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Nobody can deny that we are now in
the age of the customer. Through
online and mobile channels they are

well informed and this information allows
them to compare and choose the most con-
venient provider/vendor. If they are not hap-
py, they can easily change. Today, customers
have controland companies are changing

their strategy to customer-centric. For this
reason, now more than ever, the experience
that a customer has with a brand is more dif-
ferentiating than the product or service
itself. Transforming and changing the cus-
tomer experience takes time.

It means that the top management of
the company has to be really committed
and have customer experienceas one of it
stop priorities in its strategy asit touches all
areas withinthe organization, but there is
one that has a greater impact on customer
experience, and that is the customer service. 

The biggest change today in customer
service is the sheer number of channels
through which people can contact your
business. Instead of just phone calls and
snail mail, consumers can now reach you by
email, social media, text message, video call
and live chat. 

‘Customer Care’
Mobile technology has also enabled con-

stant connectivity, giving customers 24/7
access to public forums in which they can
talk - or complain - about your company.
Only organizations that are willing to adapt
and respond to this shift in business-con-
sumer dynamics will survive.

The emergence of all these new chan-

nels - also known as digital channels - add
some complexity to the brand, as it is
obliged to incorporate them to the cus-
tomer journey and hence more touch
points. These can be classifiedin two types:
assisted (needs human interaction) and
non-assisted or self-service.

One of the first questions that compa-
nies need to ask is: What are the
channels/touch points that I need to have
to engage with my customers? The answer
is very simple: attend to your customers in
their preferred channel. A survey conducted
by IDC on Customer Care BPO found that
the majority of consumers were unable to
get a response from customer support
using their channel of preference.
Businessesneed to know their customers,
segment them properly and understand
what their preferred channels are, how they
want to access them, what time, how often
and for what kind of transactions. 

Most likely you will chance upon a clear
trend of customer service, which you are
probably not addressing properly: most cus-
tomers prefer self-service - effortless interac-
tions - especially by the youth. But it is also
true that every day more people do not
want to make any kind of transaction in per-
son.  Customers want to control their time,

they do not want to queue and wait for
something that they can do easily online.
And, interaction with advanced brands has
taught customers what is possible online
and hence they compare brand’s service lev-
els regularly. 

Self-service is about automation, where
customers are allowed to make all the nor-
mal transactions through online channels,
either via a website or a mobile app, without
human intervention. This requires techno-
logical effort and investment, but that can
be amortized very quickly as per call costs
reduction and improvement of customer
experience. Having the multi-channel and
self-service capabilities is a big step, but it is
not enough to ensure a great customer
experience. 

‘Channel siloed’
Today, most consumers use more than

one channel in each individual transaction.
This means that you cannot afford to have a
“channel siloed” vision of the customer
transaction. You need to have a single view
of customers and their transactions and pro-
vide a seamless experience through all the
touch points. This is known as Omni-channel
experience, and it is the next step to ensure
your customer service is excellent. 

Finally, the next step is about personal-
ization and proactive engagement. How can
a business anticipate a customer’s needs,
even before he can contact the business or
tell the business what it wants?This is where
big data or analytics come into play. Having
all the information about the customer, pref-
erences, real and historic use and purchases,
customer service and historic interactions
through all the channelsis needed to offer
the right product at the right time in the
right context. 

For example, a mobile operator automat-
ically analyses the internet usage of a user
with 1 GB data bundle, and detects that he
has been consuming the bundle for the last
3 months, and paying additional cost for the
extra-bundle usage. The mobile operator
offers the user the opportunity to subscribe
to the 3 GB data bundle allowing him to use
more bandwidth while saving money. 

In the age of fierce competitiveness,
companies that deliver a great end-to-end
experience that makes them stand out from
the clutter will attract and retain customers.
This is a universal truth no matter which
industry a business is in and businesses who
choose to make superior customer experi-
ence its core business strategy will continue
to thrive. 

