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2020 had other plans. Both in our personal 

and professional lives, the struggle was 

real. First a mysterious virus began to 

spread globally, followed swiftly by a 

lockdown and economic collapse, threaded 

continuously with urgent social justice 

movements and a general sense of stress 

and unease. These changes often seemed 

insurmountable, and from a customer 

service perspective they forced a heavy, 

transformative hand. 

Teams were forced to work fully remote. 

Customers were forced to do business 

only online. They had more questions than 

ever before and were concerned about 

obtaining essential goods, while also 

staying safe. Simultaneously, customers 

were also craving social interaction. A chat 

with customer service may have been the 

only conversation they’d had with a human 

all week. Customer service took on a whole 

new role, one more essential and impactful 

than in the CX-world of 2019. Yet teams 

were also strapped for time and resources, 

as budget cuts set in. 

While at times 2020 can feel like a real-

life “Black Mirror” episode, it did force 

many CX teams to transform at lightspeed, 

re-evaluating how they got their work 

done and what a successful customer 

service interaction looked like. According 

to research conducted by Kustomer 

in April 2020, 79% of customer service 

organizations reported that COVID-19 had 

impacted them significantly. 

But 90% of those organizations also believe 

that customer service is more important 

than ever in these times of crisis. This guide 

will explore how 2020 has changed CX as 

we know it, and what lasting effects we 

should prepare for in 2021. It’s true: the only 

constant is change, and preparing for the 

future now is the true key to success. 

Do you remember New Year’s Eve 2019? We were all thrilled for a fresh start, 

to push the metaphorical refresh button and set our goals high for 2020. We 

wanted to get that promotion, go to the gym more often and attend more 

concerts. We couldn’t wait to see what the year had to bring, and vowed that 

it could only be better than 2019.

2020 forced CX 
teams to transform 
at lightspeed,
re-evaluating how 
they got their work 
done and what a 
successful customer 
service interaction 
looked like.

https://www.kustomer.com/guides/how-pandemic-affects-customer-service-organizations/


Practically overnight CX organizations were forced to work entirely remotely. Some 

agents didn’t even have laptop computers to work from home with, others had slow 

internet making it nearly impossible to handle inquiries in laggy legacy systems. 

According to Kustomer research during COVID-19, 39% of CX professionals reported 

difficulty working remotely, and 23% reported that they did not have the correct tools 

in place to successfully work in a remote environment. 

More than five months later, many organizations have put processes in place and 

applied technology bandaids to make remote work function. And the good news is, 

it’s entirely possible to deliver efficient and effective support in a remote environment. 

According to PWC, 82% of office workers would prefer to continue working remotely, 

at least part of the time, even after COVID-19 has subsided. And a whopping 73% of 

executives say working remotely has been a success. 

CX in 2021 and Beyond

Digital Transformation Is Here to Stay 
Many organizations are struggling to understand when they’ll go back 

to “business as usual”. And the fact of the matter is, they likely never 

will. The new way of working that 2020 forced upon CX teams will have 

lingering effects, and consumers are now used to doing business in a 

whole new way. We’ve outlined below the changes and challenges we 

predict will stick around into 2021 and beyond, and how organizations 

should prepare to cope with them long-term. 

82% of office workers would prefer to continue 
working remotely

73% of executives say working remotely has been 
a success

Even after COVID-19:

82% 

73% 

https://www.pwc.com/us/en/library/covid-19/us-remote-work-survey.html


These shifting attitudes are here to stay, and provide many added benefits to 

organizations. Workers have more flexibility in their schedule and save time 

commuting, and businesses can potentially garner cost-savings by downsizing 

office space and cutting back on in-office perks. So while some organizations have 

implemented temporary fixes to get through this quick shift to digital-first, a long 

term technology solution to enable smart remote work is now imperative.

KUSTOMER TIP 

Ensure that the technology you have in place allows for collaboration between remote 

team members, so you can pull in the necessary individuals to solve customer issues 

quickly. You should also be able to manage your team with confidence, even if you 

can’t be beside them. Having a view into what your agents are working on, and being 

able to intervene if necessary, is key to a successful remote CS team. And most 

importantly, your customer service platform should be easily connected to by all of 

your agents with a basic internet connection and standard browser.

Changing Consumer Attitudes Means More Digital Commerce 

With most businesses closing their storefronts (at least temporarily) during the global 

pandemic, consumers were forced to shift their shopping online. The demographic 

that has historically been least likely to shop online and order for delivery, were 

also the most at-risk — those over the age of 65. Through no choice of their own, 

many older consumers were shopping online for the first time, and along with their 

shopping came a slew of questions directed at customer service. 

