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Is your contact center
customer centric?
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The IVR abyss: IVR system that is annoying and difficult to navigate can make the customer extremely hostile. Placing the customer to a
no man’ land after lengthy prompts can irate the customer to the point of hanging up and bringing up the issue to social medias.

Long holding time: There is nothing more frustrating than putting callers on hold. Customers wish to have the contact center agents’
undivided attention, and when he/she is being put on hold, the agent is killing the most valuable commodity-time. Social media
channels are swarming with distressed customers venting their frustration with holding time.

Agent has inadequate information to resolve queries: Why do customers normally call contact centers? To answer queries, resolve
issues, ease a complex process, etc. But what if the contact center representative is not equipped with the necessary information to
handle such a call?

Unlimited Call transfers: Shuffling the customers from one rep to another can end up in a very heated situation. And the only thing
worse than being bounced around from one agent to another, is asking the customer to do the bouncing themselves. “We are unable to
resolve your query. Kindly call X to speak with a representative”

Mechanised agents: contact centers have entered an uncanny valley of ro
where there is zero or minimum human interference. The agents follo
less personable and empathising.

Asked to repeat information: Customers might contact co@act
information at every call can get under their nerv [ame
organizations paucity of integration andg tru

eENghey are unable to resolve the issue themselves. But if the problem persists,
the duct or the company entirely. Having to call the contact center again and again for
r the customers. 65% of customers agree that it is the largest flaw of the customer

Follow-up calls: Mistakes happen, and
then there is something seriously wrong
the same reason can be a huge aggravatio
support system.

7]

Being told to head to the website for efficient service: This is a common routine in most contact centers. While the customer is on hold
orin IVR, an automated message is played that directs the caller to visit the website for efficient service. Here, organizations fail to
comprehend that the customers must have visited the website prior to call. Or simply prefer calling or have a unique query that cannot
be resolved via the FAQ section. Organizations do this to improve traffic in their websites, but ultimately kills customer experience.

Agents promises they will get back to you, but never do: Not all problems can be resolved in the first call. There will be queries that
requires additional information or authority to execute. Customers hang up the call expecting the agents to call back once they are
equipped with the tools and information. But, they never do.

Rude Customer Support: contact center agents’ job is to serve customer concerns and complaints, and it might not be their fault if an
issue arises or a mix-up happens. But the agents need to remember they are getting paid to manage concerns and complaints, while
customers have already paid for the service.

http://www.ameyo.com/blog/10-most-common-customer-frustrations-that-every-call-center-should-avoid


http://www.parature.com/2013-customer-expectations/#more-14818

DOGBERT'S TECH SUPPORT

© 1999 United Feature Byndicote, Ine,

HEY, IT
WORK ...

SHUT uP
AND HANG

www.dilbert.com scottadamaBact.com

MY AVERAGE
CALL TIME IS
IMPROVING. T
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The business Model canvas

Key "%1' F
L= = ]

Partners

Who are our key
partners?

Who are our key
suppliers?

Which key resources are
we acquiring from our
partners?

A A
Activities o L

What key activities does
our value proposition
require? Our channels,
relationships and revenue
streams?

Key {y
Resonrces P
What key resources does
our value proposition
require? Our channels,
relationships and revenue
streams?

Value R,
Proposition =4

What value do we deliver
to the customer?

Which one of our
customers problems are
we trying to solve?

What bundles of
products / services are
we offering?

Which needs are we
satisfying?

At what price?

How do we get, keep and
grow customers?

Custorner
Relationships

Which customer
relationships have we
established? How?

Channels

Through which channels

do our customers want to
be reached?

How are they integrated?

Customer 1)
Seogments ik

Who are our customers?
For whom are we
creating value?

Cost
Structure

What are the most important costs related to our business model?

Which key resources are most expensive?

;= Revente

For what value are our customers willing to pay?
What is the revenue model?

