost per interaction and other established 

KPIs. Use this data to build a business case for additions to 

your digital portfolio.

'LIGO�MR�[MXL�IQTPS]IIW�[LS�YWI�[IF�QIWWEKMRK�XS�
HIXIVQMRI�[LEXŭW�[SVOMRK�[IPP�JSV�XLIQ�ERH�[LIVI�XLI]�
need more support. 

0SSO�JSV�XVIRHW��4MRTSMRX�[LMGL�YWI�GEWIW�QEOI�XLI�QSWX�
WYGGIWWJYP�GLEXW��0SSO�JSV�WGIREVMSW�XLEX�EVI�FIXXIV�WYMXIH�
to a different channel. 

At the end of the Walk 
phase, you’ll engage with 
customers and prospects 
via web messaging. 
Your employees will be 
equipped to handle these 
types of interactions — 
and your metrics will 
show improvements.

13



Phase 2

RUN: TAILOR 
BETTER JOURNEYS

14
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RUN

Tailor better journeys
(YVMRK�XLI�;EPO�TLEWI��]SY�[IVI�XV]MRK�XS�LMX�]SYV�/4-W��
=SY�HIƤRIH�XLIQ�ERH�FYMPX�E�TPER��2S[�XLEX�]SYŭVI�VIEH]�
for the Run phase, it’s time to add more channels that are 

popular with your customer base. 

Blending web messaging with other channels gives 

agents real-time access to customer engagement 

history and preferences — and customers can start more 

TIVWSREPM^IH�NSYVRI]W�

Use case
Joe can’t stop thinking about that house. He sends a follow-up 

message asking for more information, including photos and details 

about the lot. The agent who initially helped him replies with PDFs 

of the current property and similar properties. Now the agent has a 

KSSH�MHIE�SJ�[LEX�.SI�[ERXW��.SI�EKVIIW�XS�VIGIMZI�RSXMƤGEXMSRW�SJ�

new listings before they come on the market.

15
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RUN

Connect all your digital 
conversations
Blending your customer engagement channels 

lets you transition conversations across them. 

If you’re chatting with a customer on web 

messaging, that conversation can continue on 

other channels, including voice, where many 

tough calls escalate. If you haven’t done so 

already, connect web messaging to your CRM 

system. This is an especially powerful addition. 

%KIRXW�GER�EWO�JSV�ER�IQEMP�EHHVIWW��SV�SXLIV�
MHIRXMƤIV
�ERH�FVMRK�YT�XLI�GYWXSQIVŭW�VIGSVH�
while they’re all engaged in the conversation. 

As you collect more data from these 

GSRZIVWEXMSRW��XLMRO�EFSYX�[LEXŭW�MQTSVXERX�
to you when it comes to messaging. The 

questions are certainly different than voice. 

Service levels are also different, depending on 

[LEX�GYWXSQIVW�I\TIGX�JVSQ�IEGL�GLERRIP�

Tip

Integrate web 
messaging with your 
existing authentication 
provider to secure 
conversations for 
authenticated users.

16
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RUN

Introduce bots and give them jobs
Bots are very effective at assessing and 

ERW[IVMRK�VITIXMXMZI��VSYXMRI�UYIWXMSRW�ũ�ERH�
they can do this faster than humans. Plus, many 

customers prefer not to engage with a human 

at all for simple questions. Let bots handle 

XLEX�ƤVWX�GSRXEGX�[MXL�GYWXSQIVW�ZME�]SYV�
messaging app and only engage humans when 

it’s necessary. 

It’s important to remember that 100% 

containment is never a good thing unless you 

ORS[�[L]�GYWXSQIVW�HSRŭX�RIIH�EWWMWXERGI�
JVSQ�EKIRXW��*SV�I\EQTPI��]SY�QMKLX�LEZI�QER]�
inquiries focused on changing addresses rather 

than using the website to purchase products. 

This is valuable data for planning website 

MQTVSZIQIRXW�ERH�HIGMHMRK�[LMGL�RI\X�WXITW�XS�
promote in future interactions.

Keep in mind: 

Customers and prospects will 
throw a lot of questions at your 
bot. And, occasionally, it’ll fail. But 
that’s not a bad thing. You’ll get 
questions up front that offer insights 
that build better conversations. 