While it is inevitable that commerce will partially shift back to brick and mortar 

once things go back to “normal”, there is now a massive new pool of consumers 

that are comfortable shopping online, and you can expect this increased volume of 

e-commerce and digital inquiries to continue.



It is imperative to consider how new online shoppers will be interacting with your 

brand in a digital-first world. How do you make it easier for them to get their 

questions answered? How do you make sure you’re able to surface the correct 

information and resources to a customer in their times of need? Incorporating digital-

first support strategies into the overall online customer experience will make a huge 

difference when it comes to brand equity and loyalty. Consumers that perhaps would 

walk into a store to ask a question, or call a customer service number for assistance, 

now may find it more convenient to click on a chat widget or read an FAQ article while 

they browse your site online. 

In fact, according to recent consumer research conducted by Kustomer, live chat 

continues to grow in popularity with consumers, now ranking as the second most 

popular channel to get customer service problems solved. Consumers are also more 

open to self-service options, with 53% of consumers preferring to self-serve versus 

speaking with a company representative. The same percentage of consumers also 

think that chatbots improve the customer experience, with that cohort growing to 

62% among consumers aged 18-24. It’s therefore important to consider new, digital-

first service options for 2021 and beyond.

KUSTOMER TIP 

It’s not enough to simply be available on all channels anymore. You must also 

deliver an effortless and seamless experience, at scale. Customers should have the 

freedom to move between channels throughout their engagement with guaranteed 

consistency, so each conversation starts where the last ended. In order to achieve 

this successfully, agents must be free to move across channels through a single 

conversation and have a real-time view into historical interactions, whether with other 

agents or self-service tools, so they know the context of the issue immediately. 

Hello, I noticed my laptop stand was 
shipped, but do not see the confirmation for 
my headphones. Could you please assist? 

Absolutely! I have your order number right 
here. Let me send you an email with the 
shipment tracking. You should get your 
headphones in 2-3 days!

https://www.kustomer.com/guides/what-consumers-expect-from-the-customer-experience/


Many CX teams were forced to do more with less during the global pandemic. An 

unfortunate result of forced closures meant that the economy shot into a depression, 

and organizations needed to be scrappier than ever. Kustomer research revealed that 

63% of CX organizations needed to cut costs during the global pandemic, and 46% 

reported a need to reduce staff. At the same time, the volume of customer inquiries 

was rising (by 17% on average), and 57% reported needing to deal with more complex 

problems than usual. Sixty-four percent of respondents reported an urgency for 

more efficiency, and 59% reported the need to adopt more automation to achieve 

efficiency. 

On top of the mounting pile of complex inquiries, modern customer expectations 

around speed are also incredibly high. Our latest consumer research reveals that 

71% of consumers expect their problem to be solved immediately upon contacting 

customer service. Waiting on hold, or needing to follow up on multiple channels for a 

response, is simply no longer acceptable to consumers. 

While it is true that some organizations have seen digital inquiries somewhat 

normalize after a spike earlier in the year, the pandemic has revealed significant gaps 

in CX strategies. What seemed like a nonurgent need—adopting new technology 

to increase efficiency—is now staring CX organizations directly in the face and 

preventing them from being successful. Whether it’s a similar unthinkable event 

that shakes the economy to its core, or simply a busy holiday shopping season 

overwhelming agents, organizations must be prepared to scale efficiently, at

lightning speed. 

Prepare for Speed and Efficiency 

71% of consumers expect their problem to be solved 
immediately upon contacting customer service

71% 

Thank you so much! That is exactly the part 
I need!

Hi there, Jeff! I see that you’re having 
problems with your refrigerator. I see the 
part we need to order so you can get your 
lights working. Just need you to verfy!



KUSTOMER TIP 

Oftentimes the most tedious tasks on an agent’s plate are manual and repetitive, 

and may not require human intervention. Luckily AI can automate much of this work. 

Chatbots are growing in popularity with both businesses and consumers, and can be 

used to answer basic queries, collect initial information, or direct customers to a help 

center if human intervention is not needed. These interventions save time for both 

the customer and agent, and increase the time spent on the actual issue rather than 

information gathering and low-level support. 

Beyond freeing up agent time, AI can also be used to arm support agents with all the 

information they need to quickly and accurately service their customers. AI support 

technology can suggest messages to send to customers based off of historical 

conversations and customer attributes. Sentiment analysis is another benefit of 

AI technology. By looking at the words and tone in a customers’ messages, the 

technology can identify how satisfied, or dissatisfied, a customer is, and escalate the 

issue accordingly.

