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INTRODUCTION

Freshworks conducted a survey of 1,500 customer service leaders to 
identify key themes that customer service teams should know to be 
better prepared for the future. The findings are packaged in ‘The New 
CX Mandate’ report. The key themes that emerged include:

• A rise in chat and messaging as a support channel

•  AI & automation becoming critical due to fluctuation in staffing 
and query volume

•  The future of work is hybrid, and ‘back to work’ is going to look 
very different

In addition to this, we also reached out to top CX professionals to 
get their take on the trends they expect to see in the coming year. 
We’ve compiled their quotes here in the hope that their views, along 
with ‘The New CX Mandate’ report, will help you plan for CX in 2021.
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Steven Van 
Belleghem
International Keynote 
Speaker and Author

“Today, companies have so much more data and input on their hands than they used to, to figure out 
what their customers feel: facial recognition, movement data, health data like heart rate and blood 
pressure, social media behaviour, etc. The leap from nudging people on the basis of their behaviour to 
influencing them on the basis of their emotions is an increasingly small one.

As mental health problems seem to be on the rise, companies will start to zero in on affective or emotive 
technology in an increased way. I believe that programs warning private users or employees that they 
need to take a short break or do some meditation because their stress levels are rising, will become 
the norm.”

Steven Van Belleghem Anika Tannebaum Pradeep Rathinam

“In the next few years we will see the rise of the ‘zero-thinking experience’, where customers outsource 
certain decisions to machines. A lot of people tell me that they are not fans of this evolution because 
it affects our choice, and our freedom. But if open, smart and transparent algorithms are performing 
choices that sometimes give us stress, I see this as a good thing. Many players – like Panera with their 
MyPanera+ Coffee subscription and Citizen M with its subscriptions for remote workers and companies 
with distributed workforce – are jumping on this type of subscription economy business model.”

#3: The rise of emotive technology

Annika Björck Adrian SwinscoePatrice Laubignat

#1: E(verywhere)-commerce 

“Increasingly, we are moving into an era where everything is commerce. We will be able to shop from 
our streaming channels, videos, social media and messaging and even from billboards in the street. 
Everything we see will have the potential to become a transaction; the store will be everywhere around us: 
E(everywhere)-commerce. This is a trend that comes straight from China, where people have been buying 
from social and other sites like Huya, Dianping, Meipai, Xiaohongshu, Duoyin or Weibo for a long time. 
Now, western players like YouTube, Facebook and Instagram have been jumping on that wagon as well.”

#2: The zero-thinking experience
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Anika Tannebaum 
Int. CS Consultant, Business 
Leader Coach & Speaker

#1: Empower CX & breaking down silos

“Customer expectations change quickly & they expect us to provide quick solutions and added 
value. The customer is not thinking in departments, therefore CX is everybody's business.

Every interaction of the customer with the company is an experience point where we have to service 
the customer according to his or her needs. Therefore, collaboration between all departments is key 
for successful CX. Building relationships becomes a unique selling point.”

#2: Customer centricity is the foundation for great CX

“From customer acquisition to customer retention. The customer is expecting a seamless 
interaction with the company and is certainly expecting for us to know his or her history. 

Collaboration with customer service is becoming more and more important to fully understand 
the pain points and to incorporate the customers feedback into product development or UX. 
Organisations need to engage with customers and involve them on future developments e.g. invite 
them to focus groups in order to fully understand customer needs.”

#3: No CX without EX – why leadership & culture matter most

“What influence does leadership have on CX? Its getting more and more obvious that Employee 
Experience (EX) and Customer Experience (CX) are equally important as my employees are the first 
point of contact for customers. 

Organisations want to build emotional connections with the customers, so they need to start with 
building emotional connections with their employees first. 

The employees and teams also need to be empowered for quick and simple solutions in first contact. 
Modern leadership and open culture will enable companies to truly build a customer-focused service 
culture. If we start investing in our teams, we will automatically invest in our customers!”

