Expert Class

Contact Center

Management

nnnnnnnnnnnnnnn

aaaaaaaaaa



EXPERT CLASS

CONTACT CENTER MANAGEMENT
A COMPLETE CONTACT CENTER LEADERSHIP TRAINING

Expert Class Intro

Contact Center

Management



Vision, Mission & Strategy

Frangois Rossillion
2017, June 26




et MIFID Il - Learn. bankc are MIFIDR -

Edit your public profile @

Add profile in another languape @

s You M3y Be Imleragted in

Tk 'rapared for BiHID 0

B b mmseg S aa
mamagey egoeit smem e
1T 0.

WD

Learn Mora
Francois Rossillion [
i i il i =] Mane szt 3 el w
Senmran:\ertunthunatKBCGmup w b “N;-“m!: el
KEC Group « Universiteit Anbwerpen Lsarn Maore
Antwerp Ares, Belgum - 330.
Nikolaas Rossillion - Ses connections (330)
Engagement Manager at McKinsey & Company
Antwerp Area, Beigium | Management Consulting Erofile & " od
ki) 8 Compan At Geen PN Comtan rofile Strangth: Advanc - tontact and Ferscasl Info Y
WD, Frarcein’ Profile and Email
Shawmers
— 2 ddd shills to showase your expartise
Endor -
ree | . = abilin arw 7% e liawk sz B discoueres in asarches oy et Fecple dlsoisned

swrelie Riverisube - 50

ez Add skil

1=

Dominiek Rossillion

‘GMP compliance officer at CAF-DCF-Redcross belgium
~ “Views of your postin the

Gent Area, Belgium | Pharmacsuti - - ~
lL Wha'sviewed your profile D et i Weskly search appesrances
Sxpariance +
‘Senior Expart Distribution &
HEC Group
Jan E215-Fraaect =4y Ema
Sruaamia
| Margaes amd &
R —— julie bebey - 202
=hargis da misi i
Az iz gl e

Zrainage

ar’'plaze’ and zriee’ i Snanzil disisuss

aomg fosea on digitel chancela and-alue sased g

aswshiz mutichannel distibation o

! Call Czntre Manager
HEC Bank &insursnce:
MBI ., T «spmemm

Fichard Sawhney «2n2

) ireual Eranch ral Achiucr, Innevution, Diitel
! Froject Manaper virtual Era T E

nicration, Tech Stratecy ot
HEC Bank &insursnce: Forewer

MBC | oeiorzasr «ariimm
. GRIMALDI Marjorie

) Crarzie S “Sasscuroes an wa”
! Head of Credit Product Department

HEC Bank &insurance:
MBC oo in s < rimm X 4 (O) Add e skills with these courses

Froject Manaper Cradit Scoring
HEZ Bank &insurance
HBC My 1350 - Sam 1865« Sy Smea

Retail Sranch Manager v S O O V\/

HEC Bank &insursnce:
2 - My 1882 = 20ymadman

Expert Class Intro

Contact Center ,

Management



' gl \

conTAcT
CENTER

N

CONTACT CENTER OPERATING MODEL®

To get the most value out of your contact center
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PHASE 1:
Airborne drop
Midnight - 2 A.M.
Crier 13,000 parstroapers ware
dropoed behind enepy lines, aad
managed to acomplsn maryg cbgetives

The D-Day

“D-Day" is a day when a
certain military operation
starts, The most famous of the
D=Days is 6th June 1944, when
Allies invaded Normandy.
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PHASE 3:
Naval attack
5 A.M.

