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Executive Summary
In an era of customer autonomy, self-service and automation it is easy to write the
contact centre out of the pages of history. In truth, the contact centre is potentially
transforming from a transaction processing factory into a strategically important
resource. The issue is whether organisations actually recognise this and respond to it.
They certainly recognise that customers are more willing to help themselves (as long
as it is easy to do so [1]). However, it is the human advisor that customers reach out to
when self-service fails, when they get angry or as a last resort.
It isn’t just about “calls” anymore, either. The contact centre is becoming a
‘relationship hub’ for omni-channel contact. They are also the hub for both
understanding customer demand (what customers are contacting organisations
about) and proactively managing it as “guardians of the customer experience”. The
result is a shift to complexity, a new set of channel demands and “super agents”
(and “super managers”) who need X-ray vision, a cloak of invulnerability and the
ability to mind read.
To understand where the contact centre industry believes it is going into the future,
this research surveyed visitors to Call Centre Expo in London, members of the Call
Centre Management Associations of Ireland & the UK and the listeners of Call Centre
Helper’s future contact centre webinar about their visions for 2020.
They answered 7 key questions:

1. What will be the Primary Role of the Contact
Centre in 2020?
The primary function of the Contact Centre will be largely complex problem solving
because products and services are becoming more complicated and more customers
are using web, social and mobile self-service to do the simple, transactional stuff.
However, the more conventional inbound transactional demand (e.g. basic questions,
reassurance) was still anticipated to be a large part of the contact centre’s role along
with complaints and (to a lesser extent) sales. A move from reactive to proactive was
also anticipated as contact centres get a better view of customer demand through
analytics and big data tools (rather than the ability to mind read)

2. What are the essential skills that the 2020 agent
must have?
Communication skills are the key super power for the 2020 advisor, with
analytical/problem solving and product/service expertise also considered key. This is
doubtless driven by the evidence that self-service is increasing the complexity into
human channels and that customers want more than the FAQs from the advisors.
This implies an expert, less transitory advisor skill base.
However, since advisors probably don’t have super human abilities (beyond that of
combining soft and technical skills), they are also likely to be significantly supported
by more sophisticated skills based routing and knowledge/ expert systems. Empathy
is also recognised since the ability to personalise the conversation and build
customer rapport is important, especially since contact centres are increasingly
having to deal with angry and frustrated customers.
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3. What measures will be the primary drivers for the
2020 contact centre?
Customer satisfaction is still key as it is seen as driving loyalty and value. The new kid
on the block, customer effort [2, 4], is showing some promise. Getting things right first
time is seen as important to drive both customer satisfaction/effort but also cost
optimisation/efficiency. The popularity of net promoter as a measure is seemingly
waning. Traditional resource optimisation measures like call handling time are
viewed as less important.
Measures tend to be intimately interconnected - so right first time, call handling times
and effort are likely to drive both customer satisfaction and net promoter scores.

4. What are the Core Channels that the Future
Contact Centre will be handling?
Webchat [3] is streaking ahead as the popular choice because it is easy and allows
people to still have a “conversation” without the need to stray away from a browser
or app. It can also offer productivity advantages over some of the other channels.
Phone is not going away anytime soon, though. Newer channels such as social
media and video are growing but older (and often more expensive) channels like
email are rapidly in decline.
Customers have a tendency to madly hop from one channel to another and the
contact centre is potentially well placed as a hub to pull those contacts together.

5. Will the contact centre be a “centre” or will the
agents be located anywhere? Where do you think
the 2020 Agent will be primarily based?
Cost dominates the discussion around location with the dedicated contact centre
still being considered as offering the most efficient way to manage, support, train
and develop teams.
Expert resources based in virtualised office hubs are also seen as key – offering both
management control and a secure environment with less geographical constraints.
Although home based and field/mobile advisors are expected to grow – especially since
they provide access to a flexible workforce with different skills – they are ranked lower.
Many foresee a blend of fixed, mobile and home based advisors working in an everevolving set of roles and supported by more flexible technologies.

