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Introduction

It’s time to speak your customers’ love 
language — literally. 

If pre-pandemic business was about 
delighting your customers, post-pandemic 
business will be about romancing them. Do 
not bother with a dozen roses. You need to 
know your customer loves daisies and loathes 
the smell of lilies. Delightful surprises, like 
how Zappos romances customers by footing 
the bill, for example, represent the baseline 
expectations of the modern customer, not 
the wow factor.

What is the wow factor needed to 
continue to win-over customers? You may 
assume it is personalization, but the wow 
factor we are talking about digs deeper into 
personalization — incorporating language in 
your customer experience strategies. Let’s 
face it: It’s bad practice to not provide native-
language experiences, not to mention, bad 
for business. 

Sixty-seven percent of customers 
prefer purchasing products in their own 
language, according to the report Can’t 
Read, Won’t Buy, based on CSA Research’s 
survey of 8,709 consumers in 29 countries. 
Yet a mere 20 percent of contact centers do 
not measure the quality of their non-primary 
language contacts, according to ICMI. 

Have you been measuring the quality 
of your primary and non primary language 
service interactions?

At ChatLingual, we are experts in 
multilingual customer support software 
for enterprise and want to help 
businesses enhance their customer 
service strategies to support customers 
no matter what languages they speak. 

In this paper, we will uncover what it 
means to provide a seamless personalized 
experience, current hiring obstacles that 
are plaguing the CX world and how to solve 
them, and lastly, the instruments to invest 
in to help marry language into your CX 
workflows. 

We will give you strategies you can 
employ right now to get ahead of your 
competition. These strategies will require 
you to reassess everything from your metrics 
to how you collaborate. The rewards? Well, 
you’ll have to see for yourself.
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According to a 2021 survey conducted by ICMI, 44.5 percent of firms globally cited 
customer experience as a significant competitive differentiator. We believe that number 
should be much higher. 

In 2022, customers world wide require a seamless, personalized experience. Whether 
you blame technology advances or the pandemic, your business cannot go back to the way it 
was “before.” Business is more global and more online than ever before, and those changes 
are here to stay. Data and analysis from across industries indicates your localization and 
digital customer experience efforts must become increasingly more personalized in 2022.

Global Digital Transformations Drove 
Customer Expectations Toward 
Seamless, Omnichannel Experiences

GRPAHIC 1
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If you do not speak your customers’ 
language, if you fail to quickly identify and 
alleviate their pain, someone else will. In 
other words, if you want to romance your 
date — and her Instagram says she left her 
heart in France when she studied abroad 
10 years ago — then you had better send 
an Uber full of French daisies and ensure 
your restaurant reservation eases her ache 
for French cuisine. If you do not, someone 
with a better personalization strategy will do 
exactly that and more.

In an ICMI survey of B2B and B2C 
contact center and customer service team 
leaders and executives primarily in the 
United States and Canada, 79 percent of 
contact centers had customers who speak a 
different primary language than English, and 
60 percent of those customers expected  to 
be served in their native language.

Evidence indicates language matters at 
every point on the customer journey. Sixty-
six percent of customers prefer purchasing 
products in their own language, according to 
the report Can’t Read, Won’t Buy based on 
CSA Research’s survey of 8,709 consumers in 
29 countries. When people shop, they expect 
service that anticipates their expectations 
and prioritizes their preferences. 

“If a company chooses to not localize 
the buying experience they risk losing 
40 percent or more of the total 
addressable market.”  

“Our 2020 findings show that if a 
company chooses to not localize the buying 
experience they risk losing 40 percent or 
more of the total addressable market — the 
consumers that prefer selecting and buying 
products at local-language sites. While they 
may want the products or experiences on 
the English-language site, most would rather 
think, act, and buy in their own language.”

It is worth noting, some studies 
indicate customers will pay a higher price 
to companies that do offer CX in their native 
or preferred language.

