
SIMPLIFYING THE SUPPORT 
SPACE
Innovation is key but support is the true differentiator of successful 
innovations. Omnipresent support for customers, is the simplicity 
that will ultimately help products succeed.
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ABSTRACT 

Innovation is key in today’s world. But what good is 
innovation when there are no takers? Customers today like to 
embrace new technologies as they come but only when they 
are convinced that the products are user-friendly and that the 
products have the ability to reach support when they need it. 
Research is now showing that voice support is no longer the 
preferred channel of support. In fact customers hate being put 
on hold when they call a customer support center. A number 
of support options through various channels and media are 
available to customers and customers prefer reaching for 
support through support videos or social media. Despite the 
fact that support is available one way or another, companies 
are focused on a new mantra – keep things simple. 

Not long ago, consumers like you and me dreaded calling 
customer support. One needed a lot of patience to call 
customer support, and technical support calls were even 
worse. The reason why we didn’t want to call technical 
support was because they would talk in a language we 
never understood. They would ask consumers to ping or to 
check for a numerical address (something they would call 
IP Address) and so on. Very rarely would customers end 
up talking to someone on the phone who would sound less 
technical and more comforting.

If speaking to support was a challenge, the gadget that 
needed to be installed would be another tough nut to crack. 
For some strange reason, gadgets would just not work 
simply by powering them on. Consumers would have to read 
the manual. After spending 20 minutes with the manual that 
would seem like a typical encyclopedia of technical terms, 
it would probably make sense to call the support line. But 
OEMs and service providers would be smart enough to hide 
their support number on their website. Despite clicking 
every other link on the support page and opening every 
support-related document, it would probably be another 
20 minutes before discovering the support contact number. 
When they finally got to calling the support toll-free number, 
customers would probably realize that they would have to 
wait on the queue for another 20 minutes before they reach 
a live human. This, of course, was after getting past the 
myriad, painful options of the IVR system. And at the end 
when live support finally appears, the customer is ridiculed 
by suggesting he call another vendor because the issue is 
simply “out of scope”.

Support itself has evolved over time. The early days of support 
had the engineering teams build new products as well as handle 
support. When companies realized the engineering team was 
spending more time on support, they created in-house support 
personnel who handled customer queries and concerns. Creating 
the in-house teams helped improve customer satisfaction but this 
created a big dent in the company’s budget for support. 

It was not until the mid- and late-90s that many companies started 
taking advantage of reaching out to offshore talents for support. 
Offshore support was available at a fraction of the in-house 
support cost option. But offshore support had its own challenges 
like language and cultural familiarity, which could be overcome 
over a period of time.

OEMs and service providers used to be bound by a limited 
spend budget allotted to support. Support teams thus had 
to make sure their tech support engineers would not spend 
greater durations of time on the phone with customers – after 
all, more time spent was more money spent. Outsourced 
call centers and OEMs had one specific target all the time: 
Reduction in talk-time, every quarter. If a certain call center 
could complete the call in 20 minutes, their target for the 
next quarter would be 18. Call centers would subsequently 
look to hire the smartest and the brightest engineers 
on board, so customer issues could be resolved faster, and 
would earn the extra incentives for them. Customers on the 
other hand were on the receiving end. If finding support and 
understanding support teams was a challenge, the even 
bigger challenge was that they had to follow the engineer’s 
instructions quickly. As the engineer was under pressure 
to complete the call, resolution steps had to be executed 
even before the customer understood the instructions. 
Customers who did not follow the instructions were simply 
asked to call the support line back, instead of wasting time 
on the support line. 

Well, the entire scenario played out above isn’t something 
that happened a long time ago. This was how support 
teams functioned and customers were treated, earlier in this 
very decade. Although companies were spending more on 
innovation and being successful with a wide range of never-
seen-before products hitting the shelves, support for these 
products left a lot to be desired for.  

As newer technologies started hitting the markets and 
products were designed to be more stable than their 
predecessors, OEMs and service providers started to realize 
the importance of customer satisfaction. 
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CONCLUSION 
The world is moving towards newer technologies every day. 
Consumers appreciate new technologies without having a clue 
on the billions that were spent developing these technologies. 
From a customer perspective, all that he would like to see is 
a simple switch that turns the gadget on. A simple turn on his 
thermostat could dip his energy bills by 10% or a couple of taps 
on his smart phone would transfer all of his data on to a cloud 
storage platform. The success of all of these new technologies 
would constantly remind companies to focus on just one key 
element – Simplicity and Ease of Use.
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Customers now had more options to choose from and would 
choose products only if the service was better than their 
earlier experiences. Instead of choosing features or selling 
points, people were beginning to choose from customer 
experience. Moreover, it was not just customer satisfaction 
any more. Companies now wanted customers to promote 
their products as well – the dawn of customer advocacy. 
Metrics like NPS, that would measure the eagerness of a 
customer to promote / detract the products they use, began 
taking center stage. Products would compete not just by 
cost and features but also by support, and the time taken to 
install the product.

Simplifying the entire customer experience, be it through 
support channels or by getting the product to function by 
simply ‘Plug and Play’ is now crucial for anyone that’s 
reaching out to the end consumer. Furthermore, with more 
time being spent by consumers on social media, companies 
have also realized that social media as a support channel 
cannot be ignored. Research shows that an average Facebook 
user has 200 or more friends, and companies just cannot 
afford to let their brand be shown in a poor light because of 
a bad support experience. Social media support teams are 
constantly on the watch to capture and resolve any customer 
concerns that could potentially be viral. Poor service reviews 
posted on social media updates often cost irreparable 
damage to brands and loss of possible repeat customers.

Traditional voice support has also improved to a large 
extent. This is due to significant improvements in the quality 
of training provided to the engineers and the knowledge 
management systems available. Support call durations have 
thus fallen by more than 25% and up to 30% in many cases. 
Voice support engineers now simply prefer connecting 
remotely to the customer’s network and resolving the 
issue, thereby reducing time spent on a single call. In 
multiple cases, engineers handle more than one customer 

concurrently, improving utilization and decreasing cost-of-
service tremendously. 

Another key factor in making life simple for customers is 
the use of analytics. Based on past customer preferences, 
interactions and behavior, companies, when possible, 
customize solutions to each individual customer. This way, 
each customer feels special. Analytics continues to play a 
crucial role in companies predicting issues and reaching 
out to customers with a support solution even before the 
customer is aware of the issue. 

Technology has enabled newer support channels like video 
support and mobile support apps that help in connecting 
with the customer. From a customer perspective, reaching 
out to support and resolving his support issue has never 
been this simple. From waiting for 20 minutes listening to a 
human voice, a customer can now simply tweet his support 
issue, post a comment on social media, or even shoot a 
video and upload it on his support app and help is on its 
way even before the customer signs out of his account. 
With self-help videos, tech support forums and independent 
tech support providers - all waiting to provide tech support, 
today’s customer has a wider choice, faster results, better 
working products. In short, life is simplified.


