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Presenting customers with the right amount of personalised experiences, flexibility, and choices involves 

patient experience management. The relationship of a brand with an end-user depends heavily on how the 

latter is treated throughout the experience journey, starting from product advertisement all the way to         

product feedback. Favourable patient experience can increase customer satisfaction, loyalty, and advocacy. 

It is about creating a virtual profile for a customer and giving him personalised customer services based on 

his predefined preferences. All these aspects affect business communication.

Thus, business excellence depends on the efficient communication methods between the company and the 

end-users. The same is with customer experiences and user conversion rates. But there are a few noticeable 

points about patient experience to keep in mind.

Staying competitive with changing environment 

We all can agree that market retention competition has come a long way, considering past practices.         

Consumer demands are skyrocketing their expectations, which are now higher than ever. They are well aware 

of their money, potential, and needs. This demand compels industries/businesses to up their communication 

game. 

Customer experience strategy is evolving. It is now done in real-time almost everywhere. Consumers 

are demanding their problems/queries be solved in the least amount of time possible.  

Digital customer experience has also reached new heights and possibilities. In this digital world, where 

people cannot visit store outlets often, they require a personalised digital experience through online 

outlets(eCommerce websites or apps). And that digital experience gets conveyed to the customers 

through effective communication. 

Communication analytics help give crucial insights into customer satisfaction and customer                

retention rates. 

But before we dive deep into the do's and don'ts of Effective Customer Communications, we will take a look 

at what is CCM. 
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Customer Communication 

Management (CCM) is an enterprise 

solution that enables an organisation 

to centrally design, manage, deliver, 

and track high-volume personalised 

communications across channels.    

Broadly, customer communication

management software gets classified 

into three types: 

What is CCM?

One of the basic requirements for establishing customer 

communications is to do large-scale document generation. 

It is necessary to distribute weekly/monthly reports to almost 

all the customers on the company's newsletter list. The       

benefits include sending communication emails containing 

documents of credit card bills, insights on benefits                  

and expenditures, updates on terms and conditions,                           

policy-related documents, and other communications. 

A high-volume batch document generation system delivers 

messages to a large number of people, while also providing 

an excellent opportunity to establish and improve brand 

image. Using CCM software for this ensures your customer 

communications integrates uniformity and reliability over 

time. Batch generation of documents ensures that all        

customers receive their needed information at the same 

time. This way, no one can slip through the holes when you 

update your policy terms. Customer Communication         

software uses basic reusable templates to provide a            

personalised experience to customers. It also ensures the 

continuity of brand identity through every customer. Here are 

some quick tips to improve your Customer Experience in 2021. 
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statements, charge-off, and NOC. When you integrate CCM software with other applications, like an                    

interactive chatbot, customer feedback system, or IVR system, these combined systems can create customer 

communications “on-demand.”Generally, a well-integrated CCM solution responds in real-time to a broader 

section of customer interactions: the estimated response time is short; the customer demand is urgent         

(real-time); and, thus, the distribution of services becomes more efficient. This distribution paves the way for 

a better customer journey. 

The application that initiates the response can choose whether to create a standalone communication or 

combine individual responses into a batch job. Also, it can generate a message to a prearranged list of         

customer recipients. The same application provides the data (or a pointer to the data) required to personalise 

the communication and suggests the template to be used. This template can include various preferences. 

These preferences are needed to personalise each communication further, based on the choices of the           

individual recipient.  

Ad Hoc (personalised) customer communications 

Communications created with custom content or data with some pre-set structure; for example, promotions, 

branch, call centre, sales communications, etc. These are all a part of hyper-personalised ad hoc                   

communications. It is not possible for every customer communication to be automated. For example,       

sometimes, certain data does not exist, or certain conditional logic is insufficient to address the demands of 

the content. Then a human (response team) must intervene to solve the problem. These aspects refer to the 

third form of the customer experience journey: interactive. 

The employee who interacts directly with the customer must interpret these kinds of interactive                       

communications on an ad-hoc basis. The employee himself selects the template and recipient(s), and then 

inputs any missing information not generated via automated software with the data source. The input can 

reflect new information, address, or any special circumstance that falls outside of the rule books of Customer 

Experience Management. While integrations are crucial, a sound interactive CCM solution must have these 

workaround human spots to remain business-friendly and provide an intuitive User Interface (UI) for creating 

“digital-first” communications. 



