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Those readers who know me will know I've done the rounds in terms of researching
contact centres over the years. I've found some real suprises and often been the black
sheep amongst the analyst community flock. We seemed to be a lone voice in saying
outsourcing to India would have a huge customer backlash, the Philippines was going to
overtake India as the leading contact centre offshore destination and contact centres
would reject multimedia contact centres in 2000 and still they are refusing to accept unified
communications despite an unending push by the vendor community. Some credible
predictions on our part, but in First Contact Resolution I've had the biggest surprises in my
contact centre research career to date.

Everyone knows how important customer retention is. Customer Service Directors were
brought up on a diet of knowing the importance of retention. In his book The Loyalty Effect,
Frederick Reichheld taught us that companies could double profitability by retaining just
five percent more of their customers, depending upon the industry. Other studies indicated
that even small investments in retention produce a return of three to five times.

The Marketing Metrics survey showed us clearly that the average company has a 60-70
percent probability of selling again to existing customers and a 20-40 percent probability of
successfully selling to lapsed customers. That's greater than the probability of selling to a
new prospect which is just 5-20 percent.

In January 2008 we were asked by a small group of clients to run two sessions on FCR
strategy. From these “acorns” the FCR Masterclass programme emerged and has seen
200+ companies wrestle with their FCR plans. This programme gave us tremendous
insight into the UK & Irish industry's position on FCR. We were shocked to see an industry
that was incapable of measuring FCR across all calls and an industry that was stretching
pretty tired sample-based research tools into the heart of their FCR improvement strategy.

| meet Directors who had tried everything and reached a frustrated dead end. | spoke to
Directors determined to claim ridiculous FCR successes for the sake of their own egos and
finally those who were so entrenched in call recording QM that they may never see the
light of day.

Following a successful study tour to the USA and Canada in early 2009 to look for
alternative methods, | decided to produce a conclusive study of FCR in Practice in the UK
and Irish markets. We had a difficult time on our journey and had to go back to the industry
a second time to obtain the quality of data we needed. Finally we obtained 120 high quality
entries and were able to produce we hope a watershed report in the understanding and
progression of FCR.

To finish please consider that it is very typical for one-quarter of a contact centre's staff to
be working on repeat calls. With a 400 agent contact centre this is typically costing the
contact centre £2.3 million on manpower alone. This CAN be stopped!You know the
impacts of repeat calls on customer loyalty, propensity to stay loyal and all those other
things already. Please start thinking seriously about how you measure and stop these
repeat calls happening. Stop tinkering with that essential customer engine and give the
thing a really serious overhaul.
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The research failed to identify a single UK or Irish contact centre that had a robust and
reliable FCR metric covering all calls.
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The industry has failed to fully appreciate a major body of research that shows agents are
responsible for two-thirds of repeat calls and is more occupied with systemic failure
reasons. This balance need to be redressed. Ovum Research have found FCR rate
improvement projects to provide the biggest ROl amongst management activity.
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Organisations have been making strong efforts to remove avoidable contact through
channel shift and also systemic failures through Lean and Sigma work. Whilst this has
brought call volumes down, the industry is still primitive in identifying and removing repeat
calls.
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The industry is approaching the problem of measuring FCR and reducing repeat calls at
agent level without innovation. Essentially there has been little advancement for three
years. Speech analytics were the “great hope” but adoption levels have been very low and
this method has not gained momentum on the basis of cost and performance.

Although the industry is very confident in its ability to coach out repeat calls in the contact
centre, it acknowledges the absence of effective tools for coaching individually on repeat
calls. This is particularly true of larger contact centres who are waiting for innovation in this
area or a “silver bullet” solution.
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The larger the contact centre the more realistic it is likely to be in its claims for FCR rate
being achieved. Conversely the smaller the contact centre is, the more likely it is to
exaggerate its FCR rate. Typically a contact centre of less than 50 seats will claim a FCR
rate that is as much as 40 percent higher than one of over 1,000 seats. The industry
average for exaggerating FCR rate is according to SQM Group is 20 percent.
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There is widespread misunderstanding of measuring FCR across all calls and simply
recording all calls. However, those who understand the difference are starting to see call
recording as remaining effective as a compliance tool, but increasingly ineffective as a
FCR measurement tool.Operational pressures mean that the typical UK contact centre is
only feeding back 4 calls per month per agent and these are not focused enough on the
agent's own peculiarities in terms of repeat call reasons.
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Most experienced contact centres have a fairly good idea of their own repeat call reasons,
but are not able to measure or quantify them effectively other than by sampling.
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Too many senior operations people are too busy firefighting to look at real improvement.
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Contact centres are moving through four main phases of development these are
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Too busy fighting operational pressures caused by call demand to stop and
seriously look at methods of reducing demand

