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CONNECTED 
WORLD    



If the Internet has taught us anything, it’s that access to information rapidly shifts consumer 
expectations. The digital revolution has turned the tables on companies. What was once a one-way 
broadcast model has transformed into a two-way communications model with the advent of social 
media and mobile. Today, consumers expect rapid responses when engaging with brands. When 
engaging via social media, for example, 67% of consumers expect a brand response within one day, 
with 42% expecting it within one hour.1 This trend—and these expectations—are once again, about 
to transform radically. 

The Internet of Things (IoT) introduces a new paradigm for brand and consumer relationships, in 
which any ‘thing’ can be connected to the Internet (i.e. emit a data stream). As products become 
connected, they facilitate a direct link between the end users and the manufacturers of those 
products. This can occur directly: through the product owner contacting customer support about a 
problem, and then using the connection to diagnose the issue. It can also happen indirectly: through 
real-time monitoring capabilities that allow companies to understand product performance and/or 
how users interact with those products. 

The data flow enabled by connected devices deepens the level of service companies can provide, 
while simultaneously increasing expectations for faster and better customer support. The Internet 
of Things has the potential to transform customer service through the visibility and action it offers 
to more efficiently identify problems and create resolution. In this report, we’ll take a look at how 
expectations for customer service are changing, how IoT supports these changing expectations, and 

what companies can do to start meeting them.
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The impact of the 
Internet of Things, 
and the continuous 

flow of data it 
facilitates will only 

accelerate consumers’ 
expectations for 

‘always-on’ service

A NEW PARADIGM OF CONNECTIVITY CHANGES  
THE GAME FOR CUSTOMER SERVICE 

IoT encompasses a myriad of technologies that enhance 
customer service of the future. Sensors enable products to 
have a ‘voice,’ but IoT also includes technologies like mobile 
devices, augmented reality, wearables, and beacons. Through 
cloud services, software applications, and APIs, it can enable far 
more efficient cross-channel engagement, self-service, contact 
mechanisms, etc. Integrating sensor data with existing enterprise, 
social, and third party data transforms the depth of insight 
and actionability available to brands. These analytics don’t just 
enhance how brands can react to customer and product behavior, 
but the extent to which they can be proactive as well. 

For example, a manufacturer of connected freezers can use data 
emitted to monitor the device’s performance, understand how 
users interact with the machine, identify patterns or areas of 
product malfunction, and even preemptively identify the need 
for maintenance.

The impact of the Internet of Things, and the continuous flow of 
data it facilitates will only accelerate consumers’ expectations for 
‘always-on’ service. What this means is that products themselves 
can now simultaneously serve as the voice of the consumer 
and the brand. The result is that connected products become 
an extension of the relationship between both. By extension, 
companies must be able to support both. 

In the above example, the connected freezer becomes an 
extension of the brand/product experience—carrying the 
opportunity of greater functionality and the risk of a failed product/
service experience. The manufacturer can develop a flawless 
product, but if the customer’s connected experience is less than 
flawless, the brand relationship is threatened, even damaged. The 
impact—positive or negative-- on the customer experience exists 
on the product level as well as the customer level.
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Figure 1  OPPORTUNITIES & RISKS IoT BRINGS TO CUSTOMER EXPERIENCE
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“Having owned connected products like a Nest, automated light switches, a locking system, and pool control, 
I can tell you that when they work, it really is an awesome experience,” explains one father and homeowner 
surveyed. “But when they don’t work… it’s very annoying. And it’s not like when the power goes out, we call 
the power company. When the device stops working, we blame the manufacturer, not the internet.”

Another consumer interviewed, young professional from Florida, shared that, because we have come to 
expect the level of functionality and connectivity in our mobile devices to be seamless, connected product 
manufacturers are challenged to provide this same seamlessness, despite new form factors and much more 
specific use cases. 

The friction created or eliminated in a customer service experience already has a direct impact on how 
customers view the brand. A study by the Corporate Executive Board found that 96% of customers forced to 
put in high effort in service interactions are more disloyal to the brand.2 And that’s just today.

“With Great Connectivity Comes Great Responsibility”
As more and more devices come online—Intel predicts at least 200 billion by 20203—companies have an 
imperative to act—but to do so responsibly.  Soon customers will expect, indeed demand, effortless and near-
instantaneous service experiences. To realize the opportunity in the Internet of Things, companies must prepare 
their service infrastructures today for the expectations of tomorrow.



