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Sample overview
Customer services B2C 59%

Including by role

B2B 7%

And compare results by
brand positioning

IT helpdesk B2C 3%

Senior mgt.

34%
Middle mgt.

67% of participants
have 101+ employees
over 2/5
employ 501+

B2B 4%

9% Execs
35%

Operation size

Sales B2C 9%

24 geographical data
splits including 14
country highlight
summaries

B2B 18%

Data can be filtered at
10 different levels

13 industry sectors
20%

14%

12%

6%

6%

6%

5%

31%

banking and
investment

technology

insurance

professional
services

retail and
wholesale

healthcare
and pharm.

public sector

from
additional
6 sectors

Representation across the world
Balanced sample depth across five regions.
APAC results account for almost
40% of Global response.

21.6

16.0

22.3
25.6
14.5

Americas

Asia Pacific

Australia & NZ

Europe

Middle East and Africa
n= 1114

Number of employees
Balanced participation by operation size.
67.3% of responses are from CX
operations with 101+ employees, 39.8%
of which employ +501; one third of the
sample is made up of organisations with
under 100 employees.

28.6

19.9

12.8

13.2

14.3
11.2

0 - 50

51 - 100

101 - 200

201 - 500

501 - 1000

1001+
n= 1114

CX: why it matters
CX recognised as a clear differentiator…
…and it’s the #1 driver of digital transformation
CX remains the #1 strategic measurement
for organisation performance, receiving over
50% more votes than other metrics

88.5% recognise CX as
a competitive
differentiator

89.8% can evidence
increased customer loyalty

2/3 say it increases
revenue/profits

Most important thing about CX?
1 Builds customer

trust/loyalty

2 Only way to

differentiate
from competition

Source: 2019 Global CX Benchmarking Report (APAC)

3 It defines

brand identity

4 Drives

commercial
performance

55.4%

Lack of board level
ownership, just

do not have a clear CX
strategy, of which more
than one third have none.

28.5%
have apportioned
executive responsibility
for all CX.

10.2%
completely satisfied
with CX capability.

33.3%
of companies remain
resistant, lethargic
or neutral approach
to change.

CX: bridging
the artificial
reality

36.7%
believe customers rate
their CX capability at six
out of ten or worse, just

10.8%
anticipate a rating of
nine out of ten or better.

accelerate your ambition

Top 6 factors
that will reshape
CX during the
next 5 years

1 Customer analytics

2 Artificial intelligence

Becoming data supreme by
transforming big data into
actionable result driven insights.

Driving business growth and
extending brand loyalty, through
AI and predictive analytics.

Analytics #1 factor reshaping
the CX industry.

66.3% predict up to ¼ of human
tasks to be replaced by AI by mid2020.

3 Digital integration
Connecting multiple customer
journeys through omnichannel
modelling and integration.
Just 13.8% of digital business
strategies are optimised.

5 Robotic process

automation
Streamlining the customer
user experience, through
the implementation of hybrid
virtual assistants.
62.8% will have capability
within 2 years.
Source: 2019 Global CX Benchmarking Report (APAC)

4 Mass personalisation
Utilising AI and Analytics, to
enhance customer lifetime value.
For 47.8% personalisation is still
reactive and relies on customer
self-identification.

6 Workforce optimisation
Ensuring workplace readiness for
digitally on demand consumers.
Some 33.3% of companies retain
resistant, lethargic or neutral
approach to change.

accelerate your ambition
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CX transformation
CX fit for the experience economy?
88.3% consider CX a competitive differentiator.
• CX is #1 strategic level performance measure
• CX is #1 factor driving digital transformation
• CX is #1 benefit associated to AI/robotic automation
Organisations are not set up for change. Just 44.2%
have a clear CX strategy, 69.6% say CX representation
is absent at board level.
That’s despite 87.2% who can evidence increased
customer loyalty as a top benefit of CX. 68.1% say it
drives revenue growth and 56.0% for reducing costs.
It’s resulting in 23.4% being dissatisfied with the CX
they deliver, and only 10.9% offer experiences that
would lead customers to recommend them to others.

Creating a new CX reality:
You need to understand…
but how?

