


About the 6 chapters,

700+ data points,

2016 Rep ort 80+ result charts

1320 companies from Analysis with context
and recommendations

81 countries globally contributed
on best practices

to this year's research

New for 2016

bespoke report
builder via new website

16 new questions
and existing
survey expanded

to include digital

25 country/regional
highlights summary
reports




What's

covered?

CX strategy and
innovation

contact channels
center maturity
market trends
financial positioning
location planning
strategic performance
innovation

Customer
Analytics
customer segmentation
single view of customer
customer intelligence
service determinants
process re-engineering
internal SLAs

Digital services

self-service capability
self-service priorities
customer behaviors
contact statistics

Contact center
operations
customer satisfaction
contact quality
management information
contact statistics

contact resolution
performance management

Workforce
optimization
staffing models

training

competency management
employee engagement
human resources
workforce management

contact center deployments
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CX transformation: evolution of the contact center
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CX transformation: evolution of the contact center

Channel migration
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CX transformation: evolution of the contact center

Focused on resolving user
iIssues

Providing assisted support for

digital channels

Omnichannel
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Multichannel
Part of a

Supporting
- not always first choice
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CX transformation: evolution of the contact center
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Personalization &
proactive CX

Technology enablement
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recognized

it's dominating the ic We

gnize CX as the most important boar
| el ce.measure

U1

-

=
7% can evidence cost saving benefits \ga improved CX; 74%
say it increases company profits/revenues

-

/ e ~

o e~
-

SOURCE: 2016 Global Co marking Report
> g
/ '

since 20




Most important strategic performance measures

Customer experience

CX again top
strategic indicator
of performance

First contact resolution (right first time)
Sales revenue and profits

Employee engagement

Focus on costs
drops to 6% spot as
organizations buy-in
to benefits of CX

Customer advocacy or loyalty (e.g. NPS*)
Productivity and cost to serve (incl. contact propensity)
Complaint levels

Transition to digital interactions

Customer effort scores (ease of doing business)

Other

What are the top three most important strategic performance measurements according to your company’s board/executive team?
n| 1319

*Net Promoter, NPS and Net Promoter Score are trademarks of Satmetrix Systems Inc., Bain & Company and Fred Reichheld
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Improved customer experience: benefits Q

L -
Increased customer loyalty (incl. value) 82.1 B
Over % can
evidence cost
savings from

Reduction in costs 77.0

improved CX
Increased employee engagement 75.6
76% say it
Increased company revenue/profits 74.1 p rom Otes em p I Oyee
engagement
Reduction in contact volumes 72.4

What business benefits can your center evidence as a result of an improving customer experience capability?
n| 1319
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The digital progression... Q

Y

The digital revolution
continues

= Telephone
=IVR
= Automated services

= Email

Today, digital interactions
account for over 42% of
all interactions and are
on track to overtake
voice by end of the year

Web chat
m Social media - Facebook, Twitter, etc.
= Smartphone application
= SMS text

Video chat

= Service kiosk support

= Internet website (peer-to-peer systems)

dimension &
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The digital progression...

= Telephone
=IVR
= Automated services
= Email
Web chat
m Social media - Facebook, Twitter, etc.
= Smartphone application
= SMS text
Video chat
= Service kiosk support

= Internet website (peer-to-peer systems)

dimension &
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The digital revolution
continues

Today, digital interactions
account for over 42% of
all interactions and are
on track to overtake
voice by end of the year
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The digital progression... Q

g >£7 4
\
“‘\\=

'

Z/

The digital revolution
continues

= Telephone
=IVR
= Automated services

= Email

Today, digital interactions
account for over 42% of
all interactions and are
on track to overtake

Video chat L voice by end of the year

= Service kiosk support

Web chat
m Social media - Facebook, Twitter, etc.
= Smartphone application

= SMS text

= Internet website (peer-to-peer systems)

dimension &
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Step 1 - Gain aligned understanding of why CX is valued

Employee engagement and
research to understand customer

L _ . centricity and CX understanding e~
Definition of Business vision, markersorme organisatons  DTANG value @

. . . . | cultural DNA . > 0 rgaNSIN
mission & values . Identify drivers / i e e i SRERD e
inhibitors to ensure alignment and e i o ey i by e e e
suitability of the Guiding Principles , @ Oeine