Ways to implement such communications 

Various customer management solutions are available. But it is crucial to apply the right one at the right time 

of the process. Here are categories of 'channels' that specify the usages of such solutions: 

Multi-channel - Many to One 

In this mode, businesses engage their customers through various platforms like printed documents, mass 

emails, SMSs, and more. The goal is to reach a maximum segment of audience. But this often leads to                

inconsistency at customer touch-points. Also, at this stage, companies tend to give more importance to their 

products or services, rather than the customer preferences. Optimising customer experience and creating 

relevant interactions are not relevant to this model of channel communication. 

Cross channel - Many to Many

Cross-channel communication is mainly transactional. This communication takes a customer-centric view, 

but has siloed operations. For example, a customer can easily shift between a credit card offer and                    

application completion through a hyper-personalised email. Another customer might start a mortgage 

application on a smartphone, but complete it online using a web browser. When there are invisible                

communication mode changes, it’s a cross-channel experience.  

Cross-channel communications support bi-directional or personalised interactive communications – a 

technique that enables customer-facing staff to establish a consistent and effective conversation with the 

customer via these systems. Businesses must provide customers with every functional and personal detail 

across all channels. This cross-channel mode mainly consists of campaigns, a web or mobile app, WhatsApp 

contact, and conversations through a call centre. Overall, this channel provides a consistent and fragmented 

experience.

Omnichannel - One to One 

Organisations implementing Omni Channel communications are more focused on achieving consistency 

along with efficient interactions. In this section, we are going to discuss that in detail. Firms use multiple    

channels for communication, but are determined to ensure that the same value and essence is present at 

every user touch-point. For example, an organisation providing customers with the facility to connect      

through social media links, emails, and mobile push-notifications would focus on ensuring                                  

communication consistency in messages and designs across each customer touch-point. Businesses           

use hyper-personalised video and hyper-personalised purl (personalised URL), an interactive one-to-one 

chatbot to establish omnichannel customer communications.
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Now you have got a basic idea about the working principles of Customer Communication Management. 

We will now give you a clear idea about how much CCM is integrated into the customer journey. 

Defining the Customer Journey - Start to End 

A company invests a genuine amount of resources in order to bring any customer inside its service                 

ecosystem. Behind the actual product, there are tens and hundreds of different strategies and techniques 

being used to increase the conversion rates for that particular company. Business is all about customer        

satisfaction. If, being a customer, you are happy with the overall service provided by a specific company, then 

you will know that the company is genuinely giving importance to its customers. The customer service             

experience starts from the product advertisement to the customer actually buying that product.  

Let us decode that journey: 

This is the most crucial step for any business because in this step, the company's 

task is to grab the customer's attention. This step primarily gets done through 

multi-channel communication. Think about it; if someone sends you an anonymous 

Onboarding is the step where the company assists its customers to log in                    

or enter its ecosystem, guiding the customer through hyper-personalised              

links and pdfs. During this phase, the customer may still experience minor                       

Discovery

Onboarding 

This is the actual product that the customers are paying for. Companies are               

determined to provide quality service to every customer, wherever they want,      

whenever they want. In this phase, the customer communicates directly with the end  
Service 

WhatsApp message containing the link of a product, you will more likely block that contact straightway. But if 

the same link is provided to you through an advertisement email, you will consider it a decent way for product 

advertisement. You are even more likely to click on the email link rather than the WhatsApp link. This is how           

sensible customer communication works.

inconsistencies. That is why companies pay more importance to consistent, personalised communications. 

The design factor of this phase is also crucial to help the customer visualise the company as a reputable 

brand.  

product. This digital customer experience goes a long way to shape the brand's image in the customer's mind. 

If the service is not up to the mark, then none of the other secondary strategies can help keep the customers 

in the ecosystem.  