CX transformation requires a
commitment from all
stakeholders
A clearly defined CX strategy
and roadmap
Analytical understanding of
customer needs / user journeys

Top factors to reshape CX in next 5 years:
1. Customer analytics 2. AI 3. Digital integration
Customers are evolving. Are you?

Is CX considered a competitive differentiator?
There’s a continued upturn in appreciating the value of CX as a differentiator.
Almost 10.0% increase in the last year
and is up by 18.4% since 2015.

88.3

Yes

81.4
82.5
6.8

No

2018

8.6
10.7

2017
2016

4.9

Not sure

10.0
6.8

Does your organisation view customer
experience (CX) as a competitive differentiator?

n= 1113

What is the most important thing about CX?
Establishing trust and improved customer loyalty again voted the leading drivers of CX.
Over one-quarter
(25.6%) acknowledge
that CX is the only way
they can differentiate
from competitors.

Builds customer trust/loyalty

40.8

CX is the only way we can differentiate
ourselves from the competition

25.6

CX is how we define our brand identity

17.4

Drives commercial performance

Other

13.0

3.1

What would your organisation say is the
single most important thing about CX?

n= 1112

What is the most important thing about CX?
(Global vs Australia)

AU CX more focus on Customer trust / loyalty … less about
competitive differentiation

How satisfied are organisations with their CX capability?
Just 10.3% are very satisfied with CX capability, another two thirds are fairly satisfied.
Almost a quarter (23.4%)
are dissatisfied with
their own customer experience
services.

Very satisfied

10.3

Fairly satisfied

66.4

Fairly dissatisfied

Very dissatisfied

20.5

2.9

How satisfied is your organisation
with its current CX capability?

n= 1112

Who holds overall responsibility for CX?
Of the 56.3% of organisations that have a single person accountable for all CX, 30.4% of those
say accountability is at board or executive level.
12.6% say no one is
responsible and
ownership is unclear.

30.4

Board level executive
responsible for all CX

35.6

25.9

Non-board level manager
responsible for all CX

28.3

2018

Separate manager responsible
for each contact channel

26.2

12.6

No-one (ownership
is unclear)

Other

2017
28.0

4.9
4.1

Who holds overall responsibility for
CX within your organisation?

n= 1111
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Connected CX journeys
Drive value through designed engagement
Customer journey enablement through omnichannel is
presenting challenges. 21.9% have no channel strategy.
It’s an artificial reality for most. Only 8.4% say they have
all channels connected. Most CX strategies focused on
connecting a selection of core channels.
The average number of channels has dropped from 9 to 7.
AI and automation will see average surge to 12 by 2020.
Challenges around integration resulting in huge CX
inconsistencies across channels. 49.3% claim partial
consistency, 26.4% have none.
Tracking interactions across multiple channels remains an
issue for 65.0% and barrier to connected CX as 76.0%
can’t locate process blockages.

Creating a new CX reality:
You need to understand…
but how?

Analyse and adapt: tracking
is critical to measuring,
adapting and enhancing CX
Create consistency:
integrate contact
management strategies
Establish an operating model
that supports strategic intent

Design integrated experiences

What contact channels are supported and/or planned?
Organisations are pausing to take stock: the average number of channels offered has
dropped for first time in five years.

Telephone

96.9

Email

93.7

Website

92.5

IVR (touch-tone/speech)

3.3 3.0
4.5
8.3

70.7

Back office admin support (incl. white mail)

11.4

51.8

Physical location (incl. service kiosks)

45.9

Instant messaging (incl. WhatsApp, SMS)

45.6

Web chat (incl. co-browse)

45.1

Internet of Things

16.8

Virtual Assistant (AI, chatbots)

15.6

12.3

24.0

37.2

17.7

40.5

40.2
58.6

45.9

21.1

No plans

47.3
30.4

24.6

Now
Within 1 year

22.4

6.8

19.3

13.2
28.0

25.8

2.9

19.1

16.0

60.6

Mobile (smart) application

Video chat

2.0 1.1

72.7

Social media

Proactive automation (incl. forms of robotic process automation)

Today, most will offer just seven channel
options. Significant focus on VA & proactive
automation will see the average increase to 12
by next year.

