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Your workforce management team has some great data!

* They know the statistical
performance of your centers and
agents

* They know when your agent’s
performance is changing (this will
be important)

* They know when the CC will be
very busy and when it will be less
busy (and weeks from now!)

(I know this is “Silicon Valley”, but they do look like the WFM R E L
team, yes?)
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Schedule adherence data is important!

Schedule Adherence
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Other data that is very predictive of attrition (and other issues)!
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Changes in behavior predict attrition (as
well as future performance)
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QA Scores!

ACW (after call work)

Hold time
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Managing personal occupancy

Num of Calls & Avg Time Between Calls
(Feb 2021)
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Handle time, short and long call outliers
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What are our expensive contacts (that should be looked at)?

AHT v Number of Callbacks

Very expensive and frustrating contacts (each
point in the gray area represents the opportunity
to learn about our difficult contacts!)
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Do | perform better in different queues (ACR)??
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What would help is to analyze our contact
center outliers, by listening to them and
finding trends
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Capacity Planning (part of WFM)

e Capacity planning is the
development of the
long-term center
strategy

* Involves figuring out
how many agents to
hire and what your CC
goals should be




Some helpful data that your cap planners have at their fingertips

Staffing (Required vs. Expected in FTEs)

300
250
200
150 _ ———
These times are useful: a
good time for training,
100 and a good time to
change up their routine
50 (especially for agents Overstaffed!
exhibiting behaviors of
0 burnout!)
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“Free” Analysts to help!

* When working for a bank, had a cool | A
policy: e
* During down seasons, we could
“borrow agents” to be analysts

-~

* Win-win-win: :
* | had additional resources 5
* We improved the operation "~ - ; . L
* Agents got great experience . 2 e

My cube




A simple process
for improving
your operation

Make your coaching more
focused and make your
agents and supervisors
smarter!

(QA— because of the lack of
coverage — cannot catch most
performance issues. Can we
get some help?!?)

Find
Outliers

Improve
Operation

Address
with
Agents

(or Mgmt!)

Listen to
Calls

Determine
Pattern?




Questions, thoughts?

Ric Kosiba
410-562-1217
kosibas@comcast.net
RealNumbers.com
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What’s Impacting Organizations in 20237

O
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549 — Staff shortages and labor challenges

)

51% — Budget cuts and pressure to reduce costs associated with
customer engagement

=10

,g/\.g 47% — Operating via a remote/distributed workforce
e/
500 50% of consumers have used social media or a private messaging
channel to contact a business.

31% of consumers have higher customer service expectations than last
year, an increase of 11% year-over-year.
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Are You Confident in Your Ability to Provide Exceptional CX?

The highly confident respondents invested more in key areas in 2022.

Solutions (Budget or Spending Increases Highly Confident Less Confident
2022 vs. 2021) Group* Group*
Quality/performance 57% 32%
Messaging and social channels 56% 36% ]
L Chatbots/IVAs 54% 34% J
Workforce management 52% 33%
UCaaS (Unified communications as a service) 51% 26%
Voice of customer/experience management 51% 39%
Speech/text analytics A7% 30%

v E R I N T © 2023 Verint Systems Inc. All marks referenced herein are trademarks, registered or otherwise, of Verint
1 8 Systems Inc. (“Verint”), its subsidiaries, or its respective licensor owners. All Rights Reserved Worldwide.



Key Recommendations to Close the Engagement
Capacity Gap

0 Vv—
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Bu_ild an Embrace Al to help
omnichannel humans perform
contact center. better and elevate CX.
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Omnichannel Contact Center

More effective use of digital channels drives high confidence

Began using or expanding use of digital channels for interacting
with customers in the last 12 months

o ey I 5
(8,9, or 10)

ress conteercreve I -
(1to7)

Use or more extensive use of those digital engagement channels
in improving customer experience has been highly effective*

o oo NN -
(8.9, or 10) ’
Less Confident Group _ 26%
(1to7)
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A Bad Experience is Worse Than None at All

What are the most important reason(s) communicating with a
chatbot was a bad experience?

The chatbot couldn't
answer my question

The chatbot didn't understand
what | needed (my intent)

| was not given the choice of
speaking to human representative

It took too many questions for the
chatbot to realize it couldn't help

When | started a new chat, | had to
start the whole conversation again

The chatbot directed me to another
channel (phone, email, etc.)

21 \ VERINT

18%

17%

36%

43%

71%

64%

“One Negative Chatbot
Experience Drives Away

30% Of Customers”

Forbes, February 2023

Forbes
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Recommendations for Digital Channels

Automated digital
applications need to:

e Answer common
gueries

« Handoff to live
agent

 Integrate with
business processes

22 \ v E R I N T The Customer Engagement Company’

Purchase products or
services from the
company again

Recommend the
company to a friend or
family member

Write a positive review
of the company

Read emails the company
sends about its products/
services

Follow the company or read
its social media posts and
other content

Share my experience on
social media such as Twitter
or Facebook

If you had an amazing customer experience on a digital channel,
how likely would you be to do each of the following?

