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Purpose and Scope

This deck provides the Ul, user experience and usability wherewithal to engage
customers and potential customers and provide optimal agent-facing solutions:
Presales, POC, Improvement, and Implementation.

It is based on a vast repository of customer engagements, design UX and usability
work, which is best encapsulated in our success with [CSP Namel.

In addition, a comprehensive map and links to training material is provided in the
“Training and Reference Material” section while for convenience, a summary of
UX/Usability activities and services is provided in the “UX Activities & Services” section

This deck is for purposes of awareness, reference and training
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Introduction and Background

Congratulations, [CSP Name]!

[Solution Name] has now been rolled out to 14,000 agents, with a total of 22,000
agents expected to be using it within a year. AHT (Average Handle Time) is
actually about 57 seconds better than they [Company Name] predicted it would
e in their business case.

[Solution Name] is definitely a nuke for [CSP Name]and provides a quantum leap
for our agents and customers
[CSP’s CTO Name]

Note: 2015
The solution was productized and rolled out to tens of CSPs worldwide and used by > 500K agents. It
1S the baseline for the new version release
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[Solution Name] — from [CSP’s Name] Perspective

Agents are staying in [Solution Name] and are not automatically switching to [Old
App Name] when they encounter new or difficult situations. This is a good thing!
Agents are showing excitement as they use [Solution Name] and delight in
discovering new functionality, actively sharing [Solution Name] stories and
discoveries with each other

Actual agent quotes:

Was this system designed by agents?

iCare improves my performance by 220%

The system is just wonderful

...you could have not done it better

Swaps are so easy

Anyone can change a plan now

| can’t mess this up

It does all the work for you

It told me what to do next

That WAS easy

This is awesome (completing a price plan change)
Do not make me go back into that dreaded [Old App Name]
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[Solution Name] Results

Improves the customer experience because agents can answer
customer calls faster, resolve service issues on the first call and
significantly reduce errors

Provides a single and intuitive interface for managing all customer
interactions

Provides contact center agents with the right information at the right
time

Makes customer-facing process much more efficient and faster
Improves efficiency of handset swap process by 68%, cutting screens
by 50% from eight to four and clicks from 13 to 6

Increases price plan change efficiency by 72%, cuts screen numbers by
50% from 10 to 5 and clicks from 27 to just 9
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Good Usability Is Good For Business

Today, we know what we assumed and suspected then...

Customer Experience Depends On User Experience”

Usability improvements for internal applications correlate to improved
business outcomes. We tested this correlation using a Forrester survey.
Results showed that improving the customer service agent experience
has a direct result on the service outcome:

V  46% of respondents said this correlation held true > 80% of the time

V  47% said that this correlation held true between 50% and 80% of the time

V 1% said that there was no correlation between a good agent experience
and service outcome

* Forrester: Improving The Agent Experience Helps Move The Needle On Customer
Satisfaction - 2011, Study commissioned by Amdocs
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Correlation between Agent Experience and Customer Experience

Choose which statement best describes your ability to correlate an improved agent experience to
better customer satisfaction? We can correlate a good agent experience to good customer
satisfaction ratings:

Less than 50% of the time . 6%

Thereis no correlation between a good agent
experience and customer satisfaction

This correlation is important and drives quantifiable business results that explain why comp:s
are focusing on improving the agent experience as one of their top goals for contact centers
move the needle on the overall customer experience

XDesign Consulting

driven by experience



Contact Center Agents — Major Challenges

Thinking about your contact center software, what are the 3 most important challenges that your
contactcenter agents face? (please pick and rank your top 3 challenges from 1(most important) to
3 (third most important))

1 Mostimportant ®2nd mostimportant Jrd most important

Agents don'talways know where to find the
answerto a customer's request

Agents need to use multiple screens to find the
information they need

The screen layout is notintuitive, leading to
high rates of agent emors

Agents need to rememberthe order that
applications need to be accessed o resolve a

customer's request

Agents do nothave relevant customer history
information

Training takes too long for agents to become
proficient

6%

IR
7%

W o
o [
0

i
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Some History... Where it all began
CSP Name] was very unhappy with [Company Name]...

- A "/“.