38.4

66.6

Please select the service channels
you provide now, or have planned

n= 1010

What contact channels are supported
and/or planned? (Global vs Australia)

Financial Services – Messaging and Video standout in
addition to Webchat / Proactive / Virtual Assistant

What technology trends are CX teams prioritising?
Rank

2016

2017

2018

Analytics

4

3

1

Self-service (incl. web, mobile, IVR)

Not asked

Not asked

2

Omnichannel – integration of technologies

1

1

3

Digital business transformation

3

2

4

Artificial intelligence (incl. Virtual Assistants, machine learning)

Not asked

Not Asked

5

Robotic process automation

Not asked

Not asked

6

Cloud solutions

7

4

7

Personalisation of services

Not asked

5

8

Emerging contact channels (e.g. WhatsApp, iMessage etc.)

Not asked

Not asked

9

Cybersecurity (preventing attacks and fraud prevention)

6

10

10

Technology consolidation

2

8

11

Biometrics (facial, voice, fingerprint etc.)

10

13

12

Proactive automation

9

9

12

Internet of Things

Not asked

12

14

Other

9

11

15

Blockchain technologies

Not asked

Not asked

16

Analytics is now the
top technology trend
being prioritised by
CX teams.
AI has emerged as one of
the top five trends, ahead
of the diminishing drive to
personalise.

What are the top three
technology trends being
prioritised by your CX team?

n= 737

How well defined are channel management strategies?
Over one-fifth (21.9%) of organisations do not have a formally defined channel strategy.
Most are focusing on evolving
their multichannel strategy, as
less than a quarter (24.0%)
have defined their omnichannel
proposition.

Omnichannel value proposition with clear investment and
return criteria, detailing demand, capability and impact
Omnichannel driven strategy developed, with adoption
and impact tracking

7.2

16.8

Multichannel strategy is evolving, and includes customer
focussed digitalisation plan
No formal strategy defined, minimal cross channel
functionality

54.1

21.9

How well defined is your channel
strategy?

n= 1016

How well developed are omnichannel strategies?
Despite huge intent, just 8.4% of organisations have all channels connected – no change from 2017.
Those with channels are
connected – a more achievable
reality – are up from 21.9% to
30.7%, and those with none
have dropped from 23.9% to
15.4%.

15.4

No connection between channels
4.8

45.6

Limited connection between channels
7.1

Now
Within 2 years
30.7

Most channels connected

36.4

All channels connected

8.4
51.7

What best describes your
omnichannel strategy?

n= 884
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Digitalisation
The pressure to respond, and thrive...
For 79.0%, improving customer experience remains the
leading driver behind digital transformation.
Customer demand for digital comes next, yet 56.9% say
that customer awareness of solution is the #1 challenge
hindering customer usage levels.
For most, actual uptake of digital falls considerably short
of target, with resource and budget challenges as the top
issues slowing transformation.
Just 12.3% consider their digital strategy to be optimised,
more than two thirds say plans are still being developed.
Nearly 1/4 of organisations are wary of the cybersecurity
threats, and 1 in 5 are stalling due to lack of insight on
customer needs.
AI and digital integration are two of the top three factors
that will reshape CX in next 5 years.

Creating a new CX reality:
You need to understand…
but how?
Rethink: for cohesive digital
experiences across all
interaction points
Reframe: define and deliver
a digital mix that delivers
value
Promote: market, review
and refine solutions to meet
your and your customers
expectations
Digital strategy that delivers

What is driving digital transformation?
CX is still the main factor driving digital business transformation, followed by customer
demand for digital, cost reduction, and sales opportunities.

To improve customer experiences

79.0

Customer demand for digital

63.2

Cost reduction

58.4

Drive sales/business growth

52.0

Customer analytics/business intelligence data

42.1

Competitor pressure

40.5

Access to new technologies (e.g. proactive
automation etc.)

36.2

Increased speed to market

30.6

Losing relevance in the marketplace

23.6

Regulatory adherence

Other

There’s a 57.0% increase from
2017 in listing competitor
pressure as a reason.

12.1
2.8

What are the main factors driving
your digital business transformation?

n= 882

What challenges slow digital transformation?
Resources and budgets are being stretched by digital transformation; nearly a quarter
are concerned about cybersecurity threats.

