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ABSTRACT

The purpose of this study is to find an effective online customer service
strategy. Although the effectiveness of the online customer service will vary
and depend on the type of business the company isinvolved in, the usage of
different typesof tool sinthisarenahave provento bemoreuseful than others.
Effectiveness in this work will be used, in the sense that the more effective
strategy will lead to more satisfied customers, a higher customer retention
rate and higher revenue for the business.
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ONLINECUSTOMERSERVICE

Why doesonlinecustomer servicehavetoberesearched?Onlinecustomer
servicehasbecomeanintegral part of successfor companiesconducting business
on the Web. The Internet is changing the way firmsinteract with customers.
However, accordingtotheresearchthat hasbeen doneonthesubject, itisfound
that most companiesarenot fully utilizingthelnternet fully for onlinecustomer
service. For example, amost 70 percent of shoppersabandontheir shoppingcarts
beforemakingapurchase, primarily duetothelack of onlinecustomer service
(Bernett, 2000).

Thisfindingisvery engagingsinceit pointsout that many web businesseslose
businessbecause of theineffectivenessof onlinecustomer service. Moreover,
unlikeintheoff-lineworld, thecustomer caneasily switchfromonebusinessto
another withaclick of amouse(Motti, 2000). Another interestingfactisthat more
than 50 percent of e-commercewebsi tesdo not haveany typeof customer service
that guidesthecustomer totheweb pagewherehe/shecanget help (Trott, 2000).
Inaddition, itisestimatedthat $1.6 billionwaslostinsa esin 1999 duetothelack
of onlinecustomer service(L ucent Technol ogies).

Web businesseshavefound out that customer serviceisasimportantinthe
virtual storeasitisinthetraditional “brick and mortar” store(Bernett, 2000). In
addition, thepurposesof providing quality customer serviceisthesameasinthe
webasinthe*brick andmortar” stores, whichareattractingandretainingtarget
customersinordertoincreasesalesand profits(Boone& Kurtz, 1995). However,
themethodsof conducting customer serviceoff-lineandonlinediffer gregtly. The
bus nessesthat arenot onlineusua ly usecal centerswherecustomer serviceagents
assist the customersviatelephone. On the contrary, online businessesrely on
severa methodsinsupportingtheir customers. Aninteresting study conducted by
Forrester Researchindicated thatin 1997, 97 percent of customer interactions
regarding customer servicewereviatelephone. Theremaining 3percentwerevia
e-mail (2%) andthelnternet (1%). However, itisestimatedthatin 2003, 56 percent
of customer interactionwiththecustomer servicedepartment will beviatheweb.
Thirty percentwill beviae-mail; ninepercent will beviacross-channels(withthe
usageof multiplemeans), and only fivepercent will beviatelephone(Cincom).

Mosttraditional retailersview customer serviceasaproblemsolvingaction
after the; sale. Thebusinessesthat want toassist their customersonlineeffectively
will havetodisagreewiththestatement above. Ine-commerce, customer service
beginsthe moment that avisitor entersthewebsite. The customershaveto be
assisted during shopping in case they have product questions and/or product
locations. They haveto beabletofind hel pduringthepurchasi ng processincase
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