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Overview

. Big Data

. Analytics

Data Integration

. Customer Loyalty

Customer Experience Management
Linkage Analysis

Implications
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Big Data

An amalgamation of different
areas that help us try to get a
handle on, insight from and
use out of large, quickly-
expanding, diverse data
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Three Vs of Big Data

Volume

Velocity

Variety
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Big Data Landscap
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1. Interactive Exploration - good

for discovering real-time patterns from your
data as they emerge

2. Direct Batch Reporting - good
for summarizing data into pre-built,
scheduled (e.d., daily, weekly) reports

3. Batch ETL (extract-transform-load) -
good for analyzing historical trends or
linking disparate data
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Value from Analytics: MIT / IBM 2010 Study ()

=
=

Top-performing
organizations

use analytics five
times more than
lower performers

Number one obstacle to
the adoption of analytics

in their organizations was
a lack of understanding

rk force planning and allocation of how to use analytiCS to
Overall Av Improve the business

Customer experience management

Brand or market management

erage

http://sloanreview.mit.edu/the-magazine/2011-
0 1 2 3 4 5 6 7 8 winter/52205/big-data-analytics-and-the-path-from-
insights-to-value/
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Customer Experience Management

The process of
understanding and
managing your
customers’ interactions
with and perceptions
of your brand / company
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Disparate Sources of Business Data
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Data Integration is Key to Extracting Value
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Linkage Analysis

e Linkage analysis answers the questions:

— What is the $ value of improving customer
satisfaction/loyalty?

— Which operational metrics have the biggest impact on
customer satisfaction/loyalty?

— Which employee/partner factors have the biggest impact on
customer satisfaction/loyalty?
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Integrating your Business Data

Customer Feedback Data Sources

 Link data at customer

level *Link data at customer level
o . . .
- - Quality of the N/A * Quality of relationship
2} relationship (sat, loyalty) (sentiment / likes / shares)
(3D impacts financial metrics impacts financial metrics
%  Link data at transaction * Link data at transaction
level level
U —_—T —_—
a N/A * Operational metrics impact <« Operational metrics impact
Q guality of the transaction sentiment / likes/ shares
2
(- * Link data at constituency ¢ Link data at constituency  Link data at constituency
3 level level level
W * Constituency satisfaction ¢ Constituency satisfaction < Constituency satisfaction
impacts customer impacts customer impacts customer
satisfaction with overall satisfaction with interaction sentiment/ likes / shares
relationship
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Where do we set operational goals in our call centers
(e.g., number of handoffs, length of wait time) to ensure
we maximize customer satisfaction?

How many hours of training do employee need to
ensure they can satisfy their customers?

Which call center metrics are the key determinants of
customer satisfaction with the call center experience?

Where do we need to invest in our employee
relationship (e.g., across the employee experience
touch points) to ensure they deliver a great customer
experience?

Do customers who report higher loyalty spend more
than customers who report lower levels of loyalty?
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ldentifying and building customer-centric operational
metrics for executive dashboards

Removing the noise from executive reports by including
only customer-centric business metrics (known to be
predictive of customer satisfaction)

Integrating customer feedback into operational systems
(CRM) so front-line employees understand the
Interactions and attitudes of their customers

Conducting in-depth customer research using all
business data to continually gain customer insight and
gain a competitive advantage

Copyright 2012 TCELab






“Information Is The Difference
That Makes A Difference”

However, information is only meaningful when you
understand it, and know how to use it...



Universal Sage Voice of Customer

Current

Disparate —_— Single
feedback Universal
channels VOC




Customer Experience Management

Continuously Improve
Customer Experiences:
» Fix Broken Experiences Brand Building:

* Redefine Experiences y « Meaningful Brand Recognition
[ « Customer Referrals

ROI:

 Drive Customer Growth
 Customers Lost Versus Gained

Customer Listening

Systems:
Why Customers Leaving?
* What's keeping customers?
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Summary of Key Moment of Truth Process

Research Text Mining
e Purchase * Sentiments
* Repeat purchase * Clusters

« Recommendation

Ask Employees
* Importance to customers
» Performance by organization

|
|
|
v

Analyze & Graph
* Promoters

» Passives

» Detractors

[> Identify Common
Areas
*« What's same?

Action Planning

« What's e Communicate
|:> different? « Monitor results
Analyze & Graph

* Importance vs.

Performance Gaps




Sentiment Analysis Framework




Key Moment of Truth Action Plan

KMOT Current Situation Future Actions Required Resources Timing  Success Measure
Area State Goal Required &
Owner




Monitor & Track Progress

. /\ Review Action Plans
Sentiments Adjust If Necessary

Reviewed Quarterly
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Delivering The Bottom Line
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Yaskawa Electric Corporation

Yaskawa Electric Corporation Yaskawa America, Inc.

