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Customer Communications: The Challenge  

In June 2006, the Financial Times ran an editorial discussing the effectiveness of 
communications tools available to the enterprise. They looked primarily at the digital 
communication channels available (email, the Internet, Instant Messenger (IM), and SMS) 
and their conclusion was stark: “In the ‘attention economy’ the value of email is rapidly 
approaching zero”. If this is true, what does it mean to the effectiveness of organisations that 
rely on email for communication? What value do the other channels provide and how can 
they be managed? How does an enterprise create an interactive dialogue with its customers 
without relying on them to visit the corporate website or check their email? How does an 
enterprise get important notifications through the communication fog to customers, without 
resorting to expensive and intrusive phone calls through the call centre? 

To understand these issues, we first have to appreciate how we came to rely on email and 
what the limitations of this channel are. The reliance on email, as the main communication 
mechanism for customer interaction, has steadily and stealthily increased over many years. 
As businesses developed sophisticated direct access technologies via the Internet, 
customers became empowered to perform transactions themselves. For instance, less than 
ten years ago you could not have booked your own flights online, today few of us use an 
intermediary to book flights. The systems in the background are the same, but the web 
interfaces give us so much choice and are so simple and secure to use that we happily book 
flights through them. The savings for the airline industries have been very significant and the 
entire business model for the travel industry has changed because of this innovation. 

Online banking is again revolutionising the way we use banking services but banks have hit 
some severe limitations with the technology that powers these interactions; the issue centres 
around the “push” capabilities of direct access technologies and the security challenges that 
meaningful interaction poses. 

Direct access is just that, it allows a customer to directly access corporate systems and do 
something – browse, make a purchase, change a delivery date, re-schedule a flight etc. All 
of these interactions have value to a business, but all are done in an “on-demand” mode. A 
customer has to visit the website to perform the transaction, and most importantly to be 
informed of changes. Email has exploded in use because the only way a business can reach 
out (push) and communicate with its customers is through email, and virtually all direct 
access systems rely on email as the sole communication mechanism. 

So, what’s the problem with that? Isn’t email perfectly designed for customer interaction? 

When email first arrived it was used by academics and early technology adopters; 
businesses viewed email with suspicion and it is only recently that it has become 
acknowledged, by law, as a permissible form of correspondent evidence. Very rapidly email 
became the business communication tool of choice and the speed with which 
correspondence could be sent and received was almost instantaneous, compared to the  
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multi-day turnaround that physical mail required. Advocates of email even coined the term 
“snail mail” to describe written and typed correspondence.  

As direct access systems developed, more and more “events” needed to be confirmed to the 
customer. Confirmations, receipts, change of service, updates etc.… all of these are 
channeled through email. We receive an amazing amount of information through email but 
we have no way of prioritising our inboxes, highlighting time dependant actions or getting 
round a couple of major problems with email… What are they? In two words, SPAM and 
Phishing. 

SPAM 

Not the processed ham beloved of Monty Python of course but the unsolicited emails 
spuriously filling the Internet and offering all manner of life enhancing surgery and 
opportunities to improve our love lives. In October 2007 Postini (the world’s expert on 
SPAM) identified 10 in 11 emails as SPAM… over 90%.  

We have become ‘email junkies’ which is one of the main reasons that enterprises are 
finding it increasingly difficult to get important information through the communication fog of 
email to their customers. 

Phishing 

The other issue with email, which particularly affects the financial services industry, is the 
practice of “phishing”. Phishing is a simple idea; send out an authentic looking email from a 
bank asking a customer to log in with all their details, the link in the email goes to a bogus 
website and the customer’s details are all captured to be used illegally by the phisher. This 
problem has virtually rendered email as unusable for any kind of valuable customer 
interaction and has made consumers vary wary of email. 

For enterprises to maximise interaction with their customers and also maximise the 
opportunities for profit, we have to look beyond email and develop more innovative and 
effective ways of communicating, and more importantly interacting with customers. 

