
Transforming the 
B2C contact center
In a changing business and technological landscape 
with rising consumer expectations, the contact 
center is undergoing radical transformation.
Find out how to win in this new environment.
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In the last half a decade, there has been a quiet revolution 
in the consumer-facing, B2C business world. As customers 
have come to interact more and more with businesses, 
customer experience has become increasingly important to 
the value and success of brands and retailers. 

Being able to track consumers across 
every touchpoint of the customer journey 
— from in-store to on the phone to  
online — is now crucial to building and 
sustaining business value. Consumers who 
have a good customer experience are 3.5 
times more likely to repeat a purchase [1]. 
And 63% of consumers would share more 
data with a company that offers a good 
customer experience [2]. 

The average user today is also device 
channel agnostic. They may start an inquiry 
on their mobile phone using Twitter®, 
move to their iPad® on which they write an 
email to support, and then follow up using 
live chat from their work PC.

Recent research has found that: 

•	 66% of consumer interactions come  
via mobile [3]

•	 75% of consumers start an activity on 
one device and then finish it on another [4]

•	 74% want to contact customer  
services via telephone (more than  
any other channel) [5]

And as customers demand a higher 
standard of interaction with brands, so 
brands place a greater emphasis on the 
quality of customer experience across all 
touchpoints. Only by delivering the best 
possible experience across all touchpoints 
— and being able to constantly track, 
monitor, measure, and optimize that 
experience — can businesses hope to 
remain competitive. 

The obvious response to this changing 
consumer landscape is an integrated, 
omnichannel customer experience. As the 
focal point through which all customer-
related information can be continuously 
propagated throughout the organization, 
the contact center belongs at the heart of 
this experience.

Achieving the right solution 
for B2C companies

B2C challenges and 
the contact center

AT&T has over 30 years’ experience working with contact center 
executives. We can help you find the right mix of technology, 
the right partners, and the right strategic operating model to 
deliver an integrated, omnichannel customer experience across 
the entire manufacturing supply chain. 

Our consultants, specialists in contact-
center optimization for B2C organizations, 
will work with you to understand your 
customers’ journeys, their goals at each 
point across those journeys, how well 
those goals are being met, and specific 
impediments and customer pain points. 
Together we’ll identify the optimum mix 
of touchpoints, and then implement that 
model across all channels, with highly 
secure and resilient communications.

This includes the virtually seamless 
integration of:

•	 IoT, M2M and emerging network 
technologies

•	 Telemetry and maintenance on demand

•	 Location and proximity technologies

•	 Mobile commerce for improved upsell 
and cross-sell

•	 AI and big-data analytics resources

•	 Social media channels and communities

•	 Chatbots and process automation

By upgrading the role of the contact 
center and making it the hub of a data-
driven customer experience, the business 
can respond in near-real time in a more 
informed, intelligent way to customer 
behaviors and emerging data signals.  

The move to a data-driven, omnichannel 
model can also significantly improve 
internal contact center performance. 
While providing senior management the 
insights it needs to improve the customer 
experience, it also provides detailed 
information on agent performance, 
skill gaps, and training needs. These can 
be used to help build a more effective 
and more satisfying work environment, 
leading to increased agent engagement 
and retention.
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Omnichannel has been a theme in the 
contact center industry for some time. 
Despite this, most enterprises have not 
completed the transformation to a fully 
integrated, data-driven omnichannel 
contact center operation. 

The journey to omnichannel 
Most U.S consumer-facing businesses have begun the 
journey toward an omnichannel model. However, many 
are nowhere near completing the process. Data, decision 
making, and control of key channels can be siloed, which 
can impact the quality of the customer experience. 

80% of retailers don’t have a well-defined 
omnichannel strategy [6].  

According to another recent study, almost half of U.S. 
retailers still don’t offer live-chat, despite three quarters 
of customers saying that they liked the channel because it 
got them fast answers [7].  

41% of retail customers say they got 
different answers to the same question  
in various channels [8].

In a siloed operation, the customer journey is highly 
unlikely to be seamless. Touchpoint interaction data will 
be lost or will not follow the customer throughout their 
journey. The technologies, people, and procedures in place 
will not yield the best possible return on investment.

The benefits of omnichannel
Identifying the need for complete omnichannel 
transformation is straightforward. Planning and executing 
that transformation, however, can be extremely challenging. 
Many contact centers still rely on legacy infrastructure.

This includes items such as older IP-PBX systems, 
which aren’t sufficiently integrated with the company’s 
customer relationship management (CRM) or unified 
communications structure; stand-alone social and live-
chat functions which don’t feed information seamlessly 
into customer records; and a mix of on-site and cloud 
implementations that meets specific business needs but 
may not easily support change.

In an ideal world, the business would simply replace these 
systems in a single migration. In practice this is seldom 
possible. Some systems may be too important and too 
tightly bound into critical business functions for a one-step 
migration. Moreover, without first auditing the customer 
journeys to understand the optimum mix of channels and 
touchpoints, there is the risk of migrating to a new system 
that is expensive, inflexible, and sub-optimal. 