58.4

IT capability/resources

36.3
53.7

Budget

34.6
48.1

Legacy systems/poor integration

32.9
30.1

Lack of digital strategy

26.9
29.8

Silo management (ownership unclear)

16.6
22.7

Executive sponsorship of business case

2018

18.7
22.3

Cybersecurity threat

2017

14.9
20.7
20.6

Lack of insight on customer needs
13.2

Fear of making the wrong decision
Other

Low awareness of customer
needs and fear of making
the wrong decision are also
challenges.

6.6
13.6

What are the key challenges slowing
your digital transformation?

n= 873

What factors are affecting customer usage of digital channels?
Customer awareness is the main factor affecting the adoption and use of digital
channels.

56.9

Customer awareness of solution

48.1

30.0% indicate solution
functionality is not meeting
user needs; 31.4% say
customers prefer nondigital channels.

35.1

Poor user interface/experience

49.7
31.4
28.8

Customers prefer non-digital channels

30.0
30.4

Solution functionality doesn't meet customer needs

2018
20.9
19.0

We are not active on the customers preferred channels

18.2

Response times too slow
Other
None of the above

2017

12.9
7.0
6.1
8.0
12.4

What are the main factors affecting
customer usage of new digital channels?

n= 828

What are the most popular channels by age group?
Social media and smart apps are the top channel choices for under 25s. Customers aged between 25
and 34 prefer a spread of email, smart apps and instant messaging.

Under
25 years

Percentage

Between 25
and 34 years

Between 35
and 54 years

Over 55 years

Social media

1st

32.3

4th

15.8

6th

1.7

4th

0.8

Mobile application

2nd

27.1

2nd

22.3

3rd

5.8

4th

0.8

Instant messaging (incl. SMS & web
chat)

3rd

18.1

3rd

20.4

4th

5.4

6th

0.5

Telephone

4th

10.3

5th

15.8

1st

51.1

1st

90.0

Email

5th

6.6

1st

22.6

2nd

34.2

2nd

6.6

Virtual assistant/AI (i.e. full
automation)

6th

5.6

6th

3.1

5th

1.8

3rd

1.4

Appetites for virtual
assistants (AI) are low
but expected to rise once
the technology has been
tested and proven to be
functional and is more
widely available.

Which contact channel is most
popular with the following age
groups?

n= 652

What are the most popular channels by age group (Australia)

Australia – larger Messaging for < 25yrs

What are the most popular channels by age group (Australia)

Financial Services – larger Mobile app for < 34 yrs

How do actual channel volumes compare with the desired split?
Organisations seek an even split of interactions across channels, but the reality falls considerably
short of targets.
The uptake of digital channels has
stalled, largely due to poor design,
deployment, and management, and
telephone is by far the most-used
channel (64.7%).

2018 Desired

2018 Actual
13.9

Telephone %

33.4

37.4
Assisted-service %

21.4

Automated channels %

64.7
29.2
What is your actual versus
desired split of interactions?

n= 627
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Robotics and artificial intelligence (AI)
Automation – core to the future of CX operations
Fully automated robotics and AI set to surge. 88.3%
anticipate robotic automation and AI volumes to increase
during the next two years.

71.6% believe that up to one quarter of CX activity
currently supported by agents could be fully automated.
Top benefit of robotics and AI expected to be
improved CX.
Costs and cybersecurity vulnerability top risks/fears
associated to AI and robotics. 45.0% have lingering
concerns it could create negative customer feedback.
As a result, some 80.3% of organisations are expecting
technology budgets to increase; conversely 55.1% expect
headcount employed to fall.

Creating a new CX reality:
You need to understand…
but how?