What are the pricing tactics?

https://www.youtube.com/watch?v=2tdpNKdH7sM
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PARTNERS ACTIVITIES PROPOSITION RELATIONSHIP SEGMENT

-;E?:‘f %ﬂ
o
KEY DISTRIBUTION
E’ RESOLIRCES A CHANNELS

|| hesprefn%ow

15



Examples of BMCs
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The business Model canvas
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The business Model canvas

Key "tﬂ# ;
_—

Partners

Who are our key
partners?

Who are our key
suppliers?

Which key resources are
we acquiring from our
partners?

Activities Ees

What key activities does
our value proposition
require? Our channels,
relationships and revenue
streams?

Key {y
Resonrces P
What key resources does
our value proposition
require? Our channels,
relationships and revenue
streams?

Value G
Proposition

What value do we deliver
to the customer?

Which one of our
customers problems are
we trying to solve?

What bundles of
products / services are
we offering?

Which needs are we
satisfying?

At what price?

o

Custorner )
Relationships ' ,»-""'

How do we get, keep and
grow customers?

Which customer
relationships have we
established? How?

Channels

Through which channels

do our customers want to
be reached?

How are they integrated?

Customer 1)
Seogments ik

Who are our customers?
For whom are we
creating value?

Cost
Structure

What are the most important costs related to our business model?

Which key resources are most expensive?

f = Revente

What is the revenue model?

What are the pricing tactics?

For what value are our customers willing to pay?
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Plotting complaints on the Business Model canvas

Key To s | Key _.,'Ii Value . Customer il Customer 1)
-

Partners = | Activities & Proposition - 'i'F Relationships i Serments .i"

2. Long holding time 1.IVR 1.IVR

5. Robots 3. No information 3. No information
6. Repeat information
7. Follow up calls

9. Not keeping promises

10. Rude

Key "*‘.,. Channels o A
= |

Resonrces & )
~" LIVR =

4. Call transfers
5. Robots

8. Go to website

Cost =] Revenue
Structure £, f Streams

s
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Active Inertia

It is an organisation’s tendency to follow established patterns of behaviour
even in response to environmental changes.

Because they are stuck in the modus of thinking and working that brought
success in the past, leaders perpetuate their tried-and-true activities
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The dynamics of failure start from the origins of success

Strategic Frames

= mental models how
managers see the world:
What business are we in?
Which customers are crucial?
How do we create value?
Who are our competitors?

\/

When frames constrict
peripheral vision, preventing
people from noticing new
options and opportunities,
they become

Blinders

Processes

= the way of doing things:
Fixing on a single process
frees people’s time and
energy for other tasks. It
leads to increased
productivity and operational
predictability.

\/

Once a process becomes a
habit, it prevents employees
from considering new ways of
working. Processes become

Routines

Relationships

= In order to succeed
companies must build strong
relationships with employees,
customers, suppliers, lenders,
investors, shareholders... .

\/

When the need to maintain
existing relationships hinders
to develop new products &
explore new markets they
become

Shackles

Values

= the set of deeply held
beliefs that unify and inspire
its people. Values define how
employees see themselves
and their employers.

\/

As companies mature values
often harden in rules and
regulations. Values that no
longer inspire become

Dogmas

—> Trap of historical success <+
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Internet of Things




REMOTE HOME CONTROL

ONLUNE HOME AUTOMATION
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The start of the 4rd Industry
GAME CHANGER

1% Industrial Revolution -
water and steam powered
mechanical manufacturing
facilities

XXX IIXXIXIL]

2™ Industrial Revolution —
manufacturing assembly
line and infrastructure of
electricity, gas, water,
telegraph, roads

:

3" Industrial Revolution -
electronics, telephones,
PLCs, NC machines, PCs,
CAM, CIM, spreadsheets,
Lean manufacturing

:

4™ Industrial Revolution -
mobile, cloud, smart
connected devices, cyber
physical systems, smart
factory, robots, mass
customization, product
as-service

End of 18" century

Start of 20" century

Late 20" century

Today



EVOLUTION

The Sharing Economy was started by companies seeking to find an easy way to share goods. It's now a
nulti-faceted industry that touches on nearly every aspect of everyday life. The latest development?

