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Agenda

Background to mystery shopping and the Top 50 Call Centres for Customer

Service

Who are the shoppers?
Scenario generation
Questionnaires and scoring

Quality assurance

TOP ! SRt ice GfK

© 2011 GfK NOP 2



TOP;:

= CALL CENTRES

-A‘ FOR CUSTOMER SERVICE

Mystery shopping: Provides an objective measure of
performance across any industry providing business to consumer
contact and across all channels — including face to face, telephone
and on-line.

Effective mystery shopping will:

- Be representative of the customer journey/enquiry type
- Focus on the key drivers of good performance

- Understand the business context

- Provide actionable recommendations and drive change

GfK
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Top 50 Call Centres for Customer Service

5 service areas

Now in 4th year

5 service outcome O industry sectors

guestions

200 calls per organisation 100 emails per
organisation
=
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Who are the shoppers

Mostly ordinary people with no axe to grind

National field force

~-15,000 shoppers

';- ¥ [ Mystery call unit

i - Digital recording

: - UK and S. Ireland
: - 25 booths :

: - Geo-
: - Central control _
: : demographically

1§ - Cost efficient for .
: : representative

.~ 4 { right task : i
’A‘;; - Ongoing

AV Trained and tested : .
i i recruitment

: _ Trained and tested

TOP 1 CALL CENTRES
2

b FOR CUSTOMER SERVICE

© 2011 GfK NOP



Trained and tested

Shoppers are given extensive briefing instructions and have to

pass a test at 100% before they can proceed

Y

_]
* —» This'assessment is-park-of alarge projectevalugting the service received when tustomers telephone organisations to make:

enguiries, ‘sobve 'problems andfor purchase produds.
The organisation to-be assessedis shown inyISIT DETAILS € Click-on: @'ﬂn'ynur'Vlslts'Avallable)’ﬁthedu\aﬂ'Vlslts'page).ﬂ
onyour YisitsAvailable Scheduled visits:

The type'ofassessment you will bemaking s shownin ¥ISIT DE TAILS lick 'on-

page). There'are 2 types:|
1) Simple'—a straightf onward enquiry usually taking'afew minutes ‘and usually covering only one enquiry 'subject.q

Z)— Complex —slightly more involved-evaluation whereby you-will makea: more in-depthenquiry that may take-longer
than afewminutes, may require'a transfer to.another department andisfikely tainvolve a'more in-depth:
discussion covering'a number of aspects. §

+ — Follow allinstructions precisely, - Your Coversheet pravides all the information youneed regarding what ‘questions toask, how:
torrespond toany ‘questiors asked of youandwhatyourshouldexpect inthe response. §|
* -+ Assessments aretobe made by telephone OMLY, ‘Check your Cower shest tobercertain that you-are using thecorredt
telephore number. - In'some cases, whereyouhave to beran existing customer of theorganisation, you willtbe askedtouse:
thetelephone number ‘on the document ation you-already have from this 'organisation. {]
ut-a L -of+1 5 ralls 'on this project and no more than2 {which must -

+ -+ IMPORTANT —¥oumayonly carry o
be different scenarios)toany individual organisation. 4

+ = Willvary inlength'between saround S'and 30'minutesinduding amywaitingtimes . §|

Oy Tha‘fae‘is‘shuwn'in'VISIT'DETAILS'(CIick'Dn‘@‘on'your'Visits'AVaiIabIe)’ScheduIed'Viswts'page).ﬂ
+ - Yourfesincludes ary expensas incurred whilst undett aking this+assessment . §|

= F—
g ‘f'uur'Dmﬁle'\s'shuwn'on'VISIT‘DETAILS'(CIick‘un'@ nyour Yisits Available/Scheduled Yisitspage ). - Youmust fit this profile:

toundertake this-assessment, - In'some cases woumust be acustomer of ‘the-organisationyou-arecalling |

+ —+ Youmust not workfor thesorganisation youare assessing. |
+ =+ Noneof wourimmediate Family must work for theorganisation vou-are ssessing. |

© 2011 GfK NOP

- =+ 3.1 {whether <S8 spoke clearly) —the main'CSA meansthe person wha mainly ‘handled your call, »Inemost cases, thiswill
bethesame perscnwhosyourinitialkygat throught, “In'some cases, oumay be trarsferred early onvin'the-call, inwhich
case, themain'CSa would-bethe second person youspoke to —i.e. the'personwha mainly ‘handled your-enquiry. §|
'Forservice press 1, forsales —press 2 —this would ‘be-
. forenquiries about A —press1, for enquiries'
wayof routing your ‘call —with straightforward:

- = Q3.3 (IVR1avers)-an VR Yayer is a seb ofautomated options—e,
1ayer, “If, whenyougot through to'sales, ‘there was another option
about B, press 2 —thiswould'be a secondayer, “Donot ‘confuse IvR.-
recorded information messages which'you may hear at the startof yourcalor during transfers.