Acquiring new customers costs as much 
as five times what it costs to retain them, so 
it is safe to say your CX strategy should focus 
on retention. When your customers contact 
support, their patience and openness 
decrease, while their expectations do not. 
They expect to be instantly recognized 
and understood, not just pleased with 
the end result. Frustrations of any kind, 
especially prolonged frustrations, result in 
lost business. 

 

Non-Primary Language Experiences 
Are Bad for Business
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What primarily influences the number of non-primary language 
contacts that are received by your contact center?

According to ICMI:

79% of contact centers have customers 
who are not native speakers of the 
primary language(s) they serve.
At least 60% of customers expect 
service in their native language when 
contacting a brand.
The No. 1 way contact centers provide 
customer service to customers that 
speak an unsupported language is 
to “simply apologize and attempt 
to handle in the agent’s primary 
language.” 
Only 19% of organizations can support 
customers of any language over the 
phone. The percentages decrease 
significantly when it comes to every 
other channel of service.  
One-fifth of contact centers don’t 
measure the quality of their non-
primary language contacts.

Study after study demonstrates that, 
without their native language, the majority 
of customers will leave or not consider a 
brand. More than half of them say they do 
so because they consider it a bias that you 
do not offer an end-to-end multilingual CX. 

One-language customer experiences 
make your business unrelatable and even 
disliked by the very people you need the 
most. Without native-language support, 
your audience loses confidence and never 
feels the trust that keeps it loyal. 
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It is likely you pay attention to your 
CSAT, NPS, FCR, and quality scores. Based on 
this data, you set and monitor experience-
oriented goals (or you know you should and 
you hope to in the future). These numbers 
directly reflect what happens to customer 
(and employee) acquisition and retention, 
and you have probably discovered measuring 
customer loyalty earns executive buy-in for 
your CX strategy. 

The metrics many businesses use to 
measure contact center success often only 
paint a narrow picture of a problem that 
strikes at the bottom line of the business. 
Whether you are scaling up or struggling at 
scale in non-English markets, your CX and 
HR strategies now must consider metrics 
that single out and measure the non-English 
customer journey from start to finish. 

If you have done this and your 
metrics make the case for native-language 

experiences, but your budget does not 
support multilingual hiring, you are not alone. 
Many enterprise businesses struggle to justify 
the expense of staffing the right agents at 
the right time to provide seamless native-
language support. 

Bilingual agents are in short supply 
globally, and their cost is rising. Almost 60 
percent of businesses cite hiring and retaining 
bilingual agents as the greatest challenge 
in providing support beyond their contact 
center’s primary language, according to 
ICMI’s Lost in Translation report. Now factor 
in seasonal hiring needs and the difficult task 
of trying to accurately predict peak times 
when additional resources are needed so 
that you can be adequately staffed without 
over-or under-staffing. Hiring for language 
adds an additional layer of complication that 
can make scaling a logistical nightmare. 

The Problem with Hiring for Language

What are your biggest challenges with providing 
support beyond your contact centeŕ s primary language?

Source: ICMI Lost in Translation report
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Enter The Great Resignation. Record 
high resignations mean businesses 
must concern themselves with employee 
experience on support teams as much as 
they focus on customer experience. The two 
journeys, customer and employee, go hand in 
hand. Ideally, all parties feel aligned with the 
mission and vision and welcomed as whole 
humans, not just service delivered or sales 
numbers. Trust, purpose, and inclusivity drive 
employee loyalty and retention.

With a dwindling agent pool, it will cost 
more than ever to hire, train, and retain 
agents that can provide the native-language 
customer experience required by 2022 
consumers. 

So, you do not hire bilingual agents at 
all. Then what?

According to the ICMI report

39% of businesses apologize about 
unsupported languages and then 
attempt to handle support issues in the 
agent’s primary language. 
54% find someone in house to translate 
or speak the unsupported language.
28% use (notoriously inaccurate and 
noncompliant with data privacy) free 
online translation services.
17% provide scripted responses and 
make no further support attempts.
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Though it may sound like native-
language customer journeys must come 
before anything else, your employees’ 
experience drives your CX. Agents working 
in customer support often find the work 
repetitive or disempowering when problems 
out of their control arise, whether that is 
language, product quality, or IT. 