Not simply sharing goods or services, but rather expertise.

Fpunded 2008

Founded: 1995

erin
Offering

makes 57530rs,
(New Yo ity)?

Individual earnings
vary.

é

EXPERTISE

QSERVCE-"@

Craigslist ' TaskRabbit Uber
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The Industry 4.0 ecosystem

CYBER SECURITY = Give sense to complexty

BIGDATA = Creativity
> Collaborative manufacturing

> Stronger protection for intemet CLOUD

based manufacturing COMPUTING -
> Technology products with ! = Pl{sma&mai:eilg
longer life cycle ) intimacy
| # SENSORS ADVANCED = Cyber Physical Systems (CP5) = Flexibility )
- MANUFACTURING |~ VI8 Py et
e - Full automation n cfion mass
rETER o == d?'f't!:'-r SYSTEMS - Totally interconnected sysiems efficiency
SUPPLIERS : E‘r}‘%:;'glﬁ;w — Machine to machine communication * On demand manufaciuring
= F'rsl:ii::tahil'rtg.r MASS
=_"' CUSTOMIZATION
T > ‘ [. jD
A o .0 .
— — —-
- — —-
JDPRINTING / @®NANOTECHNOLOGY / ROBOT AUTONOMOUS ."
LOGISTICS 4.0 |_ ADDITIVE MANUFACTURING| | ADVANCED MATERIALS VEHICLE
- ' > Scrap elimination > Smart value added products > Real time - Autonomy - > Flow optimization INTERNET OF THINGS
= Fully integrated = Mass customization = Technical differentiation Productivity = |ncreased security > Object iaggn
supply chain = Rapid prototyping > Connectivity = Full tranzparency on datareporting = Lower costs | JeC b g
= Interconnected systams = Intemet-object
= Perfect coordingion PLANT OF THE FUTUREA communication viakow
| PLANT OF THE FUTLRE B powier radia
> Real time data capture
CLUSTER OF FLANTS J | - Dotimized stocks
‘ » Reduced wasies
\ \ = Clean and renswabls encrgiss
/'-"' RESOURCES OF THE FUTURE ) T-;_"-E':{*; Sf'f';a__l
I WIND el ALTERNATIVE | NON CONVENTIONAL SOLAR @\ GECTHERMIC > Altemative ran masnds
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Bill Gates

BANKING IS
NECESSAR




Smart banks or ... Smart banking services?

Smart cities or ... Smart living services?
Smart cars or ... Smart mobility services?
Smart contact centers or ... Smart communication services?
Expert Class Int
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The Customer Canvas

What people really need? (Forrester): Comfort, Variety, Connection and Uniqueness

Key T Key _.,'Ii Value L .y Cusitomer ) Customer '
Partners ;ﬁ, Activities e Proposttion 'i'F Relationships i Segmenis .I"
Integrated solutions Always on —24/7 Unique segment of
Simplicity Always interacting one person
Instant consumption
Choice
Value for money
Key "*‘.,. Channels e A
Resources i w
1.‘.:;
~" Proactivity
Easy to find
Cost = Revenue :“"“'F"‘
Structire _:_‘h! Streams e




The Customer Canvas

What companies really need?

A new value creating proposition, being always available, being where the customer lingers, deep customer insights

Key T | Key ;\i Value e Customer ) Customer i
Partners - Activities e Proposition ! FI Relationships i Serments .ik
Cooperation in Personalisation Integrated solutions Always on —24/7 Unique segment of
ecosystems Proactive presence on Simplicity Always interacting one person

social media Instant consumption

Redesign

. Choice
Relentless measuring
. . Value for money

to improve / innovate

Key f‘.,. Channels ~77

Resonrces w-.\;:_f‘ w

Data (collection, Proactivity

analysis, application) Easy to find

Mobile

SEO and Geo location

Real time processing
Cost /= Revenue __im?
Structure ':"-.! Streams \{E‘L‘-
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Change View

Collar Down

Close Trench Coat

Example of Personalisation & Simplification

12 million different outcomes
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STYLE & LENGTH
FABRIC & COLOUR
SLEEVES

LINING

COLLANR

© UNDERCOLLAR

4 Fh: s
4 BN

THROAT LATCH

There are no throat latch selections for your current design. Please
proceed to the next step or explore ditferant styles and
undercoliars to see more throat laich options.