6. What technologies will be key to the way that the
2020 contact centre runs?
Intelligent skills-based routing is regarded as vital to get customers to the person
with the right skills to deal with their (often complex) issue.
As customers become increasingly multichannel and mobile, the contact centre is
also viewed as needing to do the same. The current technology buzzwords, cloud
and big data analytics, are ranked as less important but are key (and often hidden)
technologies underpinning flexible contact capabilities and intelligent call steering.
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7. What will be the principal role of the contact
centre manager 2020?
The manager as the guardian of customer experience is the clear winner, with coach
and guru fighting for second and third place respectively (albeit from a distance).
Quality auditors and accountants trail at the back. Some were of the opinion that
managers would be doing all of these functions.
Consequently, contact centre managers also need an expanded set of super powers
and tools to do their jobs – especially when it comes to spotting and eliminating
demand that has been caused by the organisation itself (e.g. the website is down, a
bill is confusing).
To do many of these things, contact centre managers will need strong support from
their senior management to ensure that customer experience is given the priority it
needs. This will undoubtedly be helped if customer experience, and the contact
centres’ role in it, is recognised at board level.

Are you ready
to leap tall buildings
with SuperAgent 2020?

Some have suggested that contact centres should now be renamed ‘relationship
hubs’. They are no longer the “call factories” of the past. They are poised to take on
new challenges as the relationship builder, the customer champion and pulse of
opinion for a business. In other words, they are moving from the cold extremities of
the organisational to the beating heart of strategy. The key to delivering this is a
combination of great people, measures, technologies and processes – and a touch of
the super hero amongst both advisors and managers.
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SuperAgent 2020: The Evolution of the Contact Centre
Dr Nicola J. Millard & Dr Tanya Alcock
Introduction: The Way Back.

Back in 1993, BT ran a series of future visions workshops with call centre advisors
and managers to get their ideas of what the contact centre of 2000 would be like.
The results were innovative and, at times, highly entertaining. One scenario had
advisors working from anywhere rather than being tethered to a desk – with
scenarios ranging from working from home (in fact from bed), to being able to work
from touchdown points or comfy sofas in the contact centre with tablet
technologies and mobile headsets. The visual aspect of contact was explored with
video advisors being beamed in to customers TV sets. They also anticipated
personalising the contact experience for customers with “fantasy” advisors who
looked like your favourite movie star.
Fourteen years beyond 2000 and some of these visions still seem as far away as “the
Jetsons and science fiction!” (as one of the respondents to this survey put it). Avatar
advisors on websites have largely been and gone – and none of them looked
remotely like George Clooney. While video advice is possible, especially with the
integration of cameras into pretty much every gadget we possess, it is currently a
minor channel for the majority of contact centres.
Newer contenders, which weren’t around in 1993, like cloud, ubiquitous
connectivity and smart devices are making the prospects of working from anywhere
(even bed) possible. However, this is still largely the exception in the industry rather
than the rule in most countries around the world.
Technology may not necessarily be the key factor that is holding the contact centre
industry back – after all this is an age of ubiquitous connectivity, mobility and cloud.

The contact centre industry is still often stuck in a strategy of board indifference,
cost reduction, high employee churn and customer contempt. It is often overlooked
as a key strategic resource for understanding customer demand and developing
deeper customer relationships.
As we hurtle towards 2020, we felt the contact centre vision was in need of a dust
off and rethink. The industry faces many challenges and contradictions as it evolves
into the future – not least the fact that if it doesn’t adapt, it may well find itself
becoming increasingly irrelevant. With customer behaviours changing profoundly,
the internet and smart phones enabling “Autonomous Customers” [1] to become
supercharged and superpowered, what kind of “super agents” are needed? What
exactly is the contact centre there to do in an era of “omni-channel” contact? Does
it even need to be a “centre” anymore?
All these questions and more were put to a sample of more than 160 contact centre
professionals via both interviews, workshops and questionnaires – and we have the
attendees of Call Centre Expo in London in 2013, the members of both the Call Centre
Management Associations in Ireland and the UK and also the international listeners of
Call Centre Helper’s webinar series to thank for their input to this research.
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1.