HOW THE INTERNET OF THINGS ADDRESSES 
CHANGING CONSUMER EXPECTATIONS
Altimeter research finds that, across both B2C and B2B, brands that leverage sensors to improve customer 
experiences and service applications are most likely to generate impacts on the bottom line.4  But before 
companies can apply sensor data to enhance existing, or create altogether new business models, they must 
understand the unique ways IoT supports and enhances service programs.
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Figure 2  HOW IoT CAN BENEFIT SERVICE PROGRAMS

1 Improved customer experience
The great benefit of connected support is the potential for a vastly improved customer experience, which 
can increase loyalty and retention. Sensor data, whether through connected products, infrastructure, or 
users’ mobile devices, equips companies with a deeper contextual understanding of how people engage 
with the brand and where the opportunities are to improve those engagements. Proactively servicing 
connected machinery in a manufacturing plant can not only prevent a negative customer experience of 
product malfunction, but particularly in a B2B setting, it can salvage potentially lost revenue by preventing 
downtime, cascading impacts, or inefficiencies across other businesses’ customers. 

Consider the impact to the customer experience when a product can self-diagnose, send that data 
back to the manufacturer, who can in turn determine the most cost efficient time to service the device 



or order new parts, and send an alert to the user’s smartphone notifying them that the new part has 
been ordered. In this scenario, the customer is spared the hassle of experiencing product failure, having 
to drive a customer service interaction, identifying the proper part needed to rectify the problem, and 
finally having to order that part to get things working again.

Remote management and control of devices 
For many companies, the day they sell a product marks the end of their visibility into that product—
both in the performance of the product itself and in how the user interacts with it over time. The 
Internet of Things grants unprecedented visibility into products by connecting them to sensors, which 
emit data, and in so doing, offer context for any problems that may arise or opportunities to engage 
customers. Once products are connected, manufacturers are able to remotely monitor these devices, 
which unlocks a new world of service efficiencies and opportunities. 

Craftsman, a manufacturer of garage door openers transformed the visibility it had into its own product 
by adding sensors to it and connecting the product to a mobile app. What was once a product 
purchased every 10-25 years is now one that can potentially interface with customers each time they 
leave or approach their homes. This increases Craftsman’s visibility into the product lifecycle, the 
customers’ visibility of Craftsman, and actionability for both.

Increased operational efficiency 
Efficiencies in support can have an impact across much of the organization. These efficiencies can 
decrease costs and/or increase revenue, for example:

• Increased efficiency in labor costs for service agents, field technicians, and the like.

• Increased revenue and/or customer retention through timely upsells (e.g., preventing product/
service malfunction and customer frustration)

• Faster identification of issues in product or service experience

• Increased efficiency in supply chain management 

As sensors grant objects (including products) a voice, these data streams enable communications 
between the product and the brand/manufacturer, product and customer, and between products 
themselves.5 Companies that want to take advantage of the efficiencies these communications create 
must be able to manage and track these exchanges in tandem.

Connected product management 
Connected products open up many new opportunities, but these opportunities introduce new 
complexities and obligations as well. These considerations include: 

1. The need for comprehensive management, connectivity, security, and support of fleets of  
connected products. 

2. The ability to support and monitor communications and feedback mechanisms with customers, 
partners, or anyone else who interacts with the devices. 

3. Existing and incumbent enterprise systems, such as CRM, which were designed to capture customer 
and business interactions—not product interactions at scale. 
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These unique obligations call for new business practices aligned around product relationships. Although 
it’s an emerging market, connected product management (CPM) supports the concept that products 
themselves are now channels for service, experience, content, and relationship-building with customers.

Connected product management systems support the value exchange, the interactions, the very 
connections between product and user, product and brand, and brand and user. Examples of value 
exchange might be informational content, service features, offers, upgrades, or analytics. CPM connects 
the flow of data between these three parts, augmenting each by integrating other data (e.g. social data), 
and thus filling the part of an IoT business solution that current CRM and ERP solutions lack.

For example, consider if a connected car was able to communicate:

• Where the nearest trusted mechanic is located

• When it needed an oil change, or new windshield wiper fluid

• How and where to find low cost spare parts

• Areas to improve driving safety to avoid higher risk (or insurance premiums)

• Suggested local carwashes based on ratings and reviews

The possibilities for how any given product can leverage its context, data, and relationship with its users 
are endless, and unique to the nature of the product.

