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IntroductIon

Businesses have realized the importance of customer experience and have identified it as a key business 
differentiator. Today, it has become extremely difficult to compete solely on the basis of product, price or 
service. The emphasis has shifted: pre- and post-sales customer service and initiatives taken by brands to make 
their customers feel valuable are what determine the brand’s development.

Consumers dialing into a contact center embark on a journey that in most cases ends with a solution to 
their query. They feel more valued when organizations they have previously done business with understand 
and manage this journey smoothly. Modern consumers are capable of shifting brands if they feel they are not 
receiving the right treatment or support for their concerns, and may also influence family and friends through 
word of mouth. To address this challenge and ensure customer loyalty, brands have adopted the Multi-Channel 
contact center model in the past to cater to the needs of the modern consumer, allowing them to choose 
the communication channel most convenient to them.  

Despite this attempt to enhance customer experience through a Multi-Channel strategy, many organizations 
still fail to deliver the much-anticipated customer service. Customer inquiries coming in through different 
channels are often siloed, linked improperly, and the activity in one channel remains hidden from others. This 
has led to fractures in the customer experience. In response to this, Omni-Channel approaches are now 
increasingly being implemented to fill these gaps left by a Multi-Channel approach. This document will explore 
the need for an Omni-Channel approach and identify how Omni-Channel addresses market challenges across 
different industry verticals. 
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Omni Channel Environment – Definition

Frost & Sullivan defines Omni-Channel as a synchronized operating model that combines all the customer 
service channels of a company to provide a unified, coherent and cohesive experience that is channel and 
device-agnostic, and facilitates customer engagement and loyalty. 

Differentiating the Omni-Channel from a Multi-Channel Environment 

The table below highlights key factors that help differentiate the Omni-Channel from a Multi-Channel 
environment.

Multi-Channel Approach Omni-Channel Approach

1. The term “Multi-Channel” refers to the 
multiple communication channels (e.g., social 
media, Web, mobile, email) used by companies 
to engage with customers.

1. “Omni-Channel” is an evolution of the Multi-
Channel approach with additional factors – 
consistency and focus on devices involved within 
customer engagement.

2. Lack of Integration: An individual customer 
contacting a helpdesk would be able to embark 
on multiple customer journeys, depending on 
the chosen communication medium.

2. The Omni-Channel approach differs by 
effectively operating as a single channel and 
ensuring high-value customer experiences 
across all touch points.

3. In addition to the lack of integration, 
customer service agents are left with no way 
to understand/acknowledge the customer’s 
journey, often leading to poor service delivery.

3. Customer service agents are now presented 
with a unified view of the customer’s journey.

4. Consumers do not have the privilege to switch 
between channels.

4. Leverages the always-connected consumer 
and allows customers to start their customer 
journey from one channel/device and switch to 
others along the course of the journey.

5. Customers are often exposed to only one 
channel or individual touch points.

5. Customers are exposed to the whole brand 
as part of the customer journey; this helps the 
customers feel more valued.

Need for an Omni-Channel Contact Center Approach

Customers today are more knowledgeable, more demanding and are increasingly on the move. Organizations 
are seeing the Omni-Channel approach as an appropriate response to maintain pace with the modern customer 
and cater to their continuously evolving needs.

Survey sponsored by Zendesk1 suggests that only 7% of the participants surveyed across UK, US, Australia, 
Brazil, France, Germany and Japan are extremely satisfied with the seamless customer service offered by brands 
across channels. Organizations are not willing to take any chances to lag in areas of customer service as 78% 
of people seriously consider the customer service reputation of a brand when choosing to buy from it, and 
75% of customers would return to the brand only for the customer service they had experienced in the past. 
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Companies are constantly on the lookout to adopt initiatives that help them learn and understand their 
consumers. Several “know-your-customer” initiatives have been adopted in the past with limited success. The 
lack of tools to integrate and derive trends from the customer data obtained marks another need to adopt an 
Omni-Channel approach. Omni-Channel, through its robust integration and analytics modules, helps companies 
better understand their customer and predict the consumer’s future needs from past behavior. It also gives a 
company the necessary tools to lay a strong foundation for the future and assurance that the technology they 
have at hand will help them overcome challenges in the next few years.