Using call avoidance and forced channel shift to avoid customer contact
Confusing FCR with customer satisfaction measurement

Mistakenly believe that if recording all calls means you are measuring FCR across
all calls
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Confident in coaching processes with front line agents

Trying to deal with FCR for the first time

Tied up with definitions of FCR

Looking to identify a FCR metric from companies already working on FCR solutions
Aware call recording is not an FCR measure

May Leapfrog over Phase Three as struggling to see success in mainstream
methods
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Confident in coaching processes with front line agents

Committing a year to trying to isolate repeat calls

Using research sample based approaches such as IVR or post call structured
telephone interviews — gaining basic understanding of main repeat reasons
Using agent call tagging to match repeat reasons to existing codes

Playing with caller line identity (CLI)

May combine methods from Stage 3

Evaluating but not buying speech analytics

Using Lean or Six Sigma to remove systemic failures which cause the minority of
repeats
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Confident in coaching processes with front line agents

Aware of the limitations of main methods

May maintain methods as research tools but seeking a silver bullet solution
Looking for universal measure of FCR rate across all calls and maybe contacts.
Looking to isolate repeat calls and remove them more effectively

Unsure how to proceed

In the absence of a method that works may move to call avoidance, outsourcing or
productivity gains.

Aware that systemic failures are not the same as agent caused repeats and see
boundaries in terms of how far Lean can take them in terms of dealing with human
errors in call handling.

Focused on systemic causes of repeat calls for now.
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The UK & Irish contact centre industry has reached the following situation by

Over-stretching sample-based CSAT techniques to identify repeat calls.
Following methods such as CLI that are widely known to be flawed.
Trying to achieve FCR measurement without investment.
Over-aggressive use of call avoidance techniques.

Confusing systemic failure and human error.

Vanilla approach to coaching agents on repeats.

Limited range of technologies in market compared with North America
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The operating style and effectiveness of the contact centre has increasingly been seen as
the brand differentiator for the organisation. In past times the traditional marketing
department ran customer satisfaction measurement and operations staff the contact
centre.

The method of understanding customer satisfaction has evolved from market research
techniques that evolved in the 1950's. These techniques are based on samples of
customers as to research them all individually would be too prohibitive in terms of cost.
They were traditionally under the control of the marketing department and customer
service director.

New research tools have emerged, low cost web-surveys, email surveys and IVR based
surveys. These have evolved quickly and the good ones provide a useful method of
providing fast, inexpensive feedback on customer satisfaction. These methods can
facilitate the profiling of repeat codes quite efficiently. But they remain sample-based and
as such still fail to provide the operations team with a direct link between the repeat call
and the agent who caused it.

All too often lower cost web, IVR and email surveys fail to capture responses from those
callers that really matter — they have been called the “silent majority,” as they do not
complete surveys. So at this time many FCR/CSAT research techniques fail in terms of
being universal on the basis that callers may not tell the organisation that they are calling
in for a second, third or fourth time.

With operational staff looking for a more universal FCR metric, agent-level analysis and
coaching material, the sample approach is starting to show its age. For sure the sample
approach will linger on for a while longer. But with customer service directors and
operational management increasingly closely aligned, the drive to universal repeat call
measurement, universal Ml on CSAT and an effective method of coaching out repeats,
sampling methods seem more vulnerable than ever.

At a recent trade event a Director of a large local authority presented her success story on
achieving a 95 percent FCR score based on a sample of 300 telephone interviews. The
audience were extremely sceptical and the presenter had a rough ride in the Q&A session
that followed. This insight showed that contact centre professionals are going to be
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increasingly demanding in terms of the coverage of both FCR and CSAT measurement in
the future.

Mike Desmarais CEO of SQM Group in Canada (who benchmark FCR for 250 North
American contact centres) reported his evidence as showing “that call centres measuring
FCR self reported FCR performance at 83 percent, while their customers of those same
call centres report FCR at 67percent. The bottom line is there is a big difference between
how call centre management see FCR and how their customers see FCR. It is very clear
that call centres are not effective at measuring and managing FCR.”
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There has been a significant rise in management methods such as Lean, Six Sigma and
Lean Sigma designed to reduce waste and improving customer satisfaction. These
methods have brought significant cost and service improvements to many organisations of
this there can be no doubt.

It is important to remember two things however. Firstly these methods were built in
manufacturing environments and have not fully evolved to cope with service-based
businesses. If one believes (as most of us do) that contact by telephone will be around for
many years to come, then caller to agent contact is still tremendously important.

It is acknowledged that two-thirds of repeat calls are agent caused, rather than arising out
of a systemic flaws elsewhere in the customer journey. On this basis the opportunity to
save big money and improve CSAT lies in understanding repeat calls that agents are
causing. If an agent causes a repeat call, they need this coached out of them. It is not a
systemic flaw, it is not a back office failure, something has not gone wrong on the website
or in-store — it is plain and simple an agent not performing properly.