Customer Service Defines Customer Experience

SYDNEY: A surfer taking advantage of the giant swells on Sydney’s northern
beaches. —AFP

SAN FRANCISCO: A media revolution is taking
place, and most people over 35 years of age aren’t
tuned in. Millennial and their successors are shun-
ning old-school television in favor of watching
what they want whenever they wish on Google-
owned YouTube or other video platforms like
Dailymotion or Facebook.

“Young people don’t really watch TV anymore,
they watch online videos that are shorter and
more talent-driven,” says Fabienne Fourquet, a
former executive at A&E Television and France’s
Canal+ who now heads the multichannel net-
work 2btube. “They don’t want to be Hollywood
stars when they grow up, they want to be
YouTubers. There is this whole other world.”

The new multichannel networks, or MCNs, are
talent agents of sorts for creators of videos shared
at online venues. They help creators, often

referred to as YouTubers, with video production
and promotion along with finding partners or
sponsors in return for a percentage of revenue.
Fourquet said popular subjects include music,
comedy, sports, video games, fashion and beauty.
She noted that three-quarters of her viewers were
younger than 34 years of age, and half were
under 25.”There are very few of us old people,”
Fourquet quipped.

World tunes in 
Self-described YouTuber Caroline Artiss has

been a chef for 20 years, but opted out of restau-
rants and went to work for herself in catering in
2008.  Then, a friend showed her how simple it
was to make videos for YouTube. “It was just me
and a tripod in my kitchen,” Artiss told AFP. “Then
people starting tuning in from all over the world.”

She recounted cooking her way across the
United States for a multi-episode show after
catching eyes at BBC America and a television
network in Malaysia.  Artiss said she approach-
es her cooking videos from the perspective of
a single mom-short on money and time but
needing to feed a family.  She was signed on
by a video network that describes itself as
being tailored for a mobile generation and
focused on “tastemakers” sharing passion for
food and travel.

“It still blows my mind,” Artiss said. “I am com-
ing from a single mom, living in London, strug-
gling to pay my bills to having an opportunity
to start my own TV channel in a way.” Artiss
teamed with other chefs to open Gorgeous
Kitchen restaurant at London Heathrow airport.
She has a cookbook due out later this year and
works with Youth Policy Institute to raise money
to get fresh produce to low-income families.
Naturally, she did a video. It can be seen online
at app.mobilecause.com/vf/YPIFRESH.

YouTubers
An annual Vidcon gathering in Southern

California has become a hot venue for YouTubers
to connect with business opportunities and
ecstatic fans.  Some 25,000 people were report-
ed to have attended this year’s Vidcon, which
took place in June. “With the onset of digital
video platforms and the fact that everyone has a
smartphone in their pockets, we have democra-
tized being a creator,” said Paladin co-founder
James Creech, whose California company spe-
cializes in technology for finding budding stars
in a vast universe where anyone can post con-
tent online.

“A 17-year-old in his or her own bedroom can
compete with the likes of CBS and build an audi-
ence that would rival a major media company.”
Keys to hit online videos include being creative
and regularly posting content, according to
Creech. Amateurs can outshine polished profes-
sional content with authentic connections that
make viewers think of them as friends, he
said.”Regular TV is about cartoons and YouTube
is about real people and the games I like,” 11-
year-old California boy and online video fan
Henry Crawford told AFP.

Television is tomfoolery
Paladin indexes millions of channels, providing

analytics that can narrow down videos by popu-
larity, topic, language and more. The YouTube
channel with the most subscribers is that of
Swedish video maker and comedian PewDiePie,
who provides captivating commentary while play-
ing video games. Hot online video trends include
“unboxing,” in which people film themselves or
others opening packages with unknown contents.