A [CSP Name] agents were using [Old App], which was / )’ \
a customized CRM for web client. - &
It was slow, cumbersome and unintuitive! \ Y

A Most of the agents’ work was being performed in .
[Old App] which was launched in context from [Old App] /

A Agents would typically have multiple applications running simultaneously — even up to
23 applications! ‘Bouncing around’ between apps and copy/paste was the order of the
day. And these apps weren’t even in synch with each other!

A Complex flows like price plans swaps for multiple subscribers were error prone and
were labor intensive requiring a steep learning curve

A Money was being lost in unnecessary high average handling times, many call transfers
instead of high first call resolution, lack of integration, too complicated, lack of system
guidance & automation, high training costs, dissatisfied agents and an outdated user
interface

They needed to move forward “ahead of the pack”, but were losing faith...
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> Not intuitive: data ariven and not task ariven
e Ul, expensive to train and maintain

omplex business processes cost prohibitive

mation negatively impacted call center KPI's

not considered appropriate platform

over and training costs

) change and maintain

eens (Visual “noise”, extraneous information, not scannable)

nce is not a simple, uniform, seamless, integrated experience



/ Important Lessons Learned

Be Prepared! UX Infrastructure
First impressions open the door! Business PoC
UX “Tiger Team” “Peopleware”

Presale Activities Presale

Usability metrics driven business case Business Case

Users: the highest authority on application usage Site Visits

Design & Usability Integrity and Validation Design
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#1: Be Prepared

V' When first engaged, we decided to use a high-frequency, existing end-to-end
(E2E) flow - Swap Equijprment, and demonstrate our proposed solution in the form
of a detailed proof-of-concept

Scenario-driven: The E2E flow is the unit of measure (UX perspective)

V ‘CRM Usability’ was product managed by CM PdM (Mark Weinberg) and a
CRM Usability PRD including Design Strategy,

Framework and the desired end-state was complete

V' Design and UX methodology for improvement projects was also in place
including applicable design processes and artifacts: deliverable templates,

tools, stencils, references, etc.
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#1: Be Prepared — UX Goals

UX Goals reflect the tagline:

Meaningful Actions in Context

1. Context - Customer Centric
Agents must focus on customers and customer requests
- not on applications

2. Action Driven
It should lbe obvious to agents what to do, and how to do it, in
order to address customer requests to the satisfaction of
customers

3. Simple and Intelligent

The FE solution should be as simple as possible
Which would imply that it be as intelligent as possible
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#1: Be Prepared — UX Strategy in support of goals

A Frequency of Use

V  Design for the probable case of use; Provide for the possible case of use

A Simplicity
V  Most direct, obvious, intuitive customer interactions (optimal visual affordance)
V  What You See Is What You Need (WYSIWYN) — where and when you need it!

A Knowledge in the System & Automation

V  Use knowledge of customers ; their equipment, history, usage, behavior patterns, needs and
expectations to anticipate and offer agents appropriate and relevant responses and choices
\ Represent business priorities and rules as part of a “built-in” solution

A Encapsulate the Real World

V  Approximate/Validate the needs & expectations of real customers

\ Real-world scenarios and most frequent/important flows

A Flexibility, Resilience & Scalability

V  Reuse of framework, structure, components and patterns
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#1: Be Prepared — UX Tactics

Strategy to tactics
Ul Framework Actions In Context
Visual Enhancements Information Architecture

Structural Enhancements | Customer Centric (Toolbar2Toolbox)
Navigation Optimization Task Driven (Reason1/2 Optimization)

Desktop Consolidation Guided and Optimized Flows
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#1: Be Prepared — Ul Framework meaningful actions in context

‘ CONTEXT: Customer Centric Information Panels

The ‘Heart’ Of The Paradigm:

probable Customer Centric Context
actions
ﬁ Interacting with
meaningful : : -
in context Action Driven Navigation
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#1: Be Prepared — UX Improvement Process

1.Discover . Analyze 3. Improvement Plan

A Observe A |dentify Issues

A Elicit Information A |dentify Opportunities Best Practices
A Survey & Study A Establish Business Case Innovation

A Needs & Requirements A Abstract Prototype

6. Validate (Applicable throughout)

Validate
ALL stakeholders

5. Prototype . Design
lterate

{\ Concept Ul Design
S

Solution Interaction Design

Screen Design UX/Usability
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#2: First Impressions — Business PoC

The initial prototype reflected the framework, structure and behavior, but was aimed at being fully

implementable - factoring in things like technological constraints, business requirements, etc.

