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Conversational
Commerce:
The Power of
Personalizing

Driving Revenue Via Simple
Customer Interactions

Overview
Conversations are the most natural mode of human engagement. For
millennia, human evolution and human social bonding has been
powered by conversation. One-way communication can feel stilted.
Mass communication can feel isolating. It is in the conversation—the
one-to-one, back and forth exchange—that humans feel most
comfortable and the most engaged.
In the coming years, the brands that win will be the brands that enable
consumers to converse with them. Only by creating personalized,
one-to-one conversations will companies be able to fully engage
existing customers and attract new ones. Enterprises that fail to unlock
the power of conversation will be left behind.
Consumers want to transact with a business simply, with minimal hassle
and the fewest possible steps. And today, consumers now live on their
mobile phones. Conversing with them there, via the digital channels
that are most convenient to them, is the key to future success.
Read on to discover how conversational commerce is transforming the
customer engagement landscape, and what businesses need to do to
keep up.
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What is Conversational Commerce?
In business, the seller-buyer conversation has always been powerful.
Every shopkeeper in history has strived to start a warm, personal chat with
every shopper who walks through the door.
These shopkeepers knew that if they recall the shopper’s name and their
preferences, the business would beneﬁt. This is a reality of human
psychology, and it remains true. To this day, high-end retailers and
businesses always try and institute “white glove” customer service by
oﬀering loyal customers intimate conversation.
Modern commerce happens digitally. Until recently, it was hard to mimic
the conversational dynamic in the online space. This has changed with the
arrival of new tech, and the reality of modern consumer behaviour.
Modern consumers don’t hang out in their email inboxes. They certainly
don’t want to be cold-called. Today, they spend most of their time
engaging with others via channels that facilitate conversation – channels
like SMS, in-app chat, and messaging apps. It isn’t 2005; these channels
are no longer a friends-and-family medium. They are where commerce
happens.
Why do tools like these see such engagement? Because consumers
prioritize value channels and platforms that allow for an easy, lightweight
back-and-forth with individuals or companies. This is evident in the return
of SMS: numbers:

Research shows that 86% of American buyers are now more
interested in contacting brands through messaging apps; up from just
62% in 2019. 71% of consumers are more likely to do business with
brands that oﬀer communication through digital conversation.
The term conversational commerce was coined in around 2015 to
describe a growing trend of businesses who were wise to this
consumer behaviour, and adapting accordingly.
Conversational commerce is a marketing and sales framework that
takes advantage of the new consumer reality. It aims to give
consumers and prospects what they want: simple, one-to-one,
back-and-forth conversations with brands.
The conversational model lends itself to many customer settings:
Easily and simply upsell or cross-sell new oﬀerings.
Allow prospects to ask quick questions, and keep them
engaged with nudges and updates.
Quickly respond to queries or concerns in a customer
support setting.
And much more.
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The Power of Personalization
“Shoppers are found to favor c-commerce... Conversational commerce draws on
what has been successful in the broader ﬁeld of personalized marketing.”
Tiﬀany Lung, Retail Research Analyst at Forbes

Personalization works. The eCommerce industry knows this. It is now the norm
that retailers, using sophisticated algorithmic techniques, create online
experiences that are tailored to the individual browser. They serve up product
recommendations and pieces of media based on each individual’s cookies,
purchase history, store activities, online behavior, psychographics, and so on. A
user’s location or geo oﬀers another powerful data source.
This personalization works. It means that consumers receive a data-driven that
isn’t catch-all, but tailored. This personalization makes them far more likely to
initiate contact, or make a purchase. This is why, today, every savvy business
customizes their customer communication as much as they possibly can.

We now know beyond any doubt that consumers respond when
they are contacted with tailored messages, not mass blasts. They
want to feel that communication is crafted for them. When they
feel like one node amongst a large blob of recipients, they don’t
feel special or noticed. (Everyone hates junk mail!) Consumers
want communication that is relevant, knows who they are, and
remembers what they like.

$

Older approaches to marketing took the blunt approach of casting a wide net,
and hoping that the message resonated with a handful of recipients. Today,
every innovation in marketing and commerce is driven by opting for quality over
quantity.
Conversational commerce draws on the proven success of personalization in
the broader environment of digital commerce.
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Adapting to a Mobile-First Market
Here’s something you already know: Today, everyone lives on their phone. And
on those phones, people are messaging. There are around 275 million American
smartphone users, and they send 2.1 trillion texts every day.
Conversations occurring in mobile-native messaging apps have intensiﬁed as
well. The top three leading messaging apps, Facebook Messenger, Snapchat, and
WhatsApp, now have a combined total of 177.96 million users. In Facebook
Messenger alone, over 20 billion exchanges between brands and users occur per
month. WhatsApp facilitates over 100 billion messages a day. The appeal of all
these platforms is that they oﬀer easy, two-way interaction.