A new approach 

What is needed is a new approach to business to customer (B2C) communications that 
harnesses and manages all of the best attributes of existing digital channels, but in addition 
delivers new high impact direct ‘push’ channels that can punch through to customers’ 
desktops and/or handheld devices when really critical information needs to be delivered. 
This creates a new level of interaction with customers. Essentially it is an “always on” 
connection between the brand and its customers, where events are directly connected to 
customers as they occur, through the most appropriate channel that the customer has self 
selected. 

Skinkers has been working on this problem for nearly five years, firstly by developing a new 
high impact channel which delivers desktop alerts and secondly by incorporating this into a  
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new ‘Enterprise Attention Engine’, the Live Notification Platform™ which manages manual  
and automated messages, RSS, email and SMS and can deliver to handheld devices such 
as the BlackBerry and mobile phone, as well as the desktop, widgets and gadgets.  

The Live Notification Platform enables the enterprise to map customer communication 
requirements against the most appropriate channel and device, reserving the high impact 
desktop alert channel for critical and important communications to their customers. 
Messages can be delivered to an individual or any group based on multiple criteria, delivered 
rapidly and, if necessary, routed from one device to another until the customer 
acknowledges the communication. 

This is a vital component of the Live Notification Platform: the ability to audit and track vital 
communications and use the most appropriate channel. This central platform enables 
multiple digital channels to be managed centrally for the first time and ensures that 
information you ShouldKnow™ is delivered through communication you can’t miss! 

The value to the enterprise is realised in many dimensions. Not only is a permanent 
“proactive” connection established between brand and customer, the customer has a new 
set of capabilities to add to his current toolkit. The customer can configure rules and select 
information sources about which they want to be informed. This “self selection” capability is 
extremely important as customers are rarely interested in functionality unless it does 
something significant for them. For instance, if I could instruct my bank to tell me before a 
transaction is executed against my account that would take me overdrawn, I can take an 
action to move money between accounts and hence avoid charges. There are numerous 
examples across multiple industries where events occur that are important and relevant to 
consumers, but at present they can only find out about them after they have happened, or 
have managed to catch the email at the right time, or have made an expensive (for the 
business) call. 

Introducing the Next Generation in Customer Interac tion Systems  

Let’s look in more detail at the next generation of customer interaction systems, where 
proactive notifications are only sent to the people affected, and updates are delivered 
through a new communication channel, completely outside of email. 

Communication effectiveness is a bottom line issue, especially for customer communications 
and interaction with customers. 

Email is overburdened, ineffective and non-prioritised. The Skinkers Live Notification 
Platform ensures that events are connected to customers effectively, to the right people, at 
the right time, through the right device.  

Detailed below are the different B2C applications that the Skinkers Live Notification Platform 
provides, the deliverable, the measurement and the value to the enterprise. 



 

© Skinkers 2008 Whitepaper Page 5 of 11 

 

 

B2C – Customer Interaction and Event Notifications  

Application Live Notification 
Platform Deliverable  

Measurement Value 

Gaining new 
customer 
 

Providing a new and 
innovative way of 
enticing customers to 
a service or product 
launch. 
 
Providing an 
innovative marketing 
technique which can 
enhance the brand. 

Number of 
downloads. 
 
Sales click throughs.  
 
Incremental revenue. 
 
 

Incremental 
revenue. 

Retain existing 
customer (reduce 
churn) 
 

An interactive 
communication 
experience that 
proactively informs 
customers of service 
changes and product 
news.  
 
Keeps the customer 
informed when issues 
are being resolved 
and improves 
customer satisfaction. 
 
Reduces the need to 
phone into call 
centres (an 
acknowledged source 
of frustration and pain 
for customers). 

Click throughs. 
 
Revenue. 
 
Customer 
Satisfaction. 
 
Retention/churn 
rates. 
 
Reduced call centre 
incoming calls. 

Incremental 
revenue. 
 