What will be the Primary Role of the Contact Centre in 2020?

The primary function of the Contact Centre will be largely complex
problem solving, followed by the more conventional inbound
transactional demand (e.g. basic questions, reassurance etc).
"I don’t foresee anything replacing customers calling for help,
but their contacts will become more complex. We may also have
to reach out to them more often”
Manager, CCMA Ireland

As more and more contact moves to digital channels, it would be very easy to write
the contact centre out of the picture entirely. Customers of 2020 are likely to be a
lot more “autonomous” and self-sufficient. Many of the answers they are seeking
will come from search engines, wikis, apps, FAQs and social networks [1]. Poor
experiences with contact centres in the past seem to be driving us to do anything to
avoid the anticipated pain of contacting a company. However, when the going gets
tough, customers still seem to reach for the phone.

"In a self-service world, if a customer needs to call,
you need to get that call right"
Call Centre Expo, B2C company

Primary function of contact centres
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Most of the industry experts believed that contact centres will increasingly move into
the realm of complexity (54% ranking complex problem solving as the key future
contact centre function

There was also a feeling that many products and services – particularly in technology
and finance - were becoming more, rather than less, complex and this would
inevitably lead to people needing expert help and advice.

"As transactional queries move to self-service and/or self-help,
customers will increasingly only contact contact centres with the
most complex issues";

Proactive service and the contact centre’s role in cross selling and upselling is still in
question (at 6% and 4% respectively). This may be because proactivity and
appropriate selling needs to be driven by good real time data in order to be effective.
However, there is a case that the contact centre should be driving demand into the
future, rather than being driven by it – “contact centres will need to be proactive and
predictive to complex customer demands".

“Online self-care will evolve to handle the majority of the simple
stuﬀ. More so as younger generations become more
online/mobile savvy”.
However, there is still an opinion that the simple, routine, transactional contacts will
still be around (24%).
Of course, there are contacts that are very hard to automate out entirely. Complaints
(8%) are one such category:

“Because of self-service the reason for calling will likely be a
complaint”;
"Complaint handling still requires a one-to-one with the
rep/business to resolve quickly and allow venting";
"Behaviours are changing in online/digital but, if you are upset or
angry, you still want to talk about things”;
“People will use contact centres as a last resort when frustrated
with other channels”.
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2.

What are the essential skills that the super agent of 2020 must have?

Communication skills are extremely important (at 48%), with
analytical/problem solving (22%) and product/service expertise
(20%) also considered key. This is doubtless driven by the evidence
that self-service is increasing the complexity into human channels.
“Customers are calling us about an issue because of the
complexity of the world we are living in. We have termed this a
‘contact centre job’ – with people being paid the same wage as
ten years ago. That is unsustainable – you will not get expert
problem solvers who are shifting organisations in six monthly
cycles – they are call handlers – we need expert problem
solvers”, CCMA UK, Contact Centre Strategist.
There has always been an element of super hero in the advisor job. You often need
superhuman strength, invulnerability and the ability to mind read when faced with a
barrage of often angry and unreasonable customers. Advisors have to listen and
have an intelligent conversation with customers whilst simultaneously navigating
through a never ending maze of systems and processes and maintaining a smile
throughout - no mean feat!

Anatomy of a contact centre advisor
Multitasker
Natural communicator
Speed typist
Resilient
Knowledgeable
Ability to handle high cognitive load
Ability to listen
Analytical good problem solver
Empathetic
Positive “can do” attitude
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As automation is taking away the simple things and products and services are getting
more complex, the advisor’s lot is accelerating into the realm of the super human –
“we’ll get longer, more complex calls because self-service will do the easy stuff".
Overwhelmingly, the ability to communicate (48%) is regarded as a fundamental
super power for the future advisor:

“There will be less scripting within contact centre teams and
more focus on developing their EQ (emotional quotient) skills”;
"Communication skills can't be taught whereas technical knowhow is learnt from experience".
They must be able to convey often complicated information in a simple way,
navigating seamlessly between corporate process and customer requirement.
Another vital skill is the ability to complex problem solve and to be analytical (22%)
and think outside the box.

