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SAFEGUARD

EXPERT LED SERIES )X

As digital CX and Al evolve, this series explores how member organisations can
safeguard and enhance their customer experience. Wel'l focus on adopting
innovative approaches while knowing when to pause. How can we meet the diverse
needs of customers across different demographics? This series will provide answers.

What to Expect?

Customer expectations are rising, and traditional CX approaches won’t suffice.
» How do you offer choice while ensuring consistency?

« How do you identify and meet varying customer needs?

» What roles do different channels and Al play in shaping CX?

Join us to gain strategies for building an Al-powered, customer-focused organisation.

#SafeGuardCX CX Workshop Series

26th March 2025 | 10.30 - 12.00 Aodule 1 Online vi
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Module 1:
Contact Strategy -
What Fits Where?

Martin Hill-Wilson
Owner, Brainfood Consulting
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Insight 3

Technology onlyenables effective
service experiences

Still requires intentional design
and obsessiveoptimisation

Customer journey optimisation:

Increased surges in inbound enquiries and evolving customer expectations create a need
for contact centres to coordinate customer interactions across various channels to provide
seamless customer journeys. In fact, 80% of contact centre leaders view customer journey
optimisation as an important focus for 2024.




Poor Score Card
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Poor Score Card

Positive experience Nothing notable Negative experience
All 42% 47% 15%
Restaurant 54% 38% 1%
Mobile phone 49% 35% 23%
Automotive 46% 40% 20%
Retail 46% 46% 13%
Holiday 45% 40% 14%
Insurance 30% 60% 13%
Current account 25% 66% 10%

Total responses (excluding ‘Don’t know’): 9408
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Customers Have Been Consistently Clear!

What are the top 3 most important factors to you when contacting an
organisation by phone or digital channel? (by age range)

Short call/web chat times  24% 25% 27% PRS00 7% y -\
A
Long opening hours 38% 33%  29% R NES/EE 9% A
CONTACTBABEL
Choice of channels 44% 32%  23% EERAPLEARPETS 2024
Issue handled by one employee 30% 30% @ 31% BERs 45% 45%
Polite and friendly employees 49% 42% 39% 36% 30% 33%
UK-based employees: 31%  31% 41% 55% 54% 62%
Your question/issue is solved first-time 41% 50% 52% 58% 64% 65%
Short queue/wait time for response 41% 57% 57% 59% 63% 56%
0% 50% 100% 150% 200% 250% 300% 350%
16-24 25-34 35-44 W 45-54 M 55-64 W65+
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Customers/Brands Asseds Gontact Resolutions Very Differently!

To what degree was the agent able to fully resolve your issue during
your most recent customer service interaction?

Vietnam 7 Indonesia
India Mexico
Thailand South Africa
Singapore UK
Australia
Japan
China
United Arab Emirates South Horea
New Zealand VLl
Italy Brazil
Us Belgium
Hong Kong Netherlands
Canada Spain
G 0,
Philippines
Colombia
France
2% — overel

Malaysia 42%

Base: 33,093 consumers across 29 countries
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Customers/Brands Assess CX Very Differently!

-

Compared to consumers, UK
businesses are more likely to agree
on positives about their customer
service such as:

My company provides a consistent
customer service experience
across the purchase journey.

My company makes it easy for
customers to get issues resolved
in their preferred channels.

~

Channel Attitudes: Somewhat + Strongly Agree

0,
93% 92%
74% 74% I
My company provides a consistent My company makes it easy for
customer service experience customers to get their issues resolved in
across the purchase journey their preferred channels.
(from shopping to shipping to customer
service after the sale).
B Consumer B Business A Significantly Higher N Significantly Lower
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The Impact Of Rushed Digital 1st Strategies

End-to-end customer journey

Happy

Delivery
organization

Organization | Operations

Customer
service

W Agile ™ Not agile

“Wow, a product tailored
to my needs and available | [ ‘I am still waiting foﬁ
with On|y one click!” written Conﬂrmatiop
of my contract.”
“l just keep getting
passed around.”