Service data generates cross-functional insight 
Besides providing the service team with insights into user behavior and how products are functioning, 
the insights generated through this data can also support and make other business functions more 
efficient as well. For example:

• Sales: What IoT offers salespeople is more context, that is, more information they can use to 
tailor messaging, suggestions, and solutions. A manufacturer of a connected printer can monitor 
when the cartridge is running low on ink, and trigger a notification offering a new cartridge of the 
precise make and model. In a B2B context, product performance data (signaling a need to upsell 
or replenishment) can justify outreach from sales/account management for a legitimate (even 
welcome) reason.

• Marketing: Sensor data supplements marketers’ understanding of consumers, at the individual 
level, as well as in aggregate. From a service standpoint, marketers can use this data to inform the 
channels and content they use to target customers. Consider the value for marketers in being able 
to empirically show (and advertise) that their brand’s connected manufacturing machinery was 10 
times more reliable than competitors’.

• Product/R&D: By monitoring connected products and/or infrastructure, businesses can gain an 
empirically informed understanding of how customers are interacting with their products or in-
store environments. Data and history generated in service interactions can identify opportunities 
for product repair, development, improvement, upgrade, or even new business models (e.g., new 
services, data access, shared services.)

• Supply Chain: Information generated by tracking connected products or infrastructure at the 
individual level can also provide insight into partner/reseller inefficiencies. A supplier of chemical 
products, for instance, can automate the location and process of replenishing such products on the 
basis of how users interact with and require service via the connected freezers in which they  
are stored.
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Traditional customer support has entailed a gap between problem and resolution: one that often takes 
painstaking time to resolve for both business and consumer. Data generated by connecting products, 
consumers, and infrastructure is what informs proactive support and makes reactive support more efficient. 
In effect, service in IoT uses the ‘things’ (e.g. objects, products, infrastructure, people) to better support each 
other. In so doing, both reactively and proactively, connectivity helps bridge this gap. 

HOW IoT OFFERS INCREASED EFFICIENCY TO REACTIVE SUPPORT  
Reactive support is the standard for customer service as we think of it today. This is a model in which customer 
agency drives the interaction. In the past, this took hours or days. As companies embrace digital and social 
channels, reactive support has shifted more towards near real-time reactions. An issue arises in a product or 
service, and it is up to the customer to obtain the resources to resolve it. Customers tweeting to a brand or 
calling a call center are examples of such agency today.

“IoT offers the opportunity to make reactive support far superior than we think of today by pulling in 
contextual data,” says Kevin Bardos, VP of Product at Xively, a company providing business solutions for IoT. 
Connecting products and infrastructure allows businesses to extend and improve reactive support models in 
the following ways:

• Troubleshooting: Although issues are bound to arise in any product/service context, IoT helps resolve 
these issues by making the troubleshooting process more efficient. For example, enabling customer 
inquiry through the device itself, such as Amazon’s Mayday button, or using a mobile app to feed device 
information into another channel, such as live chat.6 Devices as content platforms, such as connected 
washing machine, can also deliver relevant content directly to the product’s screen—like a more 
responsive and personalized FAQ or decision tree. Other enhancements to reactive troubleshooting 
include the ability to deliver software updates over the air or sensor-driven notifications triggering the 
deployment of field technicians in response. 

• Cross-channel: Reactive support includes real-time support, which, although still in response to an 
issue, leverages digital channels to communicate and resolve the issue more rapidly than in the past. By 
connecting with cloud services, sensor data helps streamline cross-channel support enabling customers to 
engage more easily, requiring less time having to explain their issue. The customer chooses their selected 
platform, whether via an app, a self-service site, live chat, video conference, social media, or call center, 
without having to restart the support process.

• Self-serve: Today, some 70% of consumers expect brands to have a self-service application available on 
their website, and 40% prefer self-service support over interacting with a human.7 As businesses connect 
more aspects of their experience (e.g. products, mobile apps, etc.) the demand for (and capabilities of) 
self-service will only increase. By its very nature, IoT enables the customer to exercise greater autonomy 
for themselves. Users can monitor data streams, automate notifications, view hardware-software operating 
schemes and choose to receive software updates ‘over the air’ autonomously. 