Customers Are More Than Just Transactions

During times of crisis, customer needs change. 2020 has never made that more 

apparent. Some organizations chose to shift their success metrics away from average 

handle time, as customers demanded (and valued) longer interactions. Zappos even 

opened a customer service line that people could call to chat about literally anything 

… even if it was completely unrelated to shoes. According to our COVID-19 research, 

CX teams reported that customers valued empathetic service above all other 

customer service attributes during the pandemic. 

CX teams reported 
that customers 
valued empathetic 
service above all 
other customer 
service attributes 
during the pandemic. 



This shift in consumer expectations may have boiled over in these strange, isolating 

times, but customer expectations have long been shifting in that direction. Customers 

aren’t satisfied with being treated as ticket #12558369, that needs to be resolved as 

quickly as possible without any real human emotion or interaction. They want to be 

treated like a valued customer, with real thoughts, emotions, feedback and values.

As AI and automation take on more of the busy work in the CX space, and more 

consumers shift to online vs. in-store shopping, customer service agents will take 

on a much more important — and challenging — role. They will become the face of 

the company, reflecting it’s values and building lifelong relationships. Think of all of 

the DTC disruptor brands with cult-like followings— yes they have chic branding, but 

they’ve also built a community of advocates based on how they treat (and value) their 

customer base. We could all take a page out of their book. 

KUSTOMER TIP

Unfortunately not everyone has the resources of Zappos, and teams must find other 

ways to deliver superior service without breaking the bank. Many companies are still 

relying on the old model of customer service, where they treat each new interaction 

as a separate event handled by different people across a variety of siloed platforms. 

In this model, there’s no way to store, share and track the customer’s history and past 

conversations, so service can seem robotic and non-contextual. 

To personalize a customer’s experience, you have to know the customer—and that 

requires data. A platform that brings all the data about a customer into one place 

helps customer service agents understand the context of a customer’s conversations 

and enables them to deliver more efficient, proactive and relevant service. There’s 

no need to waste the customer’s or agent’s time by asking for repeat information. 

Instead, that information is available at the click of a button, allowing the agent 

to personalize the customer’s experience by giving fine-tuned advice, addressing 

problems proactively, and suggesting other products or services the customer might 

enjoy. The result? An efficient but personal interaction that builds a lifelong customer 

relationship.

Hi Jessica, thank you so much for your 
purchase! Here is a coupon on your next 
order. 15% off your next meal purchase! 



About Kustomer

Kustomer is the top-rated CRM, helping top brands deliver modern customer service that creates customers for life. Powered by AI, Kustomer scales to meet the needs of contact 

centers and businesses, enabling companies to deliver effortless, consistent and personalized service and support through a single timeline view. Today, Kustomer is the core 

platform of some of the leading customer service brands like Glossier, ThirdLove, Ring, Glovo and Sweetgreen.

In 2021 and Beyond, CX Will 
Be More Important Than Ever

It’s clear that the “Superhero of 2020” 

award should go to customer service 

teams. The influx in customer service 

inquiries, the immensely challenging 

questions, the need to provide empathy 

and humanity during an incredibly 

stressful time… all were imperative in 

a strange and stressful year. But good 

customer service can do more than just 

solve a customer’s problem. It can also 

proactively drive revenue. 

Kustomer’s recent consumer research 

looked at data across generations, and 

one thing is clear: younger generations 

demand, and value, excellent service. 

Consumers aged 18-24 ranked customer 

service as the number one attribute when 

choosing where to do business (whereas 

the general population ranked it below 

price). Additionally, younger generations 

are more willing than older generations 

to pay a premium for good service (61% 

of consumers 34 and younger vs. 48% of 

consumers 55+), and they are willing to 

pay more of a premium at that (20% of 

consumers 18-24 are willing to spend up 

to 15% more for exceptional service, vs. 

only 7% of consumers 55+). 

This demographic data allows us to take 

a peek into the future. In the next five or 

ten years, these individuals will become 

heads of households, and customer 

service will determine where they spend 

their money, and how much they spend. 

It is imperative to prepare now for what is 

to come — and exceptional service is no 

longer optional.

Young consumers 
rank customer 
service as the 
number one attribute 
when choosing 
where to do business

48% of consumers 55+

61% of consumers 34 and younger 

Younger generations are more willing than older 
generations to pay a premium for good service:

48% 

61% 

https://www.facebook.com/kustomerplatform/
https://www.instagram.com/kustomer/?hl=en
https://www.linkedin.com/company/kustomer
https://twitter.com/kustomer?lang=en

