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Contact Center Challenges/Industry Insights
How Important is Customer Satisfaction

In a 2015 survey, 92% of consumers surveyed said they would leave a company that did not provide satisfactory customer
service. Consumer behavior and expectations on the use of traditional customer service methods is evolving, and companies
must adapt to meet these new expectations if they want to deliver quality customer service. While calling customer service and
speaking to a live agent remains the top preference for contacting businesses (81%), in general, consumers are more frustrated

with their customer service options.

Customer satisfaction cuts across industries

B Customer frustrations are universal. The most
common customer frustrations that every call center
should avoid**

* The IVR abyss

- Long holding time Best to Worst Customer Service Received

. : . (5=Best; 1=Worst)*
* Agents having inadequate information to resolve

queries
« Unlimited call transfers My Bank

» Mechanized agents Hotels, Airlines, or Travel

* Being asked to repeat information )
9 P Retail Stores

 Follow-up calls

- Being told to head to the website for efficient My Utilities Providers

service
- My Cellular/Phone Company
« Agents promising to get back to you, but never do

 Rude customer support My Satellite TV Provider 1.82

My Cable Company 1.49

* Jacada Customer Service Experiences Survey
** http://www.ameyo.com/blog/10-most-common-customer-frustrations-that-every-call-center-should-avoid
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Contact Center Challenges/Industry Insights
The Changing Customer Experience

In general, consumers are more connected and want to have several options available to them to deal with customer service
issues. Timeliness and ease of use are among the top factors that consumers take into consideration when deciding which
contact method to use.

Best to Worst Customer Service Option Chosen Customer Service Options Expected
(7=Best; 1=Worst)* (0-100%)*

Phone 85.92%

Phone number listed on website

Email Email support

. Website
Live chat
Live chat
Online self-help resource
Physical store

Support forum/help section

Mobile app 19.72%

Mobile application

Virtual assistant | 14.08%

Virtual assistant

5 6 7 0.00% 100.00%

The majority of customers expect at least six channels of communication to be available, according to the 2015

inContact/Harris Poll. In addition, those customers expect both agent-assisted and self-service channels to be available.

* Jacada Customer Service Experiences Survey @
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Contact Center Challenges/Industry Insights

Self-Service, Mobile Use, and Evolving Customer Service

Harvard Business Review reported that 57% of customers visit a company’s website to resolve an issue but, due to poor user
experiences, are forced to dial into their call center instead. Evidently this will shift in 2016, as self-service will become a key
factor in any successful multi-channel strategy. Salesforce reveals that 91% of customers would use an online support center if it
were available and tailored to their needs. In 2016, this could be a worthy investment. Also to note, all sectors are likely to be

offering customer service via mobile functionality.

The Rise of Self-Service Support*

Businesses are seeing a surge in customer preference for finding
answers and resolving issues on their own.

2% |j_|/

of people think self-service support is a fast
and easy way to handle support issues
Providing Self-Service Support
Simply providing self-service support doesn’t guarantee customers

will find it useful. Self-service support is only effective if you make the

customer experience barrier-free.
of customers would use

of customers contact a of customers are likely to
call center after they abandon their online an.online support center if
have looked for support purchases if they can’t it were available and
via self-service find quick answers to tailored to-their needs
their questions

* http://customerthink.com/top-9-call-center-trends-for-2016
** The US Contact Center Decision-Makers’ Guide 2015, The Mobile Customer Chapter
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Use of mobile functionality (app, mobile website) for customer
service, by vertical market

[ 24% 1 15% B 200% s 16% 19% |
[ 38Y% | 23% oY 8o 15% |
el 40%
l_1/% __1/% _______33% ___________20% |
5%  Bebe  56% |

1500 L 25% B 2aVe 5% 5% |

| 33% . 33% 3300 |
L 20% [ 13% B 20% o 13% 130, |

[ 25% 3% BSSe _38% ___139% |
L oU% B Sl

Average

Finance

Insurance

Manufacturing

Medical

QOutsourcing & Telemarketing
Retail & Distribution

Services (B2B)

Services (B2C)

TMT (B2C)

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

m Use now, no plans to replace/upgrade m Use now, looking to replace/upgrade

B Will implement after 12 months
Don't know/NA

= Will implement within 12 months
®m No plans to implement

Strategies for both intelligent self-service and mobile

support will soon be necessary to provide a
satisfactory customer service experience.
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https://hbr.org/2010/07/stop-trying-to-delight-your-customers

Contact Center Challenges/Industry Insights
Impact on Contact Centers

The impact that a positive customer service experience has on company loyalty is significant. Companies should note that their
customers are judging them by their customer service experience and available customer service options.