Supporting customers who have 
language barriers puts unmanageable stress 
on your agents. In an extremely competitive 
job market, with a pandemic and now a 
war raging at a global scale, preventable 
workplace stress is unacceptable to most 
employees. 

Jeffrey Pfeffer’s book, Dying for a 
Paycheck, explains, 

“Job stress costs U.S. employers more 
than $300 billion annually.” 

Employees will abandon your business 
for companies that go the extra mile to put 
customer and employee experiences first — 
they should.
According to Pfeffer, 

“In one survey, 61 percent of employees 
said workplace stress had made them 
sick and 7 percent said they had actually 
been hospitalized.” 

In the U.S., 35 percent of CX teams with 
two to five people cite employee motivation 
as the most significant obstacle to success. 
In Europe, the Middle East, and Africa, a 
quarter of CX teams of two to five people 
noted employee motivation as an obstacle. 
“Employee motivation” and “skills and 
training” represent the greatest challenges 
to the success of customer experience 
programs. 

Needs for training and skill development 
represent a 10 percent more significant issue 
in the U.S. than in Europe. However, it’s still 
the top obstacle for employees who work in 
the Customer Experience department across 
all countries. 

 If your budget decreased or you 
currently struggle to get the executive buy-
in and budget you need for your CX and 
EX initiatives, you need new strategies for 
positioning and solving the growing problems 
of localizing and personalizing customer 
experiences.  If you are like most businesses, 
for whom supporting non-English customers 
has been as tough as navigating pandemic 
protocols in 2020, read on.

Employee Experience (EX) Is a CX 
Leaders’ Problem

Source: Pfeffer, 2018
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THE 
SOLUTION
Demonstrate the ROI of Multilingual CX
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The 2022 State of CX Report revealed 
nearly 60 percent of CX teams increased their 
customer feedback touchpoints during the 
pandemic. Email still dominates, but chat and 
in-app communication are growing rapidly. 
Seventy-three percent of respondents said 
they increased their personalization efforts, 
primarily leveraging customer surveys. 
Customers wanted increased communication 
and clarity around brands’ priorities, and CX 
professionals delivered.

Accurate, real-time customer feedback 
builds your CX strategy on an intelligent 
foundation, creating a place from which 
you can innovate solutions quickly and 
intelligently. Your budget for automation and 
AI tools will likely need to increase in 2022, 
which means your metrics need to prove 
the ROI of CX. This year, invest in insights 
and automation. Most businesses would 
benefit from a fresh voice of the customer-
driven roadmap targeting improvements to 
experience gaps.

Ideally, your tech stack includes tools to 
sort and understand even unstructured 
feedback in the non-primary languages 
you serve or wish to serve. If it did not 
before the pandemic, it should in 2022.

Most organizations measure quality and 
operational metrics. Loyalty and retention 
can be a bit trickier. Customer lifetime value, 
retention, and NPS do let you know if your 
personalization efforts are working, but 
quality metrics, including CSATs and customer 
effort scores, paint a more accurate picture 
still. Consider including your operational 
metrics — agent performance and retention, 
site traffic, and time on support and product 
FAQ pages, for example, start to tell the full 
story of your customer journey.

According to the State of the CX 
Professional report, 83 percent of executive 
leaders found customer experience data to 
be extremely valuable. This means you need 
this data to get buy-in to fund your retention 
strategies.

Go Beyond ‘Voice of the Customer’ 
& Implement Better Feedback Loops
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 In measuring quality interactions, ICMI’s 
research revealed non-primary language 
contacts typically receive significantly less 
quality control (in fewer dimensions) than 
primary-language customers. Twenty percent 
of contact centers are not measuring the 
quality of non-primary language contacts.

You may already pay attention to 
customer experience needs, but are you 
recording each customer’s known
language preference? 

This is where quality reporting gets 
tougher but could give you a competitive 
advantage. Increases in globalization mean 
your metrics should single out and measure 
customers’ non-primary language experience 
needs. 

