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As companies increasingly strive to provide a better 

experience for customers, offering support across 

multiple channels is becoming more popular than 

ever. According to the Aberdeen Group, companies 

doubled the number of channels they use to interact 

with customers between 2012 and 2017.

But there’s a difference between providing support on 

a few channels and delivering a truly integrated 

omnichannel solution. Using the Zendesk Benchmark, 

our crowd-sourced index of customer service 

interactions from 45,000 participating organisations 

across 140 countries, we examined why companies are 

going omnichannel and what sets the companies 

using Zendesk for omnichannel support apart from 

everyone else.

Looking at our Benchmark sample, we defined 

integrated omnichannel support as simultaneously 

leveraging Zendesk for support across email, 

webform, chat, phone, and self-service. We found that 

this approach is not only in line with changing 

customer expectations—it also means a tangible ROI 

in terms of improved efficiency and an all-round better 

support experience for customers. 

Our findings should be a wake-up call for companies:  

Go omnichannel or risk getting left behind.

Executive 
summary

https://www.zendesk.co.uk/benchmark/
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Key findings

01
Omnichannel means more 
efficient support

Among Zendesk Benchmark companies, 

those using an integrated omnichannel 

solution outperform those who stick to a 

limited number of channels or operate 

channels in silos. Their customers spend 

less time waiting for responses, resolve 

their issues faster, and are less likely to 

require any follow-ups.

04
Live channels also outpace 
others according to key metrics

Live channels are not just among the 

fastest-growing—they also perform better 

across key operational metrics. Tickets 

handled through phone and chat support 

see higher CSAT, fewer re-opens, and faster 

first resolution times.

02
Omnichannel companies are 
better positioned to meet 
customer expectations

Customers have higher expectations, and 

they want to be able to move seamlessly 

across channels. Since 2017, a majority of 

customers with multiple tickets used more 

than one channel.

05
B2C companies are going 
omnichannel at the quickest pace

B2C companies are more likely to take an 

omnichannel approach, as they represent 

the largest share of integrated omnichannel 

companies by target audience. B2C 

companies also deal with significantly 

higher ticket volumes, since they typically 

have a bigger and more diverse customer 

base than B2B companies or support desks 

for internal use.

03
Live channels are being
adopted fastest

Live channels and Facebook are growing 

most quickly, outpacing the growth of 

traditional email and webform. For 

integrated omnichannel companies, live 

channels are on track to surpass email and 

webform in terms of the share of a support 

team’s workload they represent.
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Customers now expect
an omnichannel approach

Customer expectations have never been higher, and 

by taking an omnichannel approach to support, 

businesses are aiming to meet these expectations. 

That means a support solution that’s fully integrated 

across channels and provides a personalised 

experience no matter where the customer is or which 

device they are using.

When we investigated changing customer 

expectations last year, we found that 61 per cent of 

respondents surveyed said they were less patient with 

customer service than they were five years before. 

So how do companies meet these rising expectations? 

The answer is by focusing on customer needs and 

preferences, regardless of which channel they use to 

contact support. And it means moving beyond simply 

providing conventional channels like email and 

webform to also offering live channels like phone and 

chat.

Customers are already expecting to move easily 

across channels. According to our data, starting last 

year, a majority of customers with more than one 

ticket used more than one channel.

2017

2015

10%0%

1 channel 2 channel

1 channel 2 channel

20% 30% 40% 50% 60% 70% 80% 90% 100%

% of Users with >1 ticket

It’s likely that this trend originates in part from 

customers’ experience in communicating with others 

in their personal lives. This mirrors how they now want 

to interface with brands. Research by Conduent 

indicates that the average customer uses five 

channels to talk to family and friends and two 

channels when engaging with brands.

In addition to higher expectations for their overall 

experience, customers have different needs and 

assumptions on a channel-by-channel basis. 

Depending on the time of day, their particular set of 

channel preferences, and a host of other factors, 

customers may engage with a single channel or 

several channels to resolve their issues.

https://zen-marketing-events.s3.amazonaws.com/events/mktg-strategy/Zendesk_Multichannel_customer_Care_Report_V7_digital.pdf
https://zen-marketing-events.s3.amazonaws.com/events/mktg-strategy/Zendesk_Multichannel_customer_Care_Report_V7_digital.pdf
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“I want to find the 

answer myself.”

Self-service

Email and webform“I’m looking for an 

answer to my question, 

but not immediately.”

Phone“I have a complex or 

urgent issue and need to 

talk to a person.”

Live chat“I’m short on time and need 

help now.”

Social media“Help me $%#!”

Customers tend to look to self-service as a first 

point of contact, with 76% of customers 

preferring self-service to alternatives. According 

to Loudhouse, 91% of consumers would use a 

knowledge base or help centre if it were tailored 

to meet their needs.

With these traditional support channels, 

customers expect to be able to write their issue 

and receive a response in a timely fashion, 

though not necessarily instantaneously.