- = Q3.4 (VR options) —options withinlayer s aethe number of ‘possibilities Forvou toga to—e.q. if, ‘oncevou have seleded:
Framthe fir st'setof TVR layers —youtare again'givenseveral options suchras - for ‘& press'1, for Brpress 2, forC press 3, for
Dpress 4, forE presss, for £ press 6 —thiswould be more than 5 aptions in‘one layverand the arswer to Q3. 4 would be Yes. 1)

- = Q348 (VR rouke) —if there was no IVR, ‘seled Al FVR. - IF there was T¥R, always write in the form of the sslectionandthen:

a'description of the seledtioninbrackets —e.q.'1 {current account-enguiries) or* (enguiries aboukwour bill),

Page 3of &1

- » 34k (problemswith IYR)—recard this as YES only if the TVR system was clearly not working properly —e.g. it took-wau*
roundina-circleor the linewent 'dead-after you'had pressed-the VR option “ou-thought was «corred., ~If yourdoencourker
problems, ‘explain fully what happened.

- = Q34chaving to give personaldetails more thanonce )'—an example here would befvou had toenteryour account detsils
withintheautomated YR system and then had ta-give them againwhen you evertually'got through ta a C5a, Donot mark:
down if wourareasked to simplyconfirm or reconfirm+your name. q

- — Q3.6 (reasons fortranger) - only-answerYES if wourare told in -advance whyyouwere being transerred. - roushauld only
answer YESifyou ae-given areascn'—alkhoughthis reason does no:have to'bein'depth. E.g. vou would answer YESif the-
258 said— im st Bransferning vou to (e corect deoartment or Fin just ransfaring you fo someone wiho can e with

that ‘whereas youwould-answer MO iF they said nothing whentransferring vou-or simply-said* Wat one moment 1)
- =+ Q3.94whetherenquiry arewered after transfer)—you should answer YESif wouwere randerred to'someonz whotouldhelp
wouin'someway, »Thismightnotmean that wourreceived a complete answer toyour enquir —it could mean youwereasked
tocallback:orbecalled backor itcould mean that wou were giveninformation tohelpyou know where elseyoucould-get

the answer tayourenguiry., “Only-arswer MO, Forexample, the person yourgot through to-gawve youno-futher information, *

ariFwourwere transerred toendless more TwR 'or tara'dead line. - IF wou were unable togetamy further information at this:

stage —then you wil berouted-towards the 'end -of the questionnaire where wou should providea fullexplanationof exadly
what happened andwhy you wereunable boresobe yourenguiry in-any way.f|

3,10 {whether details of vour enquiry passed-on) relates o any followup callyoureceived orcal back vouhad b make.,  1F+

wou'only made onescall'—your answer will be response 3 —Nocal-backs | follow-ups. *The'enquiries ‘onthis project have:

beenconstructed so that most will be answered-in‘assingle call —so'havingto receive a followup callorhavingtocall back is*

ot fikely tohappen wery ofben.q
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Profiling

Census data allows us to select by age/gender/region/previous history and
many other attributes such as bank account held, home owner and product
holdings.

Where census data is
unavailable, we carry out

e ‘ also contains guestions on
‘shout-outs’ to the panel. E - Willingness to use real details
This is built into the Wirciaa

Our Cybershop allocation system

- Security
database. - Information that must be provided

- Assessment volume restrictions
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Scenario generation | "

Levelling ensures comparability across organisations
| Step Five

Impact on

| Step Four |: Templates ishopper or i individual
\StepThree| gpjitinto  : checked — | organisation? | scenarios
/StepTwo | Splitinto i simple Lis profile  ilsthe task i will be
| Step One |E 200 calls | customers : and 100 clear? . discarded
Completion | and 100  : andnon-  : complex  specific? :
of scenario | emails per ; customers : scenarios
templates i member ' '

GfK
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Scenario generation 11

Additional attributes and instructions added in

(30+ attributes)

| Attribute 5/

| Attribute 4/

. Data codes i Member

| Attribute 3|E Restriction

: for analysis

| Attribute 2/
| Attribute 1]

: Date of
Whether : Call/email
call to be
recorded

TOPZ
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Questionnaire

One calls version, one email version. Same questions across the board l

Based on consumer research.

