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Is your contact center  
customer centric?  
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Intro 

1. 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. 

2. 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. 

3. 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? 

4. 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” 

5. Mechanised agents: contact centers have entered an uncanny valley of robotised interactions and mechanised contact center services, 

where there is zero or minimum human interference. The agents follow scripts to handle every kind of customer call, making the call 

less personable and empathising. 

6. Asked to repeat information: Customers might contact contact centers for various purposes, and being asked to repeat personal 

information at every call can get under their nerves. Blame departmental silos for this, but customers couldn't care less for the 

organizations paucity of integration and infrastructure. 

7. Follow-up calls: Mistakes happen, and customers call when they are unable to resolve the issue themselves. But if the problem persists, 

then there is something seriously wrong with the product or the company entirely. Having to call the contact center again and again for 

the same reason can be a huge aggravation for the customers.  65% of customers agree that it is the largest flaw of the customer 

support system. 

8. 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 

or in 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. 

9. 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. 

10. 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
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https://www.youtube.com/watch?v=2tdpNKdH7sM 

 

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

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?  
Through which channels 
do our customers want to 
be reached? 

How are they integrated? 

How do we get, keep and 
grow customers?  

Which customer 
relationships have we 
established? How? 

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

For what value are our customers willing to pay? 

What is the revenue model? 

What are the pricing tactics?  

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

Which key resources are most expensive?  

 

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

Who are our key 
partners? 

Who are our key 
suppliers? 

Which key resources are 
we acquiring from our 
partners?  

The business Model canvas 

https://www.youtube.com/watch?v=2tdpNKdH7sM
https://www.youtube.com/watch?v=2tdpNKdH7sM
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Nespresso Canvas 
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Examples of BMCs 
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1.IVR 

1.IVR 1.IVR 2. Long holding time 

3. No information 

4. Call transfers 

5. Robots 

6. Repeat information 

7. Follow up calls 

8. Go to website 

9. Not keeping promises 

10. Rude 

3. No information 5. Robots 

Plotting complaints on the Business Model canvas 
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Indexed growth in core 
digital technologies 

Indexed growth in labour 
productivity 

? 
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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  

24 
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The dynamics of failure start from the origins of success  

Strategic Frames 

Blinders 

= 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  

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 
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The start of the 4rd Industry 
GAME CHANGER 
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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? 
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The Customer Canvas 

Unique segment of  
one person 

Integrated solutions 

Proactivity 

Always on – 24/7 

Simplicity 

Instant consumption 

Always interacting 

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

Choice 

Value for money 

Easy to find 
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The Customer Canvas 

What companies really need?  
A new value creating proposition, being always available, being where the customer lingers, deep customer insights  

Unique segment of  
one person 

Integrated solutions 

Proactivity 

Always on – 24/7 

Simplicity 

Instant consumption 

Always interacting 

Choice 

Value for money 

Easy to find 
Data (collection,  
analysis, application) 

Real time processing 

Cooperation in  
ecosystems 

Personalisation 

Relentless measuring 
to improve / innovate 

Proactive presence on 
social media 

SEO and Geo location 

Mobile 

Redesign 
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Example of Personalisation & Simplification 

12 million different outcomes 
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Example of Live presence on Social Media & Real Time 

“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 
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Example of Real Time Processing, redesign & Simplification 

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
https://www.youtube.com/watch?v=4E-oM-Ox0J8
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Example of Cooperation in Ecosystems, Real time & Geo location  

https://www.youtube.com/watch?v=4Dxr-s0jo_I 

 

https://www.youtube.com/watch?v=4Dxr-s0jo_I
https://www.youtube.com/watch?v=4Dxr-s0jo_I
https://www.youtube.com/watch?v=4Dxr-s0jo_I
https://www.youtube.com/watch?v=4Dxr-s0jo_I
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The Business Model Canvas of a Customer Centric Contact Center 
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Visible customer 
focused strategy and  

C leadership 

Data collection, analysis 
and application 

Creating and sharing 
great customer insights 

Empowering  
the front line 

Relentless measuring, 
feedback and 
improvement 

Engaging  
back office 

Invest in  
real time platform 

Making your 
contact center 

Customer Centric  

(Re)designing the 
Customer Experience 

How to transform your Contact Center into a ‘4C’ 
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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 
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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 

 

Creating and sharing great customer insights 
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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 

 

(Re) designing the Customer Experience 
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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 
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Let’s get stared 
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