Feedback & 
Loyalty 

If your customers have reached the phase of product feedback, then there are two 

possibilities. Either they are satisfied with your services and have converted          

themselves to supporters of the brand, or they are dissatisfied with your products       



and are not planning to come back. The former is always welcome. This phase again gives importance to 

customised user experiences. Feedback can be sought and given through all the channels: multi, cross, or 

omni. You can either get feedback emails with links, or receive a customer support call asking about the 

service experience. Also, you can send out personalised SMSs containing unique links to   customer surveys/  

feedback. Either way, the customer should be able to share their valuable feedback with the company. But 

again, the ease of doing so decides whether your customer will convert to and remain a supporter of the 

brand.  

Engaging customer experience is the key strategy to retain customers in the long 

run. Customers are not physically engaged with the company, but it is their             

experience that binds the customer with the company. The better the experience     

Customer
Experience 

In line with all these points mentioned above, FCI has been able to pull off more than 8 billion personalised 

experiences, over 224 million engaging contacts, delivering more than 121 billion communications and             

securing a staggering customer satisfaction rate of 96%. Ticking all the right boxes of effective customer    

communication management is crucial. Thus, in the following section, we will discuss more intricate customer 

touch-point factors.

Key Goals 

The beginning of any sound idea must contain specific ideas about what to accomplish through that. This 

helps achieve the feat with an easier effort and will drive you towards further improvements. So, here you 

should also be very specific about your visionary goals. Improved customer experience can provide us with a 

handful amount of loyalty. There can be many ways to achieve this goal, which includes optimising              

communicative interactions with customers. It is well understood that the customers will develop a high 

expectation demand from the organisational end. Reports show that about 86% of customers are often          

interested in paying higher values in case of enhanced customer experience. 

for the customer, the better is the understanding of the customer by the company. This bonding ultimately 

motivates action among users, such as recommending a particular service to another user outside the    

company's ecosystem. Digital communication management plays a significant role in understanding and 

targeting customer user bases.



Customer Experience and Loyalty

So, we see to how much greater extent customer experience can affect a company's growth. This                        

enhancement lies in the most interactive sessions of customer-client relations. Hence, personalised or 

multi-way communications can also help in that case. As a usual view, it is very common that the first               

interaction of the customer happens with an employee. So, nowadays, the customer experience begins with 

personalised interaction only. 

Personalised Experience 

Personalisation is one of the most significant ways of improving customer experience, as it enables the         

customer to have trust in the company. Research has also proved that personalisation makes the customers 

feel comfortable, valued, and cared for. So, naturally, it increases the loyalty of the customers. In other words, 

a customer who is well-served is likely to keep coming back. A larger customer loyalty base also translates to 

increased revenue earning from the same field.  

Personalisation gets done from a handful of different perspectives. But the crucial point lies with collecting 

more and more customer data. The fact is that the actual personalisation is much more than addressing   

customers by their names. So, collecting every possible information about a customer that can be used as a 

personal attribute of them is indeed necessary. With the advancement of technological tools, data can be 

modified as per needs. So, correctly interpreting the collected data is also essential. 

The advent of data science helped us a lot in this regard. Hence, today personal greeting on occasions and 

providing a likely choice of product to purchasers have been a usual way of using good customer loyalty 

tricks. The more the customer feels satisfied and taken care of, the more they will look forward to benefiting 

the firm. As we have heard, 'it's not what we say, it's how we say it”. So, the experience they acquire does matter 

a lot. In this way, the company can create a bonding of emotion with the customer. 



Two-way Interaction 

The answer to the question, "what is the best way to make a person understand? " lies with the word               

'Conversation'. So, we must indulge in a conversation with that person. In this era of digitisation, one of the 

smartest ways to survive firms is to invade customers' minds through proper engagement.  

A business is ultimately about building a stable and mutually understandable relationship between company 

and customer. And the best way to do that is to talk with them. 

A new customer often engages with the company for a specific need. Handsomely serving the purpose may 

stop them from finding better competitive solutions. In that case, for a query, a customer may expect          

feedback, but not a fully decorated conversation with company personnel. So, this gesture from the firm may 

earn them brownie points, which means revenue for the future. 

Social media is also one of the most crucial factors in developing a good rapport with the customer. The days 

of sending unattractive promotional emails to people are gone. Nowadays, everyone prefers a more                

engaging and warm way to communicate. With evolving social media platforms, the problem gets addressed 

handsomely. As they say, words work as wonders for well-organised minds. So, two-way communication 

works wonders for the business as well.