Saval hoembardment
aeeceded he irnasicn

-
PHASE 3:
Aerial attack
3AM.
300 plares dropped 13,000
bombs on German deferses

n he Landing seLtar

f
PHASE 2:
Art of deceit
1AM -4AM.
To distract the ensmy, the Afies fakad
that anceher invasion was taking place ir

the most expecied ragion - Pas de Calais

X \ >

Interesting quote:
“Captain, just who the hell are we fighting anyway?" —

Unknown G, after it tuned out that there were Russian, Ukrainian
and various Asian collaborators fighting for the Germans... Ty



Origin of the concept ‘strategy’

Alexander the Great

Napoleon

Mao Tse Tung

Sun Tzu “The art of war” (500 v.C., 1963)
Nicollo Machiavelli “Il Principe” (1513)

Carl von Clausewitz “Vom Kriege” (1835)
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Simon Sinek

This is how leaders

communicate.
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A perspective on strategic leadership

Why do leaders need strategy?
A:?
 Why do leaders throughout the organisation need strategy?
A:?
* When does strategy become real?
A:?
e How does strategy complement intuition and vision?
A:?
 What is the essence of strategy?

A:?

Expert Class Intro
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A perspective on strategic leadership

Why do leaders need strategy?
Because leaders must help their team/organisation to continue to win

 Why do leaders throughout the organisation need strategy?

Because strategic change manifests itself first at the front line

* When does strategy become real?

When consequential action is taken (or not taken)

e How does strategy complement intuition and vision?

Learning is the basis of strategic thinking

 What is the essence of strategy?

Gaining and maintaining control and destiny
Identifying the forces that affect destiny/dependence/influence
Changing and/or using the forces to create degrees of freedom to act

Expert Class Intro
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Strategy Creation Process

N

N

Mission

A

External Environment

W

| 2

Vision + BHAG

A

Strategy creation

Internal Environment

Y

Implementation Tactics

Performance Measurement

CéxﬁetnaqcatssCenter

Source: Harvard Business Essentials: Create and Implement the Best Management ~ Strategy for your Business
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Whatis ...

e Vision?
e Mission?

e Strategy?

COMMUNICATING
PURPOSETO
STAKEHOLDERS
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Mission:

Vision:

Mission & Vision

reason for being in business

a dream to be realised

CéxﬁetnaqcatssCenter

Management

Intro
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Google:
Amazon:
Microsoft:
Apple:

Ford:

Vision

Organize the world’s information and make it universally accessible and useful
Every book, ever printed, in any language, all available in less than 60 seconds
A computer on every desk and in every home

To democratize technology by providing products everyone will want to use

Democratise the automobile

Expert Class Intro

Contact Center
Management 18



Big. Hairy. Audacious. Goal.

19






Scale turnover in million €
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50 years ago the life expectancy
of a firm in the Fortune 500
was around 75 years.

Today, it's less than 15 years
and declining all the time.

Expert Class Intro
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Active Inertia (the dynamic of failure)

Leading companies become stuck in the modus of thinking and working that brought success

Strategic Frames

The set of assumptions that determine managers’ view of the busin

S

Processes

The way things are done

Relationships

The ties to employees, customers, suppliers, shareholders ...

Values

The set of shared beliefs that determine corporate culture

NN NS A

BlLinders

Routines

Shackles

Dogmas

23






Strategy Creation Process

Mission

A

Vision + BHAG

W

A

a

Strategy creation Internal Environment

4

External Environment

b,

Y

Implementation Tactics

A A

Performance Measurement | %
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Digital is a Novelty

Digital is the Norm

Peter Hinssen
“The New Normal”

Time

There Ls no lmmediate return
to a ‘New Normal’



S per gigabyte (GB) $ per 1 million transistors

$ per 1,000 Mbps

Computing cost-performance 1992- 2012
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Digital

Now

-

o
-

Digital is a Novelty

Digital is the Norm

Peter Hinssen

“The New-Nermal”’

Time

R T =

Re-lnvention = tnnovative,
ploneering, fundamental
redefinition of products,
services and processes,
making optimal use of
continuous evolving
technology and the new
environment it creates (e.g.
sensors, wearables,
ecosystems, robots, ... )

Substitution

= using digital to create an
alternative, a replacement for
a service the company already
performs.

Digitising the legacy leads to
digital conservatism.



85 million miles driven less per year
good for over 8 million fewer gallons of fuel used.
idle time of engines reduced by 10 million minutes

carbon emission reduced by more than 6,500 metric
tons.