BIG MISTAKE!

“[CSP Name]don’t want to know what we can’t do; they want to see what we
can do” “Make it screamingly simple!”

You only have one shot at ang® thatend,docuyg MUST

be placed on the desired end-state (within reason) and NOT on known constraints

The lteration of initial prototype was a big success and was compelling
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#2: First Impressions — Showcase the End State

“business prototype”) conveys the concept,

framework, behavior and ‘look & feel’ > WO W/

V' It must showcase the framework/paradigm and " r
it must include at least one frequent end-to-end A h

task (from caller ID to wrap up)

\/ The initial prototype (sometimes called the jw \J L

V' The initial prototype must be accompanied by a presentation and supporting
work products that demonstrate the expected efficiency increase between the

current system/s and the proposed solution (before vs. after)
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#2: First Impressions — Demonstrate ROI

Expected efficiency increase (AVG) of 5 most frequent care scenarios 61 %

ALL TASKS - Summary
Increase - Efficiency
Current to Recommended

61.0%

37 Steps 63 Steps 39 Steps Decrease - GOMS Time
T9.8% average visibility 50.4% average visibility TT.7% average vigibility Currrent to Recommended

GOMS GOMS GOMS

1 minute 40 seconds 2 minutes 18 seconds 1 minute 43 seconds 25.3%
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#2: First Impressions - POC for Simple E2E Change PP Flow

Application Centric Customer Centric
171 Screen Changes O Screen Changes
2 Systems 1 System

17 user actions 10 user actions

Intuitive

Cohesive

Action Driven

System Guides the User
WYSIWYN

Not Intuitive

Not cohesive

Data/Object Driven

User Guides the System

Far too much extraneous info

< <K<K

Help Peter Newton logged in | Logout

Ve Version 5.2 Buid 163 -~ crovolt nterne Explorer srovided by Sorit Nextel
Cesle Sewch  Woow  Actors  Widows ¢ Fle Connect Create Search

SearchPT[ Sprint cim

samocsasensh [0 .
. & =

Workflow  Actions

o
Soft
Phone

BAN/BCS: | 113591592
Jennifer Brown

Contact:

421 saratoga Avenue
San Jose, CA 95129

Advanced Search ¥

@ M EEIREE RO w0 Crtpe I G Corvct e[ ALERTS 5 s

Nt e Ve . v

Services & Equipment Rate Plans Billing & Charges |

Contact within Iast 5 days

Account Information

Code Descrgton RC_Tarms F&F Type Sharo Typs Sia
Qpen Cases
10 SecondLinePeyAs YouGo 5900 o3 -
Y* PastDue
= Pay Risk
Current Interaction £

Status/Reason;
Interaction Details ¥

Billing Name: SSN/Tax ID: 2 | Active Sub

Biling Addeass: Root: Special Inst
AsL
Close Day:

Preferred Communication Method: A

S

(_Recent Notes |
Topic: Activity Creato Dato

subtopic: (EEENED RN 1/30/20098:10:28

$12.99 Monthy Service Charge 200 Anptime Mites Inchided #3 svstem Notes v e Offline Suppart
| Change Price plan 4
Ntionmige Long Distance.

Swap Device [ Notes

Add/Remove Services t, Phonetos

View Bill and Charges
I Show Seles Expired Price Plans. PP e Dated 95052000

> ) Notes
= _sewo | mot | _zen | st | oece | oo [[The ] e | Update cusomeritormation. A
o

Make a Payment

Manage a Problem

Wkt NXT Opesator 300083 FSODRT (CASO3) Server” ATLSPRUATOR™ athwise
Open Windows | ) [WAY Folders.

