First Contact Resolution
- is it counting bubbles
in the water?
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“Not everything that counts can be
counted, and not everything that
can be counted counts” Einstein
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Deliver an Effective, Efficient Service
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........ Beware the Unintentional Consequences M|M|m

Injection consulting










1x8
Minute
Call

2 Calls
@ 10

minutes

1 Call @ 8
Minutes

2 x5x£0.80ppm =
£8.00

Increased
Customer Effort

Advisor Frustration

1x8x£0.80ppm =
£6.40

Reduced Customer
Effort

Advisor Satisfied







Deliver FCR for appropriate communication.

Clearer Communication
Better Insight
Improved Web Experience




Determine Contact Drivers....

> IVR Selection

» Call Outcomes / Call Dispositions: CRM and/or Contact
Centre Application

» Voice Analytics

» Ask the ADVISORS!




One and really Done?

» Transfer to the Back Office?
» Call them Back?
» Include Digital Channels?

» The customer re-contacts in a window outside the one
measured?

» Agent Targets



Where iS IVIy Order (WlsI\/IO)?

Call Back to

Customer / Wait

tellie E:> for the
| Driver/Warehouse

Customer to Call
Back.

Clear Communication
Proactive Communication
Unified Communications

Transfer







Marketing Knowledge
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“We offer a choice of channels to customers (i.e., voice, email, social media, web
chat, etc.), and they can use one channel in a single interaction. If they change
channels, the context and history is lost.”

> MULTICHANNEL

“We offer a choice of channels, and customers can use more than one in the same
interaction (e.g., an agent can send an email or SMS to a customer while talking
on the phone).”

> MULTIMODAL

“We offer a choice of channels, and customers can use more than one over
multiple interactions, while retaining the history and context of the original
inquiry. Relevant information follows the customer across channels and

interactions.” —
o OMNICHANNEL N

CONTACTBABEL




How many contact centres claim to be truly Omnichannel?

Multichannel, multimodal or omnichannel? (by contact center size)
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Deliver an Effective, Efficient Service
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Tackle a slice