Lean struggles in this area, your call centre is not a factory like Toyota, you have people
dealing verbally with people.

One of the reasons that the “ultra-right” wing of the Lean consulting movement advise
forced channel shift away from voice is because the truth is they do not have an effective
way of dealing with the human interaction that is “make or break” and brand differentiator
for many businesses. Remember the Yankee Group's research shows 30-35 percent of
calls coming into the contact centre are repeat calls.

Currently Lean and other techniques do not have the basic data in terms of management
information, repeat call reason codes, frequencies and change patterns. If Lean projects
did have access to MI that did provide systemic and agent based repeats this would be
truly empowering.
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There is a widespread belief that a mathematical solution to a universal FCR metric can be
assembled by the bright sparks within the contact centre.

Typically this has meant that a think-tank has worked on the problem and sought to put
together a mashup of data from various sources such as ACD (CLI), IVR, agent tagging
and so on.
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This method has not delivered a universal metric or coachable agent level information in a
single UK or Irish contact centre.

The reasons for this are clear. Firstly methods used are sub-optimal and bringing together
sub-optimal methods does not optimise them. Secondly the volume of data flowing around
the organisation is essentially raw material. This raw material has to be assembled in
complex algorithm taking account of time frames, data identifiers, ratios, various levels of
significance and varying repeat reasons and changes in customer behaviour due to
seasonality, competition and product changes.

Most of the largest domestic contact centres have tried to solve this problem internally —
none of them have succeeded on the basis that the mathematics is extremely complex.

However, this does not mean that the maths hurdles cannot be overcome and indeed they
have been in North America. One provider Enkata has even built up a library of repeat
codes algorithms covering major vertical markets such as utilities, insurance, healthcare,
credit card and retail banking.

Algorithm is not just some abstract concept. An algorithm is effectively a complex
mathematical puzzle. The emergence of an algorithm-based solution to FCR in contact
centres is hardly surprising. It is likely that your organisation has been using algorithms in
other areas, possibly for many years. Yes algorithm is a mainstream work area that
underpins many if not most industries in the world today. Investment in algorithm-based
products has a long and strong precedent. Examples are around us everywhere including

Internet Search Engines - Google recruits 1/3 of all US PhD’s in algorithm!
Financial risk - Credit risk, insurance premiums, hedge funds
Banking - Market risk, credit risk and liquidity and funding risk analysis

Insurance - Risk & economic capital structuring, risk management, operational risk
management, portfolio construction, premium setting

Retail - Supermarkets using algorithm to power data mining based on customer
purchasing, seasonality, weather and socio-demographics.

Law & Order - Fingerprint matching is algorithm based

Travel & Transport - London Undergrounds timetable is algorithm based and has to deal
with complex knock on effects such as train failure, emergency station closures and
vandalism.

Aerospace - The RAF’s Typhoon Fighter uses algorithms to continuously maintain the
stability of its control surfaces to remain stable and flyable. Air Traffic controllers use
algorithm to maintain airspace safety and national security.
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It is a material fact that call recording became popular as a compliance tool for contact
centres needing to provide evidence of professional conduct and adherence to regulatory
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controls.

Call recording also developed as a quality management improvement tool. In contact
centres in the early nineties silent monitory allowed coaching of staff in “side by side”
fashion. The early use of tape base recording devices was quickly superseded by digital
call recording platforms. These allowed universal recording of all calls. Analytical bolt on
applications allowed users to pull up calls in the event of a dispute with customers and to
provide evidence for a range of other reasons using customer ID, agent and and time-
stamping.

At this point contact centres realised the opportunity to use call recording to improve
quality management and the call recording based QM movement was born. QM Analysts
are of course common-place in most contact centres. Their role is to listen into calls to find
evidence of good behaviours and not so good ones which will allow coaching (or
supervisory staff) to coach out poorer behaviours.

Our QM in Practice survey 2008, carried out for a major call recording provider in the UK,
showed agents are fed-back an average of four calls per month and only one contact
centre in five maintains their feedback target throughout the year due to operational
pressures.

A majority of contact centres feedback aggregated themes to all agents in a given month.
QM staff will seek to calibrate agents on one or two major repeat cause themes in any
given month.
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There can be no doubt that effective FCR measurement technology is not yet widely
available at a cost that is within reach of most end users.

The need the technology needs to fulfil is actually easy to define.