SeriptPlaver | Launch Save and Keep working Wrap Up

g
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#2: First Impressions — The Wow effect

Eile Connect Create Search  Workflow Actions Help Peoter Newton logged in | Logout

Sprint Cim
BAN/BCS: 113591592

Contact:  Jennifer Brown

421 saratoga Avenue
San Jose, CA 95129

Rate Plans Billing & Charges

DOMA NAL X7674404301 1@ SPRINTPCS.COM

Resource Type: Cotiior

SIM/IMEIJESN: 25403789323 s 25403789323
- [ Lost/Siolen

WinMax Mac 1D:

Manufacturer: 2 e

26_3G_dusk: g wiew [T IR

Topic Filter

Toplc 2
Resource 2 TN: | 228-343-95
Subtopic
Resource Type. Cellutor Dealer
SIM/IMEIJESN: 25403789323 MSN 25403789323
Add New [quipment Lost/Stolen Lost/Stolen
Add/Remove Services WiMax Mac 1D itemiD
Change Price Plan Manufacturer Mode
Make 3 Payment 2G 3G dus adald
View Bill and Charges

Manage a Problem

Open Windows My Folders
Soript Player Lavnch
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Lesson #2: First Impressions — The Wow effect

File Connect Create Search Workflow Actions Help Peter Newton logged in | Logout
Sprint cim 7 -
2 BAN/BCS: 113591592 | & o & =
o . SN: 1008 2™ li Bill Amt;  $ 127.77
| O 5 - Contact: ' Jennifer Brown Eq"'p_su W ﬁmm :;:;:“mm : 0000
2 Services: Wirslass Access Unlimited N&W Total Due: $287.23

421 saratoga Avenue BC Card Access 08/08/2010 Due Date:  07/15/2009

CENES o San Jose, CA 95129
l Rate Plans | Billing & Charges

Advanced Search ¥

L T

\ Contact within |ast 5 days

BAN Information BAN Scores

Account Type: & l

Corporate Desc: ’ Eh Risk i
Value Buy urn Ris Pay Risk

Status/Reason:

\ Open Cases
\ Past Due

»

Current Interaction

Interaction Details ¥ A
Billing Name: SSN/Tax ID: Active Sub

Notes - :
Billing Address: Root: Special Inst
System Text: . ] AsL

User Text: Close Day: ] Mso

State w . ZIP Preferred Communication Method: v

Topic Filter Recent Notes |

Topic: (Y Activity Create Date Description

Subtopic: — Phone log 1/30/2009 8:10:28 Incoming callContact Phone: 555-787-843: Wanted more info on hardware

System Notes 1/23/2009 09:12:40 ® Past Due Balance quoted. Customer bypassed authentication. Reason: Offline Support
Change Price Plan

Swap Device Notes 1/12/2009 10:45:06 Manager review Notes: For internal use only! Internal notes about Jennifer

A m i
dd/Remove Services Phone log 1/09/2009 13:19:36 ® Incoming call Contact Phone: 555-787-843: Email configuration support for BlackBerry Curve

View Bill and Charges

Manage a Problem Notes 1/03/2009 15:11:54 Customer want to try out device for 10 days before changing PP.
Update Customer Information System Notes 1/03/2009 15:10:21 ® Upgrade Device from Samsung Rugby to BlackBerry Curve
Make a Payment

Open Windows 7 ' My Folders v/

Script Player ¥ | Launch Y
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#3: UX Presale Tiger Team

A “Tiger Team” that could be trusted was put together for this mission-critical task
that required excellence, integrity, professionalism, speed, creativity, innovation,

risk-taking and

above all, rich hands-on experience and domain s -~

knowledge. ’* {,L_\
] -

UX “Tiger Team” members remained with the project N ale

beyond the presale (Functional & Business Requirerments
sessions, Impact Assessment Docurnmentation, Ul Desigr)

and worked as part of the account delivery team

In addition, training on the job between Design and Delivery

provided developers with Ul/Screen Design tools and skills
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#3: Anatomy of a UX Presale Tiger Team

Customer App Dev
IT/Business Account Team Team

Description

The “glue” that holds everyone together and to the customer
Enables, ensures and inspires the realization of objectives

Business & Functional Requirements; Customer study

PdM Input to [Company Name Virtual Agent & Predictive Analytics]

Design Concept, Customer/User Study. New solution, analysis, design, flow

Design/UX optimization, medium fidelity Prototype

Working POC

Architect/SE Platform , automation, process management, high fidelity prototype

Eliciting, gathering & analysis of data and information, call log analysis,
diagnostics, inferences for predictive analytics

