
W O R K S H O P :  C U S T O M E R 
C O N T A C T  I N  2 0 1 9  
Tuesday, 12 NOVEMBER 2019

13:00 REGISTRATION AND WELCOME LUNCH

14:00- LATEST AI USE CASES IN CONTACT CENTRES: WHAT’S REAL IN 2019? 
17:00  This workshop reviews the latest examples of where AI is being used to change the way contact 

centres operate. Examples range from customer inter-relation, to operational management and 
people performance. There will be group discussions to swap ideas and ask questions. 

  By 2020, 85% of customer interactions will be managed without a human. Forrester reports that some 
companies are relying on AI to reduce the volume of human interactions by 50% in only two years. 

  What’s more, according to PwC research, 64% of consumers state it is more important to have instant 
access to quality customer service than to preserve customer service jobs. So contact centres must 
change, but as Forrester says “Having a successful AI-driven customer service or sales programme  
will depend on the processes that support a blended AI approach. Humans will play a critical role in 
the ongoing optimisation of AI.”

  The workshop introduces a comprehensive and unique framework for prioritising your AI investments 
in terms of customer interaction and customer contact management. It will also guide you with 
best practice approaches for delivering AI-based change within a broader digital transformation 
framework.

 You will learn about the following aspects of modern customer contact transformation:
 J An easy way to test for ‘genuine’ AI 
 J Where AI and automation fit into the digital contact strategy 
 J Multi-modal (text and voice) examples for customer interaction 
 J How advisors and team leaders benefit from AI 
 J How to pick low effort, effectively designed solutions

 Who should attend?

  This workshop is for all customer service and experience leaders with the ambition to transform as 
well as leaders of contact centres, CX, digital innovation, AI integration teams looking to shape future 
customer strategy. An understanding of customer service operations will be helpful.

     
     
        Martin Hill-Wilson,  
        Founder & CEO,  
        Brainfood Consulting 

 
 About your workshop leader:

  Martin-Hill Wilson is the founder of Brainfood Consulting and has been involved as a thought-leader, 
facilitator and strategist in the customer contact industry since its origins. He ran the one of the 
first BPO and customer consulting firms in the UK. He then spent a decade with customer contact 
technology integrators. Martin now keeps pace with industry trends through his advisory work,  
industry event chairing and designing competency development programmes in quality  
management, customer emotion management and omnichannel contact strategy.
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C O N F E R E N C E  D A Y  O N E  
Wednesday, 13 NOVEMBER 2019
08:00 REGISTRATION AND NETWORKING COFFEE

09:00 WELCOME & CHAIRMAN INTRODUCTION

09:05 CHAIRMAN’S OPENING REMARKS & ICE-BREAKER
 Andy Wilkins, CEO, BE Advisory & Co-Founder, vision4health

09:20 BEYOND CX: VALUE CREATION IN AN AI WORLD
  In this opening keynote, Andy will discuss the main ideas we will explore throughout the next two days, which 

underline every innovation decision you will be making:
 • Why status-quo thinking is not enough
 • Moving beyond CX to value creation
 • The importance and challenges of goal alignment
 • The key to sustainable value creation
 Andy Wilkins, CEO, BE Advisory & Co-Founder, vision4health

09:50 AI AND CUSTOMER EXPERIENCE: WHY ETHICS IS CRITICAL
  “Move fast and break things” describes Mr Zuckerberg’s approach to world-conquering technology, but also 

describes a toddler let loose in a new environment. If we’re serious about developing AI to improve customer 
experience, then we need to be grown-up about it; especially those of us in regulated industries. We need to try to 
“move fast” where possible, but never, ever “break things”.

  This presentation describes the digital ethics journey of Fidelity International, a leading wealth and asset 
management firm that operates globally. Charles describes how AI ethics needs to be thought of as separate to 
risk and safety issues, such as ‘explainability’, ‘transparency’ and ‘bias’; and why it’s critical to get right if you are to 
win the trust of customers and colleagues in the quest for delivering AI innovation.

 Charles Radclyffe, Head of AI, Fidelity International

10:20 TABLE DISCUSSION: WHERE DO YOU STAND?
 In your roundtable groups, you will be given 30 minutes to discuss the following scenario:
  “Your CEO has become aware that AI is playing a pivotal role in the future of customer experience and success of 

your business. You have been invited to the board meeting to make a case of three areas to invest in to ensure a 
successful AI-driven customer experience future of your company.”