© OVERCOLLAR

-

Featherstone 100cm £1,265.00

Authentic Brass Studded Burberry £195.00
Trench coat Fabric

Total £1,490.00

REVIEW & ADD TO BAG

( cClicktoCall (@ Click to Chat

Share My Design B n




Example of Live presence on Social Media & Real Time

0‘0..............0'
Q..'........ ....'.-’

“Watch the Burberry Runway Show Live
See the September collection as it comes down the runway in London”
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Example of SEO & Redesign

GO gle lg smartphone H

Alle Afbeeldingen MNieuws Shopping Video's Meer = Zoekhulpmiddelen

Ongeveer 69.400.000 resultaten (0,53 seconden)

Google Shopping-resultaten voor Ig smartph..

E R -

Gesponsord

LG Gdc Goud LG X Screen LGNEXUS5X LGG532GB LG G3 16GB LG G4 Bruin

Mobiele ... Zwart Mobiele 32 GB Zwart ... 4G Goud Black (Leather ..
139,00 € 249,00 € 299,00 € 539,00 € 275,00 € 369,00 €
Coolblue Coolblue Coolblue Kréfel Belsimpel.nl Coolblue

LG Smartphones kopen? - Bestel 'm nu bij Coolblue - pdashop.be
www.pdashop.be/Coolblue/LG -

Voor 23.59u besteld, morgen gratis bezorgd! Coolblue: Alles voor een glimlach.
Klantenservice tot 23.59u - Minimaal 2 jaar garantie - Gratis retourneren

Alle smartphones - Top-10 smartphones - Dual-Sim telefoons - Alle Accessoires

9 Boomsesteenweg 560, Antwerpen - Vandaag gesloten - Openingstijden =

LG Smartphone - Vergelijk.be

www vergelijk be/LG v

Vind de LG Mobiele telefoon die bij je past. Vergelijk en koop nu!

Honderden online shops - Miljoenen producten - Vergelijk en Bespaar - Alle merken

Smartphones | Android telefoons en Windows telefoons | LG Benelux ...
www.lg.com/ni/'smartphones ~

Uw content, sociale netwerk en het web staan bij al onze smartphones centraal. LG telefoons bevatten
allerlaatste technologieén die LG in een smartphone kan ...

LG Stylus 2 DAB+ - LG X Screen - LG K10 - De LG K8 brengt premium ...

LG Smartphones - PDAshop.be
www_pdashop.be/category/196356/lg-smartphones_html ~

Y% ¥k Beoordeling: 9,3/10 - 36.107 stemmen

LG is met haar smartphones vertegenwoordigd op alle fronten. Of je nu een smartphone zoekt met de
allerbeste specificaties of eentje die alleen maar belt en ..
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Example of Real Time Processing, redesign & Simplification

Additional money in just 30 seconds via one-click loan
application

Money bar with individual One-click loan application

credit limit

2L sevbks keeant gotowkomy

Kmsta boedyty (e wigoe w2 |50 000 PLN)