Reliable and consistent FCR metric

Metric must cover all calls and ideally other forms of non-voice contact
Systems should be easy to install

There should be a fast ROI

The metric should work right down to individual agent level

Repeat reasons should be identifiable

Repeat reasons should be quantifiable and trackable over time

The FCR rates should be able to be presented in real time

The supervisory staff should be able to confidently rely on the agent-level FCR
scores in order to measure performance and base incentive schemes

10. The supervisor should be able to pull up examples of a FCR repeat caused by an
individual agent in an individual coaching session

N> hWN =

It should be said that FCR Measurement technology that can meet these needs is unlikely
to fall within the financial reach of contact centres of less than 500 seats until 2011/12. The
roll out in 2010 will typically follow the pattern of the USA where capable technologies have
been enthusiastically adopted by the very large 1000 + seat operations.
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In the chart below we see the respondent's views relating to the importance of FCR in their
own organisation.
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It is very clear indeed that there is a direct link between the organisation's size and view on
the importance of FCR. In a nutshell, the bigger you are the more importance you will
place on achieving strong FCR.

The three largest contact centres all stated that FCR had the highest priority. Three
quarters of those with more than 1000 seats also said it had the highest priority, with the
balance still viewing FCR as a priority.

In contact centres of 500 to 999 seats two-thirds of respondents viewed FCR as having the
“Highest Priority.”

When we move below 500 seats the view points change significantly and in a straight
correlation to contact centre size. Centres between 50 and 199 seats still hold a clear
majority view that FCR is either of “Highest Priority” or “Priority.”

Around half of those interviewed with below 50 seats see FCR as a “Low Priority.”
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We interviewed respondents about their own personal FCR rates.

As mentioned earlier we removed 44 initial respondents from the survey for submitting
poor quality questionnaires. On this particular answer the quality of submissions was
notably poor, 32 of the 44 removed respondents claimed 100 percent FCR achievement,
but offered no tangible justification of this elsewhere in their submission. This was most
notable in local authority and outsourcer respondents.

Moving on to the reliable data set we see from the bar chart below another direct link (with
limited variation) between the size and claims of the contact centre interviewed.

I$ & $ - 6 7
(Tt WS (378 S( ¢

95 - 91 92

90 - 87 85

85 - 82
80 -
75 - 70

70 - 66

65 - 61
60 -
55 -
50 ‘

Simply put the larger the contact centre the lower the FCR rate claimed. This can be read
in one of two ways.

Firstly the smaller contact centres are out-performing their bigger counterparts. Or as is
the case the larger contact centres are better informed as to their likely FCR rate.

When we made an inspection of FCR measurement methods being used we found the
more evolved methods in use in the larger sites.

"0 $* 1 & $%

In our survey we asked respondents about the proportion of total calls they could currently
measure FCR. As the table below shows not a single organisation could measure FCR
across all calls. This is consistent with the statements made by delegates (over 200)
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attending FCR Masterclasses. We contend that not a single UK or Irish contact centre can
currently measure FCR across all calls.

Coverage & Feedback All Calls 25-99% 5-24% 1-5%  zero

What proportion % of your total calls can
you currently measure FCR

If using call recording how many calls did RYlJCRGEN!
you feedback to agents in the last 6

calendar month

The table goes on to highlight the fact that sampling FCR is the order of the day in the
industry with 86 percent of respondents sampling between one and five percent of calls.
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The survey questioned respondents confidence in terms of the data being generated by
their current main FCR method. Our areas of investigation were:-

Statistical validity
Scope or Coverage of Calls
Consistency

In the bar chart below we see the levels of confidence in each area.
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m Zero @ Minimal O Reasonable m Totally
4 6
100% - ﬁ I I
80% -
40 33
38
60% -
40% - 28 45
41
20% -
S e ]
Statistical Validity =~ Scope/Coverage Consistency

In terms of statistical validity only one tenth (11%) of respondents were totally confident.
Over half (51 percent) had zero or minimal confidence in their current method. IVR surveys
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were considered to be the least statistically valid.

Over half (56 percent) of respondents had zero or minimal confidence in the
scope/coverage of their FCR metric. Only 4 percent were totally confident.

In our executive telephone follow up calls, the general feeling expressed was that the
current method was the best on offer and it was a case of making do.

Last but not least over six contact centres in ten believe their FCR metric has “Zero” or
“‘Minimal” consistency. Call tagging methods by agents were thought to be the least
consistent method.
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We asked respondents if they were able to link a repeat call reason to an individual agent
in real time. None of the respondents were able to do so.

Agent Accountability Yes No

Link the repeat call reason to the 0 100

INDIVIDUAL agent responsible in real
time

I$%) e

Respondents were asked a number of questions relating to coaching. From the table
below, we generally see a high level of coaching confidence but a lack of agent-level
coaching capability.

In our executive telephone interviews, we probed this area in detail. The default position of
most respondents was that their call recording gave them calibration data for agents. Upon
probing it became clear that agents were actually receiving very limited amounts of
feedback from call recording, typically four calls per month and that newer agents in
particular were not well-supported in terms of their particular ways of generating repeat
calls.