Transport
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In 2009, newly appointed CEO JP Remy decided Pages Jaunes
(now Solocal) needed a groundbreaking vision:

“Pages Jaunes is not tn the business of producing
heavy yellow books - it never has been - but in the
business of connecting SMEes to local customers.

Books are just an outdated technology ano must
shift to digital”.

39






When CEO Angela Ahrendts took the helm at Burberry in 2006, she asked “Where are the
trench coats?” Burberry’s external focus on the competitive luxury clothing and leather goods
had led it to neglect the company’s core product strength.

“‘nstend of targeting ‘Lladies who lunch’ and baby
boowers, which all peers do, Burberry will zoom on
Mellinnials and emerging economies where high net
worth individuals are typically 15 years younger.
To engage and communicate effectively with these
customers, Burberry will use these segments mother
tongue: digital.”

41



Strategy Creation Process

Mission

A

Vision + BHAG

W

A

a

Strategy creation Internal Environment

4

External Environment

b,

Y

Implementation Tactics

A A

Performance Measurement | %
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DECIDING

WHAT NOT TO DO
IS AS IMPORTANT

AS DECIDING
WHAT TO DO.

STEVE JOBS

Inspirational
Quo es .Gallery

Expert Class Intro
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SWOT

Strengths EELGIENYES

Internal

External

Opportunities Threats

Expert Class Intro

Contact Center
Management 44



SWOT: Opportunities & Threats

Looking outside for threats and opportunities

Strengths Weaknesses

Internal

e Customers

e Pricing constraints
Threats o Cgmpeti’Fors‘

e Distribution issues
e Technology

e Macro economy
e Regulation

e Work style trends
e Major uncertainties
e Suppliers

e Potential partners

External

Identifying threats and opportunities in the external environment
The world of work style and lifestyle trends that can affect business
Assessing customers

Changes in the competitive arena

Expert Class Intro

Contact Center
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SWOT: Strengths & Weaknesses

e Current performance
e Brand power

e Cost structure

* Product portfolio

¢ |dentifying and assessing core competencies
e Understanding your financial capacity for undertaking a new strategy
e Evaluating management and organisational culture in terms of change-

readiness e R&D pipeline
e Technical mastery
e Employee skills
e Company culture
Strengths Weaknesses . ..
Internal
External

Opportunities Threats

Looking inside for strengths and weaknesses

Expert Class Intro

Contact Center
Management 46



SWOT: Strengths & Weaknesses

Is your ‘core competency’ a sound basis for an effective strategy?

e |nimitability: hard to copy

e Durability: continuing value of the competitive resource
e Appropriability: who captures the value created?

e Sustainability: can it be trumped by a substitute?

e Competitive superiority: is it really superior to competitors?

Expert Class Intro

Contact Center
Management 47



A method to assess S & W

Step Action

1 Select a credible colleague to facilitate the analysis

2 Create a SWOT team of knowledgeable staff from different functions within the company
3 Brainstorm the company and unit’s strengths

4 List all suggestions with post-its an a brown paper

5 Consolidate ideas. Cluster post-its on the brown paper

6 Clarify ideas

7 Identify the top three strengths

8 Summarise company strengths

9 Repeat steps 2 through 6 for company or unique weaknesses

Expert Class Intro

Contact Center
Management 48






Make a SWOT

. Chose a company and its CC

Identify Strengths and Weaknesses
Identify Opportunities and Threats

List them on the table

. Come back and present them

Expert Class

Contact Center

Management

Intro
50
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TOWS

Defining strategic challenges

TOWS Analysis

INTERNAL FACTORS

EXTERNAL FACTORS

Strengths (S)

N Weaknesses (W)

o O
. Strengths/ Weaknesses/
Opportunities (O) | opportunities (S0)| Opportunities (WO)
Threats (T) Strengths/ Weaknesses/
Threats (ST) Threats (WT)

