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Jim Iyoob

Chief Customer Officer
Etech Global Services
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Jim Iyoob

Chief Customer Officer

Jim is a 33-year veteran of the call
center/BPO industry. He is passionate,
driven, and an energetic business
leader with a strong desire to remain
ahead of the curve in outsourcing
solutions and service delivery.

Jim has an impeccable track record of
innovation and advanced business
intelligence. He has been
instrumental in setting up solutions
for brands looking to optimize and
automate their daily customer
experience needs.
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Subscribe to Jim’s
Newsletter
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Il Once Upon a Time... All this was NEW!

1960s 1967 1973

Computer-Based Answering Introduction of Toll-Free 1- Introduction of IVR
Service powered by ACD 800 numbers Technology
and PABX

2000s 1990s 1983

Call Center Technology Introduction of Live Chat & The term ‘Call Center’ was
moved from Premise-Based Email — Call Centers became first published in Oxford
to Cloud-Based. a center hub of contact Dictionary

2010s 2015 2023

Omnichannel Contact The era of automation, real- Welcome to the era of
Centers powered by time monitoring, predictive Generative Al, AutoQA and
Artificial Intelligence routing, Conversational Al ChatGPT
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Il Al in CX - A Myth or Failure?

@) +ca

Auto Pilot of Self-Driving cars ChatGPT providing fictitious legal A mistake resulting in a staggering
registered 800+ Crashes since 2019 research in an aviation injury claim $100 billion loss to Google
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Il Al in CX - A Myth or Failure?

[ get the feeling
il’s not going o
be me.

Rfaeon o

“It was a tough decision, but I've decided
on which one of you I’'m going to hire.”

CAN'T WE JUST USE ARTIFICIAL | FOUND FOUR
INTELLIGENCE TO MANAGE PLACESTHAT
OUR SALES FUNNEL FOR LS? SELL FUNNEL
CAKES FAIRLY
_ / CLOSE TO YOU.
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| Myth 1: Al is Evil!!!

Al according to the news:

Myth “ Al-powered robots will take over the World!

Al in real life:

Fact @ Al systems are designed by humans as |
an enabler.

Negative Outcomes are due to human
errors or misuse.

A\ I
= SN[sithisia pigeon? "y,
YR Y b
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Bl Myth 2: Al will take away all jobs!!!

Everyone: Al art will make designers obsolete
Myth @

Al accepting the job:

Al will automate ‘all’ jobs and
create mass Unemployment.

Al will automate certain functions
and jobs, but it will also create
new jobs.

Transition to Al requires proactive
adaption by businesses.
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Il Myth 3: Al is Self-Governed!!!

]
L =

Myth & A operates independently
without human oversight.

JAYWALKER STEPPING
INTO TRAFFIC EXPECTING
DRIVERLESS CAR YO STOP

Fact @ Humans develop algorithm for
training Al, so Al’s behavior is

constrained by programming.

Humans can monitor and override
Al-driven decisions.

AUTONOMOUS CAR -

- PREVENTING MISUSE RS,
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Il Myth 4: Al is Smarterthan Humans!!!

People: Al so smart, they can
destroy our world

Today's Al:

Myth @ Al is superhuman intelligence that

Fact @

surpasses human ability.

Al excels at specific tasks; it is
optimized for.

Humans have social intelligence
and reasoning that is superior to Al.
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Bl “Al & CXis a luxury - | don’tneed it”

Those Who Adapt: The Cost of Late Adoption:
* Insightsto improve performance
* Reasons for customer dissatisfaction BED BATH & JCPenney
e Identify CX Drivers BEYOND
* Improve sales conversions R EV IQ N cineworld

Real-time risk monitoring
e 360° Compliance Tracking

Ao
o J:l
' u:! E%

Lrvons PBrittors

The price of doing the same old thing is far higher than the price of change.”

Automate mundane tasks
* Your highest and best use of your skills

- Bill Clinton, Former US President
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Siobhan O’Leary
People Strategist - Executive Coach

Siobhan O'Leary is a highly regarded people
strategist, executive coach, leadership development
professional. From 2013-2019, Siobhan served as
Senior Vice President of People & Culture at

Convene where the coaching program she
developed was named top 5 coaching programs
globally by the ICF.

Upon her departure, Convene instituted, “The
Siobhan O’Leary Culture Award” to be presented
annually to a leader in the organization that
embodies value-driven methodology and a
hospitality culture.
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Michelle Szmajda Villatoro
Chief Executive Officer

Michelle Szmajda Villatoro is a renowned change
management expert with over 20 years of
experience in organizational development and 10
years as a certified executive coach.