Kitakyushu, Fukuoka, Japan Drives & Motion Division
Founded: 1915 Waukegan, IL, U.S.A
Sales: $3.9 Billion Founded: 1967
Associates: 8100 Sales: $504 Million

Associates: 987

Robotics Drives Motion Control



Quality Experience

Highest Quality Product

I|-Iighest Quality Experience




Annual Survey

Who was Surveyed?
As a result of continued improvements to our CRM database, our contact list continues to increase.
This year there were 16,419 surveys sent representing approximately 3,521 companies and/or their
branches.
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76 Satisfaction rate increased by 1.5 points to 87.03  Correspondingly, the American

Customer Satisfaction Index, (ACSI) for the Durable Manufacturing Sector
increased by 1.2 t0 82.3
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Monitor Key Scores
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Quality Experience

Source SPSS Predictive Analytics

SPSS is a leader in tools used for predictive
analytics. They have indicated that most
companies do not utilize the information that
they are gathering to maximize customer
insights to achieve company goals.

Over the years Yaskawa has continued to
expand the Customer Satisfaction Survey
process not only to ask the customer, but alert
the staff through workshops, use insights and
deploy actions for improvement.



Regression Analysis Tool



Balanced Score Card

Target Mar Apr May June July August September (ctober Noye  mber |December |January FHebruary

Abandon Calls Inside Sales - Inside Sales < 3% 1.6% 1.5% 1.8% 1.9%
Abandon Calls Inside Sales - Repair < 5% 3.0% 3.9% 2.6% 2.9%
Abandon Calls Part Sales < 5% 3.3% 2.9% 3.5% 2.3%
Abandon Calls Cust Tech Support - Drives < 6% 7.0% 3.6% 6.2% 7.9%
Abandon Calls Cust Tech Support - Motion < 6% 12.3% 6.0% 8.5% 5.5%
Abandon Calls Cust Tech Support - CNC < 6% 3.9% 2.9% 5.6% 3%
Grade of Senice Inside Sales - Drives >92% 90.0% 90.0% 91.0% 88%
Grade of Senvice Inside Sales - Motion >92% 91.0% 93.0% 94.0% 94.0%
Grade of Senvice Inside Sales - Repair >90% 86.0% 84.6% 86.7% 87.6%
Grade of Senice Part Sales >90% 85.5% 84.4% 83.9% 84 %
Grade of Senice Cust Tech Support - Drives >75% 65.1% 76.2% 62.6% 57 %
Grade of Seniice Cust Tech Support - Motion >75% 73.5% 77.7% 70.7% 2%
Grade of Senice Cust Tech Support - CNC >75% 75.7% 78.8% 67.7% 81 %
Fulfillment Level Drives (core) > 95% 88.0% 93.0% 92.0% 92.0%
Fulfillment Level Mation (core) > 95% 87.0% 87.0% 90.0% 91.0%
Fulfillment Level IJO (core) > 95% 92.0% 94.0% 90.0% 92.0%
Promise Date Senice Level Drives > 98% 86.8% 92.7% 95.6% 93.5%
Promise Date Senice Level Motion > 98% 86.9% 91.5% 90.4% 89.0%
Promise Date Senice Lewvel 1J0O > 98% 96.7% 94.5% 94.6% 81.5%
Promise Date Senice Level 4W > 95% 60.7% 79.4% 83.1% 82.1%
Controllable Credits - Drives < 1% of Inwices 1.3% 1.7% 1.3% 1.2%
Controllable Credits - Motion < 1% of Inwices 2.0% 1.7% 1.3% 2.1%
Number of Calls Inside Sales No Target 3,619 2,983 3,215 3,524
Number of Calls Inside Sales - Repair (Q09) No Target 861 786 889 1,002
Number of Calls - Part Sales No Target 751 679 707 727
Number of Calls Cust Tech Support - Drives No Target 3,956 3,337 3,955 4,161
Number of Calls Cust Tech Support - Motion No Target 574 538 518 459
Number of Calls Cust Tech Support - CNC No Target 716 747 809 753
Number of Calls Industrial Drives Applications No Target 79 86 58 54
Average Wrap Up time per interaction No Target 0:03:00 0:03:21 0:01:52 0:02:26
Number of Incidents No Target 2613 2310 2607 2711
First Call Resolution - Technical Support No Target 74.4% 75.0% 75.8% 75.5%
Repair Backlog Customer Property No Target 561 625 836 919
Repair Hold - Customer Action 111 131 125 166 121
Repair Hold - Missing Parts 44 44 67 168 50
Repair Hold - Recommend Scrap 53 62 56 53 71
Repair Hold - No Problem Found 26 70 58 56 62
Repair Eval Complete CP Repair All Areas > 85% W/l one week |  79.4% 82.0% 86.7% 88.6%
CRM Leads Generated Lead Developer Anjal 94 124 152 143
CRM Leads Generated Inside Sales 25 12 28 24 23
CRM Leads Generated Customer Senice 12 0 1 0 0
CRM Leads Generated Call Center Anjal 2 0 1 1
CRM Leads Generated Cust Tech Support Anjal 138 129 166 175
CRM Leads Generated 1JO (Field Senice) Anjal 138 119 139 129
CRM Leads Generated All Other Anjg) 6 7 12 5




Transactional Survey
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The next BCFL webcast is “Turning Contact Centers into

Gold,” and is scheduled for August 16, 2 pm-3 pm ET. We
hope you can join us.