A popular YouTube channel called Hydraulic
Press features videos of things being crushed by
just that piece of equipment. Amazon-owned
Twitch on Friday announced that it is experiment-
ing with a new “Social Eating” category in which
people streaming broadcasts on the service social-
ize with viewers over meals. Traditional media
companies would be wise to be worried by the
trend, according to Creech.  “It’s a huge disruption,”
Creech said. “We are in the midst of a revolution in
media and it is very exciting.”—AFP

‘YouTubers’ outshining 

old-school television

LOS ANGELES, California: In this photo illustration, a woman and a dog watch a video by
chef and YouTuber Caroline Artiss on her YouTube page in Los Angeles, California. —AFP

TALLINN: Upwardly-mobile, tech-savvy
young professionals across the globe are
swapping their briefcases and brogues for
backpacks and sneakers, setting them-
selves up as digital  nomads who can
operate from wherever their laptops can
go. Jobbatical and Teleport, two recent
tech startups, promise to take the guess-
work out of digital job hunting on a glob-
al scale. 

Both hail from tiny tech titan Estonia
and are part of a crop of cutting-edge
online sites catering to digital nomads,
typically young males who work remotely
and move around regions like Southeast
Asia every few months. Their creators
insist the startups have the potential to
shake things up on the global job market,
similar to how Estonians previously trans-
formed global communications with
Skype and digital international money
transfers via Transfer wise. 

Tall inn-based entrepreneur Karoli
Hindriks said she launched Jobbatical two
years ago to fill the growing gaps she
noticed in global recruiting. With employ-
ment offers from Greece, to Thailand and
Costa Rica among others, it takes just a
few clicks of the mouse for product or
account managers, programmers and oth-
er tech professionals to land a dream job,
whether programming in Malaysia’s tropi-
cal paradise of Penang or managing an
adventure travel operation in Bali.

Jobbatical targets “adventurous tech,
business, and creative professionals with
over five years of working experience,”
Hindriks told AFP at the Latitude59 tech-
nology conference in Estonia’s capital
Tallinn. She points to “a generational
mindset shift” as key to her client base of
70,000 unique users each month across
150 countries. “The Millennial’s view of
success isn’t necessarily a house, a well-
paying job and a picket fence.

“There’s a huge shift towards defining
success as working in terms of things that
one truly believes in, and appreciating
experiences over material possessions.”
New technologies, less expensive inter-
national  travel  and communications
mean that moving around to work is
“becoming smoother and cheaper than
ever,” she added. 

Most Jobbatical offers involve positions
that,  l ike sabbaticals,  last around 12
months, creating a revolving client base.
The company takes a “success” fee of five
percent of the annual salary upon hiring.

Surf more than Internet
Vicente Gracia, a much-travelled 28-

year-old business strategist from Chile,
has been sur fing more than just the
Internet since he began using Jobbatical.
Dissatisfied with the terms he was being
offered by South American companies,
Gracia used it  to f ind a job based in
Bali.”New generations are looking for
more than just a paycheck,” Gracia told
AFP via Skype.

A keen surfer, he now enjoys riding the
waves on a Bali beach every morning dur-
ing a break in his commute to work. “For
me, being able to prioritise my career and
a healthy lifestyle is crucial.” Insisting that
Jobbatical is unique, Hindriks shuns com-
parisons to online job sites like Monster,
insisting that “it’s like comparing Craigslist
to Airbnb.”

Describing Jobbatical as a “matchmaker
for companies”, Hindriks insists that short-
term “jobbaticals” encourage professionals
to choose countries off the beaten path-
like her own Estonia-that they may not
have considered were the positions per-
manent. “If you look at the reality, there
are no permanent jobs anymore, so in that
sense we’re bringing honesty to the con-
versation,” she said. —AFP

Digital nomads land dream jobs 

thanks to Estonian startups

The consequences of a Distributed
Denial  of  Ser vice (DDoS) attack
extend far beyond financial consider-

ations. These attacks damage a company’s
relationship with its customers, according
to the research from Kaspersky Lab and
B2B International. 