  You will take time sharing ideas with your group members and compile three components, which you should be 
ready to explain. You will then take 10 - 12 minutes to share the outcomes with each group in the room. 

11:00 NETWORKING MORNING BREAK

TURNING DATA INTO HIGH-IMPACT CUSTOMER INSIGHTS

11:30 A ROBOT FOR THE EMOTIONAL ASPECT OF DATA COLLECTION AND ANALYSIS
  Knowing your customer is not just a requirement of your compliance department, it is also a great way to identify 

needs and opportunities to create that ultimate customer value. Who knows your customer better than his or her 
family? A small, humanoid and emotional appealing robot, positioned as family member (not a ‘device’) could 
bridge the emotional gap between you and your customer.

  This talk will present and discuss huge opportunities and huge responsibilities that are coming with data collection 
and analysis. We will explore how to open up additional emotional conversation channels with your customers, and 
how to act on that data, helping you build intimacy with your customer through technology.

 Martin Kurze, Director, Research & Innovation, Deutsche Telekom

12:00 HOW TO USE DATA TO CREATE THE IDEAL CUSTOMER EXPERIENCE? 
  Everyone knows that data offers enormous potential to exponentially increase the quality of customer experience 

and brand commitment. However, the progress in most companies is slower than expected, mainly due to the 
difficulty or lack of skills in processing big data. Most of the time we don’t really know what we are aiming for, or are 
focusing all our vision on a small pre-defined problem. How do we actually see the bigger picture and execute the 
opportunities that will make the biggest impact on solving your customer’s needs?

  This session will look at how to create the capability to understand meaningful relationships in the data that exists, 
and be able to predict the likelihood of behaviours with high accuracy, including finding the drivers and inhibitors of 
customer performance.

 Richard Davies, Chief Operating Officer, Revolut

12:30 AI & FINTECH: THE PERFECT MATCH
  This exclusive talk led by Harriet Rees, Head of Data Science at Starling Bank will focus on how Fintech provides the 

perfect forum for AI to improve customer experience and how Starling Bank is exploring this.
 Harriet Rees, Head of Data Science, Starling Bank 

13:00 NETWORKING LUNCH
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C O N F E R E N C E  D A Y  O N E 
Wednesday, 13 NOVEMBER 2019

FACILITATING TRUE OMNICHANNEL 

14:00 WHAT ARE THE FOUNDATIONS OF A GREAT OMNICHANNEL STRATEGY AND WHERE DOES AI FIT IN?
 Omnichannel customer journeys are helping to close the gap between the digital and physical customer experience 
and provide speed, flexibility, reliability and transparency for your customers to integrate your brand into their life. 
What makes omnichannel so challenging is the necessity to scale a variety of customer journeys in real-time as 
customers are changing.
 How can you bring together the advantages of digital-only and the customer need for personal contact with their 
bank, enabling self-service and also providing personal consultation? Omnichannel will bring all the advantages of 
digital and personal channels to customers. The challenge that lies ahead is the ability to steer customer demands 
in the right channel depending on the value and the complexity of the requested service. Managing the different 
channels in the most cost-effective way and also providing a superior customer experience is the key to success. 
 This session will help you learn what you can do at your stage of development to lay the foundations for a 
successful omnichannel strategy using AI - from defining customer personas, identifying channel preferences to 
optimising your supply chain.
Michael Wolczyk, Head of Digital Processes & Omnichannel, Commerzbank AG

14:30 ONE PLATFORM, ALL DATA: ARCHITECTURE IN, BENEFITS OUT
 This session will revolve around a case study on building a framework that allows access to all customer data and 
information to help your organisation and support agents maintain context around all customer interactions. This 
unified data platform allows for a desirable omnichannel customer experience, where AI and ML can be directly 
applied on incoming data. 
 Join Sean to find out how the transformation of this scale is possible without a huge costly overhaul, and what 
benefits it brings to more informed agents and happier customers. Learn from his journey on building an AI-friendly 
ecosystem, from getting people on board, to implementation models and lessons learnt.
Sean McMahon, Head of CRM & Customer Contact, Belron International

15:00 TABLE DISCUSSION: IS OMNICHANNEL WORTH IT?
 Is omnichannel simply a cost of doing business nowadays, or could we be spending money elsewhere and achieve 
similar results? How do you bring the benefits of speed, flexibility, reliability and transparency for your customers 
without having the right foundations in place? 
 In your roundtable groups, you will discuss what the deal-breakers and moments of truth are for your customers, 
and how to make their experience more seamless with or without AI. You will also take the opportunity to assess 
how what you are doing fits with the omnichannel future.