¢ Optimized product offerings
* Digitized sales/sign-up
through app development

* | ots of manual and redundant work
* Delayed processes not meeting customer expectations?
¢ Clarifying questions to the customer

* Multiple handoffs in resolving customer request

* No service mind-set to impress the customer
* Errors and follow-ups during request resolution
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CulDe Sacs FallureBecomesAn Expected Outcome

I’'d recommend visiting one of our branches with |ID and asking them
There's nothing
There's nothing we can do
the only thing you can do
the only thing | can suggest
The only option would be
The only thing | can think of
You would need to check with them
It's not us.
It's nothing to do with us.
I'm not allowed to
the computer, won't let me do that.
That's something we are unable to do.
We cannot do what you are asking
the terms and conditions state
the T's and C's say
I'm unable to help further
| am unable to resolve this.
We cannot fix this
We are not able to sort this
The only option is to contact
You need to speak to

The computer won't let me use that code. nOthlng we can dO-"

Computer says, no, Source: dataset of 10,374 Live Chat transcripts.
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Typical Omnchannel Deployment Results In More Cost/Effort

S In which channel did your multichannel engagement begin/end?
(s}
o When we looked at these multichannel journeys in more
:'d'\l ® Start depth, the data indicates that consumers are trying to
X - ar use self-service channels initially, but more often than
o™ 2 o)
S Q ® End not_, t.hey need to turn to human support to fully resolve
their issue.
O\D
i
i
S 52 5
~N X \°
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X W X X
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: | : | I | " . l i .
a Ia i1 M e ol L
Phone Email Online Mobile |Self Help/ Chatbot Social In-person  Mobile Video SMS Other
Chat App FAQ Media Chat Chat
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Effectiveness v Efficiency

which Is cheaper?

I\/IInggET
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Barriers: Bots Become The New IVR

What are your major concerns related to Al customer service?

It will become more difficult to reach a person 60%
Al will displace people’s jobs

Al will provide the wrong answers

My data will be less secure

25%

Al biases will not treat customers equally

Other 3%

0% 35% 70%

Source: Gartner State of Customer Service: 5,000 responses (July 2024)
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Growing Recognition That New Thinking Is Needed

: Brian Manusama - 1st v
‘A0 I'm a global tech leader, advisor and board member who ensur...

Reposted from Ronald Rubens « 1d « &

In 2018, while at Gartner, | wrote a prediction that by 2022, 85% of customer service
interactions will start with self-service from 48% back then. New Gartner research
suggests that | was quite right.

Here is the shocking part to me... With 88% of customer service journeys starting in
self-service touching multiple channels ONLY 13% of customers are fully able to
resolve their issues through self-service as the only channel.

My analysis is that there are 2 big problems: Bad Designs made for the Wrong
Reasons and no Orchestration of the Conversations.
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From OmniShambles to Opti(mal) channel

Action Plan
@\ /@ 1. Use interaction analytics/ agent insigh

DOMINO'’S 02 YIFIGOK 22dzNySeé

V WA R channels
4' * 2. Drink that champagne every day to

Order your favorite

oven-baked goodness on your favorite devices. ensure 99999% Uptime. InveSt in
——_— resources to obsess the detalil

,, == Ik ‘ 3. Design in queue messaging and other
I _— nudges to recommend those options

@ ‘ ‘ ‘ 4. Use interaction analytics/outcomes

TWEET CAR SMART TV VOICE  SMART WATCH scores to track effectiveness of
recommended options v others
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Poll

100% describes us [ ]
Partially moved on [ ]
No longer true ]
Never had these issuedl
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Insight 4

CX ROI needs a unified ecosystem
and collaboration to support end
to end experience management




CX ROI Comes from Consistent Service Delivery

European customers that are satisfied with their overall customer service experience are:

O ¥ w
5.3x 5.4 5.6

more likely to more likely to more likely to

trust buy more recommend

@ﬂ[‘ﬁ | @‘ﬁ l@;{
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Silos Remain the Top Challenge for Global Leaders

CX LEADERSHIP

IN AN UNCERTAIN . . .
ECONOMY : ' What do you believe will be the biggest obstacles to

@2dzNJ / - LINRPAINI YQa adzO0Saa
(tick all that apply)

2 MYCUSTOMER |

0% 10% 20% 30% 40% 50% 60%
| ! ! ! L ! |

JraematonaSios =

B 2023 . 2022 2020

&3 brainfood



Shared Insight Generates Collaboration
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Insightls Now Abundant

Contact Centre

[Customer] [Frontline] [Resource] [Real-time]

CUSTOMERS TOPICS

OUTCOMES CHANNELS

U N

acts as
Insight Hub
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Customers Have Their OwRriorities

“Design | e User E-xperie'nce

Between you and the customewho Is going to win?




Can't Be ForcedCan Be Persuaded

Motivate Me To Change Habits By Mak|

The New Journelearly Better



Understand Customer Priorities and Mindset

nking

’TJse O‘utsidén Thi
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