
Objective
An internationally recognizable nutrition and sustenance company with a mission to make a 
difference in people’s lives through food sought to strengthen its ability to connect with more of 
its customers at a deeper level. The company set goals to improve availability and continuity of 
service and to monitor customer satisfaction (CSAT) and Net Promoter Scores (NPS). Ultimately, the 
company wanted to find better ways to support customers, build trust, increase positive word-of-
mouth, and deliver on brand promises. HGS built and now operates a bespoke contact center that 
delivers a 24/7 unified, modern customer experience using voice, DigiCHAT, email, and WhatsApp 
channels.

Our Solution
The client produces a wide range of food stuffs, including dairy, water, and early nutrition (formula 
and baby food). The contact center primarily supports parents and parents-to-be as they navigate 
through the first 1000 days of a baby’s life, from conception to pregnancy to toddlerhood. 

The HGS team addresses a wide array of inquiries and complaints. Interactions can last as long 
as 60 or 90 minutes. Discussions usually relate to conception, pregnancy, birthing, breastfeeding, 
troubling symptoms and behavior, sleeping, teething, switching to solid food, sex, labor, 
ultrasounds, etc. These interactions are highly emotional, and agents are skilled at providing a 
calming, sensitive, empathetic, educational experience. 

Leveraging a team of midwives and care specialists in London, England, HGS is ready to respond 
using customers’ preferred channels. Customer-initiated DigiCHAT is the busiest channel, and 
volumes are growing. The HGS contact center is designed and scoped for UK customers, but it 
has received chat inquiries from all over the world. Customers seem to prefer chat because of the 
speed of response and anytime/anywhere availability. 

The revolutionary WhatsApp channel, launched in August 2016, similarly is proving to be a channel 
that appeals to new parents who need sympathetic, instantaneous instruction and reassurance 
at all hours. More than 1 billion people in over 180 countries use WhatsApp to stay in touch with 
friends and family. WhatsApp has opened an entirely new method of connecting with customers.
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WhatsApp builds brand loyalty. This highly personalized, synchronous/asynchronous, encrypted, 
and efficient method of communication is not only fiscally palatable but also a brand builder. 
WhatsApp enables the two-way sharing of text, documents, photos and video, voice clips,  
and stickers/emojis that remain accessible to consumers on their smartphones well after the 
interactions have concluded. This high level of smartphone accessibility often sparks new 
conversations and, most importantly, greater brand affinity and loyalty. 

WhatsApp makes agents more accessible. All the same queries arrive via WhatsApp as the other 
channels, and the free messenger service is proving to be very appealing to dads and younger 
audiences. Agents handling both incoming emails and WhatsApp messages have reduced the 
amount of time it takes to develop rapport and address inquiries from 17 minutes for emails 
down to 5 minutes for WhatsApp. WhatsApp appears to provide easier, quicker access to agents 
and makes the brand seem more approachable. There’s usually a deluge of WhatsApp messages 
to respond to on Monday mornings; the number of incoming emails over the weekend pales in 
comparison. When the goal of the contact center is to maintain a rapport with customers and 
build the brand as opposed to reducing the overall number of contacts, this type of backlog is 
great news!

WhatsApp is simple for agents to learn. Researched, designed, planned, and implemented in 
under four months, WhatsApp also enables agents to stretch and apply new social media skills. 
Upon hire, all agents on the account are assessed for grammar, typing, and customer service 
skills. Their passion for the job, commitment to finding answers, and genuine interest in helping 
customers shines through even using this mostly-text medium. Only informal training was required 
for WhatsApp. Client representatives and HGS leaders laid down a few ground rules (e.g., preferred 
language, interaction style) and demonstrated the WhatsApp tool. Then, they encouraged agents 
to experiment and test the tools independently. For this client, existing job descriptions needed 
to be adapted only slightly to accommodate the new WhatsApp channel in the talent acquisition 
processes. 

WhatsApp can be easily managed. A key to the success of the WhatsApp channel is the oratio 
dashboard software, which is used by HGS managers, client representatives, and agents to 
manage customer interactions. Using oratio, agents can pivot between customers, hand-off and 
share conversations, set up a common avatar, and track metrics. The oratio software is one of 
several chat/messenger management tools on the market; the client held an open competition 
to choose a tool and selected oratio based on its range of features and approach to customer 
experience (CX). Although oratio and WhatsApp are not yet integrated with the client’s CRM, the 
tool shows a full case history that can be easily copied and pasted into the CRM by the agents. 
The oratio tool also provides important analytics that will be used as a foundation for developing 
contractual service levels and key performance indicators with the client. (The first six months of 
WhatsApp usage was designated for showing proof of concept, developing policies, monitoring 
and measuring, and testing). 

In addition to reducing customer effort, helping customers to get the right answer fast, providing 
a channel for people at key moments of truth, and making it easy to do business, WhatsApp has 
enabled the client to strike a balance between facilitating a great CX and being innovative and 
differentiated in an environment of limited capital and time.
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Outcome
Integrating WhatsApp into HGS’s suite of DigiCX offerings for this client has garnered positive, 
qualitative feedback on many levels. When agents were surveyed on their experience with 
WhatsApp, the observations were overwhelmingly positive. In not so many words, agents indicated 
that the WhatsApp channel…

• Demonstrates that we are approachable, we are responsive, and we really care. 

• Enables us to deliver one-to-one, personalized, instantaneous care over a secure channel, 
which is particularly useful in highly emotional circumstances.

• Shows we are in touch with young families’ preferences and want to provide an excellent 
consumer experience from end to end.

• Enables us to provide higher volumes of consistent, accurate information quickly, as we can cut 
and paste from our DNA knowledgebase and easily switch between conversations.

• Makes it easier and more convenient to engage with us, as the contact information remains 
in WhatsApp, conversations can be live or not, and people do not have to navigate complex 
phone systems.

• Allows customers to keep the instructions that we provide, which is particularly useful when 
providing advice of a medical, health-related nature.

• Shows the company is pushing boundaries, striving to be better, and keeping pace with 
modern, widely embraced products and trends.

Appropriate quantitative measurements for the WhatsApp channel were unknown at project onset 
and are still being defined. However, knowing both the customers and the nature of the client’s 
business, HGS managers had no doubt in the early planning stages that introducing WhatsApp 
would be a brand success story. And, it is.
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