 Business Benefits of  Transitioning to an Omni-Channel Contact Center

An Omni-Channel approach is vastly being adopted to enhance the customer experience and increase brand 
loyalty. Other business benefits include: 

• Creating procedures and improving first-contact resolution metrics; 

• Identifying customer patterns/trends based on past issues/behaviors;

• Increasing agent efficiency in customer interactions;

• Ensuring seamless integration between organizational departments;

• Helping to identify preferred communication channels and improve channel containment; and

• Saving costs across the organization.

Decision Framework: Is your Organization Omni-Channel or Multi-Channel?

Question Yes No

1. Do we offer multiple customer engagement channels and have a solution in place to 
integrate customer information derived from these channels?

 

2. Are customer service agents always aware of and able to acknowledge the customer’s 
journey, irrespective of the contact channel chosen by the customer?

 

3. Do we offer customers the privilege to switch between channels as per their 
convenience?

 

4. Do we possess tools to seamlessly integrate between organizational departments?  

5. Does existing technology in the organization meet and exceed customer needs?  

(Key: Your organization has an Omni-Channel approach in place if you answer “Yes” to the majority of questions.)

challenges Faced In a MultI-channel approach 

The customer service landscape is known to constantly evolve along with growing customer needs. The Multi-
Channel approach, which has been trending for the past few years, is now losing its aura due to its inability to 
close the gaps in customer experience delivery. Out of the many challenges, the most commonly faced include:

•	 Integration Complexity: Expanding organizations are often on the lookout to implement new contact 
channels to help improve their customer reach. Oftentimes, it has been noted that these contact channels 
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are built in isolation or are acquired from a third party over a period of time, posing challenges to 
integrate information. Other reasons include: 

 ¾  Organizations that are running on legacy platforms do not support newer applications;

 ¾  Customer data being obtained from different channels and no unified analytics to interpret the    
  findings; and

 ¾  Lack of integrated quality monitoring.

•	 Lack of IT Tools and Cost Constraints: The addition of every new channel increases the complexity 
of forecasting, integrating the data and scheduling agents to support them. Companies have limited budget 
for technology adoptions. Often this limited budget gets absorbed in maintaining existing infrastructure 
or catering to periodical IT refresh cycles.  At the end of this, organizations do not have the time, money 
and resources to divert their attention to adopt new solutions. This has resulted in lack of IT tools 
available to support synchronization of customer data. 

•	 Technology and Consumer Interest Disconnection: With the evolution of the smartphone 
market and cloud-based technology, consumers today have all the resources they require at their 
fingertips. Social media, mobile and chat are three channels that have been fueled by consumer interest 
and are expected to grow. The downside, however, is that organizations struggle to maintain pace with 
these technological advancements. Many organizations are still believed to own legacy-based systems 
that do not support newer applications. This has led to a disconnection between technology and 
consumer interests.

•	 Lack of Cross-Organizational Support: For a successful Multi-Channel environment to work, 
organizations must look into ways to allow support across the organization. Strong policies and procedures 
are required to monitor integration and analytics, and generate reports to truly get a holistic view of 
the customer. Companies still seem confused when it comes to identifying the right strategy to create 
a cross-organizational support model. Further results from the survey sponsored by Zendesk2 suggest 
that 73% of participants feel brands are more concerned and are attentively taking steps to enhance sales 
across multiple channels, rather than integrating the service experience. 