HOW IoT ENABLES PROACTIVE SUPPORT 
One of the most transformational impacts of the Internet of Things is its ability to extend from real-time 
reactive support to proactive support. Proactive service is the convergence of service and automatic resolution 

THE INTERNET OF THINGS ENHANCES REACTIVE 
SUPPORT & ENABLES PROACTIVE SUPPORT 
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and an ‘effortless’ service experience.8  Companies can achieve this by leveraging data (sensor and otherwise) 
to suggest, service, or resolve an issue before customers realize they have a problem. Connecting this data to 
support programs allows businesses to preemptively service customers in the following ways:

• Proactive repair/resolution: By monitoring the performance of connected products and/or infrastructure, 
manufacturers can both identify early signals and over time, even come to predict the need for 
maintenance, repair, or service. While a delight for consumers, this has profound implications for more 
high-risk industries like healthcare, manufacturing, or energy. Siemens Healthcare, providers of medical 
devices for hospitals, monitors the performance (e.g. connectivity, functionality, etc.) of all devices sold 
through a central dashboard. As a result, it is able to better able to identify abnormal performance and 
prevent outages or malfunction across critical life-supporting devices. Eliminating unplanned downtime 
not only impacts costs --the estimated cost of downtime of an MRI machine is $14,618 per day, according 
to Becker’s Hospital Review9, it can impact the quality of medical treatment as well. In its energy vertical, 
Siemens monitors the performance of wind generators by attaching acoustic sensors next to the bearings 
of the machine to actually listen for noises signaling the need for repair. Squeaky wheels, for instance, can 
indicate when the bearing needs replacement and allow Siemens to proactively service turbines before 
they shut down.10

• Proactive update: For connected products and infrastructure that serve as the hardware for software, the 
ability to provide software updates enables proactive service triggered by abnormalities. For instance, 
if a manufacturer detects a pattern of failure in one installation, it might signal vulnerability in other 
applications as well, prompting the manufacturer to remotely deliver ‘over-the air’updates to all products 
to preemptively prevent issues arising elsewhere. This data goes beyond informing proactive service 
opportunities and—when shared with product teams— can inform opportunities for product development 
and innovation. 
 
In January of 2014, Tesla was forced to recall 29,222 Model S cars because the wall chargers were at risk 
of overheating. Given that Tesla cars are effectively hardware supporting a software operating system, 
Tesla was able to deliver a software update that eliminated the problem in all 29,222 cars. Not only 
did this save drivers a pesky trip to the dealership, it gave Tesla customers full control over when they 
preferred to receive the 45 minute update.11 This capability also enables ongoing improvement to Tesla 
vehicles, both at the individual driver level as well as across their entire fleet of connected cars.

• Proactive replenishment: By monitoring the environment in which a product is stored or delivered, 
businesses can provide greater supply chain efficiency simultaneously with predictive service. This 
can occur at the inventory level, informing where and how to stock or distribute the product, or at the 
environmental level itself. A simple example of automated inventory restocking can be found in connected 
vending machines, in which sensors can detect the quantity, weight, or freshness of its contents. That data 
can then automatically signal the need for replenishment and a new shipment can be made to prevent the 
product from going out-of-stock.     
 
Purfresh, a company that provides enhanced atmosphere technology to enable shipments of highly 
perishable cargo (e.g. meat, produce, flowers), uses sensors to preserve the integrity of its shipments. 
Not only can the company monitor real-time shipment conditions, they’re also able to model and redirect 
transit routes to account for environmental elements like ozone, atmosphere, and temperature.12

•	 Proactive	field	service: We can be certain that some product/service issues will require human 
intervention. IoT can help streamline this as well by identifying the suspect patterns or clues to 
malfunction and preemptively sending field service to address it before a real problem occurs. Not only 
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can service teams identify if there is an actual need for on-site support (potentially saving costs if not), 
but product data can give greater insight into the nature of the expertise needed as well as the tools and 
resources required to resolve the issue. Today, 58% of secondary on-site visits are results of unavailable or 
incorrect parts during the first visit.13 

• Proactive suggestion/upsell: Service in IoT can seamlessly extend to sales because relevant insights for 
the sales team are typically informed by the same data. By monitoring connected products or machinery, 
salespeople can gain [real-time] visibility into product and customer needs and use this information to 
inform messaging, outreach, and suggested solutions.  
 