Usability
Business & Functional Requirements, BP Flows and alignment between

Business Analyst Customer & [Company]
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| essons Learned #4: Presale Activities

Output/Presale Deliverables

[CSP Name] were interested in our initial proof-of-concept and wanted to proceed. We
requested that they formulate twelve detailed end-to-end scenarios (“ 7o Be Scenarios’) from

inbound call to wrap up for different agent types. We agreed to the following:

V 4 Scenarios would be developed and presented on our demo environment —
connectivity and all!
V 8 scenarios would be presented in 8 Ul documents (“white papers”)
A Detailed screen designs per scenario
A Task Flows / Screen Flows
V Presentation and worksheets that demonstrate expected efficiency increase
between existing and proposed (before vs. after metrics) for all 12 flows
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essons Learned #4: Presale Activities

Example Scenario: Adding Services - Multiple Subscribers

Customer calls in to add Any Mobile Any Time (linked SOC), Mobile To Office, 6PM Nights and weekend,
and 200 Overage Relief Minutes for 1 month (BOGO SOC Back-dated); Lost Stolen SOC also needs to be
removed on one of the subscribers - Customer is currently on Shared Plan - Everything Data 1500 - with 4
subscriber.

1. Authenticate call
2. Are there any Urgent Account Naotifications (This example should have a HPN)
3. Agent must check the Repeat Call Indicator
4. |dentify transaction to be performed (SOC Changes)
5. Agent checks for Add on Services Offers - (In flow of selecting Add on's, offers will be displayed to the
Agent. If selected the offer should be automatically applied, and should be dispositioned)
6. Make SOC changes on 4 subscribers
a. Any Mobile Any Time added to all 4 subscribers
b. Mobile to Office to all 4 subscribers. (Add the M20O numbers)
c. 6 PM Nights and Weekend added to 2 of the 4 subscribers
d. 200 Overage Relief Minutes for 1 month (Always Backdated) added to 1 subscriber
e. Remove Lost Stolen SOC from one subscriber
7. Check Next Bill Estimate
8. Note account
9. Wrap up and end call
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Lessons Learned #4: Presale Activities (Input)

Ideally, site visits aimed at observing agents at work and eliciting information is desired as
part of the initial input. However, [CSP] first needed more confidence in our proposed

direction and solution.

Due Diligence (receivables)
V' Study of current system and applications
A [CSP Name] walked through their 12 detailed scenarios
A We received recordings “click-throughs”, screen captures and
relevant documentation
V' Operational Statistics
A Inbound calls by reason codes (for a 2-month period nationwide)

A Call Frequencies, Transfers, Volume
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L essons Learned #4: Presale Activities Deliverables

Each of the 12 “To Be” scenarios were analyzed alongside our optimized flow (Use Case &
Task Analysis). Task Efficiency and Task Visibility were measured and compared

3. Change Price Plan

Phase 2

Starting frem the Customer Interaction Home:
The default view at the start of a new customer interaction
includes the history grid (half expanded) showing 8 records

1. Opticnally: User clicks History Type and selects a filter

Interaction Notes iz persistent in the Interaction Home

2. User enters interaction notes

3. User clicks Save

Current sView/CSM

Reason Codes (Topic 1)

~ Acct Management ~ Bill Inguiry ~ Cancellation/Deactivation
~ Equipment ~ Lost/Stolen ~ Offer Presentation

~ Other ~ Rate Plan/Features ~ Services

~ Troubleshooting ~ Not Authenticated

1. User clicks Topic 1 dropdown and selects Rate Plan/Features

2. User clicks Topic 2 dropdown and selects Update

3. User clicks CSM Launch In Context Icon (dropdown) and selects Subscriber Agreement
System Launches CSM (on first use) on Citrix Client

4. User clicks the current price plan in the Price Plan Grid (Part of the Price Plan Group in the
Agreement Tab - very crowded!’)