Omni-Channel Approach to Address Challenges

Organizations, currently structured to a Multi-Channel setup, perceive the transition to Omni-Channel as a 
way to address key challenges in their customer experience delivery. An Omni-Channel approach positions 
the customer at the core of the business and implements solutions/policies around it to sync the customer 
and business. An Omni-Channel setup thus ties together the ends that remained loose under a Multi-Channel 
approach and addresses challenges of the latter by:

•	 Focusing to meet customer needs: Omni-Channel has helped organizations change their focus from 
getting activities done to meeting the needs of the customer. Customers’ expectations are simply summed 
up as: “Know Me, Show Me, You Know Me and Value Me.” Every customer, when contacting customer 
service, expects to get their work done in a quick and efficient manner. Customer frustration magnifies 
when customer service operators are unsure of the customer’s journey and fall back on offering multiple 
callbacks to resolve an issue. An Omni-Channel approach is adopted to overcome these challenges and 
decrease the turnaround time involved in responding to customer inquiries. 
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•	 Empowering Agents – Putting Them in Control: An Omni-Channel approach empowers agents 
by giving them the tools to capture the full history as customers switch between channels. Omni-
Channel addresses the issue of agent unawareness, which has been seen as a concern in a Multi-Channel 
environment. Agents are exposed to a single unified interface, eliminating the need to switch between 
multiple applications and battling non-responsive time due to slow hardware. Irrespective of the medium 
chosen by the customer, customer service agents are often positioned to deliver premium customer 
service, leveraging features of an Omni-Channel approach. 

•	 Eliminating Channel Siloes: Companies operating on legacy-based infrastructure often had a challenge 
of implementing a new communication channel, which wasn’t siloed. An inability to seamlessly link the 
information in these siloes had led to decreasing customer satisfaction. Companies are often known 
to self-create a big data problem due to their inability to manage data. Large organizations aimed at 
achieving enhanced customer experience delivery and brand loyalty have put in place tighter service-level 
agreements with strict policies on first-call resolution, decreased customer handling time and avoiding 
repeat calls. An Omni-Channel approach helps the agents adhere to these service levels by accessing a 
single database view of customer information, which offers greater visibility and enables them to infer 
patterns/trends to better address their customers’ growing needs. 

oMnI-channel approach In custoMer-centrIc IndustrIes

While customer-facing industries throughout the economy are starting to adopt Omni-Channel approaches, 
only a set of them have been particularly keen to adopt and reap the benefits of Omni-Channel. Financial 
services and business process outsourcing service providers (BPOs) are among these organizations.

Financial Services

Today’s evolving consumer has more control than ever with a number of tools at their disposal to interact with 
their money. Financial services can be easily accessed from mobile phones, tablets and laptops; social channels; 
and visiting ATMs and physical branches. Despite the increased demand for online services, traditional offline 
channels, like visiting the branch and face-to-face interaction, still prevail as a preferred mode of communication 
for new account openings and other relationship management inquiries. 

A recent survey conducted by the European Commission Eurostat to analyze ICT usage in households and by 
individuals suggests that Internet usage for e-commerce is quickly gaining popularity within the EU. 
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Figure 1 - Source: Internet use statistics, Eurostat3
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Financial institutions are becoming more effective at engaging with customers across multiple channels, including 
websites and mobile optimized sites. The availability of mobile broadband and Wi-Fi propelled by the increased 
adoption of mobile apps has made it possible for more people to use mobile Internet faster than ever before.  
A staggering 76% of the customer base aged 25-34 uses the Internet either through mobile, tablet or for 
accessing money via Internet banking.  

The graph below gives a quick snapshot on the percentage of individuals aged 16-74 who use the Internet for 
their banking needs. 