Communication Hub and Connection 

The way a business handles its communication challenges tells a lot about its approach towards customers. 

To ensure clarity in multiple channels and shared information, all conversations shall report directly to the 

firm. A single controlling hub of communication with customers can ease the process of query, feedback, and 

resolution. 



Enhancing Conversation Factors 

We know how significant customer conversations 

can be for a firm. Let us now look deeper at the 

ways to enhance the conversational factors.      

Businesses run on facts and inferences. So, it is 

always better to form a base of conversation 

rather than deciding based on assumptions.        

Reinforcing positive behaviours and emotions can 

also be ways to attract customers. We promise to 

provide the best reliance on fulfilling end users’ 

end needs and demands. Starting from                  

personalisation to conducting endings with           

various objective studies, firms can innovate    

many ways to be useful in every way possible        

for the audience. In this section, let us discuss in 

detail how we can increase customer satisfaction 

in interactions with the company. There are         

multiple ways to achieve this feat. However, one 

can also innovate other ways. Being a concern of                   

continuous growth, some of the important ones 

are discussed here.

The competition for acquiring a market            

segment is becoming tough day-by-day. 

Hence, customers are always in search of 

brands that provide the right message at the 

right time. The Customer Data Platform or        

CDP is now the source of this era of hyper-      

personalisation. It also can be a source of 

advantage over competitors as studies show 

only 9% of professionals have done it. Hyper 

personalisation includes providing multilingual 

communications or preferences in channels. 

The content makes the difference between an 

ordinary approach and a personalised 

approach. Around 51% of personnel already 

appreciate the process of decision-making 

through personalised data-driven insights.

Key Points 

Hyper-Personalisation 

Multi-channel communication is very                 

significant when it comes to enhancing             

customer satisfaction. It simply means           

communicating with customers through 

diverse platforms, such as SMS, email, print 

version, web portals, or mobile apps, and even 

social media platforms. The service or              

conversation provided through these platforms 

must be on-demand or it all will go in vain. The 

process has to be managed from a single 

dashboard for better perspectives. 

Multi-Channel & On-Demand 
Service 

The communication content should vary 

according to multiple external and internal            

Automated 



factors. A standardised tone will be useless as it 

will fail to attract the majority of the audience. 

The secret of human communication lies in 

versatility. So, automating the process with 

available information is a necessity. The         

business scenarios may change along with the 

audience pool and even the content                 

preferences. So, based on these criteria, CDP 

firms must automate the conversation content. 

The trigger of communication, however, can be 

customised depending upon the available 

choices. This way, your company can provide a 

better experience to customers. 

If the customer is not compliant with the           

regulatory policies of the company, critical       

situations may occur. These situations can be 

difficult to handle, as we don’t want to lose a 

loyal customer. We must also keep the              

dignity of the firm. Hence, maintaining                 

understanding, polite behaviour, and interactive                         

communication with the customer can deepen 

the producer-customer relationship. 

Compliant with Regulations 

Content Diversification 

Multilingual 

The content must be offered in a diverse 

number of languages. The audience pool 

resides in different geographical areas. Hence, 

personalising the content for them must include 

reaching out to them in their native language. 

The company must present the content in a 

handful of different languages. The list of such 

languages depends on many aspects such as 

the company mission or product demand,     

customer mentality, purchasing power, market 

needs, etc. Therefore, language diversity can 

also help attract the desired customers. 

Approval Processes 

The approval process is an intermediate stage 

of customer service. Once a customer or user 

files a query or demand, approvers have to 

approve the argument. There are certain types 

of approval processes, and one of them has to 

be provided with the query. Different queries 

lead to multiple aspects of a customer           

company interaction. So, approval processes 

also constitute a significant factor in content 

diversification.

Led by Management 

Opening up for one-to-one communication 

demands some strict policies too. Due to          

multiple conversations, there is an increased 

risk of data breaches. More specifically, the 

admin or management positions with file    

sharing capabilities can leak classified                 

information. The firm should be completely 

aware of the visibility or control that is provided 

to the customer. On the other hand, feedback of 

the one to one communication process should 

be reported in real-time. This idea will ensure 

trust between the customer and the firm. 