Develop your automation
strategy balanced and
designed with the human touch
Optimise your CX operating
model

Encompass cultural adoption
of automation – EX and CX

Harmonise CX to improve

RPA = Robotics Process Automation

CX Robotics

2
Agent Assistant /
Knowledge

1 Virtual Assistant /
Chat-bot

3
Agent initiated
RPA
CX fulfilment
RPA

4

What are the benefits of AI and robotics?
Improved CX is considered the top benefit of introducing robotics and AI.
Organisations also seeing AI
opportunities in customer
analytics and business
intelligence.
Improved customer experience

67.6

Cost reduction

45.4

Customer analytics - detailed data capture

42.8

Better business intelligence (i.e. machine learning)

36.7

Improved accuracy/quality performance

33.4

Improved employee experience (e.g. removal of mundane tasks)

23.0

Risk reduction

11.8

Easier scalability

10.3

Improved compliance

10.0

Increased speed to market

8.1

Reduced training requirements
Other

6.9
3.0
What does your organisation consider as the top
three benefits of AI and robotic automation?

n= 788

Realistically, how much agent-led CX activity will be automated?
One-third believe 11% to 25% of agent-led CX tasks will become automated within the next
two years but most say under 10%.

1-10%

38.9

11-25%

32.7

26-50%

17.5

51-75%

76-100%

Just 10.9% believe more
than half of agent-led CX
activity will be migrated to
robotic automation and AI
in the same period.

8.4

2.5

What percentage of your CX activity, currently supported by live agents, do
you realistically believe will be fully automated within the next two years?

n= 759

How will digital transformation (incl. robotics) impact operating models?
In line with an increasing reliance on digital channels, 80.3% of organisations forecast a rise in technology
budgets.

Technology budgets will …

80.3

Role complexity will …

15.0

65.4

Overall CX budgets (total cost to serve) will …

48.3

18.5

24.6

4.6

16.1

While 55.1%
expect headcount
to decrease,
65.4% say the
complexity of
agents’ roles will
grow, and 45.0%
say salaries will
need to increase.

Increase

27.1

Stay the same

Decrease
Employee salaries will …

Headcount employed will …

45.0

7.1

37.8

47.4

7.6

55.1

How will advancing digital transformation (incl. robotics) impact
your operating model in the next two years?

n= 732

What AI and robotic solutions are in place and/or being planned for
the next 2 years?
Of the organisations that have either deployed robotic automation or AI, or have it on their shortterm horizon, 81.5 % will deploy Virtual Assistants and 71% expect to deploy RPA.

AI virtual assistants/bots

81.5

Robotic process automation

71.0

AI machine learning

69.9

Proactive automation

69.6

Internet of Things (IoT)

55.8

Voice control/command systems (Siri/Alexa)
Virtual/augmented reality

AI machine learning and
virtual assistant bots are
forecast to triple in the
next two years

54.5
47.6

Users: What elements of AI and robotic automation do you have
in place now and/or will be available in the next two years?

n= 455

Managing digital and human resources
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Customer analytics
Data to reshape CX: A dynamic, proactive elite has emerged
Analytics is voted the top factor that will reshape
the CX industry for the fourth year running, and is the #1
technology trend being prioritised by CX teams.
Just 13.5% say analytics capability is optimised
and informing business decisions.
The majority (75.9%) of CX teams are unable to see the
big picture, as limited analytics systems make it difficult to
get a cross-channel view of performance.
27.5% of organisations have access to context that directs
relevant customer engagement across all core channels.
72.7% of organisations use CX intelligence to inform
product and service transformation. Yet CX
personalisation techniques remain mostly reactive and
manual.

Creating a new CX reality:
You need to understand…
but how?
Informed strategy: use
customer intelligence to make
decisions that generate
positive change
Eradicate data gaps: establish
consistent measures of CX
across interaction and channel
types
Predict and adapt: proactively
refine analytic solutions to meet
the business and customers
evolving expectations
Differentiate with context led CX

How are analytics used to provide a consolidated view of CX?
The majority of CX teams are unable to see the big picture, as limited analytics systems make it
difficult to get a cross-channel view.

Realtime data analysis across all channels and
interactions (providing customer journey and
commercial performance insights
Data analysis performed across all
channels/touchpoints (via integrated technology
platform/CX dashboard)

Inconsistencies in data
configuration compound
the problem of having
multiple data systems.
5.4

18.8

Limited cross channel/touchpoint data analysis

No overall cross channel/touchpoint data analysis

51.6

24.3

How do you use analytics to provide a
consolidated view of your customer experience?

n= 766

How is information used to drive context based customer engagement?
27.5% of organisations have access to context that directs relevant customer engagement across all
channels or core channels.