The table below shows 96 percent of respondents believe they can manage repeat call
avoidance in a busy contact centre environment.

93 percent of respondents see value in improving customisation of agent coaching to their
own specific repeat reasons.

This survey pulls out a key point from the industry in showing that almost all (97 percent)
had no ability to coach agents on their personal FCR repeat causes across all calls.

Finally we crystallised the industry's problem in providing agents with a personalised and

reliable FCR metric that is strong enough to base, incentives, targets and rewards. Only
four percent of respondents believed they could do this.
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The base of interviews for this set of questions was all respondents, that is 120.

Coaching FCR Yes No

Could you manage tactical coaching of 96 4
repeat call avoidance in a busy contact
centre environment

Do you see value in improving 93 7
customisation of agent coaching to their
own specific repeat reasons

Do you have the ability to coach agents on 3 97
the personal FCR repeat causes across
$!! their calls

Can you provide your individual agent with 4 96
a reliable and consistent personal FCR
score which is robust enough to base
incentives, targets and rewards?
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Next we tested opinion regarding management information or MI.

Respondents were universal (100 percent) in saying that they could not capture and code
ALL repeat calls in real time. We took care to ensure respondents did not confuse this with
recording all calls through universal call recording. Just over half (55 percent) of our
respondents informed us that they could link repeat call reasons to individual agents
responsible. Typically this was a month after the repeat had occurred.

Only just over a quarter of respondents (27 percent) were able to report on the details of a
repeat call within their sample of calls.

When we asked respondents the same question, but across all calls none of the
respondents could do it.

Management Information Yes No

Can you capture & code ALL repeat 0 100
reasons in Real Time (by capture we do
not mean simply record all calls)

Link the repeat call reason to the 55 44
INDIVIDUAL agent responsible (across a

sample of calls)

Confidently report on the sequence, 27 63
frequency and agents involved in a
sample of repeat calls.

Confidently report on the sequence, 0 100
frequency and agents involved in all your
repeat calls.
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Our research led us to investigate the challenges faced by our respondents in dealing with
FCR.

In the stacked bar table below we see that sourcing a reliable FCR measurement and
calculating a reliable FCR rate to be the biggest challenges facing respondents.
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Four-fifths of respondents deemed this to be a “Big Challenge or Challenge.”

Of the 57 respondents using sampling approaches such as IVR or STI, three-quarters (75
percent) saw the small sample as a challenge to FCR success.

In line with the table above 77 percent saw lack of available technology solutions as a “Big
Challenge or Challenge” to their FCR strategy.

72 percent of the 58 respondents using call recording for FCR (that's four out of five call
recording users) stated that call recording was not helping enough in solving their FCR
challenges.

Over two thirds of all respondents (68 percent) felt they were challenged by a lack of
understanding of FCR.

Finally three quarters of the 46 respondents using agent tagging were challenged by
their staff reliability in logging repeat calls.
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We now come onto use and development of FCR methods. In the bar chart below we see
the methods in use by our respondents. Please note some respondents cited the use of

more than one method.
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We see that call recording with QM analytics was the most widely cited FCR improvement
method amongst our respondents. Agent tagging and post call structured telephone
interviews were second and third in terms of usage. Caller line identity and IVR surveys
were mid table. Speech analytics was very rare amongst respondents and algorithmics is

new to the UK & Ireland.

What is perhaps most interesting in this chart is the thinking respondent have in terms of

replacing their current methods with an alternative.

Call Recording with QM 76 9
Agent Tagging 80 35
Post Call Telephone Interviews 74 16
(STI)

Caller Line Identity 83 39
IVR Survey 37 4
Speech Analytics 40 0
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A clear majority of respondents using call recording, agent tagging, post call structured
telephone interviews and caller line identity were scoping a replacement for FCR. This
finding should be tempered with knowing that in the case of call recording, users would not
replace it for compliance and other QM methods, but would replace it as a FCR metric and
coaching aid.

Interestingly of the five respondents using speech analytics two were already scoping an
alternative, despite this being a relatively new method of improving FCR.

Those using IVR surveys, although relatively few in number, were the least likely to be
planning a replacement. However, users of this method were typically small in terms of
seats.

When asked about alternative methods we see that although respondents are keen to find
alternatives, they have been largely unable to identify a method of replacement that offers
significant improvement.

This is clearly a case of demand for innovation out-running supply.

FC77e o @

Masterclass
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At our Masterclasses we often hear vigorous defence of call recording. But it is deeply
flawed in the context of FCR. Going back to the earlier example of the local authority
speaker with a claimed 95 percent FCR rate. The speaker told the audience she had a list
of 100 different repeat call reasons.