17



18

SAVE TIME AND MONEY 
with self-learning bots

It’s easy and secure to implement bots that operate using 

TVIHIƤRIH�VYPIW��&YX�XLEX�ETTVSEGL�QIERW�XLEX�FSXW�GERŭX�PIEVR�
MR�VIEP�XMQI��-J�E�GYWXSQIV�EWOW�E�FSX�E�UYIWXMSR�MR�E�[E]�XLEX�MWRŭX�
TEVX�SJ�E�TVIHIƤRIH�VYPI��XLI�FSX�QYWX�LERH�SJJ�XS�E�LYQER��8LI]�
can’t learn how language varies, which is required for them to 

recognize intent and personalize conversations. 

%VXMƤGMEP�MRXIPPMKIRGI��%-
�FSXW�EVI�WIPJ�PIEVRMRK�ERH�WEZI�E�PSX�SJ�
time and money in the long run. Here are some common use 

cases for AI bots that save agent time: 

18

Real-time queries:

Account balances, store 
hours, location

Processing transactions: 

Bill payments, product 
or service orders, guided 
technical support, 
satisfaction survey

Business processes:

Update address, 
password reset, 
preference management, 
schedule callback

Routing to 
another channel:

%KIRX�UYEPMƤGEXMSR��
IQEMP��717��ZSMGI��VSYXMRK�
to another bot
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RUN

Tackle more complex inquiries
;MXL�MRXIKVEXMSR�XS�ER�I\MWXMRK�'61�W]WXIQ��FSXL�FSXW�ERH�
advanced canned responses can retrieve data from the system, 

such as status updates or balance inquiries. Web messaging  

also creates more opportunities to engage when you share 

VMGL�QIHME�Ū�MQEKIW��4(*W�ERH�ZMHISW�Ū�ERH�]SY�GETXYVI�XLEX�
GSRXI\X��7LEVI�LS[�XS�EVXMGPIW�ERH�IZIR�IQSNMW�XS�IWXEFPMWL�ER�
empathetic and familiar conversation.

Co-browse often solves problems faster than a verbal 

I\TPEREXMSR��9WI�MX�XS�WLS[�GYWXSQIVW�LS[�XS�GSQTPIXI�
JSVQW��[LIVI�XS�QEOI�TE]QIRXW�ERH�QSVI��;LIR�QIWWEKMRK�
GSRZIVWEXMSRW�EVI�TEVX�SJ�E�YRMƤIH�GYWXSQIV�TVSƤPI��]SY�GER�
follow the customer wherever they log into your brand. And you 

GER�HIPMZIV�XLI�TIVWSREPM^IH�WIVZMGI�XLI]�I\TIGX��

Image attachments make conversations easier 
for users and agents. This includes in-app 
TVIZMI[��ƤPI�ZEPMHEXMSR�ERH�ERMQEXIH�+-*W�

19
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RUN

Evaluate improvements 
in employee engagement
-X�GER�FI�XSYKL�XS�QEREKI�WXEJƤRK�TVSTIVP]�
[LIR�]SY�ƤVWX�MRXVSHYGI�[IF�QIWWEKMRK��&YX�
]SYŭPP�WSSR�ORS[�MJ�]SY�LEZI�XLI�VMKLX�EQSYRX�
SJ�WXEJƤRK��8LIR�]SY�GER�VIZMI[�WGLIHYPMRK�ERH�
forecasting. If you don’t have a bot yet, enable 

dynamic in-queue messaging to prepare for 

high-volume times. This will change based on 

the customer’s time in queue. You can also 

offer customers the option to change a queued 

QIWWEKI�XS�ER�IQEMP�SV�GEPPFEGO�

7MQTPI�KEQMƤGEXMSR�XSSPW�GER�IRGSYVEKI�]SYV�
employees to adopt new channels and ways 

SJ�[SVOMRK��%�PMXXPI�JVMIRHP]�GSQTIXMXMSR�GER�KS�
a long way for employee engagement, such 

EW�ŰQSWX�TSWMXMZI�JIIHFEGO�JVSQ�GYWXSQIVW�ű�
ŰQSWX�GLEXW�LERHPIH�ű�SV�IZIR�ŰJEWXIWX�EZIVEKI�
EGGITXIH�XMQI�ű�%RH�XLIVI�EVI�RYQIVSYW�[E]W�
to add depth and gain insights from all that 

employee engagement data you receive. 

Tip

Send a customer 
satisfaction survey at 
the end of messaging 
conversations and 
include some open-
ended questions. 
These answers can 
add depth to your 
quantitative data and 
provide context.

