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TopicsTopics

What are customer expectations in a Retail Environment 
from a Contact Centre over multiple channels?p

Woolworths is on a journey of consolidation of over 30 
contact centres.

Th j h h ll i b i d hThe journey, the challenges it brings, and the 
automation opportunities in the use of multichannel.
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BackgroundBackground

3 week Salmat‐led consultancy to review all customer facing contact centres
Drivers
• Over 30 contact centres (staff vendors and customers)Over 30 contact centres (staff, vendors and customers)
• Consolidate and provide consistent customer experience
• Automation where appropriate
• Leverage existing Salmat relationship and expertise• Leverage existing Salmat relationship and expertise
• Cultural Alignment

Key Deliverables SummaryKey Deliverables Summary 

Current state  Assessment of current contact centre environment 

Future state Based on best practice including access strategy telephony processes and toolsFuture state  Based on best practice including access strategy, telephony, processes and tools

Roadmap  With initiatives for a single customer experience delivery model. 

Identify dependencies On other business areas and projectsIdentify dependencies  On other business areas and projects. 

Business Case  Cost‐benefit model with in‐house and outsource options 
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Woolworths BrandsWoolworths Brands
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Multiple ChannelsMultiple Channels

www.bigw.com.au
Email Letters Store

FaxPhone

www.woolworths.com.au
www.homeshop.com.au

www.woolworthspetrol.com.au
www.beerwinespirits.com.au

www.danmurphys.com.aup

www.dicksmith.com.au www.woolworths.limited.com.au

www.langtons.com.au

www.everydayrewards.com.au
www.everydaymobile.com.au

www.countdown.co.nz
www.foodtown.co.nzy y

www.everydaymoney.com.au
www.wishgiftcard.com.au

www.woolworths.co.nz
www.freshchoice.co.nz
www.supervalue.co.nz
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Multiple Contact Centre SitesMultiple Contact Centre Sites
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Customer ExpectationCustomer Expectation

Customers who contact the Woolworths GroupCustomers who contact the Woolworths Group 
should:

1. Find the process is easy to follow and manage

2. Believe they are important to the retailer

3. Know the matter has been resolved 
appropriatelypp p y

4. Feel it was “worth the effort” (to get in touch)
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Vision and Goals The Voice of the CustomerVision and Goals – The Voice of the Customer

We will deliver excellent service to our 
customers in a way that strengthens all the 

Woolworths corporate brandsWoolworths corporate brands.

We will do this at lower than industry 
benchmark costs.benchmark costs.

Service Cost Savings
• Simple
• Friendly & Trustworthy
• Fast resolution/hassle free
• One stop shop

g
• Appetite for change

p p
• Easy access whenever I need it
• If outsourced, customers would not know 

the difference
• Maintains and enhances the WoolworthsMaintains and enhances the Woolworths 

brand reputation
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Future Access StrategyFuture Access Strategy

Access
Numbers IVRs Automation After Hours 
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Multi Channel Automation: Store LocatorMulti-Channel Automation: Store Locator
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Key LearningsKey Learnings

• Partnership and open approach with the vendor
• Demonstrable business benefit
• Maximising the solution benefits from concept to “harvest”
• Change management and communicationg g
• Create a sense of urgency & passion in the organisation
• Flexibility and speed• Flexibility and speed
• Agents on the front line are the first to identify issues and 

opportunitiesopportunities
• Access to subject matter expertise
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