If this speaker was asked to identify a single example of a single FCR repeat reason
across her whole workforce using call recording then on this basis the organisation has to
listen to 2000 calls to guarantee that it would find a single example of any one of their 100
repeat calls reasons. Let us look at the maths.

With a claimed FCR rate of 95%, 5% of calls are repeats expressed as 1/20.

If the organisation has 100 repeat reasons a single repeat reason can be expressed as
1/100 (assuming the repeats reasons are equal to each other in terms of frequency.)

This is 1/20 x 1/100 = 2000
So let us forget basic call recording as an effective FCR tool.
%) "$!- %(

Impressive technology, with great reporting screens from the major suppliers. But speech
analytics is ineffective for one simple reason. That reason is this.

If an customer calls back WITHOUT telling the agent they are repeat calling about a
specific reason, then the system completely fails to pick it up as a repeat.

If you have a customer challenging a bill (the most common repeat reason of all) and they
are unable to get the first agent to roll over and waive a fee, what do customers often do?
Yes they recall without mentioning the call. Does speech analytics pick that up? No.

$! to& " -

This has been widely tried. CLI identifies repeat calls by taking customer phone number
records from the ACD and reporting when this phone number comes in more than once. If
the caller uses their own phone then this does provide useful data. But if they call from a
relative's house, a friend’s phone, the customer blocks number sending, or calls from work
it doesn’t. As many as 60 percent of calls coming into a contact centre are on unknown
numbers and this number is likely to rise.

* e $** e

This is where the agent records a reason for a repeat call as expressed by the caller. Not a
bad idea and quite widely used. But it is sub-optimal in that it has the same flaw as speech
analytics that is if the customer calls back WITHOUT telling the agent they are repeat
calling there is a problem. Also the agent is both gamekeeper and poacher in this role and
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this can impact on results. Dr Donna Fluss of DMG Consulting first coined the phrase
“agent gaming” for negative agent behaviours when using agent tagging. Where this

system has fallen down badly and often been scrapped is when it has been linked to

incentive schemes.

Interestingly this method has been studies in depth by Dr Jodie Monger of Customer
Relationship Metrics in two contact centres A and B. In A agents tagging calls could collect
information directly relating to to the actual agent who had taken the call. In B the agents
tagging could not collect information about the individual agent who had handled the
earlier call. Dr Monger found:-

Contact Centre A

FCR rate went up by 10.4%

The centre would have 3120 less calls to handle per month
This equated to annual savings of $187,200

Contact Centre B

FCR rate fell by 2.9%

The centre would have to handle 870 more calls per month
This equated to an annual increase in costs of $52,300

A +0 —(

Post call IVR surveys are a widely used method. This method does have appeal especially
on cost. Where it works well is as a phase one method of better understanding repeat
calls. As a sample it is not a universal metric and statistically has “more holes than a Swiss
cheese” but for those on a budget it is a start point. It is thought that IVR surveys do
receive polarised views with people either ranting or raving about service, with less
granular information in between the two poles. It is worth remembering that according to
the landmark TARP report only 4 percent of dissatisfied customers actually complain with
96 percent slipping away. If you are in a competitive environment, then you are in trouble.

In an article Mike Trotter, of Purdue University's Center for Customer Driven Quality, along
with Betsy Wood or Nortel Multimedia Applications (now Avaya), the negative impact of
asking limiting questions about the customers level of true satisfaction was discussed.

“To often survey questions didn't cover the true area of concern or allow comments (which
are hard to tabulate automatically). Undoubtedly, as a result, companies have a distorted
view of satisfaction and can hardly have a valid customer perspective.”

#°( S +0 —(

Structured telephone interviews (STI's) are widely used and again only sample based. If
the lag between the call taking place and the caller being interviewed is more than 24
hours, results can be very misleading. Also the cost of STI’s can be prohibitive especially if
open-ended comments are captured and transcribed.

<) w(

This method is seen as a major innovation in North America, replacing methods listed
above . Cost savings in very large end-users are very impressive (one large credit

© CCR BCCW Ltd 2009 19



company saved $9 million in year one of roll out.) It will be several years before the
technology becomes affordable in call centres of less than 200 seats, but is rapidly
becoming the preferred choice in the largest sites and is especially strong in large end
health insurance, utilities, telecos and financial services centres. Algorithmics is only likely
to be accepted in the UK & Ireland by organisations with a combination of 500+ seats,
management the importance of universal measurement of FCR across all calls rather than
sampling, as well as having the belief in incentivising agents to perform well on personal
FCR scores as a way of driving down overall repeat levels.