Caxﬁet%d&ssCenter

Management

Intro



build on strengths; resolve weaknesses; exploit opportunities and avoid threats

e.g. for each of the opportunities, find at least one strength that the firm may use to take advantage of the
opportunity. Also find a weakness that may stand in the way of doing so
N <
™m < 0 0
£ = 0 3
[@)) [e)) c c
g 9 & : &
4 a4 O h B 6 N 6 = o =T 85 6 N &
Lo L Co Coor
| I I I L I Loy = N
1 ! | | } | l | I } I : I \
_ T T Y T T T A\
povoreniyz | 1 NNN__L [ LN
3 | | P P! | N P Areas that
e | | | | | | |
T R T A reflect strategic
4o T R N B A challenges <
5. ... A I T T R ACTIVITY >
T T /
| | | | | | |
1 ... | Lo b o Lo
.__f___'__ __|___L__.+______.'__+___ ___L__.+___'___.
| N | | | | | =N | | |
[ Threat2 | | | _ \\__l___}___l _____ L _1__ & N
—— ——t — ——
o O O
o e
5 N T
N R S R B B R S M S R
e.g. for each of the threats, find at least one strength that should be used or further improved to protect against

,‘ the threat and maybe even turn the threat into an opportunity. Also look for a weakness that must be improved N
\ or covered up to avoid being affected by the threat. \)
Expert Class Intro
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TOWS Example

& S
OO 0\6
ge o)
A \(\8\0 e‘”o% \Og

NI A ©

S~ N > O

QW o

Opportunity
There are many young people with Strategic challenge:

a technical degree in our country
To recruit timely people with the right
Threat skills to modernise technology legacy

Competition is hiring skilled people

Expert Class Intro
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Make a TOWS

. Start from SWOT

Link Opportunities with Strengths and Weaknesses
Link Threats with Strengths and Weaknesses
List relevant Strategic Challenges

Come back and present them

CéxﬁetnaqcatssCenter

Management

Intro
55






Strategy Creation Process

Mission

A

Vision + BHAG

W

A

Strategy creation

M

Implementation Tactics

4

External Environment > Internal Environment

oY,

A

A A

Performance Measurement

Expert Class Intro

Contact Center
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Business Model Generation

You're holding a handbook for visionaries, game changers,

b A business model describes the rationale of how
and challengers striving to defy outmoded business models ‘ Wis

and design tomorrow's enterprises. It's a book for the...

‘ an organisation creates, delivers and captures value.
Busin ss <&

Model

d = The Business Model Canvas
Generation 7 .

= Value Y
Key -’:\. y Key ,* .. i Customer ( ] Customer
WRITTEN BY Partners o Activities ¥ Proposition el Relationships \ Segments Ill’J
Alexander Osterwalder & Yves Pigneur ®) - e S P ‘d 5" - —
CO-CREATED BY N h R 4
An amazing crowd of 470 practitioners from 45 countries
DESIGNED BY
Alan Smith, The Movement
Key o Channels Sy Y,
Resources | 4
o .
=g \*“U
Cost ] Revenue L=
Stracture \_ f Streams \E‘J
Expert Class
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Key

Value Customer

% Proposition Relationships
Key
Partners Customers
/ : Q'. i ‘\/’ \ 1
/ S Z5
f‘\.\.- N\
/ ——
, 7 S |
Costs Key Revenue
Resources Channels

drawings by JAM
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STRATEGIC CUSTOMER CUSTOMER

PARTNERS RELAT TONSHIP SEGMENT
_PARTNERS | _ SEGMENT
s

e

=

Expert Class Intro
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The Business Model Canvas

) alue - . A
Key i Key , Vi R allay Customer ( Customer h
Partners ﬁ"'}b"' Activities :fi. Proposition f ‘ Relationships A J Segments :i
X
N X .
X
X
X
Key _._'1_, Channels "-G} A
Resources el ———
T
X
X
Cost L Revenue X ,
Structure X Streams
—
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Key Partnerships

Value

Customer

Customer

Expert Class

Contact Center

Management

Intro
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The Business Model Canvas
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Developing possible solutions

1. Describe the current business canvas
2. Post-it possibilities for change

3. Translate possibilities into solutions
4. List all the solutions

5. Come back and present them

Expert Class Intro

Contact Center

Management 64






I'™M THINKING OF
GETTING INTO THE
STRATEGIC PLANNING
GAME.