Steven Van Belleghem Anika Tannebaum Pradeep RathinamAnnika Björck Adrian SwinscoePatrice Laubignat
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Annika Björck 
CX Expert, Consultant, 
Coach & Speaker

“2020 has fired the reflection and debate on the experience economy and who it is all about. This trend 
is more on the philosophical side but just as important and will be ongoing in 2021. Who are experiences 
for, what are they all about and how do they need to be? Is it the customers and their satisfaction? Is it 
the employees and their happiness? Is it the shareholders and their dividends? Is it about how human 
our experiences are? Or is it even about what we leave behind? What is the experience we provide as a 
species? What is the experience other species have with us humans? What if your company stops existing 
tonight? Is the world better off with or without it? Even in these busy/crazy times it’s worth to stop once in 
a while and reflect.”

“These two large trends will gain momentum in 2021 and beyond. Often treated separately they should 
actually be considered as a couple. One enabling the other. It is one key element to design great 
customer journeys. Automatise non-valuable customer interactions to streamline the processes and 
make those interactions low-cost to no-cost. This gives the means to personalise the value-adding 
customer interactions.”

#3: The human(-kind) experiences

#1: Lead the change

“Organisations change, continuously. It happens with or without a goal. With or without the management 
of the process. But it is very uncertain where that leads to. The last 12 months have shown how fast 
organisations can change if they lead the process. It has also shown how successful those organisations 
are, that are able to quickly adapt to the change in customer’s behaviour. Small companies compete with 
the big players because they are much more agile and close to the customers. The ability to manage and 
lead a customer-centric transformation has proven to be a key success factor, especially in 2020. This 
trend is here to stay. It only takes one company in one industry to lead the way and the rest is bound to 
follow, or to bear the consequences.”

#2: Automatisation and personalisation

Steven Van Belleghem Anika Tannebaum Pradeep RathinamAnnika Björck Adrian SwinscoePatrice Laubignat
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Patrice Laubignat 
Founder and CEO, EforBrands

“The good news in this report comes from the fact that the budgets allocated to customer service teams 
has increased. In France, almost two thirds of the managers have seen their budget increase in 2020, by 
an average of 12%. These increases should be used to better understand the deep changes in customer 
behaviour, and adapt to it. What companies must understand to thrive in this new normal is that the 
agility that the customers are showing must be replicated on their side to better respond to their new 
needs. The world is moving really fast and so should customer service teams.”

“For brands, the new normal means not only increasing their share of voice, but being able to respond 
where their customers are expecting them to. Thus, identifying, quantifying, and individualising customer 
profiles as well as recognising and rewarding loyalty have become real differentiators. 

This requires a deep analysis of the customer’s behaviour to understand the experience they want to get 
from a given brand. We can quote Netflix as an example of a company that does this amazingly well, with 
spot-on recommendations based on users’ watch history and machine learning algorithms.”

#3: Making the most of your budget increase

#1: Companies are becoming more agile, and so are customers

“With the advent of e-commerce on mobile, customers are becoming more agile and understand the 
multitude of choices available for their purchases, which make them more demanding and harder to 
retain. As an example, the delivery time and delivery fees are the most viewed pages of ecommerce 
websites, and if the customers don’t find what they are looking for, they won’t hesitate before moving on 
to another ecommerce site.

In terms of timing, customers are looking for the quickest way to be satisfied. This explains why 54% of 
surveyed customer service leaders have noticed an increase in attrition since Feb '20. Customers are 
more eager to change. They are mobile.”

#2: A deep understanding of customers is crucial for any business

Steven Van Belleghem Anika Tannebaum Pradeep RathinamAnnika Björck Adrian SwinscoePatrice Laubignat
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Adrian Swinscoe 
Customer Service & 
Experience Advisor

#1: Maintain momentum

“2020 has been all about massive change that was driven by necessity. Organisations have needed time 
to find their feet amidst the crisis and get their processes re-engineered to fit a new way of working.