15:30 NETWORKING AFTERNOON BREAK

16:00 MAINTAINING THE RIGHT BALANCE BETWEEN THE KEY PILLARS OF INNOVATION
 When it comes to AI touching customer experience, just as with any technology implementation, it is important to 
understand the key components to success to avoid unnecessary disappointment and over-promising. Innovation is 
great, testing is necessary, U-turns are inevitable, and mistakes are bound to happen. However, we all need to learn to 
be able to manage our expectations better to maximise returns and minimise risks when it comes to AI implementation.
 This session will discuss the key pillars of AI transformation and help you to figure out the right balance and approach 
to sustainable innovation through exploring more sophisticated agile frameworks and new ways of working.
Yuval Dvir, Head of International Online Partnerships, Google

16:30 PANEL DISCUSSION: WHERE TO INVEST FIRST IN AI AND WHAT IS REALLY NEEDED?
 This panel discussion gathers years of experience in optimising CX through technology, and is your ultimate go-to 
session for learning what you need to know when it comes to investing in AI and picking your battles smartly. We will 
attempt to answer the following questions:
•  With plenty of solutions available in the market, if you had to choose one thing - where would you place your

investment priority?
• What are the greatest opportunities that this investment brings?
• What are the common risks we can predict and avoid?
•  How do you make the case of aligning this investment to greater business objectives and secure cross-functional

and cross-level support?
Yuval Dvir, Head of International Online Partnerships, Google
Mila Milenković, Head of Digital Innovation, Telekom Srbija
Ansi Rona-Bayildiran, Director, Tinderbox Technologies
Facilitated by: Andy Wilkins, CEO, BE Advisory & Co-Founder, vision4health
Jacqueline Mundkur, Sr. Advisor - Consumer & Retail, Customer Engagement Specialist, 
Transaction Square

17:15 DAY ONE CLOSING REMARKS
Andy Wilkins, CEO, BE Advisory & Co-Founder, vision4health

17:30 NETWORKING EVENING DRINKS RECEPTION
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C O N F E R E N C E  D A Y  T W O 
  Thursday, 14 NOVEMBER 2019

08:00 REGISTRATION AND NETWORKING COFFEE

09:00 DAY TWO OPENING REMARKS
Andy Wilkins, CEO, BE Advisory & Co-Founder, vision4health

CUSTOMER SERVICE MAKEOVER 

09:15 DELIGHTING CUSTOMERS WITH AI
 Rapidly introduce AI and then systematically mature it to drive quick, iterative, value all while achieving the ultimate 
goal of delighting your customers.
 Know your customer, know your environment and tailor the experience accordingly. Enable your customers to 
self-solve, with confidence. Build AI capabilities once and leverage them across channels. Avoid pitfalls which can 
damage your brand.
 Brian will share the Dropbox CX journey with their AI and ML initiatives, which are aimed at helping achieve greater 
customer self-sufficiency, developing more personalised conversations in context of customer interactions and 
differentiating Dropbox through a more compelling CX.
Brian Hodgdon, Head of CX Insight & Innovation, Dropbox 

09:45 PANEL DISCUSSION: WHAT ARE YOU INVESTING IN TO GIVE YOUR CUSTOMER SERVICE A MODERN MAKEOVER?
 The biggest impact of AI will undoubtedly be to transform customer service by making it automated, faster, more 
accessible and hassle-free. This panel discussion aims to help you identify your next investment and prepare a 
roadmap for success. We will answer questions such as:
• What are you currently investing in with regards to your customer service?
• What is the customer problem you are trying to solve? / What job are you helping your customer to complete?
• Why was that of primary importance to your organisation?
• What does the project need to be successful?
• What are the key investments to look into in 2020?
Francois Bourquin, Chief Digital Officer, Orange
James Brindley-Raynes, Sr. Global Product Manager, Contact Centre Solutions, HSBC
Francesco Federico, Executive Director, EMEA Digital Marketing, JLL
Facilitated by: Chanice Henry, Editor-in-Chief, CX Network