With her transformative approach, Michelle helps
organizations achieve award-winning cultures by
aligning internal initiatives with external brand
messaging. She specializes in Leader-as-Coach
principles, instilling hospitality mindsets, and
scaling values-based culture.
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L/ Awareness

Accelerate self awareness and acute awareness
of others to drive empowerment

Individuals
Team
Core Values

090 ® 0% e,

o® o ®e
a @ ® ®
@ o0 e
5} e o s
e ® ® °
[<] (0] 5] 5]
[s] @ ® [0}
® 2 ® o
. Product : : Processes :
””4‘::}”' Software 5 e BestPractices 5
° ® e Communication )
® ® ® ® _
® ° @ ° Goal Setting
@ ® ° e o
® ® .
.. ® .. @ Set goals, cascading goals “12-
@ @ @ ”
Quality Matters ®e o %e St week years.
®e000°® 00000 ®

Cross-Functional Collaboration

AUBERGINE-PARTNERS.COM :
Dynamic Communication process

accelerates sustainable
collaboration



| Don’t Coach the Call, Coach the Skill

Prioritizing ROI

Prioritize yourinitiatives
based on their ROI

Analyzing Data

Analyze your data & establish
baseline measurements

N
)
' Goal Setting | \\(’;’//
: : \:‘ ///
. Set objectivesand goals 4
 for the entire organizationi y

i d
_____________________________ Y
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Awareness

Empower your teams by making them
aware of the advantagesand capabilities of
Speech Analytics software !

______________________________________________

Plan of Action

Develop a plan of action to put
your findings to use across the
organization

Cross-Functional Collaboration

' Ensure collaboration acrossthe
 enterprise

- e e = e e e e e e e e e e e e e e e e e e e =
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| How to SuccessfullyImplement Digital Transformation?

Prioritize initiatives
based on ROI

Alignment with
Business Goals

Transformation to a
long-term approach

Set Clear
Objectives

Emphasize on
Data Security

Aligning Teams & Change
Management

www.etechgs.com | Confidential




Leaders

____________________________

Powerful

DEFINE

ACTIVATE

Organizations

e o e e e e e e = = =

Business

REFINE



Alignment Accelerates
Productivity and
Results

Acute awareness of self and
others

Fear

Time to integrate new process and

platform Growth mindset

Developing coaching skills to coach the

skill Dynamic Communication

Confidence to release mundane task and

(A

reskill to highest and best use of your Remove Barriers to sliccess

true competency.

AUBERGINE-PARTNERS.COM

VALUES

CULTURE




Il Importance of Coaching

Exhibit 1 More coaching leads to more sales. Why is CoaCh i ng Cru Ci al i n

:I:earn-leal:ler time allocation Sales-conversion rate for all products 2 02 3 ?
oo - otts wots
nanne :5 :g i — @ * Move beyond the traditional approach of
(without agent n 6f _ovsenedatieam ‘Sampling’ — Mine all data
| . - j e ‘CXis the key differentiator
o Z * Ever-evolving customer behavior
Coaching l 1 * Millennials and Generation Z becoming
Lowee Bost %0 1 2 m w0 s major part of customer base
i e e
W1 sture serico->-aivs * Reducing attrition & retaining talent
—  Changing market dynamics

* Team Upskilling

Source: Smarter call-center coaching for the digital world
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Manu Dwievedi

Director — Etech Insights

Manu joined Etech in March 2014 as an
Online Chat Representative. During his
tenure, Manu has held responsibilities in
various facets of call center, including
operations, training as well as quality
monitoring & analytics.

Manu is driven and passionate about
customer experience management, data
science, natural language processing,
machine learning, and driving innovative
conversational Al solutions for business
growth.
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| Case Study - Sales & Service

Business Challenges
R3 3% I 22% 1 * Drive Top Line Revenue
Growth P - Increase Sales Conversion

- Reduce Cancellations

* Improve CX
I - Reduce Customer Effort: Hold Time

31% 2%

Additional Call

Increase in

Handled Conversion Rat - FCR, Educating the Customer / Self-
Serve
- Improve CSAT Scores
.,,ﬁi/;’ n I 3% 1 * Improve Operational Effectiveness
Effe;ti;/feness (I:)a c;c::l.';\astei;nn - Calls Handled
Rate - AHT

The 2% increase in conversion resulted in more than $542K in
incremental revenue and is about a 2000 basis point improvement
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| Customers & Agents
Goal: 30%

. l MTD Conversion: 29%

S
5’6\6 * Total Call Volume represented in the graph: 131,040
* Total Calls Converted: 38,200

6000 35%

19 19 31% 31% 31% 31%
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mmmm \on-converted Calls mm® Converted Calls === Conversion % — — - Benchmark -30%

Etech
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Bl No Sale Break Down - Enterprise Level