Research shows that customers still view phone 

support as the fastest way to get a complicated 

issue resolved, with the Software Advice Survey 

finding that 79% of respondents preferred phone 

support for complex financial questions.

Customers typically write in via chat when they 

are looking for immediate help that’s efficient 

and allows them to multitask. According to 

Software Advice, millennials are more likely than 

baby boomers to prefer chat, pointing to limited 

waiting time and convenience as their top 

reasons.

Social media is usually customers’ preferred 

channel when they want to write in to express 

their frustration. According to the Sprout Social 

Index, of customers who address a company 

via social media, 70% just want other customers 

to be aware of their issue, and only 54% are 

using the platform to actually get a response 

from a business.

What the customer says Which channel they turn to What they expect
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Live channels are not just growing 
fastest—they also perform better

Live channels and Facebook are growing fastest in 
terms of tickets and customers

With our sample of companies from the Zendesk 

Benchmark, we looked at channel growth in terms of 

both ticket volume and the number of customers 

using them, finding that chat, phone, and Facebook 

are the fastest-growing channels.

Among these companies, email and webform still 

account for the biggest share of tickets by a wide 

margin. However, when we look at how quickly 

channels are growing in terms of ticket volume, we 

can see that chat, phone, and Facebook are outpacing 

conventional channels. 

Over the past two years, chat has grown about twice 

as fast as email in terms of ticket volume, and phone 

support has grown nearly four times as fast as email, 

probably due to many companies connecting a 

third-party phone system with Zendesk or beginning 

to offer phone support for the first time. Facebook is 

growing even faster in terms of ticket volume—about 

eight times as quickly as email and webform.

As customer expectations shift 
towards wanting an always-on, 
seamless experience across 
channels, companies are 
increasingly moving to supplement 
traditional email and webform with 
additional channels.
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They are also outpacing other channels as a share 
of a team’s workload

If we compare how much of a support team’s 

workload a given channel represents, captured by 

how many tickets per account a channel makes up, we 

can see that chat has grown especially quickly. In fact, 

for Benchmark companies over the past year, chat 

makes up the highest share of tickets per account—

more than both email and webform. This means 

companies rely heavily on chat when they use it.

Live channels are also poised for growth when we 

look at tickets per account. Chat, phone, and 

Facebook have grown at more than three times the 

rate of email and webform based on this metric.

Given current growth rates, chat will probably 

continue to increase its lead over email. And since 

webform is one of the slowest-growing channels, 

phone support is expected to surpass it in terms of 

tickets per account in the next year.

Monthly tickets per account
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Compared to traditional email and webform, chat and 

phone have much lower first resolution times—the 

time it takes for a ticket to be resolved the first time. 

With first resolution times of under a day, chat and 

phone support are a whopping five to six times faster 

than traditional email and webform at getting 

customer issues addressed.

Chat and phone support see the lowest share of 

tickets reopened, meaning customers who use those 

channels are much more likely to have their issues 

resolved on the first try. The per centages of tickets 

that are reopened for chat and phone support are 

less than half the per centages of reopened tickets 

for email and webform.

Live channels perform better

The explosive growth of live channels is well-

founded—and not just because customers are 

increasingly expecting to be able to use them. Live 

channels outperform other channels across key 

metrics of CSAT, number of re-opens, and first 

resolution time.

Live channels and Facebook have the highest CSAT. 

They also have the fastest reply time, take fewest 

replies to resolve a ticket, and are the most efficient. 
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Global online auctions run 
smoothly with Zendesk

Although a common enough saying, making money 

on unique collector’s items takes more effort than 

shoving something in the back of a wardrobe so 

that it can appreciate in value. An item’s value can 

only be achieved  when it has the right platform and 

audience—which is exactly what Catawiki offers 

its clients. The company provides an easy, secure 

platform for owners to auction items online to a global 

audience of collectors. Catawiki holds over 300 

auctions each week, selling a vast range of items, 

from comic books to whisky to dinosaur bones.

To support its sellers and buyers round the world, 

Catawiki employs 125 Customer Support employees in 

two offices in the Netherlands. The Customer Support 

team switched from Desk.com to Zendesk in 2015 to 

better scale its support as the company grew. Catawiki 

also introduced phone support at the same time, and 

now use the features of Zendesk Talk Professional. 

The company also relies on Zendesk Support and 

Guide to handle the roughly 16,000 customer tickets 

that come in each week across all channels. 

Catawiki sees a near even volume breakdown 

between its email, voice and web channels, and offers 

voice support in six languages and email support in 

eight. One of the immediate benefits of switching over 

to Zendesk was the products’ ease of use and easy 

on-boarding. New agents spend three days learning 

about Zendesk and Catawiki and then begin to get 

hands-on experience with customers.

