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Historically, a company’s sales team has been thought of
as a part of its profit center. With a singular focus on selling,
these individuals have been a driving force for revenue
creation; their efforts and subsequent outcomes can be
closely connected to profits.
The old paradigm of looking at sales as being solely
responsible for revenue generation used to be true, but
the nature of selling to customers has evolved and we’re
now witnessing a convergence between marketing, sales
and service. The period from when a customer begins
researching a new product or service to when they receive
post-sales support has been massively shortened by digital
technology creating new opportunities to generate revenue
through customer service. Because the way customers
interact with brands has changed, building a strong service
to sales strategy is important for any brand focused on
profitability.
The people handling your front line and interacting with your
customers on a daily basis can be your best resource when
it comes to increasing the bottom line of your business.
Customer support agents who directly interact with your
customers play a significant role in the customer’s journey
and directly influence the relationship between the brand
and its customers. Today’s contact centers need to be
thought of as customer relationship management centers
since agents are essentially impacting multiple facets of the
customer journey:
For mobile, broadband and media-service providers to get
the most from cross-channel online care, they must think
strategically and deploy specific channels effectively. Selfhelp tools provide a different experience than online chat,

for example. Customers’ expectations will also vary based
on their issue, and their level of comfort/confidence in the
channel selected. Accordingly, it’s helpful to consider the
two categories of self-help and understand their roles in the
customer journey.
Service; as always, helping customers resolve
questions and problems.
Marketing; interacting with prospective customers and
answering questions about products from people with
an interest in your products.
Sales; converting interactions with customers into
opportunities to actually sell.
Harvard Business Review (HBR) published a research
paper that explained why the customer journey has
changed so dramatically — and so quickly:
We’re now seeing a significant shift in strategy, from
primarily reactive to aggressively proactive. Across retail,
banking, travel, home services, and other industries,
companies are designing and refining journeys to attract
shoppers and keep them, creating customized experiences
so finely tuned that once consumers get on the path, they
are irresistibly and permanently engaged.
Traditional sales processes have often been designed to
secure customers initially — think of a cell-phone contract
or insurance policies. HBR research suggests that if brands
want to thrive, they need to engage customers throughout

all stages of the customer lifecycle — talking to customers
and continuously building a relationship.
Customers today get their information from review sites,
blogs, social networks and price comparison apps. They
don’t rely solely on the marketing or advertising efforts of
a company to learn about products. They are also far more
likely to contact a brand with questions before, during, or
after a purchase.
The most important thing that can help your customer service
team create sales opportunities is first to appreciate what
is it that your customers want. Of course they want agents
who are informed and have the answers to their questions,
but according to Forrester Research, 73% of customers say
that the most important thing a company can do is respect
their time. Customers want to feel valued and special. 53%
of American adults will abandon a purchase if they are not
getting a pain free and effortless experience.
Consider this new service environment, operating across
multiple channels with customer interactions both before
and after purchases, ideally forming a relationship with the
brand. There are several important considerations integral
to developing a strong service to sales strategy with your
customer service team:
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Listen to customers and identify cross-sell/
upsell opportunities

is a business necessity. It’s also critical to create a seamless
experience across all channels, including self-service. Many
customers will try to fix problems themselves before calling
customer support. When they do make that call, this key moment
of truth not only impacts customer satisfaction, but it’s also ripe
with the opportunity to generate revenue. If your agents are
effectively trained then your customer service department can
become more of a profit center — and less of a business expense.
As I mentioned earlier, the best way to deliver a pain-free
experience is to respect the time of customers. So service has
to be fast, but in a complex, multichannel environment, it also has
to be convenient. In order to create sales opportunities across
support channels, there are several important considerations
which will help you enable a fast, personalized and convenient
customer experience:
• Chat can augment the customer support process and also
create an opportunity to engage customers. Forrester Research
suggests that 44% of customers find the ability to get questions
answered live using chat, is one of the most important features a
website can offer.
• Proactive chat enables a company to identify specific behaviors
that might indicate that a customer needs help, subsequently
triggering a chat from a member of the customer service
team. Proactively asking a customer if they need help can turn
confusion into a potential sale.

First and foremost, your agents need to be skillfully trained
on how to listen to and educate customers. They need to be
trained as subject matter experts on the products or services
you offer. You cannot create sales opportunities if agents
are not well-versed and familiar with available products or
services, as strong agent knowledge creates a foundation
upon which credibility and trust are established.

• Customers calling for support are often frustrated after making
attempts to solve inquiries on their own unsuccessfully. Agents
need to be able to immediately use empathy to alleviate
frustration and strengthen a customer’s connection to the brand.

Once credibility and trust are established, agents must be
trained on how to strategically identify opportunities to
educate consumers on products or services that may be
of interest or deliver value. This approach doesn’t require a
hard sales pitch; instead, agents can learn how to skillfully
recognize and anticipate customer needs though active
listening. The key to active listening lies in the agent’s
ability to identify needs by listening and then educating the
customer on which products or services could potentially be
of benefit.

Agents must be aware of the opportunities. Most importantly,
agents need to be mindful of when customer interactions
can be converted from support into sales without requiring
a hard sell approach. Customers calling a support line are
asking for help. They are not looking for the agent to make
a sales pitch, but if the agent offers a service that fixes the
customer problem, then that’s both a sale for the business
and a happy customer with their problem resolved. A winwin can be created if agents know which services can be
offered to resolve customer issues.
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Deliver a painless experience across channels

First and foremost, your agents need to be skillfully trained
on how to listen to and educate customers. They need to be
trained as subject matter experts on the products or services
you offer. You cannot create sales opportunities if agents
are not well-versed and familiar with available products or
services, as strong agent knowledge creates a foundation
upon which credibility and trust are established.
As Forrester Research has consistently demonstrated, an
improvement in the customer experience is directly correlated
to revenue growth. Offering a painless, proactive experience

3

Train agents to identify opportunities

Agents need to see their role as problem solvers. Instead
of thinking ‘how can I sell another product?” they need to
ask, “how can I make life easier for this customer?” If that
involves educating the customer on products that can ease
their situation then that feels like assistance, not sales, to the
customer.
Empowering agents to seek sales opportunities should result
in savings and convenience for customers — a genuine winwin situation. When Bain & Company recently analyzed the
US telecommunication sector, they found that over 60% of
American customers split their Internet, TV, landline, and
mobile phone across several service providers. For one

Telecom provider, convincing just 10% of those customers to
add just one additional service to their bill resulted in $480
million in additional incremental revenue. This is both a win
for the company and an improved experience for customers.
The opportunity to shift the contact center from a cost center
to profit center has existed for some years now. The growth
in contact centers exploring cross-selling and upselling
demonstrated that contact centers could generate revenue,
but deploying a service to sales strategy requires more of a
holistic approach.
By changing the approach of the customer service team
from just offering a customer support function to completely
managing the customer relationship, there is an opportunity
to empower the team. This also enables them to help the
customer in any way possible, including offering additional
services when appropriate.
Customer service teams are managing the customer
relationship from the moment a customer becomes aware
of your brand and asks a question online, to long after
a purchase has been made. A Service to Sales strategy
integrates sales functions into the service role and allows
customer support teams to be more valuable to the customer
and more profitable for the brand.
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