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Thanks to the pandemic, video has become a critical communication channel in many aspects 
of our lives. It enables us to look each other in the eye as we talk, see non-verbal cues, and build 
trust in a way audio-only conversations simply can’t.

For enterprises, video has moved from a novelty to the mainstream as a way to engage with 
customers. The 2022 Front Office CX Omnibus Survey by Ryan Strategic Advisory revealed that 
¼ of enterprises have adopted video chat and video kiosks as channels for supporting their 
customers. And they intend to increase use of video, with 59% expecting the use of video chat to 
evolve and 60% expecting the same for video kiosks. 

In this paper, we’ll look at the reasons for this increased adoption, why we expect video to 
overtake more traditional communications channels, and why every business needs to begin 
embracing video now. 
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The power of video

Video creates higher-quality interactions

Because of its ability to create an emotional connection, video can be effective in industries that have 
traditionally done business face-to-face, such as retail banking, insurance sales, and brokerages. And 
it’s not just on the purchasing side.  Video lets enterprises bring true empathy to customer services. As 
an example, someone making a claim because their house has burned down can see the sympathy 
and caring in the agent’s eyes and behavior. Assuming the claim is handled promptly, this encounter 
builds loyalty and can turn customers into promoters.

Video creates richer interactions

Some businesses may be concerned about adopting video because of cost perceptions, especially in 
terms of interaction times. Video calls generally are longer than audio-only calls, but they also yield 
greater results, increasing conversions, first contact resolutions, and NPS.  Think about it. On audio-
only calls, there’s always the pressure to close, which can make representatives seem pushy and 
customers wary. With video, that stress is replaced by a human conversation with a trusted advisor 
who can help the customer with the sale or lead them through a solution to their problem in an 
environment where an appropriate cross-sell or upsell is helpful, simply the next level of help being 
offered.

Video can reduce the cost of customer service

By taking travel out of the customer service equation, video can reduce the cost of supporting 
customers. Every time a company with complex products can solve a customer issue without a truck 
roll, they save money. But, trying to walk a customer through troubleshooting on an audio call will 
only frustrate the agent and the customer, who will want someone to come out and fix the problem 
for them. Or a salesman who can physically visit 10 accounts a day, can visit nearly twice as many 
using video while still overcoming customer fears, strengthening their relationship, and building 
loyalty.

Video can do things other channels can’t

There are some interactions where enabling the agent and the customer to see each other turns a 
frustrating experience into a happy outcome. Because they can see each other, all the non-verbal 
communication in the conversation becomes clear, enabling agents to better assess and defuse tense 
situations. It also enables better service to hearing-impaired customers, who can see what the agent 
is saying, for smoother conversations and better results. 
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Taking advantage of video today Video reduces need for truck rolls

Increasing retail sales

Customers have embraced online buying. In fact, the State of Consumer Behavior 2022 report 
from Raydiant found that 56.6% of consumers prefer to shop online.1  Younger shoppers are 
used to making purchases from TikTok influencers and direct to consumer brands. For all 
shoppers, video lets retail bring the personal touch shoppers traditionally received in the store 
to their online shoppers. The same warm smile, the same expert knowledge about all the 
products, the same ability to understand the customer’s need and answer their question or 
make recommendations to fulfill their need. It also provides the same opportunity to naturally 
make recommendations beyond the original request. A customer shopping for a business 
shirt, could be offered the perfectly matching pants or tie by their video personal shopper.  Or, 
using screen-sharing the traveler booking their dream vacation could be shown a variety of 
different hotels or activities that would make their trip even more special.

Reducing truck rolls

For a major electronics manufacturer, half of customer calls about appliances resulted in an 
engineer going to the customer’s house only to find an issue that didn’t require a replacement 
part or their expertise. As you can imagine, this significantly increased the cost to serve. With 
video troubleshooting, the agent asks for permission to access the camera on the customer’s 
smartphone for first-level troubleshooting. As the agent walks the customer through each 
step, they can see what’s going on and advise the customer on the correct step to take to solve 
the problem or determine that the situation really does require an engineer. As a result, the 
company has experienced a 20% reduction in calls where replacement parts aren’t required, 
down from 50% to 40%.
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Providing customer service on the spot

Many government agencies have started using self-service kiosks to enable 
citizens to access and get copies of their own documents, like birth and marriage 
certificates, or make payments for fines and taxes. Kiosk have also become 
popular in the travel industry, enabling people to check in to a hotel, tag their bags 
before flying, and check out and return rental cars. Customers are happy because 
these kiosks usually save them time and agencies and businesses are happy 
because it enables them to do more with fewer people in this age of the Great 
Resignation. If customers have a problem, or don’t understand how to use the 
service, a button lets them directly access a video agent who can solve their issue 
or walk them through what to do. It’s fast and easy, and the customer avoids the 
frustration of having to change to a different communication channel. 