Better presentation to user end

Service communication or transaction is a bidirectional way to assist both the company and the customer. 

So, to indulge in better interaction, the involvement of contact centres must be reduced. The direct                     

association between company and customer leads to clarity and understanding. Also, the company can 

resolve issues related to transactions and services directly. Eventually, these points contribute to trust gain 

and the brand’s worth in the customers’ minds. 

Transaction Communication 

Surveys are an integral part of customer experience enhancement. As we know, reviews help increase any 

working notion. So, feedback can help to design the communicative structure in a sounder way. Surveys can 

include questions to find out how satisfactory the customer interaction was, or the ease of communicating 

with the company. However, the questions may vary depending upon the industry. The base of                            

personalisation and customisation is data that is acquired by customer surveys. Hence, to reach and           

serve a better market base, conducting surveys is a necessity. 

Surveys 

The company must look to provide its content through various platforms. The goal is to target the audience 

pool with the same demands, which also can be distributed on various platforms. So, uniting them through 

consolidated communicating broadcasts is indeed necessary. The content should be dynamic. To make 

things responsive, a mobile-first design can also be a good call. As much as 87% of professionals accept the 

importance of multi-channel marketing. Over the last few years, the market of multi-platform broadcasting 

has increased to a great extent. Nowadays, around 52% of firms use this strategy, instead of 44% of 2015. 

Different content platforms 

The paperless medium of communication has grown and developed over time. Nowadays, communication 

doesn’t take place through forms or documents or any other hard form. The consolidated cover view has 

drastically changed the touch and feel. Also, statistical analysis is now represented in graphs and charts, 

which makes the audience’s understanding capability much higher. The visual representations enable easy 

interpretation of company information. Hence, the bond of understanding makes the firm look trustworthy to 

the customer. 

Complex forms and docs 



Current challenges 

One of the significant business-critical and customer-centric applications of the business world is Customer 

Communications Management (CCM). It directly impacts brand value since it revolves around direct            

customer interactions and feedback. CCM affects every business rule-driven aspect of the ecosystem, such 

as processes, people, and throughput. Getting the customer satisfaction rate to a higher level is the sole      

purpose of CCM, but it does not come without its unique challenges. Some of the primary challenges are in: 

Achieving Implementation Goals

Nowadays, CCM employs various technologies to reach and address a larger number of customers in the 

least possible time. Achieving such a humongous goal is tough, since every solution is not consistent and           

a hundred per cent efficient. But keeping a respectable customer satisfaction margin always increases         

competency and reduces failures. 

Outdated Legacy Systems

Working with old or outdated technologies is a greater threat to CCM. Various technologies are evolving every 

day, but implementing those in every aspect of the customer journey in real-time is far from easy. Moreover, 

people are different. They speak or understand different languages, and they belong to different cultures. So 

reaching every one of them with an equal amount of efficiency is challenging. These processes are 

slow-paced. But, we can approach steadily to implement those technologies.  

Ongoing Communications 

From the points mentioned above, it is clear that CCM is hard to implement at full potential, unlike other          

applications. The data produced during customer communications cannot be used directly with the system 

being implemented in real-time. Risks tend to develop when there is no efficient strategy to deal with             

customer correspondence in the stipulated time. 

Expert Resources 

It is very easy to invest millions of dollars in a CCM for your company. But, it can be difficult for you if you do not 

have enough qualified individuals or experts in your firm to handle efficient customer conversations. Thus, 

despite investing in your technology and software significantly, you will still have a poor customer satisfaction 

rate to handle. Moreover, improper implementation can reduce application speed that will affect turnaround 

time and company revenues in the long run. As a solution, many companies collaborate with stereotypical      

IT firms to implement their Customer Communication Management platform, which might not be the 

best-proven strategy in the market. Critical situations like customer communications need to be managed by 

industry experts in communication platforms. 



Implementing an efficient CCM can significantly improve a company’s turnover values, execution 

time and expenses to manage customer correspondence. Most importantly, a tested and proven 

CCM implementation helps build a clear brand image for any company and strengthens it in the 

long run. The extra effort, time and money put into a well-thought out CCM architecture will prove to 

be profitable.