2021 will be all about learning the lessons that were taught in the previous year, and maintaining the 
momentum that has been built up over the last 6 to 8 months.”

#3: Empathetic musculature 

“The pandemic has shown that an organisation’s ability to deliver great service and experience to their 
customers is dependent on their ability to be empathetic. In 2021, organisations will come to grips 
about what that means, and this will lead them to start thinking about developing an empathetic 
musculature, i.e. what strategy, systems, processes, design, technology, leadership, people and training 
they need to put in place to make their whole organisation sustainably more empathetic to their 
customers.”

#2: The four domains of experience

“Over the course of 2020, we’ve seen the emergence of a number of domains in the experience space - 
customer, employee, stakeholder, and leader.

We were witness to the significance of a broader trend where customers, employees and communities 
expected organisations to exercise their agency in the face of societal challenges, and to address 
systematic issues, particularly around discrimination, injustice, and inequality. Organisations will have to 
explicitly consider their stakeholders if they are to retain the trust and loyalty of both their customers and 
employees. In addition to this, the last few months have placed leaders at all levels under pressure and 
have strained their capabilities given the changing environment and working conditions. The experience 
of leaders is an area that leading organisations will spend a lot more time considering over the coming 
year if they are to maintain their effectiveness.”

Steven Van Belleghem Anika Tannebaum Pradeep RathinamAnnika Björck Adrian SwinscoePatrice Laubignat
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Pradeep Rathinam 
Chief Customer Officer, 
Freshworks

#1: Take your service to the customer with ‘Digital CX’
“Organisations need to be able to take service to the customer, rather than waiting for the customer to 
come to them. Adopting emerging channels of support like SMS, Facebook Messenger, WhatsApp, Apple 
Business Chat, etc. allows for proactive service delivery and ‘anytime engagement’. We’re seeing the birth 
of a new concept which I like to call ‘Digital CX’ – a comprehensive customer experience platform that 
has a ticketing system at its core, but is bolstered by live chat, messaging, chatbots, and an extensive 
knowledge base. Understanding and embracing this concept of ‘Digital CX’ will pave the way forward for 
customer service leaders around the globe.”

#3: A single customer view is a must-have
“Organisations work in silos. The same customers have multiple profiles being maintained across 
sales, marketing, finance and customer service with one vendor. As a result, none of the teams have a 
complete understanding of all the customer’s interactions with the company, which leads to a frustrating 
customer experience.

A single view of all interactions is no longer something that’s just ‘nice to have’, it’s a must. Customer 
service related interactions should be visible to the entirety of the organization when they access a 
customer’s record, and this doesn’t have to be an expensive million dollar project with an army of 
consultants. With the right platform, establishing a single customer view can be easy to accomplish.”

#2: ‘To bot or not’ is not a question anymore
“In 2020, organisations all over the world have seen an increase in contact center volumes and an 
increase in customer expectations. In addition to this, they’ve seen fluctuations in staffing, which had 
them leaning more heavily on technology as a way to maintain service levels and ensure superior 
customer experience. Bots are a great way to ensure your customers are able to receive 24/7 support no 
matter where they’re located. 

Bots are your first line of defence, and customer service leaders need to start thinking differently about 
how to use them. Go beyond simple scenarios of deflection and start incorporating decision trees that 
can respond to advanced L1 queries like ‘where’s my order’. Done right, bots can be the foundation of your 
customer service strategy.”

Steven Van Belleghem Anika Tannebaum Pradeep RathinamAnnika Björck Adrian SwinscoePatrice Laubignat



About Freshworks

Freshworks is a customer engagement platform leader. Our customer-for-life platform is 
ready to go, easy to use, and scales to businesses of all sizes. Over 40,000 companies 

love our products and work with us to improve their customer service.

If you want to make customer experience your competitive advantage, 
write to us at experience@freshworks.com.
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