20
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In the Run phase, KPIs focus on improving 

XLI�I\TIVMIRGI�JSV�FSXL�XLI�GYWXSQIV�ERH�XLI�
employee. Consider adding to the KPIs you 

MHIRXMƤIH�MR�XLI�;EPO�TLEWI�

Measure your results

Service KPIs 
• Net Promoter Score (NPS) is less about handling

engagements and more about giving customers

a seamless experience that doesn’t require

switching channels to resolve an issue

• FCR, mean time to resolution, speed to issue resolution

and level of effort needed for issue resolution

Sales KPIs 
• Reduced abandon rates and an increase in sales

Marketing KPIs 
• Increase in lead generation and conversions

Employee KPIs 
• Increased employee engagement and effectiveness

• Number of positive interactions

21



22

RUN

Checklist
&IJSVI�]SY�ƥ]��

6IZMI[�ERH�EHNYWX�]SYV�WGLIHYPMRK�ERH�JSVIGEWXMRK�EW�
inquiries drop on other channels, such as voice.

Enable customers to attach images in the app to enrich 

conversations.

Use AI bots to qualify prospects or capture customer 

details and intents. Then agents can re-engage, if 

needed, as they become available.

7XVIEQPMRI�GSRZIVWEXMSRW�YWMRK�UYMGO�VITPMIW�ERH�
other rich media.

At the end of the Run phase, 
agents grow more adept 
at moving conversations 
between web messaging 
and other digital channels. 
They’ll be aware of their 
own productivity and 
understand more of 
your customers’ intent. 
And they’ll rely on bots 
to do more front-end 
information gathering.

22



Phase 3

FLY: SERVE CUSTOMERS 
WITH EMPATHY

23
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FLY

Serve customers with empathy
-R�XLI�*P]�TLEWI��]SYŭVI�JSGYWIH�SR�[LEX�QEOIW�]SY�QSVI�
GSQTIXMXMZI��8SHE]��XLEXŭW�EPP�EFSYX�QEOMRK�WYVI�]SYV�
customers feel heard, remembered and understood — the 

JSYRHEXMSRW�SJ�HIPMZIVMRK�I\TIVMIRGIW�VSSXIH�MR�IQTEXL]��

Use case
.SI�MW�ƤREPP]�VIEH]�XS�HMZI�MRXS�LSQI�S[RIVWLMT��;LMPI�LI�UYEPMƤIW�

for several homes, he’s not comfortable at the upper end of his 

budget. Fortunately, the customer support agent has data on a 

home — and the seller is willing to negotiate. Would Joe like to set 

up a tour of the home? And does he have a buyer’s agent or would 

he like recommendations? Within seconds, Joe receives a list of the 

company’s highly rated agents for his area. And triggers are in place 

for this support agent to follow up. 

24



25

2S[�XLEX�]SY�ORS[�[LS�]SYV�GYWXSQIVW�ERH�
prospects are and where they’re navigating, AI 

transforms that understanding into predictions 

EFSYX�[LEX�XS�HS�RI\X��8LMW�MRGPYHIW�IZIV]XLMRK�
from a pop-up offer to an instant connection 

with a human agent. When you engage with 

customers at the right time, on the right 

channel, with the right information, empathy 

becomes the center of every conversation. 

Your business is ready to react in real time 

to customer-related events from your digital 

EWWIXW�ERH�FEGO�IRH�W]WXIQW��8LIR�]SY�GER�
engage via messaging, email, SMS, digital 

GSRXIRX�SJJIVW��GEPPFEGOW�ERH�QSVI��8LMW�
MW�TSWWMFPI�YWMRK�SVGLIWXVEXMSR�[SVOƥS[W�
around critical events or sets of actions. These 

[SVOƥS[W�MRGSVTSVEXI�%-�IPIQIRXW��MRGPYHMRK�
the probability of a customer achieving a 

desired business outcome. 

FLY

Predict the right 
course of action

Tip

The conversation 
begins long before the 
message is sent —  
when customers 
browse your website. 
It’s an opening for 
engagement because 
their behaviors tell you 
what outcome they 
want to achieve. When 
you advance into the 
Fly phase, AI captures 
that information in 
real time and provides 
options on how 
to engage next.

25
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FLY

Become a data-
driven organization
8S�FI�VIEH]�XS�Ű*P]�ű�]SYŭPP�RIIH�XS�QSRMXSV�
customer activities on your website and through 

engagements on all your digital channels. 

As part of that, collect and collate customer 

TVSƤPIW�ERH�TVIJIVIRGI�HEXE�EGVSWW�XLSWI�
channels, including website, web messaging, 

bots, messaging apps and voice. 

When you’re engaging with someone in person, 

]SY�GER�VIEH�FSH]�PERKYEKI�ERH�XEOI�RSXI�SJ�
small nuances as well as positive or negative 

reactions. In the digital world, applying AI to 

discover patterns within data gives you that 

MRWMKLX�MRXS�GYWXSQIVW��&YX�ƤVWX��MX�QYWX�FI�
collated into a useable form.