System opens the price plan wizard popup window
5. User filters search on Available Criteria checkbox "tree” (or clicks "Search”) to view Available
Price Plans. When no criteria are specified in the search, the current PP is defaulted

6. User selects new price plan

7. User Clicks "Next”

8. User selects additional services and clicks Insert (and related features in a grid below and clicks
Include/Exclude)

User may alzo relate the PP to a dealer

9. User Clicks "Next”

System displays Services and usage Overview page

10. User clicks Finish

System returns to the Agreement Tab of the BAN (in CSM)
11. User clicks Refresh lcon

System refreshes view and dizplays new price plan

12. User clicks the Save icon

System commits changes to DB

13. Wrap Up: User clicks results dropdown and selects result
14. User adds interaction (Topic) notes
15. User Clicks End

Recommended

Starting from the Customer Interaction Home:
The default view at the start of a new customer
interaction includes the history grid (half
expanded) showing 8 records

1. Opticnally: User clicks History Type dropdown

0.5
and selects a fitter

Interaction Motes iz persistent in the |_Home

2. User enters interaction notes

3. User clicks Save

Total Steps

Task Efficiency (EE)

6

50.0%

Task Visibility (TV)
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L essons Learned #4: Presale Activities Deliverables

Plan Fit Analysis with Price Plan Change with Payment

IVR, CTI
Authentication

Interaction Home
BAN Overview

Interaction Histary

ALERTS
Account Suspended
Past Due

Common Actlons:

- Maka Paywsaal

- View Colection Histary
- View Ell and Charges
- Change Price Flan

Comman Actlans:

- Vierw BIl & Charges

View Usane

Comman Actions:

Changa PP

- Urgent Account Notifications
- Repeat Call Indicator

Each of the 12 “To Be” scenarios were fleshed out /analyzed
and represented as screen/task flows

1
System sats

Account Suspended? Actions

R B

ra
WUsar Clicks Adert
Account Suspenced

User Clicks Make Payment

System apens FA
CwarviawiColleciions.

o

alert and

UpIETas Common

Firewncial Account (Ban)
e o o
Collectians

Atans

Mstory

&
- 1
System Papulates:
WUser clicks
BINCharges Tab/Button

—O—{]

Topic = Bill & Charges
Related comman Actions

e L

Faymeant Confimmation
Na. and System sats

User posts paymeant ACDOUNT 10 AihE

Bill
Charges
Usage

—O

Uzar ghichs.
Raie Plan Tab/Buiton

1
Systam Populates:
Topic = Rate Plan

—O—{]

System defaubs
Bulk Transaciians:

User dicks
Rata Plan and salects Btk

Rate Plans & SOCS

Fiscommented

Relaied comman Actiong.

—O—{)—

: BAN Overview
Subscriber List

Subscriber View

=Rea Pan | Group Wiew

User Filters
Subscriptions.

User Selecls
Subscnbars

Ukmr clicks
L)

o )
gy

Predefined Filters:

- By Price Plan/SOC
-PTN

- Equipment

- User Name

-
*

User Salecis FP

.
L
Lisar Fikars FPs |

PP Details

Wsar Clicks
PP Dezails

——

a
%

Selacted Price Plan

sOCs

SOGE

Optional:
Usar May
schedule
PP Change

User AddsRamaes
S00s

—D-O—b

>O—

Ad-hoc filtering

System Uptates subssiber and
prozaeds 1o nest subscribar

User Clicks Maxt

Resoures Alloeation

If Required

System:
Compatibility check

PP & SOC Summary

Subserber & 106 vs. New)

Acihmiion: af Immediate
) SchadndiFulurey

See Bulk PP
Change

Selected subs
are changed
one at a time

Bill Estimate

p| Confirmation

Messages.
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| essons Learned #4: Presale Activities Deliverables

Each of the 12 “To Be” scenarios were fleshed out alongside our optimized flow noting the
expected overall efficiency increase per end-to-end flow

9. Rate Plan Change

100%

‘
4 Steps 9 Steps hSteps Decrease - GOMS Time
T5% average visibility 51.1 average visibility T0% average vizibility Currrent to Recommended

GOMS GOMS GOMS

4.8 zeconds 16.8 seconds 5.6 seconds LIube
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Lessons Learned #4: Presale Activities Deliverables

Amdocs Customer Interaction Manager

Sprint CIM

Equipment

e Detailed screens for 8 of the “To Be” scenarios were

ESashiloNy 6T Wi Unsaved Search gl (Ol

e r—e e - Mocked up (Visio) and reviewed

e = Total of about 40 screens

Quick Actions

Flip/Flop Swap.