Though it requires resources to collect 
and process this information, it is a mistake 
to avoid doing so. Businesses need to crunch 
CX data quickly, ask the right questions, and 
hone in on the right problems to ensure the 
solutions they implement get it right for their 
non-primary language customers. As a CX 
leader, you must find a path to cultivating 
awareness around customer context and 
sentiment to increase empathy among your 
agents as well as buy-in from executives. 
Believe it or not, AI and other tech will help 
you with the human factor. 

Chatbot technology and natural 
language processing and understanding 
increase your agents’ ability to empathize 
with your customers and resolve issues 
expeditiously. Integrating your chatbot with 
multilingual customer support software 
can facilitate real-time conversation thus 
removing the, oftentimes frustrating, 
language barrier between employees and 
customers. 

Every tool you invest in should point 
you toward knowing your customers better, 
fixing their problems faster, and building on 
that knowledge for the future. You need to be 
able to offer flexible options for customers to 
have their problems solved, and knowledge 
sharing should be seamless when they 
need to switch communication channels. 
For example, if you use a chatbot, look for 
technology that provides the initial transcript 
of the conversation, whether it is translated 
from a different language or not. That way, 
when it comes time to pass the conversation 
to a live agent, the transition is smooth for 
both the customer and the employee. 

Ensuring your new and existing tools 
integrate into your CRM and business 
analytics platforms is essential to being able 
to properly measure, monitor, and improve 
customer experiences. 

Measure & Monitor for Non-Primary 
Language Customer Experiences
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Hiring, training, and retaining customer 
service agents is tough — that’s no secret. 

Growing demand for personalized services 
and an increase in digital channels, such as 
social media, lead many CX leaders to believe 
support operations need increased spending 
on more employees, which makes it that much 
harder to justify the ROI of their programs. 

Because hiring typically can not keep up 
— especially in businesses that scale up and 
down seasonally — the question of how support 
teams are supported becomes mission critical 
to answer. Employee retention on support 
teams cannot be overrated.

When it comes to support, hire for skills, 
not multilingual capabilities. Tell HR to remove 
the bilingual requirement on the job posting 
and pursue candidates that show they have 
the skills, competencies, and capabilities to 
excel in the role. Adopting a skills-first hiring 
approach ensures your next candidate is able 
to meet the core requirements for providing 
unmatched support. 

For example, soft skills, such as empathy, 
enable customers to feel heard and understood 
from the moment they first connect with the 
agent to when they say goodbye. Being able 
to establish a relationship with customers 
right out of the gate is the foundation for 
customer loyalty.

Couple soft skills with industry knowledge 
and experience, and you have the ultimate 
candidate. A background in handling customers 
in your sector provides agents an advantage 
when it comes to understanding the needs 
of customers. 

As customer journeys, including support, 
become more digital, technology to support 
multilingual customer experiences and 
localization outperform hiring bilingual 
customer support agents for ROI. They do 
not, however, replace the need to invest in 
satisfied employees who care about delivering 
quality, end-to-end customer experiences.

CX leaders agree that identifying not only 
the right people, but people with the right skills 
and mindset, is a serious challenge. HR can 
help you ensure you leverage best practices 
for employee engagement and satisfaction. 
In 2022, this will include increased flexibility, 
especially around remote work. Employees’ 
native-language needs must be factored into 
your CX strategy as well.

As a support manager or CCO, you serve 
as champion for your team and customers. 
Native-language support is a diversity, equity, 
and inclusion requirement. Your customers’ 
behavior demands it, your employees deserve 
it, and when they get it, both your CX and 
your EX improve. 

It is clear: You can accomplish your goals 
supporting a multilingual customer base with 
satisfied, skilled customer support employees, 
even more so with automation and tools in 
place to streamline workflows, understand 
customers, empower agents, and reduce 
everyone’s stress. 

Hire for Skill, Not for Language
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Most CX professionals use (or will use) a 
CX management solution for their program in 
2022, and 70 percent claim the ROI of doing 
so is “high” or “very high.”