Migrating from a premises-based to a purely cloud  
contact center delivers significant benefits including:

•	 Increased flexibility of service provision

•	 Cost reduction

•	 Cohesive customer experience

•	 Simplified management

•	 Incremental and scalable cost model 

 

Omnichannel shoppers spend up to 300% 
more than single-channel shoppers [9]. 

How to achieve success in the new  
consumer landscape
With the right omnichannel strategy, companies can 
improve the customer experience directly by making 
interactions more timely, relevant, and targeted. They  
also stand to make significant gains in back-office 
functions such as the integration of customer touchpoints 
with business analytics and the use of the resulting data  
to drive organizational optimization.

This can only happen if the migration to an omnichannel 
customer experience model is informed by the right 
insights, the right data, and the necessary depth of 
understanding of the real-world business processes 
involved. Often, it is difficult for organizations to achieve 
this using only internal resources. 

Working with a resource, such as AT&T, which has 
experience in contact center transformation,  
businesses can avoid the pitfalls of modernization  
while reaping the rewards.

Our consultants can help you discover often unseen 
processes and touchpoints, help find the right mix of 
vendors and platforms for your needs, and develop a 
strategy to help maximize the return on investment.

Transforming the B2C contact center
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Building a better customer experience and amplifying B2C outcomes 

Browse and  
choose product

Website

Collaboration

Phone

AI

Chat

API

Social

IoT

Retail

Chatbots

Helpdesk

Big data

Email

Enterprise apps

Check pricing and 
register discount code

Confirm product  
availability

Visit store to 
demo product

Buy product 
with discount

Service issue 
with product

Customer journey
Utilizing multiple channels and devices in a virtually seamless, unified experience

Contact center support path
Powered by a rich, cross-channel history with customer

Technologies driving class-leading experience
Integrating innovative, complementary platforms for powerful and influential experiences 

Customer experience = 
Generating better customer outcomes   
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Once we have understood your organizational requirements, we will collaborate with you to design a technical solution 
— and the processes that underpin it — to meet those requirements.

Typical B2C challenges addressed by AT&T
When you work with AT&T, 
our expert consultants 
carry out a business audit, 
capturing relevant processes, 
touchpoints and stakeholder 
imperatives. 

AT&T contact 
center capabilities

Working from the agreed design, our specialists will use 
advanced environment simulations to help ensure that the 
new platform meets your needs and to stress test it for 
robustness in the face of expected usage volumes. When 
the new system has passed the stress test and achieved 
the agreed service levels, AT&T consultants will help you 
implement a phased and managed roll out. 

Why AT&T?
We work with 7 of the top 50 companies in the Forbes Global 
2000 and many other U.S. and global market leaders. With 
our flexible and extensible suite of world-class solutions we 
can help you optimize your contact center with the right 
capabilities and technologies for your needs.

With our extensive contact center solutions portfolio, 
complementary and core connectivity services including IP 
Toll Free and SIP trunking, AT&T is able to deliver measurable 
improvements to both front-end connectivity and back-end 
efficiency. Underpinned by the AT&T global network, your 
organization will have a robust foundation on which to 
deliver a superior customer experience.

And because AT&T takes a whole-enterprise approach to 
change, we can help maximize investments by connecting 
existing systems with the entire enterprise, automate 
manual processes to reduce inbound call volumes, and 
enable flexible, remote working of contact center agents 
- all help to deliver an improved,  empowered and efficient 
customer experience and place your business more 
favorably than competitors.
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Removing friction points  
in the customer journey  
to help increase sales

Help optimize cross and  
up-sell opportunities to  
help maximize revenue 

Help achieve end-to-end 
consistency of  
customer experience

Transform back-end 
processes for 
omnichannel delivery

Balance the right 
resources with the  
right priorities

Explore where contact 
center drives revenue  
and margin performance

Help discover unknown  
performance insights for 
process, people, and technology

Help enhance customer  
engagement and interaction 
across channels

Develop strategies 
to help improve Net  
Promoter scores
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Contact AT&T or visit  
www.att.com/contact-center 
to find out how we can help you 
build the contact center  
of tomorrow, today.

AT&T Walk In – Take Over 
Service Offering
Simplify your move to a new contact-center 
infrastructure with the AT&T Walk In – Take Over 
(WITO) Service Offering. WITO relieves you of the 
operational responsibility for many of the aspects  
of the migration which can cause the most work  
and demand the greatest attention and  
involvement from your front-line teams and  
senior operational managers.

Working with industry leaders

With 30 years as a contact center specialist, AT&T 
has developed a comprehensive portfolio that 
provides organizations the ability to deliver enhanced 
omnichannel customer experiences, digitized and 
automated processes, and improved productivity 
- regardless of your current starting point.

AT&T Cloud Contact Center is a rapid deployment 
cloud-based platform. It integrates all communication 
channels with interaction history and interfaces with 
all leading CRM platforms for organizations that are 
ready to benefit from moving to the cloud.

For on-premises, hybrid, or existing cloud contact 
centers, the AT&T Contact Center Essentials portfolio 
offers a suite of cloud services that can incrementally 
improve your ability to meet customer expectations 
- without the need for a rip and replace strategy.  

https://www.business.att.com/categories/contact-center.html?source=EBVcDFCCc0000000L&wtExtndSource=ContactCenter&LNS=VN_VC_HCC_CotactCenter_0219