Q] IDENTIFY

60000

50000

40000

30000

20000

10000

Sales Calls: 39,511

Total Call Volume: 135498

No Sales Calls: 95,984

fox
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wn

31%

Call Outcome - Vendor Wise Analysis

31%

32%

chmark ,30%

29%

~
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o)
wn
—

16,760

982

Vendor 1 Vendor 2 Vendor 3

10

2,701
5,218

EE Potential Sales Calls
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| Successful Behaviors

Q.| IDENTIFY
Crucial Behaviors & Success Probability

Py Statistical Success Rate: 40%

Co-Efficient Value: 0.9435

» Co-efficient Value shows a
correlation between the observed
outcomes and the observed

Statistical Success Rate: 30% prt'-:'c?lcto.r values. The value of co-
___________________________________ ® efficient is always between +1

Coefficient Value: 0.7029 and —1. The closeritisto +1 the
stronger the correlation

Inner Circle: Total Population

Outer Pieces: Success
Percentage of the Behavior

* This Analysis statistically proves
the hypothesis that Asking for
Sale, Providing Rebuttals, &
Creating urgency are directly
Statistical Success Rate: 30% correlated to the conversion on
"""" c c;:éf_f_iéi;r;t_va_h];d.}fs;z_m"m"’ an Enterprise Level and can be
used to fuel a predictive model

Note: This model is based on the data collected in the month of
July. These analysis willbe run quarterly to ensure we have
enough datato observe any new patterns or see any visible

. [Webinar] Alin CX: Debunking Myths and Driving Revenue deviations from{hg \RstesEMts.com | Confidential
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| No Sale Calls Vs Crucial Behaviors - Asking for Sale

b | Vendor 3 lost $552 ,OOO in potential

Vendor Wise Comparison - Asking for Sale on No Sale Calls
0o
sales by not asking for sale on 80 /0

of the No Sale calls r

Vendor 6, 59%
Vendor 5, 52%
Vendor 2, 50%
Vendor 4, 49%
Vendor 1, 38%
Vendor 3,20 %

Amount of Lost Sales - Impact of not Asking for Sale based on

the Regression Model

Vendor 4
$1,476

[
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| Playbook to Fix it

o

Jardine Lawrence
Samantha Campbell
Malik Thomas
Shekera Bicarie
Georgina Mcintosh
Cleon Dougherty
Sydonnie Martin
Matthew Brown
Trevaun Hamilton
Akeem Lawrence
Conroy Field

Shelly Whyte
Lionel Reid
Shanese Anderson
Demar Tomlinson
Tennica Powell
Adrian Samuels
Tevin Daniels

Kemar Morrison

Ftech

playing by the rules”

Asking for Sale - Impact Bucket

B Ask for Sale M Didn't Ask for Sale

I 329 I 68% -
I 45 I 55% .
I 19% I 51%
I 51% I 40%
I 532 I 47%
I 550 I 45%
I 562 I 44%
I 562 I 44%
I 562 I 44%
I 572 I 43%
I 1% I 39%
I 629 I 33%
I 657 I 359 .
I 65 I 359 .
I 71% I 29%
I 742 I 26
I 762 I 24
I 732 I 229 .
I 732 I 229

[Webinar] Alin CX: Debunking Myths and Driving Revenue

f

.

Samuel Ellis

Tashay
Campbell

Deano
Maine

Sanoy Clarke

Steve
Williams

MFYY/oJoTe] '@ Agent Coaching

Primary opportunity was derived
based on the impact that behavior
will have on the conversion

Creating Urgency - Impact Bucket

B Create Urgency

www.etechgs.com | Confidential

¥ Didn't Create Urgency
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/
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Il Practical Application

playing by the rules”

[Webinar] Alin CX: Debunking Myths and Driving Revenue

Type of Objections Successful Rebuttals Agents Use Success %
A ivel lan B with ki '
City/Hotel not Serviced or sold out gents proactively p.resent plan B without seeking custor.ner s consent to 34%
present plan B. Probing help from these agents to proactively present plan B.
Discuss with others Agents always offer to stay on hold while customers discuss with others. 29%
N f - h hat th i k
otsureo (-iates CusFomer shares that they are wanting to know Agents create sense of urgency and try to get exact dates. 21%
rates or are just shopping around
Rate too high / Shopping rates - Customers do not agree with the rates Ag.ents alw.ays look for alternate properties with better ratels. To overcorpe
this proactively, we should always probe to know customer's budget while 32%
offered . o
probing in the initial part of the call.
Wants to book online - Customer shares that they are getting better Agents offer to stay on hold while customers are booking online so that they
. . . . . . 26%
rates online or are more comfortable booking online themselves can assist the customer if they are unable to book online.
Will call back later - Customers portray that they are not ready to make Agents portray urgency by saying that the offer is for limited period and rates 28%
areservation and will call back later may change later. °
Agents need to try and convince the customer that we are a discounted rate
Will contact Hotel directly - Customers get suspicious of whom they provider for that hotel. Agents must be very careful while doing this and 34%
are calling and look to speak to the hotel directly should not mislead the customer. As instructed by our client, we need to °
inform customers that we are not the hotel.
Agents advise customer that prepaid bookings guarantee reservations and
Will not pre-pay — Customer is not willing to prepay due to insufficient that they don't have to pay anything when they the reach hotel except
. . s . . . . . 22%
funds on card or they are not used to make prepaid bookings incidentals. They also advice of cancellation policy and until which date that
they can get a full refund.
Denies alternate property - Customer wants to book only preferred In cases where customer wants to book with preferred property only, agents 37%
property share plan B and say this is the only availability they have. °
o™
TTENDL:
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| Drive Quick Improvement