As brands around the world increase 
their presence on various digital channels, 
the transition to digital contact centers 
takes priority. This cloud-based customer 
engagement environment gives customers 
more choices than ever before, and it is a CX 
tool that is likely to continue trending. 

 Though you can, and should, manage 
your customers’ experience expectations up 
front, it is important to note: More than 40 
percent of consumers prefer live chat over 
voice support. For many companies, live-chat 
and other digital solutions enable a more 
efficient and scalable support strategy than 
voice support, especially in markets with an 
otherwise unsupported language. For these 
reasons, your strategy for support scalability 
should include live-chat tools.

According to Gartner, “70 percent of 
customer service and support leaders plan 
to dedicate the largest budget allocation 
to digital channels and capabilities” and 
upgrading legacy contact center technology 
was rated as one of the top three most 
important CX priorities in 2021. Allocating 
your budget and time to grow your CX will 
prove that it is worth the investment time 

and time again. Not only will investing in 
the proper platforms give you an edge over 
your competition, it demonstrates to your 
customers (and employees) that their wants 
and needs actually mean something to you. 

Contact centers and other customer 
management softwares have come a long 
way since the days of relying solely on 1-800 
operators. Many of these solutions are now 
optimized to reduce handle time, increase 
CSAT scores, and improve satisfaction 
across the board. Selecting software that 
promotes a multichannel experience will 
help customer support agents provide 
the seamless, personalized, and localized 
experience that customers are looking for 
(especially technology that facilitates real-
time conversations with non-English speakers 
in digital channels).

So, when it comes time to take 
the leap and invest in a proper 
customer support solution, do your 
research and look for software that 
will enable you to quickly scale or 
diversify, allow you to cater to global 
clients, and provide a best-in-class 
experience to your agents (bonus 
points if it integrates with your CRM 
and other tools). 

Invest in Digital Solutions that 
Reduce Your Reliance on Voice 
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CONCLUSION
Personalization Will Power

the Future of Business
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It is no longer enough to quickly understand 
and resolve problems — your business 
must deliver an easy, personalized, and 
empathetic experience everywhere your 
customers and employees show up, or 
someone else will.
 
Native-language experiences are no longer 
a “nice to have” for customers. They are a 
necessity. Native-language communication 
makes doing business (and being in business) 
with your business pleasant, safe, and 
relatable. This consistency of presence 
builds trust and loyalty. 

To further that buy in, ensure everyone in-
house knows your metrics. Metrics should 
be continuously discussed throughout the 
organization as a regular practice. Expand 
your understanding of the metrics and use 
them more heavily, and expand your channels 
for customer feedback. Act on customer and 
employee feedback, and communicate when 
you’re doing it.

Finally, invest in tools that enable you to 
create a customer experience that is a step 
above the rest. Look for tools with multilingual 
capabilities that integrate with your existing 
technology stack. Remember, by taking 
advantage of platforms with multilingual 
features, your HR department is able to 
broaden its candidate pool by focusing its 
recruiting efforts on skill, not language. By 
using data-driven decision making, you are 
able to measure your customer experience 
in real-time and in meaningful ways. This 
focus on empowering your people with 
tools and data transforms you from an 
in-the-weeds manager to an innovative 
strategic leader. 

If you want to make it down the aisle with 
your customers and employees in 2022, don’t 
bring wine and roses, bring data-driven, 
cross-platform language personalization 
and seamless, speedy support experiences.
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Multilingual Support Made Simple

ChatLingual’s enterprise-grade software creates best-in-class global customer support. 
We provide the world’s most comprehensible multilingual contact center solution; supporting 
customer interactions in 100 languages in real time across chat, email, SMS, and social 
channels. Simply implement our cloud-hosted Agent Success Platform and easily converse 
with customers in their native language—no bilingual hires or translators required. The 
ChatLingual solution is cost-effective, quick-to-scale, and integrates into your existing 
technology stack, allowing you to focus on growing your business and delighting customers 
wherever they are – experience the future of multilingual customer support in as little as 
6 weeks. 

For more information, visit www.chatlingual.com

About us:
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