Weekly auctions:
300

Ticket volume/week:
16,000

Zendesk products used:

Tech partners:
Trustpilot
Geckoboard
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Agents are also involved in developing the content 

hosted and managed in Zendesk Guide, and pushed 

out through Catawiki’s own website. A robust 

knowledge base is a key component in reaching one 

of Catawiki’s overarching customer service goals, 

which is to provide customers with as much help 

as possible before direct contact with an agent is 

necessary. Through this approach, the team has seen 

a 10 per cent improvement in their CSAT.

In addition to Zendesk products, Catawiki uses 

integrations from the Zendesk Apps Marketplace that 

include Trustpilot to manage reviews within Zendesk, 

and Geckoboard to monitor team performance. 

Catawiki also custom-built its own Catawiki user info 

app, using the Zendesk API. This app allows agents 

to pull information from Catawiki’s database into 

Zendesk, providing the agent with more context about 

previous lots purchased or sold by the customer. 

https://www.zendesk.co.uk/apps/support/trustpilot-reviews/
https://www.zendesk.co.uk/apps/support/geckoboard/
https://support.zendesk.com/hc/en-us/articles/231426867-Beginner-s-Guide-to-the-Zendesk-API
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With omnichannel support, 
Monese ramped up analytics 
and improved response time

Monese opted for Zendesk’s omnichannel solution, 

moving over from Freshdesk because of Zendesk’s 

ability to connect multiple channels, powerful analytics, 

and seamless integrations with third-party tools.

The company offers a banking app that, combined  

with an account and debit card, allows people who 

have arrived in a new country to easily set up banking 

services.

Through omnichannel support, Monese is able to see 

the entire view of customer interactions across 

channels, including those that don’t lead to tickets. 

Since implementing Zendesk’s omnichannel solution, 

Monese has seen CSAT spike by 10 per cent and has 

reduced its overall first reply time by 59 per cent.  

These are big improvements that allow Monese’s core 

team of 25 agents to adhere to SLAs across channels 

and deliver a great experience for customers in seven 

languages.

Monese also leans on several third-party integrations. 

They integrated the PlayVox Quality Assurance tool 

with Zendesk, as well as other third-party apps from 

Zendesk’s marketplace, including Google Play Reviews 

and Trustpilot Reviews, to pipe in customer feedback. 

The company also uses Zendesk to turn Facebook and 

Twitter direct messages into tickets. 

Increase in CSAT:
10%

Decrease in FRT:
59%

Zendesk products used:

Tech partners:
Google Play Reviews
PlayVox Quality Assurance
Trustpilot Reviews

https://www.zendesk.co.uk/apps/support/playvox-quality-assurance/
https://www.zendesk.co.uk/apps/support/google-play-reviews/
https://www.zendesk.co.uk/apps/support/trustpilot-reviews/


The ROI case for omnichannel support

13

Who’s going omnichannel 

Based on Zendesk Benchmark data, the benefits of  

an integrated omnichannel approach are clear. 

Omnichannel support gives companies a single view 

of the customer, allowing them to improve operations 

by ensuring they can refer back to a complete record 

of past interactions. It’s a way for companies to meet 

customers on the channels they are already using in 

their daily lives, and it means leaning heavily on live 

channels, which perform better across key metrics.

Omnichannel support also means reducing the time it 

takes for agents to respond to customers and resolve 

their issues. And it results in less time spent waiting 

for an agent and fewer follow-ups after a customer 

makes a support request.

Still, despite customers increasingly expecting to be 

able to contact support over a variety of channels and 

the quantifiable benefits, truly integrated omnichannel 

support is still a relatively new phenomenon, and 

many Zendesk Benchmark companies have yet to 

take the plunge.

We looked across location, industries, company sizes, 

and target audiences to see which companies are 

leading the way when it comes to going omnichannel 

and what sets them apart.

What sets integrated omnichannel
companies apart

Compared to Benchmark companies  

that do not use Zendesk for an integrated 

omnichannel approach across email, 

webform, phone, chat, and self-service, 

omnichannel companies have*:

• 16%  lower first reply times

• 31%  lower first resolution times

• 39%  lower requester waiting time during 

business hours

• 13%  fewer replies

* Based on performance improvement on 

non-live channels for Zendesk Benchmark 

companies that use Support, Guide, Talk, 

and Chat compared to companies that do 

not take an integrated omnichannel 

approach to support.
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Most 

omnichannel

Least 

omnichannel

Country

Most omnichannel:

• Singapore  

• Mexico  

• USA  

Least omnichannel:

• Norway

• Russia

• Turkey

Company size

Most omnichannel: 

• 10-99 employees  

Least omnichannel:

• 5000+ employees

Industry

Most omnichannel: 

• Retail

• Travel

• Financial Services

Least omnichannel:

• Consultancy

• Social Media 

• Marketing

Target audience

Most omnichannel: 

• B2C 

Least omnichannel:

• Internal use case



For more on taking an omnichannel 
approach, check out The Zendesk Suite, 
which offers everything companies need 
to enable conversations with customers 
to flow across channels seamlessly, 
wrapped up in one simple package and 
an amazing price.

https://www.zendesk.co.uk/suite/