Relevant context and advice is available across all
channels in real-time

Relevant context is provided (based on active and recent
interactions across core channels)

26.8% have no
way of providing
immediate context,
so in effect will
have to treat each
engagement
broadly.

5.2

22.3

Partial context is provided via available access to past
customer engagement history

No immediate context is provided (access to past
customer engagement history is limited)

45.7

26.8

How is information used to drive relevant
context based customer engagement?

n= 757

What customer data do organisations collect?
Data collection levels continue to rise, with information being sourced from an everwidening range of channels.

80.8
79.2

Voice of the Customer feedback (incl. complaints)
52.9

Customer journey data/transaction

28.4

Customer journey data has seen
the greatest growth, and there’s
also been a significant increase in
the collection of demographic
data, up by 32.6% from 2017.

51.6

Demographic

38.9

Customer product holdings

48.1

Web usage (incl. social media)

47.5
44.2

63.6

2018

43.6

Customer value

36.4
14.8

Connected device and sensor data (e.g. IoT)

9.3

11.3

Other
None of the above

2017

7.0
3.1
1.8

What customer data do you collect?

n= 777
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Technology enablement
CX transformation: Widening gaps in technology readiness
An average of 31.0% technology systems aren’t meeting
current needs; while 77.7% say existing technology won’t
meet future requirements.
Ability to integrate and total cost of ownership are the
top factors when deciding on new technology systems.
Legacy systems remains the top challenge
Just 42.3% of CX teams are fully involved in the design
stage of technology decision making process.
Cloud infrastructure deployments have grown by 36.1%
and some 71.7% of organisations will be leveraging cloud
solutions by 2020. Hybrid models the clear preference.
Cybersecurity concerns are high, with 81.2% saying
systems won’t meet future needs.
AI now a top five CX technology trend. Analytics has
risen two places to become top priority technology trend.

Creating a new CX reality:
You need to understand…
but how?
Sourcing strategy: ability to
program legacy, cloud and other
emerging technologies.
Aggregation and integration:
beyond platforms, the need to
connect as-a-service point
solutions.
Balancing agility with
stability: transforming while
maintaining uptime, reliability
and cybersecurity levels.
CX needs a common business vision

What challenges are affecting CX technology systems?
The top five challenges affecting CX technology systems remain unchanged.

Legacy systems inhibit flexibility/progress

54.4

Securing budget/costs

50.1

Integrating multiple technology systems

50.1

Ability to customise

32.7

Skill shortages (i.e. on emerging
technologies)

25.5

Focus is on maintaining business as usual

22.8

No common strategy

20.7

Cybersecurity threat

12.9

Fear of making the wrong choice/committing
too soon
Other

A quarter (25.5%) cite
skill shortages as a key
concern; more than a
fifth (22.8%) say their
main focus is
maintaining business as
usual.

11.2
4.5
What are the main challenges affecting
your CX technology systems?

n= 734

What factors impact decision-making on new technology
systems?
The ability to integrate with other systems rises two places to take top spot as a factor considered
when deciding on new technology systems.
Ability to integrate with other systems

64.0

Total cost of ownership

47.7

Ability to customise the solution

36.7

Validate the return on investment (ROI)

33.1

Security

25.9

Operating expenditure (OPEX) pricing model

23.9

Pay for what we use/consumption model

20.1

Support and maintenance package

18.3

Relationship with IT partner

15.8

Evergreen capability/future proof of new…
Other

Being able to customise
solutions has moved up
from seventh to third
place, followed by
validating return on
investment.

9.4
2.9
What do you rate as the top three most important
factors when deciding on new technology systems?

n= 727

Where is CX technology infrastructure located?
Cloud infrastructure deployments grew by 36.1% in the past year and on-site systems have
fallen in tandem.

Onsite - your technology located at your site(s)

52.8

Offsite - in a data centre leased by you

Cloud - private infrastructure

14.8

15.7

As the momentum for cloud
gathers, 71.7% of
organisations will have
some form of cloud-based
solutions in the coming year.