Figure 2 - Source: European Commission, Eurostat4
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Today’s evolving customers and their needs seldom allow them to take a predictable path when engaging 
with their money. The customer may begin his/her customer journey by initiating an interaction at an ATM, 
discovering an investment program online the next day and then opt to register for it through a call center, 
face-to-face interaction at a branch, or through a relationship manager. Financial institutions have been at 
the forefront of realizing the importance of mapping out personalized customer experiences to promote 
customer loyalty, while also maintaining influence on business profits. This has established a demand from 
financial institutions to adopt an Omni-Channel approach in light of the plethora of potential benefits it 
extends to them, including:

• Acknowledging the impact of mobile, social and personal interactions on their business;

• Orchestrating and personalizing customer campaigns; 

• Delivering a consistent, unified, coherent and cohesive experience across all mobile devices; and 

• Increasing business by promoting online marketing through mobile and social media. 

Business Process Outsources (BPOs)

Focused on customer service delivery, traditional voice-centric call centers are looking at ways to transform 
into Omni-Channel customer contact centers. BPO providers are leveraging a complex blend of communication 
and collaboration techniques to stay competitive, profitable and on par with the evolving Omni-Channel needs 
of the modern customer. The “always-on” Omni-Channel approach allows a customer to use multiple devices to 
communicate without compromising their customer journey. Customers can now start a purchase by looking at 
a product on a company website, move on to social media to read reviews, book the product through a mobile 
app, and pick it up from the retail store. 

BPOs are also adopting innovative and collaborative tools like video conferencing, screen sharing, agent-
to-expert collaboration, and live desktop video to excel in the customer service area. Among the various 
communication channels out there, the Web chat tool is the most viable and significant driver of sales. A survey 
conducted by Bold5 revealed that 67% of shoppers actively seek chat options on merchant websites, and at 
least 77% of chat users agree that the interaction helps facilitate and positively influence their attitudes about 
the retailer. The increase in adoption of chat as a communication medium is due to the growing preference 
of customers for texting and instant messaging, and the increasingly richer chat functionality emerging from a 
growing number of solution providers. 

A classic example to highlight the use of collaboration in an Omni-Channel environment is customers having 
issues with the website interface for billing can get in touch with an agent over chat and securely share their 
desktop so the agent can better understand the issue and complete the customer payment online. This approach 
can also be extended to the IT help desk to remotely log in to the customer’s desktop to help quickly resolve 
the problem in order to maximize employee productivity and reduce customer frustration.

altItude ucI – addressIng MultI-channel challenges

Altitude Software has developed Altitude	uCI	(Unified	Customer	Interaction), a Web-based, contact 
center management solution that helps agents achieve  higher productivity, and ensure speedy deployment of 
services and campaigns through a single easy-to-operate interface. It allows real-time management of enterprise 
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functions, like customer service, help desk, collections, telesales and surveys. Its design helps maximize the 
value of every customer interaction, irrespective of the communication channel used to integrate the various 
channels, and helps provide an open, platform-independent solution based on standards. 

Features of  Altitude uCI

Full Multi-Channel Management 

• Multi-Channel Support - Call (inbound/outbound), IVR, email, SMS, chat, social media, video, mobile apps 
and integrated, multimedia blending in a unified campaign queue

• Unified, intelligent, skill-based routing helps distribute interactions to the most appropriate resources, per 
business needs 

Customer-Centric View

• 360-degree view of each customer, enabling agents to view customer history with the contact center 
before talking to the customer for fully recorded customer experience

• Out-of-the-box customer history for all media and business tasks

• Multi-tenant environments

• Outbound manual or automatic actions performed during the lifecycle of an interaction, such as callbacks 
and notifications

• Automatically recognizes the customer, regardless of the channel, through automatic number identification 
and email address

• Seamless integration between business processes for managing customer requests

Easy Integration with third-party business applications and data:

• Integrates with external customer databases/ CRM/case management/ticketing and other business 
applications

• Agent desktop integrates both Altitude uCI features and external application and data to eliminate 
channel and application siloes

Bringing About the Benefits

Altitude uCI helps organizations achieve numerous benefits through its features. Key benefits include: 

•	 Unified	Interface: Altitude uCI suite manages all customer interactions through a unified interface. 
Aimed toward an Omni-Channel support derivative, the suite’s advanced routing capabilities ensure 
the customer service agents are always aware of customer details, customer history and stage of 
the customer journey before addressing the customer. Additionally, customer experience is amplified 
by skill-based routing functionality that ensures routing the customer to a particular agent with the 
required skill set to reduce customer grievance and offer enhanced services. The unified desktop of 
Altitude uCI suite is a win-win solution for both customer and the agent; customers have the privilege 
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to switch between communication channels without worrying about losing out on the customer 
journey, and agents are aware of the customer’s history and needs to ensure a seamless and flawless 
customer experience journey.

