
Self-Service… your way!  
How to empower your customers  
to self-serve in current times

A Quick  
Guide to  
Self-Service



The benefits
of self-service
Today’s consumers want to 
interact with companies in ways 
that are painless, quick, effective 
and who value their time.

They want to be able to get instant answers 24x7 on 
whatever device they have at hand, and to be self-sufficient 
and in control, particularly in the current climate. Backing 
this up, consumers surveyed by Contact Babel said that 
having their query dealt with first time and not having 
to wait were amongst the most important factors when 
contacting an organisation.

That’s why customers increasingly expect the convenience 
and reassurance of self-service, whether delivered through 
the web or telephone IVR systems. 83% said they already 
used or were happy to use self-service according to 
research from Eptica, for example. They want to get 
service, their way, rather than waiting for their call to be 
answered or to receive a response to an email or social 
media message. 

83%
said they already used or were  

happy to use self-service according  
to research from Eptica
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The benefits of self-service

Customer satisfaction rises, with happier consumers less likely  
to leave, positively impacting the bottom line. Agents are happier 
too, as they can focus on answering more complex queries that 
require skills such as empathy and understanding, rather than 
simply delivering basic information time and time again.

Additionally, self-service dramatically improves efficiency by 
reducing incoming calls and emails, deflecting interactions from 
higher-cost channels. Research from Contact Babel puts the 
expense of answering a phone call at £4.53 and an email at  
£3.89 – in contrast, well-implemented self-service systems have  
a low or zero cost and a telephony self-service session is estimated 
to cost around 50-70p. Figures from Gartner echo this –  
it estimates that live channels cost $8.01 (£6.34) per contact, 
compared to $0.10 (£0.08) for self-service. 

With interaction volumes rising, being able to relieve pressure  
on the business is crucial. Therefore, it’s no surprise that 87%  
of UK contact centres surveyed by Contact Babel offered some 
form of self-service interaction. 
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Efficiency and productivity

Businesses that deliver on  
these self-service needs also 
benefit in key ways.

answering  
a phone call
£4.53

responding  
an email
£3.89
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Alongside these benefits, forward-looking businesses are  
also using self-service as a source of competitive intelligence  
to better understand consumers and improve the experience  
they deliver. By analysing the questions customers ask  
through self-service they can identify gaps in information  
or issues in the journey that theycan then fix, benefiting  
both consumers and their overall revenues.
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The benefits of self-service

Frontline customer insight

This guide sets out to provide  
an introduction to self-service,  
its benefits and the technologies  
that underpin it, before looking  
ahead to how AI and innovations  
such as 5G will potentially  
transform it in the future. 
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In the early days of the web, companies created static FAQ  
sections or installed keyword search boxes for self-service.  
These delivered patchy results, relying on companies second-
guessing the queries that consumers were likely to have, forcing 
customers to use specific keywords to find information or to  
scroll through pages of search results. The overall experience  
was poor and in many cases actively forced customers to make 
contact through other channels, even for the most basic query. 
Add in the rise of mobile devices with their limited screen sizes  
and the experience worsened considerably. 
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The key components  
that underpin self-service
Effective self-service relies on  
a strong technology infrastructure  
that understands what consumers  
are looking for and delivers the  
answers they need, in the way that  
they want. 

self-service  
relies on a strong 

technology
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The key components that underpin self-service

The adoption of artificial intelligence, and in particular 
technologies such as Natural Language Processing (NLP),  
has transformed the capabilities of self-service. Customers 
can ask questions in their own words on a website  
equipped with AI-based self-service and the system  
will understand their real meaning and be able to provide  
an instant, relevant response. 

AI is at the heart of chatbots – essentially intelligent  
machines which can perform various automated customer 
service tasks. This relies on understanding a query and then 
fetching the relevant information or completing a basic task. 
So a logged-in consumer might ask a chatbot on a retail  
site “When is my parcel going to be delivered?”,  
triggering a process that checks the delivery status  
and provides a reply. Alternatively, it could act as  
a first-line web chat interface, automating the  
answering of basic questions.

Interactive Voice Response (IVR) systems were originally 
designed to quickly route incoming calls to the right 
department or team. They’ve now become a key part of 
offering telephone self-service, with callers guided to the 
information they need, either by entering the menu choices on 
the telephone keypad or by giving voice prompts. For routine 
queries, such as train or cinema times, to more personal 
responses, such as bank account information, they avoid the 
need to hold to speak to an agent by automating the process. 

Visual IVR applies the same principles to the web or 
smartphone app, guiding consumers through a series of 
options until they receive the answer to their query in just  
a few clicks. As it is faster to read options than listen to  
them it accelerates the journey and adds value – such as  
by allowing customers to diagnose and find their own 
solutions to technical problems.

Chatbots  
& AI

Interactive Voice  
and Visual Response
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The key components that underpin self-service

Relevant knowledge underpins all successful self-service systems. Failing to  
deliver the right information at the right time impacts loyalty and revenues – 
84% of consumers will move to a rival if they don’t get an answer through 
web self-service for example. Companies must invest inself-learning, centralised 
knowledge bases that can be shared between different channels (such as web  
self-service, agents and chatbots) to provide consistency and to increase efficiency.