Specific product and service knowledge and expertise plays a big role in all this (20%):

“They must know their product in order to trouble shoot”;
“Technical know-how is so important for channels, social media
and smart phones”.
Since customers can use a search engine to get the answer to any question they
have, it isn’t surprising that 70% of autonomous customers [1] reckon that they
know more than the contact centre advisor when they ring in and that “advisors
need to be able to keep up with customers”. However, there is still a debate as to
whether all the skills need to reside in the advisors’ head – some suggest that
“knowledge management negates the need for deep skills”, others suggest that the
knowledge system should be there to enhance the skills of the advisor.

Agent skills
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86% of autonomous customers [1] said that they wouldn’t mind being transferred to
someone trained to answer their question if it relates to a more complex issue. 20%
reckon that advisors themselves will be these “networked experts” – but it is also
likely that they will increasingly become co-ordinators or project managers for
networks of experts. “There will be unofficial agents: everyone will be able to log in
and respond to questions – official agents will only be administrators”.
More granular skills based routing is likely to be the first step to steering a customer
to the person with the most appropriate domain knowledge, life skills and
experience to solve their particular issue. This is better than routing it to “someone
who is very good at apologising but can’t fix anything” (empathy, at 7%, is ranked
far lower than communication skills and knowledge).

Intriguingly, the fragmentation of contact centre work – i.e. the inability to see the
customer’s problem to its ultimate conclusion – can also lead to significant issues
with morale. Recent unpublished BT research studies have shown that most advisors
get a genuine sense of job satisfaction from helping customers. They want to know
that their work has made a difference, that a customer has had their issue solved and
are satisfied and that they, as a consequence, have recommended the company or
spent more money. By introducing more end-to-end accountability to the job,
advisors may feel more in control, less stressed and more engaged with their work.
Some respondents also pointed out that the customer might also become the super
hero using crowdsourcing, via forums and social media – “we will make our
customers the experts and they will be able to answer each other’s queries”.

Ultimately, all these are likely to be important with the “super agent” needing to be
great communicators, have solid technical knowledge and omni-channel (and
sometimes omni-lingual) abilities. As one respondent said: "All are needed in
combination. With the reduction in volume the value of truly skilled agents will be
huge – there will be less agent churn and temps".
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3.

What measures will be the primary drivers for the 2020 contact centre?

Customer satisfaction is still key, followed by the new kid on the block,
customer eﬀort [2, 4] and then right ﬁrst time. The popularity of net promoter
as a measure is perhaps waning. Traditional resource optimisation
measures like call handling time are viewed as less important.
Measures are always where things get interesting because they give people a clue as
to what the primary objectives of the contact centre are.
The fact that only 3% saw traditional resource optimisation measures such as call
handling time as a significant future benchmark is showing that the traditional
“answer lots of calls, really fast” mentality is changing. Call volumes are inevitably
dropping because of self-service. However, this drop is often offset by the increase
in complexity and length of contact. Call handling times are reportedly increasing by

up to 30% in some industries. The issue then comes when the contact centre is
scrutinised for the increase in the length of call rather than the reason why the
customer is calling (which is the important bit).
The good news is that the customer is up front and centre in the contact centre metrics
world. Without the ability to mindread, measures such as customer satisfaction (34%)
and easy/effort (28%) are gaining in popularity as a gauge for customer opinion.
Customer satisfaction is seen as key as it drives loyalty and spend (“customer satisfaction
is the main force of our business”). Customers also want both convenience and speed, so
effort is starting to gain traction as a powerful future metric (see also the BT/Henley
research on effort [2] and the article in Harvard Business Review[4]):

“Convenience is becoming more important in a busy world”;
“Eﬀort is a key part of customer satisfaction”.