12.6

11.4

Now

21.7

Within 1 year
Cloud - shared or public infrastructure

Hybrid Cloud - mixture of above

6.0

14.0

15.0

36.0

Where is your CX technology
infrastructure located?

n= 721
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Employee experience(EX) and workforce optimisation (WFO)
Harmonise automation with high impact engagement
Analytics voted #1 factor positively impacting WFO in last 12
months. Re-thinking operating model and structure was #2.
Agents recognised as difference makers, yet two in five
organisations fail to measure employee engagement.

Creating a new CX reality:
You need to understand…
but how?

Relationship between CX and employee satisfaction the
top factor reshaping organisational cultures.

Create employee experiences
that encourage productivity

50.9% recognise the need to evolve if they’re to recruit and
retain talent. 41.5% addressing growing employee demands
for better work-life balance.

Harmonise automated solutions
to optimise cultural change
strategies

56.6% offering flexible working and 52.8% reviewing
workspace environment to meet needs of evolving workforce

Analytics critical to inform and
validate successful business
transformation evolution

E-learning now the most effective training technique;
deployments have more than doubled in last 2 years.
Engage and analyse to optimise

What are the main drivers of culture change and new working
practices?
The relationship between CX and employee satisfaction is the main factor reshaping organisational
cultures.
Employee satisfaction impacting and improving CX

62.2

Need to recruit and retain talent

50.9

Availability of new technology and tools

43.9

Employee demand for greater flexibility (e.g.
better work-life balance)

41.5

Need for productivity gains

39.4

Cost-cutting/financial considerations

29.8

Need to facilitate collaboration across groups

26.1

Generational shifts in workforce

23.1

Management/board-level push

19.7

Environmental policy
Other

One-fifth say their
cultural evolution is
being driven by
management or the
board pushing for
change.

11.6
6.3
What are the main drivers of new working
practices and/or organisational culture change?

n= 701

What strategies are used to meet evolving workforce demands?
Organisations continue to open up to new, employee-centric operating models.

Flexible working

56.6

Workspace environment

52.8

Remote working

42.1

Management techniques being adapted

40.1

Attract techniques/training approach

33.0

Office location

31.4

Recognising a need for immediacy
Not taking any specific action
Other

Four in ten have recognised the
need to adapt management
techniques for the evolving
workforce; nearly a fifth
(18.3%) acknowledge a growing
demand for immediacy in
communications.

18.3
9.4

6.8

What strategies are you applying to meet the
demands of today’s evolving workforce?

n= 703

What workforce management functions are being used to
optimise performance?
Resource management systems continue to be widely neglected on assisted-service channels.

Contact volume accuracy (actual versus forecast)

84.0

Staff scheduling (alignment of shifts to contact patterns)

78.9

Time-management (incl. schedule adherence)

76.7

45.2

The absence of measurement
has a negative impact on CX
and the uptake of new channels,
as inefficiencies affect the user
experience.

47.2

41.9

Telephone
Assisted-service channels

Resource level accuracy (actual employed versus forecast
needs)

None of the above 6.7

72.5

41.9

33.1

What workforce management (WFM)
functions are in use to optimise performance?

n= 356

Which operational performance measures are used?
Rank

2016

2017

2018

First contact resolution (FCR)

1

4

1

CSAT/CX performance

2

3

2

Net Promoter Score (incl. positive referrals/feedback)

6

6

3

Average response times

3

2

4

Quality control/process adherence

5

5

5

Sales performance (incl. customer value/leads generated)

8

7

6

Workplace productivity (incl. efficiency)

4

1

7

Budget performance

9

10

8

Employee experience (EX)

7

9

9

12

12

10

Not asked

Not asked

11

11

11

12

Not asked

Not asked

13

Self-service completion/usage
Customer retention/churn
Other
Agent attrition

First contact resolution
returns as the top-ranked
operational performance
measure, while productivitybased metrics drop below
indicators related to CX
performance.

Net Promoter Score rises
from sixth to third and
solidifies its reputation as a
crucial performance driver.
What are the top three metrics
used to measure operational
performance?

n= 694

https://hello-global-ntt.insightnow.co.uk/2020/?t=DDAU
Please participate
in the 2020 CX
Benchmarking
report survey!

michael.slip@dimensiondata.com
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