Amdocs Customer Interaction Manager
Resource Type: s

SIM/IMEI/ESN =
36 Vocs

Featurw Phone
Nor Routatie P

WiMax Mac 1D: Item 10: 20w SQrint cim | [(BAN/BCS | i Equipment: Palm Pre
Manufacturer

Model -
SRRt Serial No: 41

eraction Toolbox All Subscribers

Payoad Capatie
WNP_Complarce
2G_36_Dual: Possession

EEVZRREN Kcco viorking [l €nd and new |

Equipment || Billing and Charges

A\ Last Week Calls Equipment Details
Amdocs Customer Interaction Manager ‘1 OPEH Cases
Bill Due Resource Type:
Sprint CIM Equipment: ) 1 SIM/IMEI/ESN: : I
Notes 3G_Vaice
Feaiure Phone
Non Rouable [P
WiMax Mac ID: Item ID: 36 _Date
Piciure_Mail

. . Payload Capable Handset
Manufacturer: | Model: WLNP. Complaince

» - 2G_3G_Dual: Possession:

BTN Quick Actions B :

Resource Type Aip/Flop Swap equipment
SIM/IMEL/ESN: | 510301827 H Fe Phone

Lol Change Price Plan

36_Date

Picaurs i .

Payload Gapable Handsst Add Service
Code: Description: WLNP_Complarce

WiiMax Mac ID: Item 1D: Manage a Problem © intevactive vides:

dawrionds and everything in
F Manufacturer Model: Add New Equipment batween happen at the speed of BEht with Sprint
Fiip/Flop Swap equipment 26 36_oual possession Nobie Broadbend, Our BackBerry Pearl Snartphone
Change Price Plan 5 the fastest avalatie today because E's rated for
= = Sprntipeed™, Get free ShppIng and froe S:Eivation
Sl sers 8 Exvipment tiet {ssarch fesuits) 'When YO PUIChase & device with & new e of
Manage a Problem SEREoN Wy g5y Unsved Search g service ontine.
My Interaction Home

Add New Equipment m——m BT s " For this phone to werk and b

Satswith w Statswih w Satswith  w|Satswith | Soriswith w Satswih w | Serswith v Sars with Process Container il i
= retate, youl peed 3 fsn
adc-on, Sae suan et

Key Features

My Interaction Home
™ Process Container

« Previous Step [l Next Step
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L essons Learned #4: Presale Activities Deliverables

4 of the “To Be” scenarios were developed as live connected prototypes

File Connect “iew Create Search Workflow actions Help Sprint }9
™ quipment Palm Pre (PP Everything Wisg Family 3000 =t Bill &mount: $ 265.00
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Lessons Learned #5: UX Business Case

Measurable Objectives and Reliable Predictions

The UX business case is directed at demonstrating the efficiency increase and

hence, the user productivity increase.

And Ul visibility for existing systems against |

[Company] recommended solutions # M
!

Once task efficiency has been measured, it is

Applied to KPls

>
This is achieved by measuring end-to-end tasks Q
4 ,
S )
' "
(e
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Lessons Learned #5: UX Business Case

The units of measure for task efficiency

'S:.' sserriil

1. Essential Efficiency EE=100" ——

Measures the efficiency of user steps (intention/action) of a use case or task as a ratio of the
essential length (simplest, most straightforward interaction) to the actual enacted length

User Steps

Entering data into one field

Selecting a field, object, or group of items (click, double-click, drag, etc.)
Selecting a field with a keystroke

Switching from keyboard to pointing device and vice versa
Triggering an action

Selecting from a menu or menu item

Shortcut key or action via menu

Dragging & dropping

Scrolling

Mental act of routine thinking or perception
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Lessons Learned #5: UX Business Case

Where,

Sicta = total number of enacted steps

2 Task \/ISIbI“ty TV =100 * | " V; = feature visibility (O to 1) of enacted step i

Measures the fit between the visibility of features and the capabilities needed to
complete a given task or set of tasks

Visibility Rules

A Hidden =0
(Entering a shortcut in the absence of a visual prompt or cue; Choice is neither obvious nor
evident based on visible information

A Suspending =0
(Switching to another page; Launching another application, window, page, etc.)