Primary measures
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There is also evidence that the contact centre is becoming much more aligned with
business end-to-end process measures, with right first time/ first contact resolution
gaining a strong 25% vote - "our customers tell us that resolution is primary, and
that they want it quickly". This isn’t always an easy strategy for the contact centre
but benefits the customer enormously - "first contact resolution is clearly important
to reduce cost and frustration. I fear this adds complexity to our processes".
In truth all measures are interlinked – “easy and right first time drive customer
satisfaction and net promoter” – so we shouldn’t be surprised that there is no one
dominant measure emerging for the future. However, future measures are likely to
evolve to reflect the contact centre’s increasingly important role in business strategy.
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4.

What are the Core Channels that the Future Contact Centre will be handling?

Webchat is streaking ahead as the core channel of choice for 2020,
followed closely by phone. New channels such as social media and
video are growing and email is ranked lowest.
The contact centre is a logical central port of call for ‘omnichannel’ behaviour. Although its
past is dominated by the phone (which is not going away, according to 36% opinion), it is set
to be eclipsed by its younger rival, webchat (leading the pack with 40% of the vote). Email (at
4%) is least popular and is surpassed by both social media (at 11%) and video (at 7%).
Webchat has a number of things going for it that points towards its growth – 82% of
customers in our 2013 study ranked it as ‘good’ or ‘very good’, 88% of advisors also
rated it ‘good’ or ‘very good’ and it was also reportedly 15% more productive than
the phone due to the ability to put 2-3 sessions simultaneously into one advisor [3].

It is also easy, is still a ‘conversation’, convenient, keeps people in digital channels
and can be used very effectively to sell. One experienced manager reinforced this
view - “with 10 years’ experience in webchat, we can see it makes it a lot easier for
customers and advisors to solve issues”. Given many customers also now start
online, having an online solution should they need support seems to be a no brainer.
Webchat also sits very well alongside social media. Social is a very public channel,
where it is difficult to verify a customer’s identity or talk about issues in more than
140 characters (in the case of Twitter), whereas webchat offers a far more intimate
(and private) conversation.

Core channels

13

Interestingly, the language used by the survey’s respondents is still dominated by
the word “call”. It’s a clue that voice is likely to still be a dominant force in 2020:

“The phone will always be primary”;
“Customers will always want to speak to an agent about
complex issues”;
“Having someone to talk to helps the customers to understand
and reassure them in case they do have more questions”.
The phone is highly accessible (most people have one, even if it isn’t smart), very
familiar and is often the destination for people that have exhausted all self-service
or online options (49% of autonomous customers say that they only phone when
they have a complex or emotive problem [1]).
Video is a small but growing channel because “people like face-to-face”. Being able
to “beam in” hub based experts such as mortgage advisors or medical experts on
video means that customers can (albeit virtually) eyeball their expert advisor [1]. The
fact that most consumer devices have a camera in them means that the technology
is in our pockets. Fledgling services like ‘Google Helpouts’ and ‘Amazon Mayday’ on
the Kindle are already incorporating video into advice channels.
Handling video into a centralised contact centre can be problematic, especially if
video advisors are the only ones in uniform and/or they are physically separated
from the rest of the centre for either brand/aesthetic or security purposes. One
respondent solved this issue by resurrecting the notion of the fantasy contact centre
advisor - “chat bots and avatars will become more prominent, although actual video
conferencing with agents is unlikely”.

Social media is also popular and it is often the ‘release’ for customers at the end of
their tether. It is typically a secondary channel, rather than a primary one, for the
majority of customers – “phone will be the main channel but social media is
important for identifying issues”. Some respondents expected it to start to replace
the phone as a preferred channel, especially amongst a younger, tech savvy
customer – “the world is moving to social media and contact is moving away from
the telephone”.
Strategically, social media creates a few dilemmas for contact centres. Although
there are certain advantages to putting solutions into a public space, having
everything in public is not necessarily desirable. Neither is creating a two tier service
with social media being dealt with faster than channels such the phone. Rather than
creating a separate ‘social department’, it seems sensible to manage (and measure)
social channels alongside the other channels coming into the contact centre “hub”
(especially since customers frequently channel hop).
Social media is extremely good for finding out what customers think about your
brand, products and services and discovering, in real time, whether there is an issue
with things like the website or call waiting times. However, companies not only need
to be able to listen but they need to react (often very fast). For instance, if wait
times are trending as being unacceptably long, how do contact centre managers
find out why and, potentially, increase resources dynamically?
Other channels mentioned were SMS/text (which can be used as a proactive tool)
and augmented reality (especially relevant in the apps world and potentially even
more so in a world of wearable devices, such as Google Glass).
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5.