FC7”7e o @

Masterclass
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The research work ran from April to early September 2009.
"0 Lt )T

CCR had carried out a series of FCR Masterclasses with around 170 contact centres
between January 2008 and March 2009. We had effectively run focus groups as a by
product of our educational sessions. Therefore, we felt confident in our ability to “go to the
heart of the matter” on key FCR issues

(3% %)'"B+ (

We used a web based questionnaire supported by telephone respondent recruitment to
gather our respondents. 88 of the respondents were also called for a follow up executive
semi-structured interview to probe and also clarify the earlier questionnaire submission.

(e (

We collected data from 120 UK, Irish and South African (4) contact centres between April
and early July. We went back to the industry to replace 44 submissions due to poor and
conflicting submissions. In total therefore we obtained 164 interviews of which 120 were
used.

The survey was based on a geographical/vertical market/size sample frame reflective of
the UK & Irish markets.

Respondents were contact centre directors/managers, operations directors/managers or
customer service directors/managers.

e T (

There was a widespread misunderstanding of the use of call recording across all calls.
Respondents often confused this with a universal FCR measure. This was most notable in
contact centres of less than 200 seats.

The four South African contact centres taking part were forced into the sample, replacing
one site in our quota in Scotland, East of England, Greater London and Wales.

s (C 0% "
As part of our series of Operational Performance benchmarks our First Contact Resolution

in Practice project was easily the most challenging research project we have yet
undertaken.

We set out to capture responses from 120 organisations broadly reflecting the

geographical and vertical market split of the UK and Irish contact centre industry. Our
numerical target was quickly achieved showing the level of interest in this topic.
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However upon inspection, we saw tremendous confusion, conflicted responses and plain
nonsense amongst one-third of the submissions. It is worth saying that the vast majority of
respondents were managerial and director level and this raised an eyebrow. It was clear
that there were very high sensitivities in this area. As a result we took the step of removing
44 “flaky” submissions from the survey and going back to our CCR Club panel for
replacement more “sensible” surveys in a second round of questionnaires. This repeat
exercise took us back to our 120 threshold.

The key findings from the research exercise is that end-user contact centres are deeply
confused not over FCR in general, but also in terms of what the limitations of mainstream
methods actually are. Some of the claims made by respondents in terms of what they were
able to achieve with some very basic methodologies were in many cases exaggerated and
clearly shielding a sense of deep discomfort or in fact ignorance about the subject matter.

& /H N %

As always our work was carried out under the Code of Contact of the Market Research
Society.

enquiries@contactcentreresearch.com
01978 710483
www.contactcentreresearch.com

Ty Newydd
School Lane
Overton on Dee
Wales UK
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Masterclass
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Over 200
Attendees
so far
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Masterclass

Autumn Courses 2009



FCR

When you attend a FCR
Masterclass you can be sure of a
quality experience. Our FCR
Masterclasses have already been
attended by over 200 leading UK
and International organisations.

When you take an FCR Masterclass
you are joining a Club of like-minded
professionals looking to challenge
conventional thinking in this area.

Your investment covers a preparatory
exercise, the day itself and 12 months
ongoing membership of the FCR Club
programme. We aim to provide all
clients with a fully rounded experience
that they can rely on to shape and
challenge their FCR understanding
and planning for a full twelve months.

Your experience starts before the
course as you are offered participation
in the CCR FCR in Practice
Benchmark which starts you thinking
before you arrive.

On the day you will share the session
with fellow professionals and take
away a renewed confidence in dealing
with FCR. Your future planning for FCR
will be significantly enhanced.

After the course as a FCR Club
member you will receive regular
newsletters, product road tests, white
papers and updates on FCR thinking
from us and be part of a larger
community of educated FCR thinkers.
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Masterclass

Latest Research on FCR

We start with a presentation covering the
latest research from around the world on
FCR practices and successes. We examine
the potential impact of a successful FCR
strategy for the dynamic innovator.

The Real FCR Opportunity

Next several case studies showing what
can be achieved when repeat calls are
driven out. We consider reduction of repeat
calls versus call avoidance measures

FCR Improvement/Good Use of
Management Time

Three pieces of research underpinning the
worth of spending management time on
FCR. We build practical cost models
showing how the organisation can save by
modest reductions in repeat call rates.

Major Methods — Your Alternatives

We take you through the major methods of
identifying repeat calls, we rate the
methods and look at their strengths and
weaknesses. We also link FCR to Lean.

Innovation in FCR

As part of the course we look at innovative
methods such as algorithmics and speech
analytics. We take a look at successes and
failures outside of the UK in the USA.

FCR and your front line people

You may be considering using FCR as a
personal performance measure for your
call handling staff. We will look at the
potential to switch your people on, self
coach, improve personal development
feedback and gain collective buy in.

Setting your Personal FCR Plan

Each delegate will be involved in a series of
exercises designed to pull apart your
personal FCR situation and potential to
move forward. Each delegate will leave the
day with a personalised FCR action plan.