A further tactic for enabling consumers to find answers to  
their questions themselves is by tapping into the wisdom of  
the crowd. Online communities, support forums and other 
sites enable consumers to either ask questions or search 
through previous queries to find the information they are 
looking for. This is particularly useful for technical queries – 
issues or faults may only affect consumers using a specific 
combination of software and hardware, meaning companies 
themselves have little experience of dealing with them. 

Online Communities

84%
of consumers will  

move to a rival

Knowledge Management 
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Technology needs to be integrated into your  
operations, with the ability for consumers to  
move from self-service to other channels where  
necessary – Gartner estimates that 61%  
of customer journeys involve both automated  
and human-led channels. Follow the following  
four tips for success.
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Making  
self-service 
work for you
Simply introducing self-service 
to your customer service 
operations is no guarantee  
of success – you need to take  
a strategic approach that  
meets customer needs, now 
and in the future.

61%
of customer journeys 

 involve both automated and 
human-led channels
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Optimise your  
knowledge base

Where possible, remove the 
need for consumers to even 
have to use self-service by 
giving them the information 
they need, when they need 
it. Outbound notifications 
deliver this reassurance 
proactively, for example, 
warning a consumer when 
they have gone overdrawn or 
reminding them of a next day 
medical appointment through 
an email or SMS message. In 
Contact Babel’s research, 27% 
of contact centres provided 
outbound notifications and 
reminders through email 
with around 20% using SMS. 
What is crucial is that these 
notifications enable two-way 
communication – in the case 
of the customer straying into 
an overdraft, providing a link 
to their account within the 
message, will allow them to 
take immediate action.
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Making self-service work for you

There’s been much talk about 
AI and how it can transform 
the experience through 
automation and self-service. 
However, simply introducing 
AI without understanding 
your customers’ needs –  
and where it could help – 
won’t deliver real benefits. 
Make sure that you analyse 
your operations and the 
customer journey. Pinpoint 
specific use cases where AI 
can provide improvements 
and then implement and 
monitor results. 

When it comes to contributing 
to online communities, 
people are keen to share 
their expertise. However, 
they will only do that if they 
feel involved and recognised 
by both the community and 
the brand itself – otherwise 
there is a risk that they feel 
their knowledge is being 
exploited. Therefore, manage 
your community carefully and 
motivate them by offering 
badges, discounts or just 
recognition. Additionally, 
make sure your web self-
service links to your online 
community so that the 
process of searching and 
finding answers is seamless 
for consumers.

1 2 3 4

Now, more than ever, 
knowledge is continually 
changing. If your knowledge 
base is out of date consumers 
will become frustrated and 
switch to other channels, 
impacting satisfaction and 
adding to your contact centre 
workloads. This means 
your knowledge needs to 
be checked, managed and 
updated continually. To 
ensure this, allow consumers 
and agents to rate answers 
for usefulness, helping 
identify information gaps  
that need to be filled  
and put in place clear 
processes for reviewing  
and adding information.

Use the  
crowd

Be proactive 
with outbound 
notifications

Deliver ROI  
with AI
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Looking  
to the  
self-service 
future
Self-service, both via  
the web and telephone,  
is already a key part of  
how consumers interact  
with brands, giving them  
choice and control. However, 
two new technology 
developments will 
transform self-service  
over the next five years.
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Looking to the self-service future

The advent of 5G networks will accelerate this trend, providing 
high-speed, low latency connectivity that allows the creation 
of apps that integrate more seamlessly into the cloud as  
well as innovations such as Augmented and Virtual Reality. 
These capabilities will impact self-service in two ways:

For example, it will enable self-service and chatbots to better 
understand the context of a query and use this knowledge to 
create a more natural, fuller conversation with the customer, 
rather than today’s single interactions. It will be easier to  
roll out and manage, extending its uses to organisations  
of all sizes and enabling AI to identify and automate whole 
back-end processes to enable self-service.

It will also be able to use customer insight to drive 
continuous improvements – such as by analysing 

self-service questions to better understand  
what consumers want. This not only improves 

CX and engagement but can predict the 
goods and services that customers are 

looking for, enabling better supply 
chain planning. 

 
The rise of 5G

The democratisation  
of AI

It will enable the delivery of a more personalised  
experience that uses its understanding of an  
individual to provide answers and information  
proactively, without a consumer needing to  
ask a question.
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5G will underpin the Internet of Things (IoT) and  
wearable devices, enabling their widespread  
adoption. Rather than requiring human  
intervention, these devices will be able to  
contact their supplier to request fixes  
or new functionality – automated  
machine-to-machine self-service.
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The smartphone is already the device 
of choice for many consumers when 
engaging with companies – either for 
voice calls or through digital channels. 

Today, well-implemented AI is already 
driving benefits in the contact centre 
through automation. In the future, it will 
develop even further and faster.
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Self-service has never  
been more relevant to the 
customer experience. 

Conclusion

Consumers want the ability to be self-sufficient and  
find information, while businesses need to cope with 
unprecedented demand at a time of huge pressure  
on their resources. 

To find out how Enghouse Interactive  
can help you on your self-service journey
call +44 (0) 20 3357 3040  
email marketingemea@enghouse.com  
visit enghouseinteractive.co.uk

mailto:marketingemea@enghouse.com
http://enghouseinteractive.co.uk