Will the contact centre be a “centre” or will the agents be located anywhere?
Where do you think the 2020 Agent will be primarily based?
The dedicated contact centre will still be with us in 2020, but with
oﬃce hubs also key. Home based advisors and ﬁeld/mobile advisors
are viewed as being less dominant. The case for ‘oﬀshore’ contact
centres seems to be declining into the future.
Despite cloud technologies meaning that only a network connection and a browser
is needed to work, the majority (47% of respondents) think that the contact centre
will be a physically co-located space. Dedicated centres are viewed as offering
convenience, management and training efficiencies as well as the ability to ‘control’
both staff and costs.

Cost is inevitably a massive constraint:

“A single location is still the most cost eﬀective for most industries”;
“Whilst customer contact will certainly move to a more devolved
model - infrastructure investment will dictate that the change
will not happen by 2020”.
It is also generally felt that the centralised model makes it easier for advisors to feel
part of a team and to feel supported:

“I feel centres make it easier to share information between advisors”;
“Advisors need to work together – they need to be together”;

Location of centre

“There are too many beneﬁts to being surrounded by fellow
advisors and managers, but integration of the back oﬃce will
help some complex issues”.
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A further 19% believe that the contact centre will open up into a more networked
expert model. This enables expert advisors to operate from geographically
distributed local hubs, office spaces and branches. Hubs provide a less centralised
solution, which means that skills don’t have to be constrained to a certain area,
whilst the security of a locked office door is still there.
Despite acknowledging the inevitable growth of home based advisors (“a large
proportion of the contact centre will work from home”), there is still a degree of
cynicism about this model becoming the dominant way of working – only 14%
scored it as their first choice. This is despite the recognition that this gives the
contact centre access to different skill sets, increased resilience against bad weather
and sickness and agility in the event of sudden, real-time demands – “in particular
home workers will be used to support peak periods in the contact centre”.
Generally, the issues cited against home or distributed working are not technological
but cultural. The first critical factor is to recruit advisors who want to work from
home, are self-motivated, actually have a home and an appropriate place to work in
the home (which tends to exclude younger advisors) and have good connectivity.
Once recruitment is done, the most frequent questions relating to home based
working tend to be around the day-to-day management of people who aren’t
physically located near their managers:

Security in the home is also a significant consideration – “Card/financial information
requires a PCI-DSS environment, so home based advisors are not appropriate”.
Home based advisors are ranked almost on a par with mobile or field based advisors
(at 13%). This is where field based experts in retail stores, branches, surgeries or in
vans get involved with customer contact. By taking the contact to the people who
are closer to the work, more expert and accurate information can be relayed to
customers and the bottleneck of the contact centre is removed. The challenge is
then to ensure that the field based advisors don’t get swamped with so many
contacts that they can’t get other work done.
Many foresee a blend of fixed, mobile and home based advisors – “agents will be
wherever the expertise is” – working in an ever evolving set of roles - “jobs are evolving
to be multiskilled. I might be a team leader, project manager, subject matter expert and a
random other one at the same time. People thrive at different challenges” - and
supported by more flexible technologies - "thanks to VoIP and cloud, an anywhere and
everywhere company can now choose how to organise their teams".
Offshore was the least popular choice (at 5%). Factors to do with language, culture
and brand/public perception, as well as wage inflation in big offshore countries like
India, are often driving companies to bring contact back on-shore (at least for voice
contact, although they may well still be used for back office support functions).

“How do I know they are working” (answer: they are on the switch,
so you can listen to them and see their performance stats);
“How do I make them feel part of a team?” (answer: regular
team calls, team instant messaging, team comms);
“How do I train them?” (answer: use computer based training
but also bring them into centralised oﬃces occasionally).
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6.

What technologies will be key to the way that the 2020 contact centre runs?