M 5 = Extremely likely w4 w3 w2

18%

11%

23% 25% 25% 13%

© 2023 Verint Systems Inc. All marks referenced herein are trademarks, registered or otherwise, of Verint
Systems Inc. (“Verint”), its subsidiaries, or its respective licensor owners. All Rights Reserved Worldwide.

M 1= Not at all likely

16%

2%

S9683%

12%

14%
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CX Priorities for the Next 12 Months

Exec priorities include CX personalization, experience management and
conversational Al

Increasing the personalization of our customers' experiences 38%
Understanding and acting on customer's feedback 36%
Using conversational Al for customer facing bots 34% ]
Using generative Al for agent and process efficiency 31% J
Quantifying the benefits of customer experience improvements 30%
Reducing costs without negatively impacting customer experience 28%
Improving our customers' omnichannel experiences 24%

v E R I N T © 2023 Verint Systems Inc. All marks referenced herein are trademarks, registered or otherwise, of Verint
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Leveraging Al for Better Customer Engagement

Empower Employees to Provide Support with Knowledge and Empathy

Al-powered applications
need to be:

« Open to benefit from rapid
Al evolution

 Trained on relevant data

e Embedded in workflows

24 \ V E R I N T The Customer Engagement Company’

During the next two years, what Al technologies will significantly impact how
you engage with your customers on digital channels?

Virtual assistants for
self-service

Generative Al

Intelligent interaction

routing 37%

4%

Agent assist

Cognitive search

21%

Auto-summarization

© 2023 Verint Systems Inc. All marks referenced herein are trademarks, registered or otherwise, of Verint
Systems Inc. (“Verint”), its subsidiaries, or its respective licensor owners. All Rights Reserved Worldwide.



Using Generative Al for
Interaction Wrap-Up

Reduces annual cost
of time spent in after-

call work creating
manual summaries

Situation
A 1000 agent contact center handling 6M calls per year currently

spends 2.5 minutes in after-call work manually creating summaries.

That would equate to spending $15M annually on this task at
$1/min on after-call work.

Solution

Generative Al augments the agent by summarizing the call in real-
time to automate wrap-up, reducing after call work by >50%. It
delivers precise summary notes to the agent desktop which the
agent can review, edit and approve.

Result
* Reduced after-call work time per call by 90 seconds.
* Reduced annual spend on after-call work by $9M.

* Achieved ROI for the solution in less than 60 days.

© 2023 Verint Systems Inc. All marks referenced herein are trademarks, registered or otherwise, of Verint
Systems Inc. (“Verint”), its subsidiaries, or its respective licensor own@s0RB Rigtits RgstenvisdIvioAdVRidhts Reserved Worldwidé:
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Engage With Us
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facebook.com/verint  linkedin.com/company/verint twitter.com/verint youtube.com/VerintTV blog.verint.com
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Personalization, /
Frustration, | | |
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& Easing the Agent Load
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Are you able to
personalize customer
experiences?

Are you using Al to
do so?

“By harnessing customer
data and Al-fueled predictive
modeling ... customer
experience professionals can
transcend expectations with
in-the-moment, just-for-
them brand interactions that

1 N

WOW.

Few Brands Target Based
on Intent and Prediction

Which of the following best describes your organization’s
highest level of customer experience personalization?

Little or none 13%
By name, product, purchase follow-up etc.

Based on segment, interests, etc.

Across channels based on customer's stated
preferences

Based on the customer's history of interactions

\IIIII

Based on intent/prediction

0% 5% 10% 15% 20% 25% 30%

Sample: 2,036 practitioners | NICE


https://www.adobe.com/documentcloud/business/reports/adobe-digital-trends-2023.html

Top Consumer Frustrations?
What about Agents!

Having to repeat
information

Not getting my issue
resolved quickly

Having to ask questions all over again,
from those who have already answered

Being told, “l just answered that, why are
you asking me again!”

Feeling unprepared when a customer
calls

Having to open multiple windows to find
the right answers

Feeling rushed while I'm trying to find
the answer

Putting customers on hold while | look
for answers, or while | take notes

Trying to remember all call details for my
after call work

Top Frustrations for Consumers When
Interacting with a Customer Service Agent

Waiting on hold

Having to repeat information

Not getting my issue resolved quickly

Getting disconnected / stuck in the middle
of a call/chat

Agent promises to get back to be, but
never does

Rude customer support

Lack of empathy to my problem

Agent not knowing my history with them

Not being listened to

I'm never frustrated with customer service

*Question allowed more than one answer and as a result, percentages will add up to more than 100%
Source: 2022 Digital-First Customer Experience Survey, Business + Consumer, NICE



https://get.nice.com/rs/069-KVM-666/images/0003959_en_digital-first-cx-report.pdf

Is Al the Answer?
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Source: Aberdeen Research - Create More Authentic Customer Experiences with Al



Keys to Using Al to Personalize CX &
Ease the Agent Load

[
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Orchestrate
Journeys
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