Schneider Electric, a global energy management company connects and monitors buildings and 
infrastructure across numerous industries. Connecting smart devices to infrastructure and integrating that 
data with facility management software enables real-time visibility and insights into how facility power 
consumption, digital security concerns, maintenance issues requiring service or new parts or solutions.14 
But it also aids in proactive service. These tracking tools assess the data emitted by facilities and, over 
time, are able to understand consumption patterns and what components are likely to fail based on the 
average number of hours and conditions endured. This enables preventative maintenance as well timely 
messaging to upsell new parts, when needed.15

• Proactive automation: As businesses leverage more and more sensor data, and connect it with other data 
sets—such as enterprise, third party, social, or mobile data—opportunities will arise to automate various 
pieces of the business operations. Internally, IoT and predictive analytics will enable the automation of 
things like service tickets, support cases, customer identity and connected product management. Externally, 
automated processes can be set up to improve product functionality, [customer] access to information or 
awareness, and aid in companies’ abilities to target and personalize messaging at scale.

The Internet of Things has the potential to transform service as we know it today because of the visibility, 
context, and capabilities it offers to more efficiently bridge the gap between problem and resolution. As 
products become connected and increasingly supplement or serve as the voice of the customer, providing 
comprehensive support of all relevant ‘things’ can unlock a wide range of opportunities. Realizing the benefits 
of this doesn’t happen overnight however; businesses must take the first step. 

HOW ORGANIZATIONS MUST  
PREPARE FOR THE FUTURE OF SERVICE
It may seem like IoT supported service is a ways off from reality, but as manufacturers begin to implement 
these capabilities, the demand for them will soar. Businesses must take it upon themselves not to be reactive 
to the shift in consumer expectations, but proactively set the agenda for what the future of service should and 
will look like. Following are five ways companies can prepare for the future of service.

1. Mine existing support programs for opportunities 
In order to harness the potential and power of IoT’s impact on service organizations, businesses must assess 
existing service programs and identify areas of friction as potential opportunities where sensors can help 
streamline the flow of information between business, product, and customer. For example, if assessing 
product status is frequently a barrier to remote service calls, then consider adding a sensor to monitor feature. 
This is a critical first step for making the business case for leveraging sensors to improve existing customer 
service programs as well as prioritizing which areas to development.
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2. Align against support and product strategy 
As companies embrace IoT to reinvent how they address and support the needs of connected consumers, 
they must adopt a new approaches to service. Yet rolling out connected products or building the 
infrastructure for connected support can’t take place in a vacuum. These activations, how companies 
approach their ‘support of things’ must align with the organization’s overarching support and product 
strategies.16 Companies that do not align these initiatives against such existing strategies risk a wasted 
investment, added complexity, and potentially adding even more friction to customer experiences. Aligning 
new programs with existing strategies is also essential for procuring and sustaining buy-in and participation 
across other business functions.

3. Articulate the vision of ‘effortless’ service experiences    
Before rolling out changes to the service program, businesses should take the time to articulate the vision for 
the ‘future’ of their service programs. What does ‘ideal’ look like?

Create a checklist outlining the elements and objectives of the service experience that will define ‘effortless’ for 
your business and align sensor-based initiatives against them. Examples of an ‘effortless service’ might include: 

Direction: Assess how well the proposed sensor-based customer service programs support an effortless service experience.

Source: Altimeter Group 2015

Figure 3  EFFORTLESS SERVICE EXPERIENCE CHECKLIST

Support is provided in-context Regardless of platform (e.g. product or mobile device-
screen, video conferencing, augmented reality) aim 
to provide effortless support experience through the 
customers’ preferred channel

Customer is transferred to the right 
person/expert the first time

Issues are processed to provide customers access to the 
‘right’ person immediately, based on expertise needed 
to resolve the issue.

Resolution in less than four steps Limit the number of steps the customer has to take to 
get their problem resolved to no more than four.

Resolution in a day Limit time to resolution to within a day unless absolutely 
impossible. Develop messaging and SLA for this.

Automatic triage for support  
staff outreach

Customer service will contact the customer when XYZ 
occurs; define the most critical times for support to 
make initial outreach

Customer receives instant 
validation/resolution confirmation

Customer receives instant validation/resolution 
confirmation when issue is resolved, regardless of 
platform through which support is delivered

Contingency plan support Incase of major outage or issue, provide information for 
support services that are available.
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The vision for effortless experience should also articulate why and how this future will support the brand’s 
overarching objectives and identity. It’s also important that stakeholders have a very clear sense of the 
objectives that the service program is aiming achieve and how those goals will be measured. Document this 
to stay accountable. 

