
Multi-Channel
Simply supporting more

than one channel

Cross-Channel
Enabling a transition 
from one channel to

another

OmniChannel
Mutually aware channels, even 

between voice, digital and 
physical (brick & mortar)

Executive Summary 
In an age where most consumers go to the Web to find what they need, only the tough 
questions reach your agents. Before customers contact you, they have already tried to 
resolve their pain point themselves by visiting your company website or other social 
communities. They are savvy, they are knowledgeable — and perhaps they are also 
frustrated because they have not been able to resolve their problems via self-service.

Supporting disconnected multi-channel customer interactions has left contact center 
employees and back office experts overwhelmed with multiple applications and screens 
to navigate in order to provide customer service or sales. On one hand, they are trying to 
help grumpy customers who expect them to know about their previous interactions. And 
simultaneously, on the other hand, they are trying to navigate between multiple applications 
to connect the dots.

Most companies today can support multi-channel customer interactions such as voice, 
email and chat, but typically cannot share context across all channels inclusive of voice 
(omnichannel context), cannot synchronize multiple channels simultaneously within a single 
interaction (multimodality), and cannot direct journeys or interactions in step-by-step 
sequences (orchestration). Moreover, this approach leaves companies unable to manage the 
lifecycle of the customer journey to provide the kind of personalized and context-appropriate 
experience that today’s digitally driven customers demand.

Empower Your Contact Center 
Agents to Deliver a Great 
Customer Experience with 
an Omnichannel Desktop
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BUSINESS WHITE PAPER

Companies serve customers better when they evolve their channel 
strategies to employ an integrated approach to customer experience.

Channel Maturity
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For a customer to complete a single task - buy a product, answer a question, understand a 
bill – often requires multiple and disconnected interactions with a company.  When a customer 
needs assisted service to supplement self-service, they typically must start over. In a chat, for 
example, it means starting a dialog with an agent without context. These time-consuming and 
disconnected experiences cause missed sales opportunities and high operating expense for 
your company and frustration for consumers.

The job your agents and back office workers perform is only as good as the tools and insights 
you provide them. In this white paper, you will see how you can empower your staff with an 
omnichannel desktop that puts knowledge and customer history at their fingertips, aiding them 
in delivering a customer journey that keeps competitors at bay. 

This white paper discusses common challenges faced by consumers as well as contact center 
agents and supervisors and how an omnichannel desktop can help address these challenges. 
You will also be able to quantify the need and calculate the business impact. 

An omnichannel desktop is not just a “nice to have” – it is becoming a solid business 
requirement. When agents have everything they need at hand, including the context and 
details of previous interactions, this reduces transfers and lowers contact duration, while 
boosting customer satisfaction. 

Customers Expect an Effortless Experience 
What is causing your customers to be frustrated? Step into your customer’s shoes and look at it 
from their perspective.

As a customer, when a web search proves fruitless in finding an answer to our question or a 
resolution to our problem, we eventually pick up the phone and call the company. At this point, 
all too often we have to repeat information. And repeat it yet again. “WHY did you ask me for 
this information in self-service,” we may ask ourselves, “if the agent is going to ask me for the 
same information AGAIN?”

We want the companies we do business with to be respectful of our time, and it is frustrating 
when they aren’t. In fact, in a recent blog, Forrester analyst Kate Leggett stated “77% of adults 
say that valuing their time is the most important thing a company can do to provide them with 
good online customer service.1” We do not want to waste time sitting on hold. And yet we are 
forced to do so. 

Or are we? 

Most of the time we have other options. We can find companies that deliver equivalent – and 
perhaps superior – products and services. When we experience poor customer service, we 
have the power. We can decide to take our dollars elsewhere. When this happens, the 
company which is delivering a poor customer service experience loses. 

How can your company address these challenges? A good starting point is to ask what makes 
customers happy. 

As customers, we feel good when the agent knows who we are, so we do not waste time 
stating, or reiterating, our name, account number, and other relevant information. We want the 
agent to know we sent an email last week, and had a web chat session yesterday. 

We want immediate answers, rather than transfers and hold time. And, we want first contact 
resolution; none of us wants to call back and start over again.