Intelligent skills based routing is regarded as vital to get customers
to the person with the right skills to deal with their issue. Mobile
technologies come in second, as the customer becomes more mobile.
The current technology buzzwords, cloud and big data analytics, are
regarded as less important but are key (and often hidden)
technologies underpinning ﬂexible contact capabilities and
intelligent call steering.
Unsurprisingly, given the complexity issue, intelligent skills based routing is ranked
highest (at 32%) - "knowing who your experts are (and also who your customers
are) is key to driving customer experience improvements". The ability to accurately
triage and direct customers to people with appropriate skill sets (including language
skills, product/service specialism and even age/demographic matching) is vital.

Intriguingly, given the fact that many believe that contact centres will still be
predominantly centralised, mobile technologies are also ranked as important (23%).
This may well be because of the growth of customer smartphone use and the
integration of contact channels into apps - “it’s important… as customers become
more mobile”.
However, this may also be a reflection on the rise of mobile technologies in the way
that we work (“mobile is becoming dominant”) – with employee apps, bring your
own device (BYOD) and increasingly ubiquitous availability of connectivity driving
this. Younger employees are expressing a desire to manage their working lives
through apps and a desire to work more flexibly within an office environment.

Key technologies
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Mobility may also be an advantage for managers, who will need to be out of their
offices and alongside their employees in order to understand demand and provide
appropriate management support –“I predict that, through the use of a single
management system (accessible as an app on a smartphone or tablet), supervisors
will be able to monitor their agents via real time stats without being limited by
geographical location”.
The current technology buzzwords, cloud (14%) and big data analytics (18%), are
key (and often hidden) technologies underpinning flexible contact capabilities and
intelligent call steering.
Analytics of everything, from inbound calls to webchats to social media interactions,
are likely to be increasingly central to moving customer experience from reactivity to
proactivity in the future:

Other technologies mentioned during the study were:

‘The quantiﬁed human’ – “we will use technology to monitor
how our agents are feeling. This will allow managers to actively
improve staﬀ wellbeing”;
‘Gamiﬁcation’ (i.e. the use of game thinking/ mechanics in nongame situations, such as reward badges for skills achievements)–
“enterprise gamiﬁcation will improve agent engagement and
knowledge growth and will improve customer experience”;
‘Biometrics’ – “biometrics will transform customer veriﬁcation”.

“Segmenting prospects and customers using data modelling to
change customer journeys will become common practice”;
“Understanding customer behaviours and adapting quickly to
information will be key”;
“Predictive speech analytics will help contact centres to provide
excellent customer service, whilst increasing cross-selling and
up-selling and decreasing churn rates and the need to put
customers on hold”.
Collecting, analysing and understanding the data driven by such requirements will
involve serious processing power and tools to help both understanding the
implications and doing something about it.
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7.

What will be the principal role of the contact centre manager 2020?

Customer experience guardian is the clear winner, with coach and
guru ﬁghting for second and third place respectively (albeit from a
distance). Quality auditing and accounting trail at the back.
However, some were of the opinion that managers would be doing all
of these functions.
“The skilled manager will become an even scarcer commodity for
contact centres. This means that to manage successfully, you
will have to move past standard people management practices”,
Call Centre Helper.

Given that the majority of the sample set were contact centre managers and
directors, this is the one category where there is almost universal agreement. 62%
believe that they will become the principal guardian of the customer experience:

“Leading the virtuous circle in customer experience”;
“Protecting the customer, building the strategy and providing
the insight”.
As measures shift towards more customer-centric rather than resource optimisation
centric, the contact centre manager needs to understand more about why
customers are calling, rather than simply counting calls. The quality audit (6%) and
cost accounting functions (7%) of the manager are considered to be far less
important as “contact centres move from ‘cost centres’ to ‘profit centres’”.