20 points 20 points 20 points 20 points 20 points Not scored

TIMELY EASY TO USE RELIABLE KNOWLEDGEABLE PERSONALISED EXPERIENCE
Time to get IVR, easy to Easy to hear, Technical Softer skills, Satisfaction,
through/ understand, enquiry knowledge proactivity, perceptions,
receive email transfers resolved and ability to ownership, recommendations
response Clear email Email spelling, ~ resolve engagement

subject, format grammar and enquiry
© 2011 GfK NOP etc. accuracy 10
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Measurement elements fully defined for
objectivity and consistency

Examples:

GETTING THROUGH OWNERSHIP

If you cannot get through: Rate the CSA on whether they really made
-Wait for 10 minutes on the line — unless an effort, went out of their way to personally
engaged or otherwise cut off help you resolve your enquiry and took your
- Try again at 15 minute intervals enquiry seriously. As an example they may

say — ‘I can see this is a problem for you, let
me look into it personally and get back to
you with an answer’. Mark them down if
you felt they were only ‘going through the
motions’ or took no personal responsibility in

- Try for up to 6 attempts

7 CALL CENTRES answering your enquiry.
TOP! GfK

heg FOR CUSTOMER SERVICE
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Changes in 2011
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Based on updated consumer research

Calls:
-Timeliness — maximum points for getting through in up to 1 minute
- Easy to use — maximum points for no IVR OR 1 layer

- Whether any problems with IVR (not scored)

- Easy to use - whether asked a second time for personal details not
already provided during IVR process (1 point)

- Personalised — sincerity added to understanding & caring question
- Personalised — expanded definition for ‘thanked at end of call’
- Personalised — expanded definition of further assistance offered

- Likelihood to recommend moved to a 10 point scale (not scored)

Emails:

- Likelihood to recommend moved to a 10 point scale (not scored)

12
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TIMELY

20 POINTS Length of call
reasonable /
Through on 1%t Th h CSA full email
it y rough to a Not put on hold / o
attempt / no in 1 minute / . o response within
bl di email clarified full .
problems sending acknowledgement - 1 working day
| D : response timing
izl email in 10 mins

CALLS 10 points 2 points

EMAILS 2 points 5 points 3 points 10 points

No helpful
Cannot get messages / not
through thanked for
waiting

Points lost if: Holds not well

handled

© 2011 GfK NOP 13



R
- ﬂfﬂj’ff;’ 7 m\

///;'r'/,','__';

EASY TO USE

20 POINTS ~» Not asked for
No more than 5 details more / call backs
- than once / handled well /
CSA speaks c!early No IVR/1 layer options per IVR named staff Sl ol o
/ good English/ IVR/ no email layer / offer of ool cmanteino
clear email subject jargon further contact in ! f Dt
email \ Emal / N orma A

o -
EMAILS 4 points 4 points 4 points 4 points

Transfers not well
handled

Points lost if:

© 2011 GfK NOP 14



RELIABLE

20 POINTS

Enquiry resolved /

No background No technical ) Email took
noise / email spelt roblems / email email showed account of
P accurate customer it
correctly reads well dotails security

CALLS

\ //
2 points
-
Call backs not
Points lost if: Cut offered or
delivered
successfully

© 2011 GfK NOP 15
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KNOWLEDGEABLE

20 POINTS

Product/technical Ability to resolve

knowledge enquiry/ email
answered enquiry

CALLS 10 points 10 points

Correct response
. data also
EMAILS 20 el captured but not
scored
B - -

© 2011 GfK NOP 16
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PERSONALISED

20 POINTS

Introduced by ¢
name / emalil _ Anything else
included name Softer skills / they could help Thanked
and job title of email friendly and with / tailored caller/emailer
sender pollte ema|I response Friendliness
Politeness
Eagerness
2 points Understanding,
caring, sincere
Efficiency
Proactivity
EMAILS 6 points 6 points 4 points 4 points Appropriate
conversation

Ownership

N

>

o - - -
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REPORTING — double - ’ﬁr S
checks against raw data, ng, te
consistency checks across number<e email address
report types, double checks, system checks,
checking of manual entry, test questions, validation,
spelling and grammar scoring

Quality
Assurance

FIELDWORK — validation
at point of entry, staff
names, verification
against recordings /
email samples where
possible, checks on field
spread, queries back to
shoppers

=
TOP =1 SALL SENTRES GfK
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DATA — automated
validation, attribute
checks, routing checks,
proofing of comments,
automated double score
checker




Systems and security

1SO 9001:2008
Quiality Assurance
Standard: GfK
NOP has been
accredited to the
standard since
1994, thus
ensuring quality is
an integral part of
how we work

1SO
20252:2006
Market, Opinion
and Social
Research
Standard: GfK
NOP has been
accredited to

this standard
i since it’s

inception

TOP {1 CALL CENTRES
P
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GfK NOP is a

: Market

i Research

i Society (MRS)
: Company

i Partner

RS

COMPANY PARTNER

GfK NOP is

i wholly : oLl
A member of &Zﬁ%ﬁ?ghip of committed © ézzzg?ctéon o
Interviewer i the Chartered :Zeiti'rr;?ntehnis of Professionals
Quality Control  Quality Institute thg UK Data
Scheme : (CQI), since Protection
: 1 1996 :
(1QCS) since i Act 1998

it's inception in

1978 ¢ CQl)

Inbarviswer Duality Contrel Schamea

Full GfK NOP full Terms and Conditions, Quality Policy Statement, Certificates and other company information
can be found on gfknop.com/company/the_small_print

GfK

19


http://www.gfknop.com/company/the_small_print/index.en.html

GfK
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