Successful conversational commerce means meeting consumers
in this reality. It means making it eﬀortless to engage in a
conversation. Simple, digestible nudges, pushing to easy,
low-pressure back-and-forths. This is how people converse with
the people in their life, and it’s how they want to converse with
the brands in their life.
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The high volume of smartphone users who choose to receive push notiﬁcations
is also notable. Around 91% of Android users and 44% of iOS users choose to
receive push notiﬁcations.
The data is clear: As well as valuing 1:1 conversation and personalization,
consumers want to engage with brands on their mobile phones ahead of any
other device.
Moreover, the consumer application experience has raised people’s expectations
around all forms of mobile communication. It is now astonishingly easy to order a
pizza, or pull up a movie, or remind yourself what the capital of Morocco is.

275M

texts daily

American
smartphone
users
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The Key Conversational Commerce Technologies
SMS Messaging

Live Chat

After brieﬂy going quiet in the early noughties, the SMS message is
back, and bigger than ever before. Text messaging might be the core
channel for conversational commerce.

Live chat is a highly conversational commerce tool. 41% of consumers
prefer live chat over other customer-facing alternatives. Live chat
provides customers with a platform to quickly connect with brands and
get an answer from a live person. This is crucial; a Forrester study
found that 44% of online consumers consider live agents as an essential feature in any e-Commerce website.

In the United States, there are approximately 275.66 million
smartphone users. They send nearly 2.1 trillion text messages every
day. This is an enormous user base for marketers to tap into.
Additionally, text messages have a far greater response rate than many
people’s go-to marketing tool, email. The open rate for text messages
is around 98%. Recipients open their text messages within three
minutes 90% of the time. The average response time is 90 seconds,
coupled with a 45% response rate.
By contrast, the numbers on email, a non-conversational tool, are
much weaker. Statistics show that emails have an open rate of 20%.
The chance of a person replying to an email is 6% and the average
response time is 90 minutes.

Live chat tools can be embedded in websites, blogs, forums and in
mobile apps, allowing customers and prospects to send their questions
and concerns without having to open up a new window or launch an
application. It’s fast and convenient.
All that said, live chat can be tricky at scale. Deploying a team of live
chat agents and scheduling them to accommodate consumers 24/7
requires the right tools and the right scaling solutions.
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Voice-Assisted Technology
The advent of voice-based search commands and voiced-AI assistants like Siri
and Alexa heralded the arrival of voice-activated commerce. The integration of
AI, natural language processing, and machine learning enabled an all-new form
of personalized shopping.
Voice-assisted tech is increasingly important. 91% of enterprises reported to
have made signiﬁcant investments in voice technology. 45% utilize voice
technology to provide conversational services t o their customers and track
their orders.
Though right now conversations with Siri or Alexa can still be a little stilted,
there is no doubt this will improve in the future. Conversational commerce as a
framework will need to continually integrate advancements in this tech
category.

91%

invested in voice
technology

45%

utilize voice
technology
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Scaling 1:1 Customer Conversations
Why don’t we list chatbots as one of the key conversational commerce tools
in our previous section? Here’s why.
One-to-one, mobile-centred conversations are powerful. But only if they are
conducted by technology that can personalize these conversations – at scale.
Chatbots are easy to build and inexpensive to maintain. Plus, they can
interact with customers 24/7 without fail, which explains their increasing
popularity and ubiquity across multiple industries. However: they are the
least personalized of all the technologies out there.
Artiﬁcial intelligence and machine learning technologies enable chatbots to
carry out basic conversations, and help facilitate the early part of a
conversation before a customer is routed to a human being. A study
conducted by IBM found that chatbots are capable of answering 80% of
standard and routine questions, which is great for simple questions and
product queries. However, certain issues and concerns require human
understanding and insight, something chatbots aren't capable of. When it
comes to maximizing commercial outcomes, that 20% matters.
Moreover, the consumers that so crave that personalization have a good
radar for when it’s missing. According to research, nearly 80% of people
prefer conversing with an actual human instead of a chatbot. AI and
automation analyst Cem Dilmegani, founder of AIMultiple, argues that
chatbots don’t possess intuition for language. To him, this inability makes
chatbots ineﬀective in engaging customers and prospects in human-like
conversations.