H (4

o

IF T UNDERSTAND THE
JOB DESCRIPTION, YOU
BASICALLY HALLUCINATE
ABOUT THE FUTURE AND
THEN SOMETHING
DIFFERENT HAPPENS.

'[

Dilbert com DilbertCanoonist@@gmail com

12478 02014 Scott Adams, InC. /Det by Universel Usick
I
N

YOU ALSO
HAVE TO REALLY?
PRETEND THAT
ITS USEFUL. SOUNDS

HARD.
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Assess options to identify
the most attractive

Suitability of options: Do they fit? Are they appropriate for the purpose?
Feasibility of options: Can we manage? Is it do-able?

Acceptability of options: Do they cut cost and/or generate revenues/profit?
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HARVEY BALLS DIAGRAM
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HIGH

MEDIUM i / i

Does the option fit the goal?

- @ '

LOW MEDIUM HIGH

Is the option feasible?

O Bubble size = Acceptability

Zone of most attractive options based on the
interplay of suitability (fit), feasibility and
acceptability
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Strategy Creation Process

Mission

External Environment
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Strategy creation

Implementation Tactics

Performance Measurement
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Internal Environment
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Creation < > Implementation
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Creation < > Implementation

e Creation is about doing the rights things

e Implementation is about doing things right
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The Pyramid Principle

Some facts about people (our customers included):
= People tend not to listen to things they already know.
= Onlyifitis of interest, people want to find out what they don’t know.

= |f people hear something they don’t know, it raises questions.

Making a statement to your audience that tells them something they don’t know,
will automatically raise a question in their minds. Why? How? Is this true? Etc. The
listener will be focused to hear an answer to this question. A question-answer
dialogue like that will ensure the listeners attention.
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Humans should
explore Space

The Earth is Our resources
crowded are limited

Earth will end
eventually

What kind of

Is this true? » =
resources?

Population The sun Disaster will
doubles — Food ,
will end hapen

every 40 year

Meteor stikes

= Forrests (wood) Earth

— Qil & Gas In 5 miljard =d MNucleair War

years
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Strategy Implementation

Strategy is nothing more but hot air if little attention is given to the implementation.
Strategy creation is entrepreneurial and market-oriented
Strategy implementation is operations oriented

Every employee must be involved in implementation

Strategy creation Strategy implementation
Analysis and planning Execution
Thinking Doing
Initiate Follow through
At the top Top-to-bottom
Entrepreneurial Operational
Goals-setting Goals achieving
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Mechanisms for Success

Gaining a market beachhead

Market entry through process innovation

Applying Judo Strategy: movement, balance and leverage
Market entry through product differentiation

Create and dominate new market

Buying your way in
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Unit goals, Action plan & Metrics

Mission

Vision + BHAG

External
Environment

v
H Strategy creation H Internal Environment

yy

v

Implementation
Tactics
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Performance

X

Measurement

Unit level

Unit Goals

W

Action Plan

W

Performance Measures

N
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Setting Company Goals

Direct mail sporting goods company’s strategic goal:
«  Gain 15% market share within 3 years = measurable goal

 Improve market share over the next years = not measurable goal
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Setting Unit Goals

Customer Service Department:
Raise customer satisfaction from 73% to 95% within three years

National Sales Department:
Increase average account revenue by 20%

Marketing Department:
Increase customer loyalty by 15% in the following three years.
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Performance Measures

e The metrics of performance must be relevant and clear e.g.
“increase market penetration by 10% annually.”
e Performance metrics must be executable.
e KPI's must be relevant at business unit level e.g. sales-per-employee, profit

margin, ROI are useful at enterprise level but not at unit level.