Offload your data for transformation 
Once you recognize different formats of the same data from 

all your customer interactions and transform it, you’ll have 

insights that allow you to gain more from it. Use the output 

across products to drive personalized engagements. 

Understand your customer’s objective 
Answer the real question asked — no matter how a customer 

asks it. Natural Language Processing (NLP) recognizes 

intent and can provide an answer even when the sentence 

structure or language varies.  

Visualize your data for 
a clearer picture 
Displaying your information visually helps admins 

consume and comprehend massive amounts of data. 

Identity resolution provides insights into individual 

customer journeys. 
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Scale your data-backed 
insights with AI
*VSQ�XLI�HEXE�]SYŭZI�GSPPIGXIH��]SY�GER�QET�WYGGIWWJYP�
GYWXSQIV�NSYVRI]W�JSV�WIZIVEP�YWI�GEWIW�Ū�WEPIW��
QEVOIXMRK�ERH�WIVZMGI��8LIR�EREP]^I�XLI�HEXE�XS�MHIRXMJ]�
GSQQSR�GLEPPIRKI�EVIEW�XLEX�XEOI�GYWXSQIVW�SJJ�XLI�
WYGGIWWJYP�NSYVRI]�XVEGO��*VSQ�XLIVI��]SY�GER�TVIHMGX�XLI�
MHIEP�RI\X�WXIT�JSV�GYWXSQIVW�XS�XEOI�ERH�VIXYVR�XLIQ�XS�E�
WYGGIWWJYP�NSYVRI]��

27

Identify patterns 

AI forms patterns more 
IJƤGMIRXP]�XLER�E�LYQER��
Correlation mathematics 
projects behavior 
trends and changes, 
surfacing leading and 
lagging indicators. By 
spotting early indicators, 
you can intervene and 
reduce impact.

Derive sentiment 
from interactions 

Include speech- and text-
analysis AI because it goes 
deeper than NLP. It detects 
a customer’s sentiment by 
analyzing their word choice, 
energy and tone. This 
helps employees see and 
understand the customer 
so they can respond 
appropriately.

Find the best answers 
for questions 

Use AI to compare and 
rate similar responses to 
frequently asked questions. 
Q&A disambiguation AI 
answers questions with 
canned responses and 
learns which answer is 
most effective.

Personalize next steps 

Give customers smart 
recommendations for 
next steps or products 
they want. Match even 
new users to existing 
customer behaviors with 
pattern matching for the 
next-best action.
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Trigger meaningful 
engagements
2S[�]SYŭVI�MR�GSRXVSP�SJ�[LIR�ERH�LS[�
to engage. With the power of AI, your 

administrators have visibility into successful 

ERH�YRWYGGIWWJYP�GYWXSQIV�NSYVRI]W��%RH�XLI]�
GER�QEOI�VIGSQQIRHEXMSRW�SR�LS[�IQTPS]IIW�
GER�MQTVSZI�XLSWI�NSYVRI]W�MR�XLI�JYXYVI��

Your employees are ready to act at the right 

time — with the right information. Alert 

employees of opportunities to engage. Share a 

customer’s entire engagement history as well 

EW�XLI�NSYVRI]�LETTIRMRK�EX�XLEX�XMQI�SR�XLI�
[IFWMXI��6IGSQQIRH�XLI�RI\X�FIWX�EGXMSR�JSV�
GYWXSQIVW�XS�XEOI�ERH�IREFPI�]SYV�IQTPS]IIW�
to engage customers through web messaging.

Tailor web experiences to the buyer 
Shape a buyer’s experience on your website based on 

the likelihood to accomplish their goal. Predictive web 

engagement AI determines when a user needs assistance 

and whether to initiate a messaging conversation to 

close the deal.  

Match customers and employees 
Connect customers with the right agent or information every 

time. Predictive routing AI considers customer preferences 

and matches each one with the agent who’s most likely to 

deliver the best customer experience, grow revenue and 

improve KPIs. 