Value of CCM  

The value of an effective CCM lies in its ability to drive meaningful conversations by employing various       

available technologies and smoothening the customer journey. CCM drives customer satisfaction in the 

following ways:

Hyper-personalised
communications 

In this digital world, where everyone can avail of   

the same services online, it is crucial to provide a      

personalised experience to customers, giving 

importance to their online behaviours and           

preferences. Making CCM available to all the 

devices at all stages of the customer experience 

helps add value to the company’s brand. But this 

hyper-personalised communication process has 

to be compliant with privacy regulations. 

Generating 
meaningful content 

Every customer is different, they all have unique 

digital and cultural preferences. The main                

difference is the language barrier, which means 

that not everyone can talk or converse in English. 

Reaching out and addressing customers’ queries 

matters to a multinational, multilingual company. 

This way, a wider range of customers can be 

achieved. Customers must also be governed by 

approvals from experts. It should stand in the 

expectations of other business power users.

Improving touch-points 

One of the crucial goals of a data-driven CCM           

is to provide lucid explanations about any user’s 

online consumption of a particular service, be it             

commercial, financial, or entertainment. Providing 

weekly and monthly pdf reports, statements         

and forms, personalised recommendations, rapid 

expenditure alerts, and 24x7 customer support are 

some of the crucial factors to keep in mind. These 

touch-points matter most to customers, as this 

continuous and significant feedback from the 

company makes the customer feel their refined 

experiences. Personalised mobile and web           

contents according to user preferences also 

convey the company's efficiency to the user.  

Revenue Uplift 

Providing the outputs of CCM to a variety of devices 

and customers helps increase the reach of the 

company. CCM increases conversions; this means 

the company is making a profit for every customer 

entering its ecosystem. A single customer opens 

many opportunities for making profit/revenues. 

Better response time helps the firm to have a     

faster time-to-market strategy, thus eliminating           

competition to a large extent. Greater revenues 

enable firms to become financially independent of 

technology. Thus your company can concentrate 

more on hyper-personalised content and             

customer satisfaction.  



Conclusion

An improved CCM works wonders in changing the overall image of a company in its market. A good CCM is 

directly proportional to higher customer satisfaction rates. This is why companies are investing huge amounts 

of money in CCM. This part of any association deals directly with the end-users, so importance must be given 

to how their experience is handled. By addressing some of the prevalent challenges in Customer                   

Communication Management, we can gain a serious amount of financial throughput. Lack of funds can 

cause an almost 85% reduction in communication generation. Users tend to request customised flyers on the 

go, thus posing a big problem in dealing with real-time bi-directional communication. But, an efficient CCM 

can reduce as much as 90% template inventory time. 

CCM also takes care of the aesthetics and ergonomics involved in the business. It helps remove unnecessary 

clutter present in the communication medium by using lucid charts and graphs that are easily                             

understandable. They can also help to enhance existing channels and add new communication channels as 

per requirement. Better understandable content can reduce almost 13% of call centre volumes, thus saving 

valuable time. They also help to increase conversion rates by as much as 11% by enhancing Customer               

Experience. Communication monitoring also becomes easy. It is such a part that cannot be ignored. For      

ethical reasons, these types of customer communications are monitored in real-time. It also empowers    

business owners to manage all channels and communications centrally. Automated monitoring systems can 

reduce TATs by almost 55%, thus increasing overall efficiency. This type of centrally monitored system gives a 

sense of one brand, one platform, one experience. 

FCI’s CCM does just that. They provide clients with: 

1. The ability to control and track all 

   communications from a single pane  

2. Intelligent workflows and integrations  

3. Power to add muscle to their channels  

4. A one-stop-shop for digital & print communications 

5. Proven delivery expertise  

FCI CCM specialises in faster time-to-market, modular solutions, standardisation, and compliance with the 

existing market, empowering businesses to depend less on IT to optimise investments with SaaS offerings. 

Throughout this article, you can get different perspectives on communication with the customer. The               

importance of making the customer experience enhanced for a company and the ways to achieve this is our 

prime concern via this article. 