IMPROVE

Creating Urgency functioned as a

successful rebuttal for the top 3
objections

Lowest price rebuttal was successful 23% of the

times when customers objected to the price being
offered

Type of Objections on calls

Consult with someone, 12,715

Call back later, 31,021 Rates too high, 14,197

Etech

playing by the rules™

——
Discounted rates: 198

[Webinar] Alin CX: Debunking Myths and Driving Revenue

Successful Rebuttals Against the Top 3 Objections

Lowest Price

Free
Cancellation

Check Other
Property

Stay on Phone

Holiday

M Consult with someone
M Rates too high
B Call back later

www.etechgs.com | Confidential g %
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Bl Predictive Model: Successful Behaviors Increase Revenue (58 (TS

$2,800,000
Present Rate 35,035

33,575 34,659
10 656 e $2,705,797 £2.700,000
29,196 ———
8 — By Improving Asking for Sale
and Creating Urgency on an $2,600,000
$2,593,180 enterprise level by 20% in
’ ’ the sample set of 44,374 calls,
24,261 our predictive model $2,500,000
23,106 $2,480,400 forecasted an increase of
S . $ 5 4 2’ 5 9 7 $2,400,000
$2,367,70 ervice in the revenue
o +20% Improvement
+10% Improvement +15 A) Improvement 00000
+5% Improvement $2 705 796
$2,480,400 | | 92,593,180 I st
$2,163,200 ’ ’
$2,367,702
$2,100,000
$2,000,000

Current Improvement 5% Improvement 10% Improvement 15% Improvement 20%

==®=Asking for Sale ==®=(Creating Urgency ==“=Revenue :
g g Treency Note: This model is based on the data collected in the month of July. These an

[Webinar] Alin CX: Debunking Myths and Driving Revenue will be run quarteghniesey hevsne "l Tfitdd A Blgerve any new Pa“éf._f ELU







Il Utilizing Data in Day-to-Day Life

I"SIG“TS T“ AGTI“"S * You need FUNCTIONAL expertise, and not Al

expertise to turn your insights, ACTIONABLE.
 Complexchallenges are not Reporting.

e Complexand bad data destroys the integrity,
introduces risk and promotes bad/inaccurate
decision making

Ir vnu nnn I “A“E  Doesyourdatatell a story, isit consumableand
usable at every level of organization?
A DATA.DRIVEN CULTURE

imgiip.com
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| Etech’s Secret Sauce: Artificial Intelligence + Human Intelligence

GUYS, GUYS,
LET'S TAKE A STEP BACKI

5}

f

b * Preventingblind spots that leads to Silo Reporting

 Data models with very specific customizable meta
data equals surgical output.

JJ * Translatingthe datain an intuitive, easy to use and
WHAT P““B“" understand Ul format, visualization that is easy to
N J’ # access and ACTIONABLE.
~AIIE WE:IIEAllY SIIWIIIG?

. [Webinar] Alin CX: Debunking Myths and Driving Revenue www.etechgs.com | Confidential




Wk \DING TEAN \/¢

LEADER AS A

C ACH

A cutting-edge model, talent onboarding,
and leadership upskilling program that
blends instructor led workshops with
personalized 1:1 and group coaching
driving remarkable outcomes.

With our coach approach participants will
maximize productivity and achieve
exceptional results.

Q¢

AUBERGINE )) JUST THINK
PARTI)\J RS

Ciobe




Bl Ask The Experts

Exclusive Invitation: Executive Forum

2024 Success Soar:
A Virtual Feed For Senior Leaders to
Equip & Empower Managers’ Need

December 8,2023 12ET/ 9 PT

Jim Iyoob

Chief Customer Officer
Etech Global Services
jim.iyoob@etechgs.com

Siobhan O’Leary

People Strategist - Executive
Coach
Aubergine Partners

siobhan@aubergine-partners.com

Michelle Szmajda
Chief Executive Officer
Just Think Hospitality

michelle@justthinkhospitality.com

Manu Dwievedi
Director — Etech Insights
Etech Global Services
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