Framework Business,
Lcimgrrnage | Employee & e o
Eaddearinghy Sére Kanp W Interacsion lovels 3 8 mvrvrmaem Customer H— 7
Get the customes 1o 3 TR a5 500n #5 possitle The brasd wibues st 1o be
Al emtecced on
N s research T sl m———,
x‘d&sm?” . Acth m:’ﬂ':‘mmnuum
s st Lo S R e v o e
Ecalany at the paient whiss Ngher shill or bsowledge s Atns Tk S— .
mmmrwtm m::'mm’ bl o
trgoeenring Brpcesar CSRsty empoeer customers — edacation of sel.
;mmhm-wm .
THs 0 conh ond devop srolopees Develop tailored Customer _
wirenes oo S Research interventions, to Clearly define the brand values _anq cultural
e L B establish expectation vs DNA markers of the organisation

experience

dimension &
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Services supported by contact center Q

Y

Telephone 97.8 0.6 1.6 A f 9 B
Email 90.1 5.8 4.0 Verag eo
IVR (touch-tone/speech) 74.1 9.4 |1165 C h ann el S fO rmo St
Website (incl. knowledge portals, peer-to-peer systems, etc.) 68.3 18.3 133 by 20 17
Social media (Facebook, Twitter, etc.) 52.4 23.7 24.0
SMS text 48.1 22.4 295 Mobile app
Web chat (incl. instant messaging, co-browse) 44.3 36.8 19.0 Offerl ngs u p 6 1%
Mobile application (smartphone, tablet apps) 41.6 33.8 24.6 A t t d .
Service kiosk support (i.e. branch walk-ins) 32.6 11.9 55.5 utomated Services
Other automated services (Internet of things, automated.. 31.0 26.2 42.8 emel‘glng as dal’k
Video chat [FEE) 22.7 66.3 horse game
mNow ®Within 1year = No plans Changer

What services can your contact center support, now and in the future?
n| 1319

dimension &
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Omnichannel integration

Over 1/5 design
connected
capability now

On horizon for 52%
Clear focus on
progression
towards full channel
integration

Fully integrated

Partially integrated

Not integrated

®Now mWithin 2 years

Which of the following best describes the level of integration across your service channels?
n| 1305

dimension &
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Tracking customer journeys

Just 36% can
track a customer
journey that spans
multiple channels

Interactions can be tracked across multiple channels
Key decision points can be identified

Blockage points in processes (that affect the CX) can be located

Just 17% can locate
problem hot spots
that impact CX

Other

We can't track the customer journey

How well can you track the customer journey across your service channels?
n| 1229

dimension &
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Reasons for offering self-/assisted-services

I
. CX now top factor
Improve customer experience 73.7 d L. d o |
rrvin Igita
Cost reduction 67.9 g g
channel presence
Customer appetite for digital 55.9 C
OSt pressures
Part of an omnichannel strategy (creating seamless customer journeys across channels) 45.5
lessen on past
Extends service coverage hours 45.4 years resu ItS
Improve sales opportunity/revenue generation 24.1
Improve employee engagement 19.5
Other 5.3

What are your main reasons for offering self-/assisted-service channels?
n| 1100

dimension &
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Digital interactions dominate:
igital volumes handled by contact centers on track to exceed phone by end of 2016 g
.

‘ ow top reason for offering self-/
y / g‘h nels (ahead of cost)

ontact cen




hanced choice tailored to the customer to deli

Persona’

services will \
and enabled by
analytics —

OpP reha er pre-identifying and segment stome
creased for 3" consecutive year; channel prioritise
omer groupings top methods in play

5

N / .
: 2016 Global Contact Center Benchmarking Report -
' - I
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Develop customer-focused journeys first and then align people, process, and
technology in support of CX goals

©,
| |

Ifln
>

T

Future State interaction
process re-engineer and CX
journey maps re-designed

|
)
v

i-ol

Create Touch-point

overview
Define High Customer Journey @

Level Customer Mapping & re- >
Requirements design engineering

'Ifln

IR O TG 4

i

Current State Interaction
Overview (CX journey
Maps)

Review with
Transformation
Opportunity

Summary of Hotspots
mapped against
Guiding Principles

Define Hot
Spots
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Popularity of channel type by age group

Percentage of centers that do track channel popularity by age profile

Mobile a top 3
choice for
Social media 1st] 38.9 5th | 13.7 5th 2.2 6th 0.6 5th 0.4
everyone <55
Mobile application 2nd 27.2 2nd 23.7 3rd 6.3 5th 0.8 4th 0.5 . .
Social media top for
Email 3rd | 122 1st] 268 2nd | 327 2nd 8.8 3rd 08 | those under 25;
Telephone 4th = 115 3rd | 18.4 1st| 517 1st] s7.0 Ist| 932 phone Stl”
preference for 35>
Web chat 5th 9.4 4th 16.5 3rd 6.3 4th 1.1 6th 0.3 (it’S not going away
Other 6th | 07 6th | 0.9 6th | 0.9 ad| 17 | 47 | @nytime soon)

Which contact channel is most popular with the following age groups?
n| 787
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Top technology trends (Customer-driven)

) . 2 1 .