Speaking everyone’s language

In the U.S. alone, there are at least 350 different languages spoken at home.2  And 
the World Health Organization estimates that 5% of the global population – 430 
million people – have a disabling hearing loss.3  So what happens when a patient 
has an appointment with a physician, either in person or via telehealth, who 
doesn’t speak their language? Video provides the power to bridge the gap. When 
the doctor, patient, and interpreter can see each other on video, communication 
becomes clear. The interpreter can interpret the patient’s questions for the doctor 
and the doctor’s responses and instructions for the patient. And they can see 
the interpreter’s lips move, which is especially important in working with hearing 
impaired doctors and patients. 
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This is only the beginning 

Today, a quarter of businesses have integrated video into their sales and customer service 
channels. The respondents in the 2022 Front Office CX Omnibus Survey by Ryan Strategic 
Advisory said that they expect the use of video to grow at a similar rate as traditional channels 
that create a human engagement with customers: voice, email, webchat, instant message, and 
SMS. Given this anticipated 59 to 60% growth rate in 2022, we believe that the use of video will 
grow significantly over the next 3-5 years.
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Growth of human engagement channels in 2022

As in most cases of technology adoption, the earliest adopters 
are CX leaders who see the value of video to their business and 
their customers, and younger brands who want to set themselves 
apart; but no business can afford to ignore this trend. Very soon, 
businesses that don’t offer video engagement for appropriate 
interactions will be trailing the competition.

Customers are embracing video for customer service. Forbes 
reported that a recent study by Vonage Research showed that 
“consumer’s preference for connecting with businesses using 
video has soared by 300% since January 2020.” 4  Before the 
pandemic, 21% of European consumers were using video calling 
to interact with businesses; by the beginning of 2021 this had 
risen to 62%. Today, 89% of global users find video chat helpful 
in resolving their issues. Quite simply using video enables 
business to meet some of customers’ most important experience 
expectations: it values their time, it gets them directly to an 
answer to even complex issues, and it enables them to receive 
service with a human touch.

Agents are also embracing video. Many prefer video interactions 
for its rich non-verbal cues and more rewarding experiences. 
When they are trained on all channels and can move easily 
between audio and video interactions, it breaks up their workflow 
and makes the role more engaging, which increases retention.

It’s clear that businesses need to begin integrating video into 
their omnichannel customer service, yet many will be challenged 
to do that by falling budgets. After several years of budget 
growth necessary to keep up with changing environments and 
requirements during the pandemic, the Front Office CX Omnibus 
Survey from Ryan Strategic Advisory shows a majority of 
respondents expect budgets to flatten out in 2023. 
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Key considerations moving forward

These budget expectations mean adopting video may 
require tradeoffs. Top investment priorities for enterprise 
CX departments in 2022 include data protection, business 
continuity, re-integrating agents into onsite contact centers, 
and also integrating work-at-home technology and processes. 
In terms of adopting new technologies, integrating AI 
capabilities into CX has emerged as a trend, but cloud-based 
CX infrastructure, knowledge-management solutions, and 
automation for non-voice interactions have higher priority. Yet, 
soon, these businesses won’t have the option of not offering 
video integrated into their omnichannel service that enables 
seamless transfer between channels. The farther behind they 
lag, the more damage lack of video service can do to their brand 
and reputation.

But, going all-in on video on their own isn’t feasible for all 
companies. Those who can find a trusted partner can ease into 
video without a large upfront investment in technology and 
training, and still do video the right way to burnish their  
CX reputation. 

Working with an external team of video CX experts lets a 
company start small by offering video in the highest-value areas 
of support and easily expand as business needs and customer 
expectations grow.

Key things to look for in a partner include:

• Established video customer service experience 

• A history of delivering excellent customer service across all channels

• A track record of happy clients

• A team of expert video agents dedicated to the business

• The ability to quickly ramp up a high-quality video program 
customized for business strategies and goals

• A partner who stays for the long run, continually looking for ways to 
innovate and improve customer satisfaction with the video service
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About Teleperformance

The world’s best brands trust Teleperformance to deliver world-class customer support, helping them to expertly 
navigate customer journey management. 

With advanced, AI-powered solutions and more than 420,000 employees with local and industry-specific 
expertise, Teleperformance teams provide support in 170 countries in 265 difference languages and dialects. 

Continuous innovation and business agility provide a strong foundation for service delivery that is simpler, faster, 
and safer. In addition to receiving consistent recognition as a global CX leader, Teleperformance has also been 
recognized as a top employer with more than 97% of all employees working in a certified Great Place to Work®. 
In 2022, Teleperformance was also named a 25 World’s Best Workplace for the second consecutive year.
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About Ryan Strategic Advisory

Peter Ryan has been at the forefront of the contact center services market advisory for over a decade. 
Having begun his career in London at Datamonitor in 2003, he quickly established himself as one of 
the foremost experts in the burgeoning CRM sector.
 
Over the course of his career, he has advised contact center outsourcers, their clients, industry 
associations, and governments on matters ranging from vertical market penetration and service
delivery to best practices in offshore positioning. Peter’s expertise in outsourcing has been recognized 
multiple times. He received the prestigious Best Respected Contact Center Professional award in 2015 
from callcentrehelper.com and was included in Fonolo’s Top 16
Analysts Covering Customer Experience. He was also included in each iteration of the Nearshore 
Americas Power 50 influencers listings, identifying the most important outsourcing executives in the 
Western Hemisphere.
 
Throughout his career, Peter has been a much sought-after speaker, headlining multiple events, and 
has frequently been quoted in the media on various matters about BPOs and contact centers. 
 
Peter has degrees in Political Studies from the University of Saskatchewan and an MBA from Dalhousie 
University. He currently resides in Montreal, Quebec.
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The Need for an Agile Business Services Partner in the Digital World
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