A Exposing =0.5
(Dropdown; Menu; Right-Click; Popup; Drill-down; Opening Tool/Palette/Toolbox; Switching to
another part of the screen/page like a tab)

A Direct =1
( Direct Action, where choice is evident)
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Lessons Learned #5: UX Business Case

AHT Reduction
A The UoM for AHT is the end-to-end task time (CTI to Wrap-Up) per task
A Clicks alone are NOT a reliable, responsible UoM
A AHT = User Actions + Research & Listening + Talking + Time in Error + System Processing
A For static usability metrics, we only consider User Actions + Research & Listening
A We therefore apply Overall Efficiency to AHT/2
Example:
Given:
The AHT for making a one-time payment (E2E) in Bell Single View is 6 minutes (360 seconds)
Current EE is 62.5% Recommended EE is 100%
Current TV is 56.3% Recommended TV is 80%
Therefore:
Affected AHT is 180 seconds (360/2)
Current Avg EE *TV is 59.4%
Recommended Avg EE*TVis  90%
Efficiency increase is 51.5% (90 — 59.4) / 59.4
New Time is 87 seconds 180 - (180 X 51.5%)

Finally: AHT reduction for a one-time payment (E2E) is from 6 minutes to 4 minutes 27 seconds

Note on KPls:
- AHT applies to First Call Resolution (FCR) calls
- AHT weight is halved for Retention calls (Saved Accounts)
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Lessons Learned #5: UX Business Case

Steps
Screens 3

Task Visibility ( TV) 80%

Task Efficiency (EE) 20%

Overall Efficiency 50%

For the task: View previous bills (3 months):
Recommended is 50% more efficient than current

Note
1.  We afford equal weight to Essential Efficiency and Task Visibility: (EE+TV)/ 2
2.  We apply Overall Efficiency to 50% of AHT to calculate AHT reduction (Next Slide)
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Lessons Learned #5: UX Business Case

Operational Statistics are our guarantee!

V Inbound calls frequency by reason codes

Most frequent reason 1’s become main level panels

Most frequent reason 2’s become probable actions in context

V AHT per task
V Call Transfers (vs. FCR)
V Repeat Callers

V Call Volumes
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Lessons Learned #6: Site Visits

At [CSP Name] we conducted 7 site visits (12 days onsite and > 200 calls observed)

covering:
Care (Houston)
Account Services (EImsford)
Technical Support (Oklahoma)
Back Office (Temple)
Retention (Fort Worth)
Prepaid (Bakersfield)
Financial Services (Denver)

The essential purpose of a site visit includes:

Familiarization with agents’ operational contexts

Insight as to how current call center software application is used in production

identify potential areas where process and/or user interface (e.g. screen flow)
improvement may be applied to increase call center efficiency.

|dentify key capabilities and improvements that the next-generation of customer service
and billing products must address to improve call center performance
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Lessons Learned #6: Site Visits

Site Visit Objectives

Elicit Information from site visit (observations , Interviews & Survey)
Evaluate usability of existing applications
|dentify usability improvement opportunities ( short & long term)

Input
Guided Tour of Call Center
Meetings/Interviews with Call Center Management
Observations/Side By Sides (CSRs at work)
Call Logs
Subjective Usability Surveys
Task Analysis
Operational Statistics

Deliverables

Data Analysis (usability Excel worksheets - embedded)
Findings & Executive Report
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L essons Learned #6: Site Visits

Site Visit Work Products

Site Visit Plan and Procedure
Subjective Survey (SUS)
Usability Questionnaire
Management
Agents

Data Collection and Analysis
Call center information and KPI related data
Call logs
|dentified issues
Recommendations
Task Analysis
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Lessons Learned #7: Design: Best Practices

Ul and UX framework scales across business units

Care, Prepaid, Collection, Finance, Technical Support, Retention
Traversing from any source to any destination is no more than 2 clicks
Prototypes are driven by scenarios provided by the customer
Requirements, Functional and Design Reviews include all stakeholders
including users of the system, business, [T, etc.
A UX/Usability expert is present at all reviews
Establish feedback loop between customer implementation and product
development

One size does not fit all!
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