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The Digital Front Line is the organisational capability that delivers proactive Conversational Self-Service at
scale. Detecting when intervention is required, engaging the right person, guiding them through the
required process and coordinating the actions needed to achieve resolution.

When data signals that a customer may need assistance, it establishes context, initiates the appropriate
engagement and helps the customer provide information, understand consequences and make the
decisions required to progress the outcome.

Its distinctive role is Conversational Self-Service.

Capability Orchestration determines whether an outcome should be achieved through Automation,
Workflow Orchestration or Conversational Self-Service. The Digital Front Line delivers the third model
and connects it to the first two. It may invoke automated action or initiate professional workflow, but it
does not replace the platforms that execute or manage that work.

The Digital Front Line delivers organisational expertise to people while they participate,
particularly when the outcome matters and their expertise cannot be assumed.

While most workflow solutions can help a person with the required data capture e.g. providing
informational support, they assume that the person is clear about the ‘Why’ and understands enough to
make required decisions. For simple order processing and form filling, this often is not required. But there
are many outcomes where customers get uncomfortable and concerned, especially if the outcome is
meaningful and they are not sure of their choices. Unless you can provide intelligent, guided support, the
engagement journey typically stalls and the customer either abandons the process or requests human
intervention.

Conversational Self-Service is therefore critical for engagement journeys that you wish to be successfully
completed without depending on skilled humans in the loop. Where volumes are high, time is of the
essence and you lack human capacity to step in real time.

Conversational Self-Service is a governed, reusable capability built around customer outcomes and
delivered across voice and digital channels. It is not another channel, chatbot or collection of
disconnected Al agents; nor is it a replacement for automation, workflow, core systems or professional
judgement. It is designed to streamline the automation processes that involve customers and where in-
context guidance is a key requirement.

There are 6 connected functions that must be effectively orchestrated to perform Conversational Self-
Service.
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Function Responsibility

Recognise Receive a trigger indicating an emerging issue or opportunity.

Understand Assemble the customer, event, journey, consent and policy context.

Engage Select the appropriate channel and establish identity, purpose and legitimacy.

Guide Explain, ask, validate and adapt so that participation remains informed and
governed.

Coordinate Invoke automation, initiate workflow or transfer to a professional with full context.

Verify Confirm that the required state change occurred and communicate what happens

next.

With most workflow support, the assumption is that the person participating is knowledgable and
capable of performing their allocated tasks. This allows forms to be provided; designed for efficient and
quick input capture. The engagement process is primarily instructive as opposed to explanatory.

With Conversational Self-Service, the principle is that people should not need to become experts before
they can participate successfully. Much like a driver uses a GPS to drive unfamiliar roads, so
Conversational Self-Service gets designed to navigate customers through a series of processes and rules
to get them to the required outcome safely. Think of it much like having an expert talk you through the
process, responding to your questions and helping you make informed choices along the way.

The Digital Front Line typically applies a set of reusable patterns to put this principle into practice.

Pattern

What it means in practice

Design question

1. Explain before you
ask

decision to be meaningful.

Create enough context for the next question or

Does the participant
understand why this
matters?

2. Guide, do not
instruct

Interpret how policy and process apply rather than
transferring that work to the participant.

Are we translating
complexity or merely
exposing it?

3. Validate early

Resolve contradictions, missing evidence and
misunderstandings before submission.

Can this error be prevented
before it becomes rework?

4. Adapt to
uncertainty

abandoning control.

Allow clarification, recovery and escalation without

Can the participant deviate
without breaking the
governed outcome?
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Pattern

What it means in practice

Design question

5. Keep the outcome
visible

Connect every step to purpose, progress and the
result being pursued.

Does the participant know
where they are and what
remains?

6. Establish trust

Make identity, authority, data use and escalation
clear in proactive engagements.

Why should the participant
trust this request and the
organisation’s authority?

7. Verify the outcome

Confirm the operational result, not merely the end
of the conversation.

Was the record created,
updated or closed as
intended?

WHY THE PATTERNS MATTER

Conversational Self-Service combines natural interaction with governed progress.
It adapts to the person without surrendering control of the outcome.

A Digital Front Line is not designed like a traditional Conversational Agent that waits to respond to a
customer request usually with an informational response. Where its role is to react rather than direct.