There is a disconnect between customers and contact center employees:

oo
o7 it
oo
oo i

Emerging contact center trends

B Social engagement will be used to drive leads and service

customers

B Regulatory compliance will be the new normal

B |ntelligent self-service will expand

* inContact, Busting in the Contact Center: What Customers Really Think

Customers believe that companies put
more effort into selling than they do
providing excellent customer service

Customers expect companies to let them
choose their follow-up or proactive
communication options

Customers expect to be able to contact
the same company representative across
channels and repeat contacts

Customers are willing to pay more for a
product or service with a good customer
service reputation

Percent of Contact Center Employees Who Agree...

T 12%

® The percentage of overall live calls will decline, while

transaction complexity increases

B Agents will increasingly work from home

** http://www.nojitter.com/post/240170494/7-trends-impacting-contact-centers-customer-service-customer-experiences
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Contact Center Assessment and Improvement Planning Approach

The ScottMadden Solution

ScottMadden’s framework for evaluating contact center operations and developing improvement recommendations is structured
to produce data-driven, tangible initiatives to improve contact center performance and reduce operating costs.

B Eight-week assessment

® Limited impact to the organization
+ Series of one-hour interviews
* No dedicated staff required

B Strategic roadmap

Proven Methodology

B Multiple contact center assessments completed
® Proven framework for analysis

B Standard approach, but tailored to your needs
|

Quick-win recommendations and long-term
improvements

Key Benefits

® Enhanced customer experience and increased
customer satisfaction

B Alignment between contact center and company goals
® Return on investment
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Contact Center Assessment and Improvement Planning Approach

Project Approach

Project
Step

Work
Content

Results

6

Phase |

Organize and
Kick off Project

Finalize approach and
milestones

Define project participants
and roles

Request current data
(initial data request)

m |dentify interviewees
® Plan communications
®m Conduct kickoff meeting

Project plan

Interview guide
Communication plan and
draft communications
Kickoff presentation

Copyright © 2016 by ScottMadden, Inc. All rights reserved.

Phase Il

Assess
Operations

Review organization
structure and roles
Review contact types,
volumes, and channels
Review current state
processes

Shadow pre-identified staff,
if needed

Conduct interviews
Review vendor-provided
services and performance
Review voice-of-the-
customer data, if available
Review tools and
technologies

Operations assessment

Phase Il

Identify

Opportunities
for Improvement

Compare current state to
leading practices
Compare metrics to
benchmarks
Identify improvement
opportunities by:
People/organization
- Policy/process
Tools/technology
- Data/knowledge
Prioritize improvement
opportunities
Validate and test
suggested opportunities
with project team

List of improvement
opportunities
+ Overall observations

List of quick wins
Recommended
organizational
structure changes,
process changes,
metrics

Phase IV

Develop
Implementation
Road Map

®m Develop short plan
for implementing
quick wins

m Develop high-level
plan for implementing
long-term
recommendations

m |dentify enablers to
assist with the
transition (e.qg.,
tracking tools, forms)

m High-level implementation
plan for:

- Agreed-upon, quick-
win
recommendations

- Longer-term
recommendations
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Contact Center Assessment and Improvement Planning Approach

Project Accelerator Tools

Project Management Toolkit

ScottMadden brings a
comprehensive project
management toolkit to
each engagement,
including a well-defined
project team structure,
team charter, detailed
project plan, formal issue
tracking, formal testing
processes,
communication
templates, and formal risk
management.

Project Management

Project Plan

nnnnn

Diveion, sperive, and 560 ADENY COMMATMCATS
Fopuiaie: anc run workload actity suriey

Finalic= particpants an pranide emai infarmaion
e esctiack on proposed werkioad survey
actty st (.., it bo Luwctica)

Ganduct holsii assessment of currend operations

Desion Opons

:
o i p—
Ideniity Improvement Opporiuniies and Fulure Siste

Develop e InBale Ruadmap

Cusnity benefts on intiative

Fresent project fnd s, near-fem réco menendations
andinbibd roaimen o Execuia Courchl ushees
- )
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ScottMadden’s dedicated
research function
conducts primary
research and partners
with APQC on a range of
topics, such contact
center and performance-
based metrics. This
information grounds our
projects and
recommendations in fact,
not theory.