The survey of over 5,000 businesses,
including ones in the Kingdom of Saudi
Arabia, found that for 37% a DDoS attack
had damaged their reputation, causing
profound harm to customer trust. Losing
clients and suffering reputational damage
was seen by 39% of the respondents as
one of the most feared consequences of a
DDoS attack; more than the costs incurred
in fighting and recovering from an attack
(as suggested by 28% of the respondents),
or  the loss  of  revenue and business
caused by the associated downtime
(according to 26%).

The survey also found that 57% of those
surveyed had lost business data or access
to business critical information as a result
of a DDoSattack, and 42% said that it had
affected their ability to trade. The research
also revealed the widespread conse -
quences of this form of cyber threat at dif-
ferent levels of a business. For example, a
third of businesses (33%) stated that a
DDoS attack had damaged their credit rat-
ing and 35% reported an increase in their
insurance premiums as a result.

“DDoS attacks are one of the most com-
mon forms of cybercrime in the world
today. Attackers often plan the timing of
their attack in order to maximize financial
damage. Our research shows that because
this is such a visible form of attack, it is the
impact on a company’s reputation and its
credibility with customers that concerns
businesses the most,” comments Evgeny

Vigovsky,  Head of  Kaspersky DDoS
Protection, Kaspersky Lab.

“One DDoS attack on a company ’s
online resources might cause from $53,000
to $417,000 in damage, depending on the
size of the company. But it is the effect on
corporate trust  that is  the biggest
danger.Businesses need to put plans in
place to mitigate DDoS attacks before it’s
too late.”  

To help businesses stay one step ahead,
Kaspersky DDoS Protectiondelivers total,
integrated DDoS attack protection and mit-
igation, defending businesses at every
stage of an attempted DDoS attack. From
analysis of online traffic through to send-
ing alerts about possible threats and clean-
ing traffic, Kaspersky DDoS Protection pro-
vides ever ything a business needs to
defend against and mitigate the effects of
all types of DDoS attacks.

Most Harmful Consequences of DDoS Attacks

JERUSALEM: Facebook is doing its share
to remove abusive content from the social
network, it said on yesterday in an appar-
ent rejection of Israeli allegations that it
was uncooperative in stemming messages
that might spur Palestinian violence. Beset
by a 10-month-old surge in Palestinian
street attacks, Israel says that Facebook has
been used to perpetuate such bloodshed
and Prime Minister Benjamin Netanyahu’s
rightist government is drafting legislation
to enable it to order social media sites to
remove postings deemed threatening.

Ramping up the pressure, Public
Security Minister Gilad Erdan on Saturday
accused Facebook of “sabotaging” Israeli
police efforts by not cooperating with
inquiries about potential suspects in the
occupied West Bank and by “set(ting) a
very high bar for removing inciteful con-
tent and posts”. Facebook did not respond
directly to Erdan’s criticism, but said in a
statement that it conferred closely with
Israel.

“We work regularly with safety organi-
zations and policymakers around the
world, including Israel, to ensure that peo-

ple know how to make safe use of
Facebook. There is no room for content
that promotes violence, direct threats, ter-
rorist or hate speeches on our platform,”
the statement said. It appeared to place an
onus on Israeli authorities, as with any oth-
er users,  to flag offensive content to
Facebook monitors.

‘Quick action’ 
“We have a set of community standards

designed to help people understand
what’s allowed on Facebook, and we call
on people to use our report if they find
content they believe violates these rules,
so that we can examine each case and take
quick action,” the statement said. Erdan,
who urged Israelis to “flood” Facebook
founder Mark Zuckerberg with demands
for a policy change, expanded on the
Netanyahu government’s complaint in
remarks published on yesterday. Of 74
“especially inciting and extremist posts”
Israel had brought to Facebook’s attention,
24 were removed, Erdan told the Yedioth
Ahronoth daily, adding that jurisdiction
was an issue. —Reuters

Facebook defends position 

on content standards 

after Israeli censure