Principal role of manager
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This means that analytics, big data and cloud technologies are probably going to be
a big part of managers’ lives. As some of the more routine aspects of their job (e.g.
scheduling) are automated out, they become more responsible for proactive
management of demand – “managers need to be able to respond to quantified data
in order to improve customer experience”.
Consequently, contact centre managers also need an expanded set of super powers
and tools to do their jobs. Whilst they need traditional skills like coaching and
training – “coaching is and will be most important” – they also need to be able to
successfully use the tools that will help them identify customer experience issues
and unnecessary demand in near real time. For example, if the contact centre is
being blitzed because the website is down, the manager’s first move is to alert the
web team that they have an issue. They then need to find out how long the problem
will take to fix in order to keep customers informed. They then need put in place
proactive strategies that deflect demand (e.g. tweets out, changing the IVR
message etc) and ramp up appropriate resources (by activating “networked
experts”) to take on the inevitable hike in demand.
To do many of these things, contact centre managers will need strong back up from
senior management to ensure that customer experience is given the priority it
needs. This will undoubtedly be helped if customer experience, and the contact
centres’ role in it, is recognised at board level. Above all they need to resist falling
back on cost/resource optimisation measures (such as call handling time (CHT))
when the going gets tough.
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Conclusion: The Way Forward.

The contact centre of 2020 has to respond to autonomous customers using multiple
channels to fling more and more complex issues at it [1].
Some have suggested that contact centres should now be renamed “relationship
hubs”. They are no longer the “call factories” of the past. They are poised to take on
new challenges as the relationship builder, the customer champion and pulse of
opinion for a business. In other words, they are moving from the cold extremities of
the organisational to the beating heart of strategy.
Data from the contact centre can be used to effectively gauge customer opinions on
pretty much anything from how long you are taking to answer the phone to whether a
product is any good. Whilst many companies are increasingly monitoring social media
to gauge customer opinion, they often forget to use analytics to mine all the
intelligence coming in through all the contact centre channels (see also the fact that
analytics tools were ranked relatively low in the list in the ‘key technologies’ section).

about it and fix it quickly. If there is a glitch in a product, then they need to alert the
product line. They need to become more proactive and ensure that they are
managing demand rather than having demand manage them.
The contact centre of 2020 has the potential to become much more strategic to
businesses than ever before. It can handle the complexity that automation cannot
and it can also act as a central repository of customer intelligence that businesses
can harness to improve products and services. The key to delivering this is a
combination of great people, measures, technologies and processes – and a touch of
the super hero amongst both advisors and managers.
Are you ready to face the challenges of SuperAgent 2020?

Those that are analysing demand are realising that the contact centre can be used to
sense and respond to issues that customers are having in real time. If a barrage of
calls come in because the website is down, then the website guys need to know
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How can BT help?

BT is an organisation that manages 10 billion minutes per year of inbound voice calls
to our enterprise customers’ contact centres and across more than 170 countries. We
understand the value of voice but we know that the contact centre is transforming and
we want to be able to help our customers add new channels, like webchat and social
media, appropriately without an explosion in either complexity or cost.
BT can work with you to help you anticipate the demands of customers into the
future and help transform your contact centre.
As enquiries become more complex, we are perfectly positioned to help to ensure
that your “super agents” are both informed and informing. We can integrate
customer contact details with customer records so you can always see who is calling
and what for.
To make things easy for customers, we can offer a single, easy-to-remember contact
number. We can also offer call back options at times when the customer wants.

If people want to talk over social media, we’ll make it easier to read. If they want to
talk over the phone, we’ll have a clear line. If they want to use their webcam, we’ll
stream the video. We’ll deliver all this through a single agent desktop, so agents can
see how a customer has interacted with the company before and what they’ve said.
The good news is we can help organisations add these new channels without
complicating their current systems or spending a fortune. We can blend the new
with the old without the hassle. So agents can help customers no matter how they
choose to contact the centre.
Whether you want “super agents” anywhere or to integrate webchat into the omnichannel mix, we have a global team of experts who can help bridge the gap
between your strategic needs and your current operation.
To find out more, contact your BT account manager or visit bt.com/btcontact.

Since intelligent routing is key, we can collect calls from consumers in over 170
counties and deliver them to advisors wherever they are in the world. That means
that customers can quickly get to an advisor who can help – first time round.
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