Primary Research and Benchmarks

Primary Research

Enhancing Customer Service

jebsita, they w;

L IR — scottmadden

Leading Practices Database

ScottMadden maintains a
database of contact
center leading practices
captured through primary
research, our
engagements, and
participation in and
facilitation of conferences
and executive
roundtables.
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Leading Practices Database

Leading Practices Assessment
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Templates and Collateral Materials

ScottMadden maintains a
library of collateral
materials from past
implementations,
including project plans,
policies, processes,
technology requirements,
vendor demonstration
scripts, metrics, SLAS,
and other pertinent
materials.

Templates and Collateral Materials

Sample Customer Service Organization Structure

Total Positions (Phase 2) = 92

T scottmadden

&

scottmadden

MANAGEMENT CONSULTANTS



Case Study

Inbound Customer Contact Assessment

C

HALLENGE

ScottMadden worked with a top southeastern public utility to evaluate

inbound customer contact operations, streamline processes, and evaluate

a

P

R

nd select a vendor to handle the large majority of current work.
ROCESS

Evaluated current contact center operations and processes and
identified improvement opportunities

Streamlined processes. Calculated operating costs and developed
process requirements for RFP

Identified potential vendors to whom to outsource operations

Developed and issued RFP, evaluated vendors, conducted site visits,
and facilitated the selection of a best-fit vendor

Project managed the shift of operations to the selected vendor
ESULTS

Developed detailed cost data to inform vendor negotiations
Selected best-fit outsourcing vendor

Managed the outsourcing process to ensure a seamless transition for
the company’s inbound customers

Achieved the transition to vendor on time and on budget
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Case Study
Evaluate and Improve Contact Center Operations

CHALLENGE

ScottMadden worked with the world’s largest eye glass manufacturer,
wholesaler, and retailer to evaluate its contact center operations and
make improvement recommendations, including developing strategies to
merge its six entities and leverage outsourcing to improve efficiencies.

PROCESS

® Collected activity data for management and operational support staff to
augment existing utilization data on CSRs

® Evaluated activity and utilization data, as well as customer satisfaction
data, metrics, and volumes

® Reviewed and assessed organizational structures, staffing, scheduling,
operational processes, and supporting technologies and tools

® Developed a strategy to reduce the overall number of contact centers
and streamline management

® Recommended enhancements to improve the customer experience,
including leveraging new channels, such as mobile, chat, and social
media

® Recommended process changes and identified training gaps to
improve product sales volumes

® Developed business cases for all recommendations and a plan to
implement recommendations

RESULTS

® Implementation of recommendations cut the number of contact centers
in half

® The addition of technologies reduced inbound calls by 20% and
increased customer satisfaction by nearly 16 points

® Recommendations produced recurring net savings of nearly $6 million
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Case Study
Evaluate and Improve Inbound Contact Center

CHALLENGE

ScottMadden worked with the country’s leading healthcare company to
evaluate and improve its inbound, 24/7 nurse contact center.

PROCESS

® Evaluated current contact center performance, including work scope,
organizational structure, staffing, resource and shift scheduling,
operational processes, and technologies

B Evaluated metrics and volumes

Compared results to leading practices and benchmarks and prioritized
gaps

Developed and tested improvement recommendations, including

staffing and shift scheduling changes, as well as technology
enhancements

Developed and integrated project plan to implement the improvements
Led and managed the implementation of recommendations

RESULTS

® Reduced operating costs by more than 25%
® Reduced average call hold times by nearly 20 seconds

Enhanced technologies and interfaces to drastically increase the

efficiency of call and chat handling for nursed and customer service
representatives

Changes resulted in a customer satisfaction increase of nearly 12
points
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Contact Us

Courtney Jackson @
scottmadden
Partner MANAGEMENT CONSULTANTS

ScottMadden, Inc.

2626 Glenwood Avenue

Suite 480

Raleigh, NC 27608

courtneyjackson@scottmadden.com

0: 919-781-4191 M: 919-672-7521  Smart. Focused. Done Right.
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T. L. “Trey” Robinson, Il

Partner

ScottMadden, Inc.

2626 Glenwood Avenue

Suite 480

Raleigh, NC 27608
treyrobinson@scottmadden.com
0:919-781-4191 M: 919-522-1740
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