Our loyalty increases when we are served by an agent who doesn’t have to scramble to find 
the answers. Agents have their own challenges, but we as customers do not spend much time 
being empathetic. All we want is a pain-free journey and prompt resolution.
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Agents Lack the Tools to Deliver an Effortless Experience
Agents know customers want an effortless experience and a prompt resolution. But often they 
are hampered in delivering that experience.

They may lack insight into what has happened previously. They may have to ask for information 
a customer has already provided, despite knowing the customer will not be happy to reiterate 
it. Agents may be unaware of the customer’s journey history - past emails, web chat sessions, 
or social media interactions. That means they are likely dealing with customers who are irritated 
at having to spend their time bringing the agent up to speed.

At the same time, agents may be under scrutiny from their supervisors. They may be 
accountable for meeting certain metrics such as an average talk time of less than five minutes, 
and yet may not know where they stand relative to targets. 

These things add up to a significant amount of frustration and stress. It is no wonder agent 
retention is often a problem. 

The Solution: An Omnichannel Desktop
The right agent desktop can resolve the customer irritations we have talked about, and be a 
key factor in an agent’s job satisfaction, which boosts agent retention. 

When new agents come on board, a single intuitive interface for all types of contacts will 
facilitate training and reduce the frequency with which agents need to ask for help. 

When agents work from an omnichannel desktop, they use the same interface to handle 
every type of interaction regardless of their nature or sources (direct calls, website, IVR, mobile 
application. etc.). This means they do not have to go into different applications to respond to 
emails, handle web chat, co-browse with the customer, and handle phone or video calls. When 
an agent uses the same desktop for every customer interaction, it will be easier for him or her 
to be more productive and deliver a great customer experience.

Contact information

Notes related to interaction

Embedded support tool such as contact 
history,co-browse, standard response 
library, and web activity history

One interface for all media channels

Interaction history filters

Quick and advanced search

Details of previous interaction

Figure 1: An omnichannel desktop provides an intuitive user interface for agents and eliminates the need for 
switching between applications
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Agents need multimodality in their omnichannel desktop, too, to enable flow between 
channels. A customer can start a service request in mobile or web, and an agent can add chat, 
co-browse, or video for a richer customer engagement. For customers, multimodal interactions 
can drastically reduce effort and issue resolution time. 

An omnichannel desktop provides a single view into all interactions and touchpoints involved 
in a customer journey, and enables workers to engage customers using channel multimodality. 
It includes knowledge management as well as a journey history for insights into optimal next 
steps or offers. When a customer mentions a previous email or web chat, or a text message 
or a post on a social network, the agent can instantaneously access the details of that contact 

– including the customer’s web browsing history. Neither the customer nor the agent has to 
spend time repeating past interactions. 

An omnichannel desktop also allows you to provide agents with a knowledge base at their 
fingertips, within the same interface, enabling them to immediately respond to customer 
inquiries. A common response library provides answers to FAQs, and the agent can readily 
select the appropriate answer and push it to an email or web chat, or to a social network.

Additionally, agents need one-click access to their real-time statistics, so they can see where 
they are relative to meeting targets. Whatever metrics your contact center cares about are 
measures your agents will be able to view in real time.

Number of journeys

Current interaction

Journey details

Journey timeline

Journey steps

Figure 2: Viewing a customer’s journey history
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The Many Challenges of Managing a Contact Center 
Contact Center Supervisors usually manage a large team of agents. If their agent turnover is 
similar to the industry norm, supervisors suffer a substantial amount of overhead in constantly 
training a new pool of agents. Agents have to be trained on company products, policies, and 
procedures, as well as various software applications, and how to navigate between applications. 

Sometimes business targets shift – or there is an unexpected surge in the volume of contacts – 
and the supervisor is expected to handle it all with aplomb. The demands are many: meet your 
metrics, make your agents happy, onboard trainees quickly, and ensure customers receive 
timely, accurate, and swear-free service. Supervisors have a tough job. They have to meet all 
these demands while ensuring their agents deliver a quality customer experience. 

As a Contact Center Executive you can make your supervisors’ job easier when agents and 
supervisors use the same omnichannel desktop.

