
Enabling Smarter
Customer Interactions
Obtaining more value from every touch

Customer care represents a balancing act. On the one hand, it’s a vital 
activity, critical to maintaining customer satisfaction. On the other, it’s 
seen as an added cost of doing business to be kept under control in order 
to maximize pro tability.

This focus on e ciency in uences the way many businesses handle 
customer service and technical support. Success is de ned in large part by 
measuring e ciency, and it’s on these terms that spending decisions are 
made. How can the cost of labor needed to serve customers be reduced? 
Can a service provider reduce call-handling times?

Today, forward-thinking companies are taking a fresh, value-driven 
approach to customer care, focusing more on business outcomes than on 
speci c cost metrics. Treating every customer interaction as a valuable 
opportunity to deliver a better experience creates a virtuous cycle of 
increasing satisfaction, revenue, retention, advocacy and brand reputation. 
Customer care thus becomes a di erentiator rather than simply another 
cost to be minimized.

this value-driven approach to customer interaction, delivered through
CONCENTRIX   Smarter Commerce Managed Services. We combine
leading technology, analytic insight and optimized processes with

customer contact.

Highlights
• Helps increase productivity 
 through embedded analytics and 
 optimized processes

• Boosts sales revenue and 
 customer loyalty through more 
 satisfying experiences

• Leverages what is known about 
 customers, their behavior and 
 preferences to optimize outcomes

• Uses flexible delivery to tailor solutions 
 to specific operational needs
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The many challenges of serving 
today’s customers 
Today, businesses face a fast-changing and complex 
environment. Consumers are quick to adopt new ways of 
interacting, which has led to a proliferation of channels; it’s 
no longer enough to o er service by email and phone. Now, 
a company has to be fully engaged in social media and o er 
interactive web and mobile app support if it’s to be seen as 
competitive.

While addressing all of these new channels in a consistent way 
is vitally important, it is just part of the picture. Optimizing 
the value of each interaction, regardless of channel, is the 
key. Looking at customer care from this perspective rather 
than cost alone changes the meaning of success. The logic is 
compelling: if a slightly longer call results in increased revenue 
and other bene ts, the added cost can be more than o set.

Businesses need to both use the right channel and take the 
correct action to strike the ideal balance of cost and outcome. 
For example, an ine ective, frustrating self-service channel 
may cut cost, but it can do more harm than good. It’s better 
in the end to make interactions more e cient and e ective to 
drive a better customer experience. Another aspect to consider 
is the risk of lost opportunity; if a customer is driven to self-
service when a live conversation is warranted, the company 
misses out on a chance to drive revenue and retention.

The best use of the right channel plays directly into today’s 
business imperatives. Consider what’s driving your customer 
care activities, what you need to do and what you stand to 
achieve:

 •  Incre sing expectations. Technology-savvy customers 
  expect you to be exible and work with them on their 
  terms, consistently giving them what they’re looking for, 
  24/7.

 •  Supp rt for complex products. With ever-shorter 
  product lifecycles, it is essential to roll out new support 
  content across channels fast. People are looking for more 
  than good personal treatment—they want improved 
  product experiences as well, both before and after the sale.
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 •  Risin cost pressures. Companies have more channels 
  to manage, increasingly complex technology environments 

 and limited budgets. Success requires innovation despite 
  this challenging environment.

What it takes to make every 
interaction smarter 
Elevating your customer care to a higher level takes deep 
insight—knowledge of the customer’s needs, preferences and 
likely behaviors. What’s required is a way to easily generate 
and act on that insight, making customer interactions both 
more e cient and of higher quality.

Technology is part of the answer—powerful analytics 
platforms and seamlessly integrated cross-channel contact 
tools—but there is much more to consider. To be truly e ective 
the technology must be linked to an optimized set of business 
processes. That’s the true foundation of smarter customer 
interactions and it lies at the heart of  

When a customer contact comes in, for example—regardless of 
channel—the system needs to identify them and immediately 
present the agent with relevant information along with 
recommendations for the best action to take. It might be 
an escalation to the next level of support, a proactive o er 
designed to appeal to that individual or any of a host of other 
possible options. This can happen only if the system is capable 
of uncovering the nature of the customer and the call as it’s 
happening through such technologies as embedded speech 
and text analytics, and then using that information to drive a 

exible business process.

Your challenge is to nd the best, most cost-e cient way to 
enable this enhanced customer care capability. That’s where 
Concentrix can help. Working with platforms that 

Concentrix’ Business Partners, as well as third-party tools,

in-house, as well as managed, service capabilities. It’s a holistic
approach that consolidates Concentrix expertise, products and
service delivery to maximize value.
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Smarter Commerce Managed Services solutions.
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Our solutions are t-for-purpose and speci cally designed to 
integrate with your existing operations. They are a exible 
overlay that enhances your capabilities, rather than a rigid, 
costly “rip-and-replace” approach. A comprehensive set of 
o erings is available, from desktop automation and best-
practice process transformation that can improve business 
agility to complete sta ng o ered as a service. Pricing is 
equally exible, with options for traditional cost metric-based 
compensation through to contracts based on the achievement 
of speci c business outcomes such as increased revenue or 
sales conversion.

More than a service provider 
When you work with Concentrix, you’re tapping into business 
and industry expertise, as well as technology o erings 
from across Concentrix. From help in formulating the best 
customer care strategy by Concentrix experts, to assistance 
in implementing contact center and analytics solutions, the 
Concentrix team has what you need to take your customer 
interactions to a whole new level.

For more information 
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To learn more, please contact us at inquiry@concentrix.com
or visit www.concentrix.com
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Concentrix, a wholly-owned subsidiary of SYNNEX Corporation
(NYSE: SNX), is a leading business services company. We focus on
customer engagement and improving business outcomes for over 450
global clients across �ve continents. Our 100,000+ sta� deliver
technology-infused, omni-channel customer experience management,
marketing optimization, digital, consulting, analytics and back o�ce
solutions in 40+ languages from 125+ delivery centers. We serve
automotive; banking and �nancial services; insurance; healthcare;
technology; consumer electronics; media and communications; retail
and e-commerce; travel and transportation; and energy and public
sector clients.
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