However, many companies are pressed to leverage chatbots because
it’s the only solution they have to the problem of scaling. One-to-one,
human, personalized chats sound great. But how to eﬃciently and
eﬀectively pull it oﬀ across a customer base that is large and getting
larger?
Unlocking enterprise-grade conversational commerce at scale requires
custom built-technology.
This platform must possess the following features:
Seamless CRM Integrations
Contact Tagging Capabilities
Orchestration of Omni-Channel Messages
Automated Triggers
Customizable Message Templates
Audience Segmentation and Filtering
Uniﬁed Conversation Management Dashboard
Performance Reporting
Textable Landlines
"Assistive" AI via Chatbots
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Unlocking Conversational
Commerce
“For retailers that get conversational commerce right, recent studies have
shown they’ve seen uplift in NPS (net promoter score). They are also seeing
reduced customer churn and customer service costs versus who did nothing."
Simon Stefanoﬀ, Deloitte

Traditional commerce is like visiting a department store and walking around
blindly, hoping to find what you want.
Conversational commerce is like being met by a personal sales assistant,
who will guide you round the store, provide answers whenever you need
them, and text you when your size comes in.
Conversational commerce is rapidly gaining traction and leading brands now
realize that more meaningful interactions occur when they embrace
conversational interfaces like SMS, digital messaging tools, and voice
assistants.
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Companies Seeing Success

Alaska Airlines

University of Southern California

For 12 consecutive years, Alaska Airlines have ranked the highest in
customer satisfaction. The company owes this to their constant drive
to adopt new technologies to improve its operations, delivering the
best experience possible to both its passengers and employees.

The University of Southern California was looking to get in touch with
their regular season football ticket-holder base, comprising 9,000 sports
fans, to secure their business for the upcoming season. Talking to each
fan was imperative but traditional communication channels like phone
calls and emails weren’t garnering engagement at scale.

With the growing connection to mobile devices of their customer
base, Alaska Airlines saw tremendous opportunity to leverage SMS to
streamline travel experience, and increase app engagement and
revenue at the same time. Now, an increased 1M+ Apple Wallet and
Google Pay boarding passes get installed per month, with a 68%
opt-in rate for mobile push notiﬁcations.

Realizing they needed a new approach, USC's sales and service team
launched a highly personalized text messaging campaign from a
centralized messaging platform. The strategy worked impressively,
resulting in increased engagement, and 1,784 verbal renewals worth
$713,000. On top of this, USC also received 53 donations amounting to
$13,000 within the campaign period.
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Caesars Entertainment

GameStop

For Caesars Entertainment, the continuous growth of casino gaming is
paving the way for opportunities and competition alike. To leverage their
new-found knowledge around the behavior of their mobile app users,
Caesars revamped their mobile engagement strategy. The agenda
included building further guest engagement when users are on Caesars’
properties, retention of app users between visits through
announcements and upcoming events, and revenue growth through the
right oﬀers at the right time.

One of the largest global gaming retailers, GameStop operates more than
7,500 retailer stores of video games, collectibles, consumer electronics
and wireless services across the United States, Canada, Australia, Europe,
and New Zealand. The challenge they faced was to provide a highly-relevant and engaging customer experience, and keep their audiences posted
with the latest and upcoming releases, as well as news and information
from the gaming industry.

With their new conversational SMS strategy, Caesars saw an 3.5x
increase in their 3-month user retention rate, and a whopping 120%
boost in their App Store rating.

Adopting a conversational SMS strategy boosted them up the leaderboards, resulting in a 90% retention rate for GameStop’s mobile wallet
loyalty card, and an increased 582k+ customers availing a GameStop
mobile wallet pass.

The Detroit Pistons

Playhouse Square

The Detroit Pistons' (NBA) sales and marketing team realized that the
mobile device is crucial to improve engagement with their fans and
increase ticket sales. By implementing a text-based conversational
commerce model, the Pistons successfully reached out and sold tickets
to 20% of their new fans.

Playhouse Square needed to improve ticket sales for their musicals,
concerts, and Broadway classics. However, traditional communication
platforms like emails and phone calls were not getting their audience
engaged and interested.
Playhouse Square tried a more personalized approach to selling tickets
through conversational SMS. By targeting speciﬁc audiences and oﬀering
them events that matched their interests, the theater successfully closed
the gap with their buyers, selling 839 tickets.
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To truly unlock the benefits of conversational commerce, companies need to
simultaneously achieve scale and personalization. This is how companies get one-to-one
commerce at scale. For this, they need a single platform to create, manage and optimize
cross-channel customer interactions and drive greater revenue more quickly.
Contact ReplyBuy Today to Discover how Conversational
Commerce Can Work for Your Organization
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