Omnichannel (frictionless movement between channels) Om nic h ann el th e
Technology consolidation/integration 2 2 tO I’i 0 I’It
Migration of traffic from voice to digital 1 3 p p y
Analytics (incl. big data) Not asked 4 Analy‘“cs top
High service availability/business continuit 7 5 1

g g / business focus, but
System and data security 8 6 . .

_ rated fourth priority

Alternative technology models (hosted, cloud, pay-as-you-use, etc.) 5 7
Proactive outbound Not asked 8 for teCh teams
Other 11 9
Voice biometrics 10 10
Video communications 9 11
Sentiment/emotion technologies Not asked 12

What are the top three technology trends as prioritised by your contact center?
n| 983
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Accelerate Control cost

Major-strateglc shift transforma_tlon Reduce operating : Mltlgate risk

changing the way the Respond rapidly to and caital costs while Maintain fail proof, secure,
business interacts with the meet business demands main tairlloin or imorovin responsive systems to run

customer is a priority and changing market 9 P 9 and manage the business

: erformance
requirements P

Business challenges

o © o

Balance the drag of the Create vendor Move to ‘as-a-service’ Operational efficiency

legacy infrastructure relationships to Nimble infrastructure that Restaff and/or refocus
with the adoption of new offset skills shortfall: enables quick response staff to bring skills to
technologies modern infrastructure to change enable the business

Copyright © 2015 Dimension Data



Challenges of technology systems

Integrating multiple technology systems 61.0 In teg ration is the

Legacy systems inhibit flexibility/progress (but can’t be replaced) 46.9 tO p | n h | b |t0 r tO

Stretch on resources (too many competing priorities 37.8 H H

Securing budget/cost burdens 37.6 m phrovll i g

No common strategy (solutions created in silos) 28.7 teC nolo g y

Lack of required technologies 27.7 SySte ms

Speed of change — technology can’t keep up with requirements 27.0 Leg acy

Management of multiple projects/completion of implementations (lesson learned, post install reviews) 21.2 infrastru Ctu re

Main.t.aining bi? data \'/i'ew acr(')ss organizati(.)n 15.0 Chal I enges are u p

I(r)];kz:’lty to define positive business case/evidence ROI 14712 by 23% and u p from
5t to 2" ranked

What are the most common challenges faced as a result of your contact center technology systems? issue

n| 982
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Impact of hosted/cloud technologies on the

Access to new functionality 88.8 11.2 . .
Improved flexibility 86.5 13.5 87% Of exi St' n g
Provides access to a single integrated customer contact.. 86.5 13.5 users h | g h | | g ht |t
Increased agility/speed to market 84.4 15.6 .
Reduced costs - — provides access
Allows us to pay for only what we use 80.2 19.8 tO a sin g I e
Improved technology uptime 78.4 21.6 | n teg rated
Better reliability 78.3 21.7 I f
Ability to test new ideas quickly (establish proof of.. 76.2 23.8 cu Sto mer p at orm
Enables compliance with enterprise-wide IT 72.3 27.7 H
_ _ 89% says it enables
Provides better security 67.1 32.9
Reduced your dependency on vendors and vendor roadmaps 62.2 37.8 aCCess to new
.Agree .Disagree functlonallty

Users expressing an opinion: How has the use of hosted/cloud technologies affected your contact center?

n| 370

dimension & accelerate your ambition
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Key Takeaway — Focus on the business outcomes and establish KPI's to
measure them

Customer (1} © 9 (4 )

. Convenience, Accessibility and Lifestyle Brand Confidence
B en ef|tS Ease of Use, Reduced Freedom of Integration and Trust
effort Choice

o o e o Business

Customer Customer Operational Cost
Acquisition Retention Efficiency Reduction

Benefits

Exceed cusiomers Increase output and

Locate, gualify, secure new expectations, increaze o . Reduce cost, avoid cost,
customers customer lifetime value productivity, do more with increase profitability
(CLV) same orless

dimension &
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Retail Client Case Study

* (X Optimization

* Find and unlock business value through CX IVR enhancements before Black
Friday

* 4 week engagement

* CRM Integration, Proactive Messaging, Usability Improvements, IVR to Text
Message Feature

* 3 week ROl — Cost Reduction of $35k per day during peak shopping season
(S800k+ cost reduction since implementation)

dimension &
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Thank You!

ank Graham

Shane Roberts
Cont'ent.er Specialist

Gerard Gooch

Principal Consultant
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