Support your employees using AI 
Give employees the knowledge and resources they need to 

LERHPI�GYWXSQIV�MRXIVEGXMSRW�[MXL�GSRƤHIRGI��%-�TS[IVIH�

agent assistance monitors conversations and gives 

your employees real-time recommendations and next-

best actions. 
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Review and improve
As you listen to your customers, you’re 

continually learning about every interaction 

from data that’s clean and accessible. Use this 

data to inform improvements in the customer 

NSYVRI]��WYGL�EW�ƤRHMRK�TPEGIW�GYWXSQIVW�KIX�
WXYGO�MR�XLI�NSYVRI]�ERH�WYKKIWXMRK�[E]W�XS�
OIIT�XLIQ�SR�XVEGO��

You’ll have some points of failure along the way 

and some surprising events. With AI, you can 

PIEVR�JVSQ�XLIQ�ERH�ƤRH�IQIVKMRK�XVIRHW�EW�
]SYV�QSHIP�IZSPZIW��*SV�I\EQTPI��MRXIVEGXMSR�
analytics lets you categorize conversations and 

EHNYWX�]SYV�HIWMKR��%-�EPWS�GER�PSGEXI�VITIEXMRK��
high-cost processes and use robotic process 

EYXSQEXMSR�XS�MRGVIEWI�IJƤGMIRG]��

 

Take the guesswork 
out of scheduling 

Automate accurate forecasts and 
schedules in less time. AI-powered 
forecasting and scheduling optimizes 
your workforce planning, lowers 
overtime, and frees managers 
for training and support. 
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-R�XLI�*P]�TLEWI��]SYŭPP�LEZI�QIEWYVIQIRX�
processes that allow you to continue improving 

/4-W�]SY�IWXEFPMWLIH�HYVMRK�XLI�;EPO�ERH�6YR�
phases. And you can understand the customer 

NSYVRI]�EX�E�QYGL�QSVI�GSQTPI\�PIZIP��IREFPMRK�
you to supercharge your KPIs. 

8LMW�GVIEXIW�FIXXIV�I\TIVMIRGIW�XLEX�JIIH�
customer loyalty and higher customer lifetime 

value. And with a fully customer- and employee-

centric approach, you’re tying your success to 

business outcomes. 

When you fully integrate web messaging with AI 

services, you can proactively serve customers 

FEWIH�SR�QSRMXSVMRK�XLIMV�NSYVRI]W�ERH�
attributes to engage. And this happens in the 

crucial moments — when it matters most. 

FLY

Measure success

“Genesys Predictive Engagement is 
IREFPMRK�YW�XS�GETXYVI�WMKRMƤGERXP]�
more window shoppers on our website. 
Conversion rates rose�F]���	�MR�XLI�ƤVWX�
two weeks and by 49% at the six-week 
stage. And we’ve only really scratched 
the surface of what the tool can do.” 
Getinet Tadesse

CIO, Ethiopian Airlines 
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Checklist
8S�ƥ]�LMKLIV�

Continue drawing from past engagements to predict 

RI\X�FIWX�WXITW�[MXL�LMKLIWX�GSRƤHIRGI��

Revise rules and criteria, as needed, for personalized 

IRKEKIQIRX�FEWIH�SR�FIWX�PMOIP]�SYXGSQI��

Reduce the number of points of failure in the customer 

NSYVRI]�ERH�FYWMRIWW�STIVEXMSRW�EW�]SY�HIZIPST�]SYV�%-�
capabilities. 

As your business strategy evolves, create new 

[SVOƥS[W�EVSYRH�GVMXMGEP�IZIRXW�SV�WIXW�SJ�EGXMSRW��

Research, calculate and plan for future resource needs 

XS�QIIX�IJƤGMIRG]�KSEPW��

Review how you prioritize actions among desired 

business outcomes. 

As you start to Fly, you’ll 
ƤRH�QSVI�STTSVXYRMXMIW�JSV�
growth and ways to show 
your customers you care 
about their experiences. 
Many organizations partner 
with a third-party company 
like Genesys to fully 
implement the Fly phase. 
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Put your prospects and customers in control and let them 

engage with your business whenever it’s convenient for 

them. You’ll strengthen connections by delivering empathetic 

interactions — and that creates loyalty. 

Web messaging can be relatively easy to implement — and highly 

effective — once you outline your goals. Using the Genesys 

Cloud™ platform, you can lay the foundation to build out your 

ecosystem over time. 

Genesys Professional Services can guide you through part or all 

SJ�XLI�TVSGIWW��;IŭZI�TMSRIIVIH�)\TIVMIRGI�EW�E�7IVZMGISM to help 

organizations of all sizes provide true personalization at scale, 

interact with empathy, and foster customer trust and loyalty — all 

through the power of cloud. 

Conclusion 

;LIR�]SYŭVI�VIEH]�XS�ƥ]��
Genesys can help you: 
• Get your data AI-ready.

• Automate detection of the most likely customer

goal and the probability to achieve it.

• Actively learn from customer engagements

and identify ways to improve.
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Every year, Genesys®  delivers more than 70 billion remarkable customer experiences for organizations in over 100 countries. Through the 
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