4. Align technological infrastructure 
Technological infrastructure will vary, sometimes widely, depending on the nature of the activation. Many 
factors set the parameters for technology requirements, but here’s a starting point:

• Use case(s) of initiative(s): So much depends, of course, on the experience your company is trying to 
enable and with what ends. A cross-channel experience requires different systems (including systems 
and data integration) than does servicing a connected refrigerator through the appliance’s front-
door screen. Teams must work in lockstep with IT to ensure their goals are well understood, and that 
technology infrastructure maps and roadmaps account for use case prioritization. 

• Existing vs. needed systems: What systems are in place today and where are the gaps between 
incumbent system capabilities and those needed to effectively deploy IoT initiative? An assessment of 
use cases and technology needs informs both investment and integration requirements. 

• Existing vs. needed hardware & connectivity layers: IoT implementations don’t just require an 
Internet connection; they require the gateways and connectors to enable that connectivity, as well 
as back-ups for maintaining uptime and reliability. Interoperability between devices remains a great 
challenge for scaling connected products and services, but companies can prepare for this by creating 
as ‘open’ an infrastructure as possible, starting with their internal infrastructure and evolving towards 
interoperability externally. 

• Proprietary vs. leveraged sensors: From where will sensor data be generated? Sensors from proprietary 
hardware (e.g. products, infrastructure) or sensors from leveraged devices (e.g. mobile devices)

• Data integrity: IoT heightens the requirement (and stakes) for maintaining data integrity as vigilantly 
and preemptively as possible. Companies must prioritize data integrity in the selection, collection, 
analysis, handling, reporting, publishing, and ownership of that data. Doing this requires both talent 
and technologies to ensure the appropriate access, storage, analytics, reporting, and messaging 
around the data.  

5. Educate—internally and externally 
The Internet of Things requires a new way of thinking for individuals and for businesses—one that views 
objects and environments as able to communicate and be communicated with. This concept requires ongoing 
education and infusion into the culture of how people (employees and consumers) understand the role of 
the brand in their lives. Education and alignment across teams (including internal and external teams, such as 
agencies) is absolutely critical for ensuring each group is informed and aligned with:

• Why: The value ‘connecting’ components of the service experience brings to the organization. 

• What’s changing: How initiatives will impact existing experience; how to address/message those 
changes to customers.

• How: How the initiative(s) will be rolled out. 

• When: Over what timeline will initiatives be deployed.

• How measured: How the performance and impact of ‘connected’ programs will be measured. 

• Results: How the impact of these programs will be reported, shared, and collaborated on across teams. 
How will we make these results actionable?
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But education doesn’t end internally. Brands must not forget the importance of messaging externally how 
changes to service programs impact the market. Brands must not forget the importance of messaging 
externally how changes to service programs impact the market.

Messaging and marketing are important for articulating how sensor-enabled services will work, and how 
they will change and meet customer expectations. While it’s important to communicate what differences 
in behaviors or communications may result, it’s vital to also communicate any collection, use, sharing, and 
security of customer data.

6. Start small and plan for scale 
Adding sensors to brand properties is not a one-way ticket to effortless service experiences. These programs 
take time to plan, deploy, test, obtain results, and scale. Businesses must start small with tightly scoped pilots 
in areas (i.e. segments, products, locations, and processes) that are most likely to embrace and directly benefit 
from such changes. In tandem, companies must approach these initiatives with a lens of empathy—soliciting 
and listening for feedback from users, both directly in what they communicate and indirectly in how they 
behave and engage. Empathy is tied to scale because it is the key ingredient to driving adoption; solving 
actual pain points, actually improving the status quo, and delighting customers with timely service. These are 
what will justify and demand scale. 

CONCLUSION
Thanks to IoT, the future of customer service has the potential to be wildly improved from the standard 
of support to which we are accustomed today. Ignoring such potential ignores tremendous opportunity. 
The hours or days until resolution, the long (often dropped) phone calls to call centers, the time we spend 
repeating our information over and over, product malfunction that could have been prevented—service as we 
know it is ripe for disruption. It’s up to brands to disrupt (and delight!), lest they be disrupted.
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