150 000,00 LN [3 000 PLN
Dostepne 32495TTPIN
Zaplanowane 114581 PLN Miesieczna rata
Wolne 31 349,96 PLN 559,45 PLN
Liczha cat (rabety od kwoty kredytu|
9
12 13 24
Ostatnie operacje A
0001 2014 % “8 60
W OMATAPRZELEW WEwn REATE LY
0EFINIOWANY
N T
DEFINIDWANY Perymanes bedylu uraleimone jest od 2dobosc) bredytons

e

Podaw ponde; slarmacy SEsowg epresertatywiry pzysiad

https://www.youtube.com/watch?v=4E-0M-0Ox0J8
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https://www.youtube.com/watch?v=4E-oM-Ox0J8
https://www.youtube.com/watch?v=4E-oM-Ox0J8
https://www.youtube.com/watch?v=4E-oM-Ox0J8
https://www.youtube.com/watch?v=4E-oM-Ox0J8
https://www.youtube.com/watch?v=4E-oM-Ox0J8
https://www.youtube.com/watch?v=4E-oM-Ox0J8

Example of Cooperation in Ecosystems, Real time & Geo location

FOR SALE RECENT SALE | PAST SALE
O1e Oze
£ 52 Argus St (7 ) - N
;)-J
. B: /
&=y o RE
-
FOR |
SALE
o
{ /-' Vet !l
https://www.youtube.com/watch?v=4Dxr-sOjo_|
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The Business Model Canvas of a Customer Centric Contact Center

Key Te | Key _.,"i Value " ey, Customer ) Customer _:";,
Partners ;:h, Activities e Froposttion i'F Relationships i Segmenis l
Key "'*5. Channels e A
Resonrces “-:i:f‘ w
Cost = Revenue :“f"r*
Structire _:'_H_ f Strearis g
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How to transform your Contact Center into a ‘4C’

Relentless measuring,

feedback and
improvement

Engaging
back office

Empowering
the front line

Visible customer

focused strategy and

C leadership

Making your
contact center
Customer Centric

Invest in
real time platform

Data collection, analysis
and application

Creating and sharing
great customer insights

(Re)designing the
Customer Experience

Caxﬁet%d&sCenter

Management

Intro
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Visible customer focused strategy and C leadership

Customer centricity requires a top down approach:

Formulate a clear vision of what customer-centricity entails for your call center and convey this to your agents
Articulate what customer-centricity looks like in practice and give your team concrete examples

Educate your team about the impact that changes in business policies or procedures have on the customer
Ensure that customer service leaders have a voice on your social media channels

Ask higher-ups to get their hands dirty by personally responding to some customer complaints

Motivate and inspire your team by telling stories of exceptional customer service interactions

WE CANNOTSOLVE OUR PROBLEMS

WﬁITH THE SAMETH|NIKIN G
WE USEDWHEN WE 4
CARIEvARIE D T HiEsha

-Albert Einstein
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Creating and sharing great customer insights

Customer centricity requires understanding the customer:

Organize a Customer Insight Team and encourage them to leverage data to drive decision-making
Adjust your approach to organizing and grouping customer data to be more in line with your customer service strategy

Acquire in-depth information about each customer (e.g., socioeconomic status, location of residence, household details, etc.)
as this will enrich your understanding of your customer base

Provide customer data to other departments (e.g., sales, technical support, marketing, etc.) so they can use it to inform their
approach to interacting with the customers

Leverage contact center software that will display this comprehensive information in the browser as the customer
calls/contacts to enhance interactions

Expert Class Intro
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(Re) designing the Customer Experience

Every interaction, from the first to the last, should be perfect:

* Embedding company values in training and promoting them to increase awareness amongst agents
» Staffing your frontline with knowledgeable agents to increase first call resolution
* Providing a seamless experience throughout all touch points to reduce friction

* Maintaining a coherent voice on social media, apps, printed branding and website to reduce confusion

e NE
= f\e"ce“e“toﬂ
O
\ D | <N
O YT st
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Empower the frontline

Every interaction, from the first to the last, should be perfect:

* Educate the frontline call center agents on branding, culture, values so they deliver service that is consistent with these values
* Make agents an integral member of the organization so they are proud to provide amazing service

* Cultivate innovation by encouraging autonomy and creative problem solving

* Equip your agents with the tight tools so they can resolve issues on the first point of contact

* Provide your agents with a 360 degree view of the customer so they can make data-driven decisions

Expert Class Intro
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Let’s get stared