Applicable metrics are e.g.

Cost Cost per call, e-mail, chat session,... \\)&\00

Satisfaction NPS for top segment, Error rate, complaints rate, ... Qgﬁo
. A\

Efficiency Idle time, Occupancy,.... c}(;b
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Unit Goals

Why FCR is key

Performance
Measures

Reduce operating cost

If you achieve a 68% First Call Resolution (FCR) rating (contact centre industry benchmark

average), 32% of customers need to call back because their issue wasn't resolved on their first call. The
industry’s average is 1.4 calls to resolve a customer's inquiry or problem.

Improve customer satisfaction
For every 1% improvement in FCR, you get a 1% improvement in customer satisfaction. FCR is the highest
correlated metric to customer satisfaction and dissatisfaction of all the contact centre metrics.

Increase opportunities to sell
When a customer call is resolved the customer cross-selling acceptance rate increases by 20%. Research shows
that customers' needs must be resolved before the CSR has earns the right to move on to any sort of sales.

Improve employee satisfaction
Contact centres with high employee satisfaction also have high FCR and vice versa. The stress is very high on the
employee who handles the second and third call from a customer whose issue wasn't resolved the first time.

Reduce customers at risk

If the customer's inquiry or problem is resolved in the first call, only 1% of those customers are at risk to go to
competitors. Conversely, 15% of customers who did not get their inquiry or problem resolved are likely to go to
competitors.
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_Unit Goals

Did you know ...

» 47% of the customers will not call back if they do not get their call resolved

» 15% of the customers who's call was unresolved definitely or probably will not continue to use
the organisation's products and services as a result of this

» for the customers who have achieved a great contact centre experience only 2% will definitely or
probably not continue to use the organisation's products and services due to this experience

» repeat calls account for 24% of the average annual operating budget of a contact centre

» the percentage of repeat calls for the average contact centre is 30% compared to only 17% for
the average world class FCR contact centre

» on average 41% of customers will tell 1.2 people about their good experience calling a contact
centre and on average 74% of customers will tell 5.2 people about their bad experience

But most important, did you know that the main source of First Call Resolution defect is ... the contact
centre agent himself (44%)? Poor resolution of the problem, incomplete information and poor
knowledge of the call centre employee are three of the top five reasons. So it is only right of you to
focus on a contact centre staff training program!
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Action Plan

Keep it simple.

Create commitment from the people who will need to execute the plan
Structure the actions plan in achievable milestones

Specify roles and responsibilities

Make it flexible
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Incentives

Structure

Supportive

activities

Culture

Alignment check list

The required skills are present to make the strategy work
Employees support the strategy
Staff members attitudes are aligned with the strategy

Necessary resources are available

The staff reward system is alighed with the strategy

Everyone has performance goals aligned with the strategy

Units are optimally organised to support the strategy

All we do, customer treatments, pricing, ... is in line with the

strategy

Culture and strategy match

\_./
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Contact Centre Main Purpose Model

Call Centre’s Main Purpose Model

Vision To be a world class FCR and Csat Call Centre.
Mission To retain customers by resolving their call on the first call and having CSR’s that are
very satisfied working in the call centre.
> Let the customer be the ultimate judge of our service.
> Make the satisfaction of the customers’ needs our primary mission.
> Have CSR’s with the proper skills, knowledge and abilities.
The Way we Work > Conduct ourselves with the highest standard of integrity and honesty.
> Ensure that our policies, processes and technology assist us in achieving our
mission.
> Continually quest for improving FCR, Esat and Csat in everything we do.
> Take ownership for resolving customer calls.
Customers calling the call centre will experience:
»  80% or higher of calls are solved on the first call.
KPI's »  80% or higher of calls customers are very satisfied (Csat top box rating).
Employees working in the call centre will experience:
> 50% or higher overall call centre Esat.
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"Without strategy, change
IS only substitution - not evolution.”

Glenn Llopis, Earning Serendipity
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