• Supervisors have the same desktop as their agents, plus additional supervisory-specific 
features

• It is easy to monitor, coach, or barge in – whether voice, video, IM, or web interactions

• Agents and knowledge workers have the same omnichannel desktop, facilitating training 
and coaching 

• Messages can be broadcast messages to their agent group

• They can approve or reject outgoing email, and provide input in an interaction note

• It is easy to manually move work between queues, drop work into agent’s workbin, etc.

Well-informed, well-equipped supervisors are key to a smoothly running contact center. When 
you give them the best tools possible, you get the best performance possible from your 
contact center. 

Figure 3: An omnichannel desktop aids agents, IT, and end customers
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Business Benefits of an Omnichannel Desktop
Grab your calculator, because the business benefits of an omnichannel desktop are many. 
Improved agent retention, lower training costs, higher customer satisfaction, shorter talk time, 
and more. You gain insight into where the customer is on their journey, and can more readily 
deliver a personalized experience.

With enhanced contextual information delivered in an omnichannel desktop, you eliminate or 
reduce the time for agents to confirm positive identification, search customer data and history of 
previous contacts in the customer journey, and identify intent. The customer is less apt to have 
to repeat information provided previously, as the agent now has a single view of previous chat 
transcripts, emails, text messages, social interactions, and call notes. This allows for a reduction 
in average handle time. 

The Genesys Financial Analysis team has created a benefit calculator to help you assess 
the impact of an agent desktop that provides contextual data with each contact. Using this 
calculator, in the example below we specify an agent’s loaded wage (salary, benefits, etc.) is 
$50,000. The number of interactions handled by the company averages 500,000 per month. 
Say 25% of these contacts are from customers who have previously contacted you; therefore, 
contextual data of previous contacts applies 25% of the time. 

When agents do not have context, what is the average amount of time it takes to bring a 
customer up to speed on previous transactions? In working with over 160 companies, Genesys 
finds that companies save an average of 44 seconds per interaction when context is provided. 
In our example below, this translates to an annual value of over $440,000 – all made possible 
by giving agents immediate access to the customer’s previous contacts. 

Infrastructure Details
• Agent’s fully loaded wage
• Monthly number of interactions (voice, digital, etc.)

$50,000
500,000

Estimated Improvement
• Percentage of interactions for which enhanced context would apply
• Estimated time saved per interaction (in seconds)

25.0%
44.0

Estimated Impact
• Estimated agent interaction volume to benefit from enhanced context
• Total labor cost saved by enhanced contextual data

125,000
$35,725

Reduction of Handle Time Due to Enhanced Contextual Data

Potential Annual Value for

Reduction of Handle Time Due to Enhanced Contextual Data

$440,705

Figure 4: Benefit calculator showing impact of contextual data
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About Genesys
Genesys, the world’s #1 Customer 
Experience Platform, empowers 
companies to create exceptional 
omnichannel experiences, journeys 
and relationships. For over 25 
years, we have put the customer 
at the center of all we do, and we 
passionately believe that great 
customer engagement drives great 
business outcomes. Genesys is 
trusted by over 4,700 customers 
in 120 countries, to orchestrate 
over 24 billion contact center 
interactions per year in the cloud 
and on premises.  

Visit us at www.genesys.com  
or call us at +1.888.436.3797

Cororate Headquarters 2001 Junipero Serra Blvd., Daly City, CA 94014 USA

Tel: +1 650 466 1100 | Fax: +1 650 466 1260 | www.genesys.com
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Genesys has created additional benefit calculators to assess other benefits of an omnichannel 
desktop, such as improved first contact resolution and higher net promoter scores. 

Each of these calculators is easily customized to your own environment, and more detailed 
versions are available as needed. 

In Summary
The benefits of an omnichannel desktop that supports multimodality and journey management 
are numerous, helping companies boost contact center performance while reducing costs and 
delivering a great customer experience.

We can work with you to personalize an assessment for your own company. Reach out to us 
at www.genesys.com/about-genesys/contact-us. 

1 Forrester Research “Consumer Expectations For Customer Service Don’t Match What Companies Deliver” Kate Leggett, March 3, 2015