•	 Simplify Contact Center Management Complexity: Ensuring smooth operational efficiency 
of a contact center (inbound and outbound) with several campaigns running simultaneously, agents 
with different skill sets can be a tasking nightmare if the organization doesn’t invest in the right tools. 
Altitude uCI helps address this challenge with its Management Portal tool that reduces the complexity of 
managing a contact center. The tool offers users a single supervisor desktop application that efficiently 
helps supervisors monitor contact center operations in real time. Dashboards with real-time agent 
performance, handling times, customer feedback, and SLAs can all be monitored from the supervisor 
desktop. The management tool allows supervisors to react to unforeseen changes and be prepared by 
drawing insights from the business intelligence tools to assist in taking immediate action and making 
decisions in the future. 

•	 Customer Experience Improvement: Features such as Altitude Callback and Altitude Chat within 
the Altitude uCI help deliver an improved customer experience. Altitude Chat provides customers 
with human assistance. This collaborative, real-time assistance helps improve business through sales, 
profitability, and reduced website abandonment rate, and also offers additional modules to permit file 
transfers. Altitude Callback feature allows agents to contact customers at a time more convenient to 
them. During peak hours, customers are given the option to choose if they would like to be called back 
by the representative rather than staying on the line. Similar options are also provided to Web and chat 
users to reduce customer frustration and improve the customer experience.

•	 Return on Investment: Leveraging its strong foothold in the contact center solutions industry,  
Altitude Software runs a Dynamic ROI program (D-ROI), a unique initiative that ensures the customer 
will have a clear, well-defined picture on the return on investment when choosing to implement the 
Altitude uCI solution. Altitude uCI helps clearly define the relevant ROI metrics, deploy the solution, 
pre-determine the ROI metrics over time, and deliver ROI through investment payback values.

the FInal Word

Question Yes No

1. Do we have the technical expertise and budget to successfully implement and manage 
an Omni-Channel organization?

 

2. Are customer service agents always aware of and able to acknowledge the customer’s 
journey, irrespective of the contact channel chosen by the customer?

 

3. Do we offer customers the privilege to switch between channels as per their 
convenience?

 

4. Do we possess tools to seamlessly integrate between organizational departments?  

5. Does existing technology in the organization meet and exceed customer needs?  

(Key: An Omni-Channel approach is right for you if you answer “Yes” to the majority of questions.)
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The Omni-Channel approach will be adopted more widely as companies that were previously dedicated to the 
Multi-Channel approach are fast realizing the need to address a more fundamental requirement of seamlessly 
integrating the consumer information they obtain from various channels and presenting it in a single, unified 
experience to the customer service agent. Key benefits of an Omni-Channel approach include elimination of 
information silos by providing a common set of information, increasing agent efficiency in customer interactions, 
and ensuring seamless integration between organizational departments. The Altitude uCI solution provides an 
out-of-the-box integration of all channels with a wide array of benefits, including increased sales volume, first-call 
resolutions, reduced operating costs and monthly turnover rates. 
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based on standards. It is unique in accelerating the creation of services and campaigns, thanks to its unified design 
studio, routing, dialer, voice portal, desktop front-end, monitoring and analytics features.

Altitude Software leverages existing technology investments in the contact center, adding value without 
disruption across a wide range of business situations. Its solutions are in use by more than 300,000 users, in 
1,100 customers, in 80 countries.
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