10:30 HOW TO GENERATE A POSITIVE ROI FOR AI THROUGH SUCCESSFUL IMPLEMENTATION
 Thanks to having a process-orientated business model, led by tech-savvy executives, one of the business lines to 
embrace AI first is the customer experience realm. Companies can witness an impressive ROI by capitalisation of 
artificial intelligence, if done correctly. 
 Are you eager to use AI to enhance your CX and boost your business bottom line? This session is the opportunity 
to learn about the value of AI in CX and why it is so beneficial in the balance sheet, as well as which tools in the 
market are the most favourable. 
Ansi Rona-Bayildiran, Director, Tinderbox Technologies

11:00 NETWORKING MORNING BREAK

11:30 WORKSHOP SESSION: CUSTOMER SENTIMENT – THE NEW METRIC
 Conventional wisdom tells us that businesses should prioritise metrics over emotions. But what if your customers’ 
thoughts and feelings were a measurable data point? Customers are sounding-off online like never before. And 
even more so, customers want to hear each other’s thoughts about your products and service – whether it’s good 
or bad.
 This workshop-style session is designed to help you tap into customer sentiment analysis in order to make more 
informed business decisions and continuously improve your customer experience. Jacqueline will share with you 
takeaways from real life data captured and analysed from customer feedback and customer sentiment, including 
physical, as well as social blended scores and insights from telecom and retail backgrounds. Then, there will be 
a dedicated time to discuss a few arising questions and problems, giving you the knowledge to act on customer 
sentiment more effectively.
Jacqueline Mundkur, Sr. Advisor - Consumer & Retail, Customer Engagement Specialist, Transaction Square

NETWORK

“Speaker quality was really good 
compared to other events I’ve attended”  

– 2018 delegate
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C O N F E R E N C E  D A Y  T W O 
Thursday, 14 NOVEMBER 2019

12:45 NETWORKING LUNCH

VIRTUAL ASSISTANTS

13:45 IS NON-FRAGMENTED CX POSSIBLE WITH CHATBOTS?
 One of the most reoccurring challenges with chatbots is the extent to which they are able to live up to the 
expectations of being intelligent. What is a purpose of an intelligent assistant and what actually makes it 
intelligent? How do we develop an assistant that is aware and understanding of the user’s needs, and is able to 
deal with any scenario of conversation with ease?
 Join Nicola to learn about how BT is working on creating a non-fragmented experience through chatbots and 
building a smooth transition between the right human and the machine in customer interactions. Moreover, you will 
hear about how technology is used to skill service agents and make interactions more meaningful.
Dr. Nicola Millard, Head of Customer Insight & Futurology, BT

14:15 GROWING NEW CHANNELS FOR HEALTH INFORMATION WITH A VIRTUAL ASSISTANT
 This session is a case study of innovation in the not-for-profit health sector, where a virtual assistant has been 
implemented to scale up Versus Arthritis’s ability to provide support to the public. The Arthritis Virtual Assistant (AVA) 
provides an additional channel of support for people with questions about musculoskeletal conditions like arthritis. 
Users can have a conversation with AVA to find out more about specific conditions or symptoms, as well as helpful 
tips on exercise, diet and available support. Since the start of 2019, AVA has been opened nearly 25,000 times. 
Follow Versus Arthritis’s journey of transformation and the delivery of AVA, the challenges they faced and what they 
learnt, as well as their plans for integrating AI into the wider organisation.
Ellen Ward, Delivery Manager, AI & Virtual Assistant, Versus Arthritis

14:45 TABLE DISCUSSION: SYNTHESISING YOUR LEARNINGS 
 At your roundtables, take the opportunity to reflect on your learnings thus far and share your thoughts with the 
audience. 
• What is your key takeaway from this forum?
• What actions are you going to take as a result of your learnings?
• What new questions arise once we move further into the future of AI in customer experience?

15:15 DAY TWO CLOSING REMARKS
Andy Wilkins, CEO, BE Advisory & Co-Founder, vision4health

15:30 END OF CONFERENCE

“It was inspirational and gave some new 
ideas on how to approach some internal 

challenges”   
– Past Delegate, Eesti Telekom

“Really useful - lots of knowledge 
to grow”   

– 2018 delegate, NatWest

“Great selection of speakers, high level 
information and ideas for my business 

- I can’t find anything to improve! 
Everything was perfect.”   

– Past Delegate, Telefonica
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