Improved customer 
satisfaction. 
 
Reduced customer 
churn. 
 
Reduction in call 
centre capacity and 
hence costs. 

Upsell and cross-
sell with its 
existing clients 
 

An innovative and 
effective way to 
engage customers 
and offer new 
products and 
services.  
 
Increase website 
visits though valuable 
proactive interactions 
with customers. 
 
Offer valuable 
information to 
customers, such as 
balances on accounts 
and last three 
transactions, entices 
customers to 
increase website 
visits. 
 

Increase in wallet 
share. 
 
Increased in cross-
sold revenues. 
 
Increase in website 
traffic. 
 
Customer retention. 

Incremental 
revenue. 
 
Reduced customer 
churn. 
 
Reduced physical 
infrastructure moving 
customers to the 
website. 
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Because Skinkers is 
opted-in and self 
selected for 
interesting content, 
the potential for a 
successful customer 
interaction is much 
higher than email 
alone. 

Increase Wallet 
share 
 

Increase your 
competitive 
advantage through 
innovative customer 
interaction 
applications. 
 
Entice customers 
from competitors with 
innovative customer 
interaction 
applications. 
 

Increase in wallet 
share. 
 
Increase offer take 
up. 
 
Increase revenue. 

Incremental 
revenue. 
 
Reduced customer 
churn. 
 
Increased Market 
share. 

Reduce the costs 
of supporting the 
above 
 

Call centre 
infrastructure 
reduction. 
 
Reduce email 
volumes internally 
and hence IT 
infrastructure 
 
Reduce costs by 
retaining more 
customers through 
more effective and 
efficient interactions 
and hence freeing 
resource to gain 
more new customers 

Email volume 
reduction. 
 
Reduced churn. 
 

Reduced costs of 
keeping customers 
informed by using 
Skinkers Live 
Notification Platform 
instead of outbound 
calls and reduced 
incoming calls by 
providing proactive 
customer 
information. 
 
Reduced costs by 
moving customers to 
digital media and 
away from call 
centres. 
 
Lower churn = 
higher lifetime value 
= less expense in 
customer acquisition 

 

In conclusion, enterprises have an opportunity to develop a totally new way of interacting 
with customers outside of their website and without the constraints of email. Consumers 
have already demonstrated their willingness to adopt new technology when it delivers value 
to them. With Skinkers Live Notification Platform both the business and the consumer 
benefit, making for a very exciting proposition. 
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Skinkers Live Notification Platform 

Skinkers Live Notification Platform supports the complexity of managing multiple 
communication inputs to multiple users, through multiple channels. Messages can be 
automatically or manually created, audiences selected and routing rules established through 
central administration functions. Users may self select many attributes for receiving 
messages, e.g. preferred device or message channel. 

Technology Modules  

The Live Notification Platform comprises the following base functional modules: 

1. Message Routing Engine : This provides the core functionality of the system through 
the processing of rules based routing to target users/devices with incoming 
messages. 

2. User Interface : A web based administrator access to the system for all 
administration and maintenance, manual message creation, reporting.  For registered 
users, a simple and intuitive interface to view and change their preferences. 

3. System Management Engine:  This manages the secure access to the Live 
Notification Platform through domain, role and security management coupled with 
providing license management. 

4. Database & Storage:  Central data store for all system data including user data, 
message data, statistics and configuration data. 

5. Logging & Reporting : This provides per-user/device based correlated statistics on 
user message reception and system usage. 
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Figure 1:  
The Live Notification Platform  
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Figure 2:  
Notification sent through the Live Notification Pla tform to the 
desktop 
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Figure 3:  
Notification sent through the Live Notification Pla tform to a 
BlackBerry 
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The customers  

A small sample of customers who trust Skinkers to get ShouldKnow information to the 
proper constituents quickly, efficiently and securely! 

 

 

 

 

 

 

Find out how Skinkers can benefit your business 

For further information about our products and services, visit our website – 
www.skinkers.com 
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