FCR

Financial Services
Bank of America
Barclaycard
Co-operative

Insurance
RSA
RIAS
Saga

Emergency Services
Metropolitan Police
West Midlands Police
Surrey Police

Government
Birmingham City Council
DVLA

Environment Agency

Utilities

EDF Energy

Southern Water
Electricity Supply Board
Scottish Power

Healthcare

BUPA

NHS Blood & Organ Service
VHI Healthcare

Leisure & Travel
Carnival
Airmiles

BSkyB

Other

Virgin Media
IKEA

BOC Gases
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Masterclass

“Great course especially enjoyed the Lean
thinking behind it.” BUPA

‘Helped us see how FCR could really
generate savings.” MBNA

“We were new to FCR and needed hand-
holding, the Masterclass set out a simple
path for us to follow” Major Travel
Company

“This course really helped us all move
forward.” West Midlands Police

“Very worthwhile experience, not a vendor in
sight just solid thinking.” Scottish Power

“It provided a level of understanding not
available in house. Co-operative Financial
Services

“The little mathematical analysis done to
expose the flaws in call recording as a
means of measuring FCR was simply
brilliant.” ABSA

“This course went straight to the heart of
the matter, the mainstream FCR methods
were systematically and quite logically
demolished by the trainer” IKEA

“Great course to attend when you are

planning new strategy for CSAT
measurement.” RIAS

Dates & Venues
LIVERPOOL OCTOBER 21st

NOTTINGHAM OCTOBER 23rd
GLAS GOW OCTOBER 27th
LEEDS NOVEMBER 10th
DUBLIN NOVEMBER 12th

LONDON DECEMBER 2nd




The Day's Agenda

9.-9.15 Introduction

The FCR Assessment & Action Sheet

9.15-10.15 Your Current Method
Discussed

Why you tackle FCR this way

Why you have not tackled FCR before
What you may be planning to do

Do you know your Repeat Reasons
Your FCR ambitions

Latest Research

10.15-11.15 Taking on FCR

Meaning and Scope of FCR

How extensive do you want your project to be?
FCR as a Lean/Cost Reduction Project

FCR as a CSAT project

FCR as a Staff Incentive Project

FCR as an Agent Coaching

FCR as a Ml Project

11.30-12.30 Merits of Main Methods
Examined - Including
Case Studies

Call Tagging

Call Recording?

Speech Analytics

Caller Line Identity

Post Call IVR Surveys

Post Call Structured Telephone Interviews
Mashups

Algorithmics

Summary of Effectiveness

12.30-13.00 A Closer Look at
Algorithmics

Basics of Algorithmics
Case Studies
Roll Out

14.00-15.30 Impact of Improved FCR
on the Coal Face Call
Handling

Having FCR as the key metric — what this looks like
The scale of mind change

The benefit of real time FCR measurement
Personalised FCR performance

Impact on incentives

Impact on coaching

Impact on supervisory management

Dealing with FCR failures/FCR Fix Rate

16.30 Your New FCR Strategy

Completion of FCR Assessment & Action Sheet

Coffee & Lunch supplied




Ordering & Payment

Payment & Costs

Single Delegate £595.00 + VAT

Please note VAT not applicable for non UK clients

Payment includes:-

The course and course materials

Pre course benchmarking exercise

12 months membership of CCR Club

Lunch & Refreshments

1st Delegate

2nd Delegate
Name:

Job Title:
Company:
Address:
Post/zip Code:
Country:
Telephone:
Direct:

Fax:

Email:

Payment Method

Please note that we require clients to fax a
completed version of this document to register
their order 0870 4867648. Payment confirms
your place and is due within 14 days of order.
Queries to enquiries@cc-research.com

BACS and Direct Funds Transfer:

BCCW Ltd Royal Bank of Scotland

30-32 London Road, Enfield, London EN2 6DT
Sort Code 16-19-22 AC No 01476426

Cheque:

Name:
Job Title:
Company:
Address:
Post/zip Code:
Country:
Telephone:
Direct:
Fax:
Email:
Purchase Order/Reference:
YOUR REF
Order Item | Charge No of Sub Total
Per Delegates Total
Person
FCR
£595
Course Entry
Total £ Ex
Vat
VAT @
15%
TOTAL

Signed

Print

Date

Please make payable to BCCW Limited and post
along with this order form to Ty Newydd, School Lane,
Overton, Wrexham UK, LL13 OES

Credit Cards:

We can take most major credit cards via PayPal .
Payments can normally only be taken from the card
holder at www.contactcentreresearch.com/order

CONTACT DETAILS

Contact Centre Research BCCW Ltd

Ty Newydd, School Lane, Overton on Dee,
Wales LL13 OES

Tel + 44 (0)1978 710483
enquiries@cc-research.com