The Digital Front Line is architected to control the engagement and to ensure the targeted outcome is

achieved with the help

of the customer.

The strongest use cases combine a detectable trigger, meaningful participant input, governed decision
logic and an objective state change. They are not simply outbound messages; they are outcomes that
customers cannot reliably complete from information alone.

Outcome family

High-value applications

Verified result

Collect revenue

Failed-payment recovery, arrears collection, promises
to pay and payment arrangements.

Payment received,
arrangement recorded or
arrears resolved.

Protect revenue

Cancellation prevention, abandoned-journey
recovery, lapse prevention and complaint retention.

Contract renewed,
cancellation prevented or
customer retained.

Grow revenue

Renewals, upgrades, appropriate cross-sell and
upsell, and quotation conversion.

Sale completed, product
added or customer value
increased.

Restore service

Fault diagnosis, configuration support, corrective
action and technical escalation.

Service restored or
accurately classified case
created.
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Outcome family

High-value applications

Verified result

Resolve and
protect

Fraud confirmation, complaints, disputes, claims and
vulnerability interventions.

Risk contained, issue
resolved or governed case
progressed.

Complete complex
processes

KYC, onboarding, applications, consent, evidence
collection and declarations.

Compliant submission or
required record completed.

The business case for most Conversational Al solutions rests on the reduction in the cost of answering
specific customer queries and actioning specific customer requests.

The business case drivers for a Digital Front Line are broader. They centre on the benefits of achieving
specific business outcomes before there is a need for the customer to make the inbound request in the
first place. Where, in many cases, scarce staff resources are forced to get involved in order to resolve the
issue (few people want to deal with a chatbot when they are irritated, frustrated and upset).

The typical business case drivers for a Digital Front Line therefore include:

Business driver

How value is created

Example measures

Prevent avoidable
demand

Resolve earlier and reduce inbound contact, repeat
contact and complaints.

Contacts avoided; cost per
contact; repeat-contact rate.

Reduce cost to

Complete routine but complex participation without

Cost per outcome; assisted
cost avoided; hours

serve consuming scarce employee capacity.
8 ploy pactty released.
Improve . . .
. Guide and validate before errors enter downstream Completion; accuracy;
completion and
. workflow. abandonment; rework.
data quality
. . . Signal-to-action time;
Accelerate Begin action when the signal appears rather than & L
. . resolution time; SLA
resolution when the customer reportsiit.

performance.

Collect, protect and
grow revenue

Recover payment, prevent churn and complete
appropriate commercial opportunities.

Cash recovered; renewal;
churn prevented;
incremental revenue.

Reduce loss and risk

Intervene earlier and apply policy, disclosures,
validation and evidence consistently.

Loss avoided; compliance
exceptions; audit findings.

Improve confidence
and effort

Avoid repetition and provide context throughout
unfamiliar journeys.

Effort; satisfaction;
complaints; transfer rate.

Increase return on
existing technology

Connect analytics, workflow and automation to
successful customer participation.

Reuse; automation
utilisation; time to deploy.
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The role of the Digital Front Line is to achieve targeted business outcomes where a customer (or
employee/supplier) needs to participate either by providing outstanding information or performing
required actions that cannot be automated without them.

Unlike workflow where the focus is on data capture efficiency rather than decision-making guidance, the
Digital Front Line is architected to make the engagement of the customer as pain-free as possible. This
requires providing context as to why their help is required. Offering explanations in context when
required. Automatically applying relevant policy and process rules so the customer does not need to
know them. And validating inputs and choices to ensure accuracy and compliance.

In many organization, automation efforts centre on enterprise and workflow orchestration. When
customers struggle with online forms and apps, the default is to provide a reactive service offering. A
Digital Front Line changes this, and allows significantly more outcomes to be automated without the
customer ending up calling the contact centre or coming into the store.

A Digital Front Line’s role is therefore to dramatically reduce the inbound reactive servicing volumes that
must be processed, while at the same time reducing the burden on customers to fix issues that could
have been resolved proactively.

NEXT IN THE SERIES
Part 3 explains the technology architecture required to connect event detection,
Conversational Self-Service and enterprise execution.

To discuss a priority outcome or experience a Digital Front Line capability in action, contact
sales@clevva.com.
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