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An Overview of Trane Support and UX History

DEFINE THE PROBLEM



Project History and Focus (1 of 4)

Due to a number of challenges last year, spilling into this year’s reorg transition, the initial report had some information
gaps and vacation challenges at the end of last year. Those issues have now been resolved. Some of the other
challenges included: taking on too many UX projects, changes in Support Leadership, UX Leadership changes and the
pace of the Zendesk rollout.

All that said, the wrap up of these interviews has given me with enough information to combine the learnings from my
original Support Leadership interviews and combine that with the Support Best Practices insights that I've gathered from
Nielsen Norman reporting and from recent Forrester consulting.

CONTEXT

When | first came on board this project, the research focus was to create a “Support Agent” Persona. Working with
Jason, the UX Manager at the time, it was agreed that | would need to do some preliminary discovery to ensure that |
was getting the right people to interview and the right context overall. After the initial Stakeholder/Support Leadership
discovery took place, | was able to learn more about the general direction Support was going and got their help in
identifying the ideal employees to interview for the Persona. The names and roles on that list were the best estimates by
the Support Leaders at that time, indicating who they thought would best fit into the future-state vision for the Technical
Support Engineer persona. That vision was set in motion by the support leaders at that time and became documented in
the subsequent Support Leadership presentations, with the latest being Jan 2020. | also studied the TDS Support
information on Confluence, depicting the history of Trane Support, compared to their future state aspirations, including
Zendesk benefits, goals and implementation strategies.



Project History and Focus (2 of 4)

What we have learned since the inception of this project, is that those original estimates included support roles
comprised of support satellite team members and admins who don’t all fit so neatly into one persona role. As a
result, our next steps will require another phase of discovery research focused on the overarching goal of trying to
define the Support Ecosystem. This will require a few meetings to help us define and confirm who the various
support teams are, what the workflow looks like now, how that workflow will work best within Zendesk integrations,
and lastly, how all the teams in Support can become aligned with what the organization has learned about keeping
in step with contemporary best practices in customer service support.

In this type of foundational UX Research, | try to avoid boiling the ocean with numerous in-house studies and
instead, attempt to fill in the gaps using IT studies that have already done the heavy lifting on the research and
have already figured out what contemporary best practices look like for Customer Support. These resources
provide a solid framework of quantitative, qualitative information and analytics, bolstering our understanding of how
and where Customer Support improvement impacts the bottom line for Trane revenue. This obviously gives us the
ability to assess the business value of Support and compare it to the other Trane research priorities.

The reason that | turned to Forrester reports, Gartner articles and Nielsen Norman studies, is because their
research is based on literally 100’s of global companies and competitors, shedding light on current Bl insights,
analytics and other key facts — including UX/CX advocacy. Highlights from those studies are outlined in the Value
of Customer Support section.



Project History and Focus (3 of 4)

Coupled with the insights that Trane UX research brings to the table, we can now begin to improve Support
Services, informed by what we now know are industry standard baselines of Customer Support excellence. Those
goals are also reflected in the CX principle we often describe as, “Start with the customer; stay with the customer.”

Historically, this Trane Support ecosystem has not been clearly defined in terms of studying the all roles and
workflow. Therefore, this UX research has been a good first pass, revealing the need to conduct Customer Journey
Mapping and Service Design to learn more about the leaders and people serving in support, as well as
understanding more about the people served, i.e. our outside customers and our internal Trane employee
‘customers.”

Working with Trane leadership, UX can be help in a number of significant ways to help improve the support
organization, improve the integrated workflow, improve the usability of all interactions, and become an integral part
of support strategy as Trane continues to provide a world-class experience for our customers and our team
members. The proposed UX recommendations along with UX KPIs, are documented later in this report.

To ensure that we are paying attention to the business side of things, Forrester has provided continuous, free
consulting during this project, and has shared some of their insights on how to employ the use of quantitative
metrics to measure the value and success of Customer Support. That formula looks like this:

“We intend to transform our customer experience to increase customer-generated revenue while reducing
customer-related expense, which will bring $X of incremental benefit, at a cost of $Y, for an ROl of Z%.”

So that’s complicated KPI-speak, but it does result in increasing our bottom line in revenue overall.



Project History and Focus (4 of 4)

Lastly, if we are going to stay aligned with the best User Experience standards for our customers, then we should
provide a baseline foundation of UX/Support solutions, including the following:

Customer/User Help
Customer/User Feedback that is actionable and dependable in the outcomes
Self-Service enhancements
» Self-Help Guides and Videos
* Improved forms and process
* Knowledge Center or Zendesk Help Center
Chat that offers 1:1 agent conversation as well as Chatbot interactive FAQs that enable people to drill down on
specific categories of help
Cyber security strategy, design, and deployment
Taxonomy sessions to guide the architecture of the future state Zendesk/Trane Help Center
User Interface design that provides usable, useful and desirable experiences
Regular Usability Testing during the expansion of Zendesk Integration

It is important to call out that an end-to-end Support Services study would be the ideal research strategy — time and
budget allowing. This would include the normal approach of baseline Experience Mapping followed by Persona
interviews and creation, and then validation of the Customer Journey Maps for each of the Personas. This would
finally get us closer to defining and designing a world-class support solution that we can benefit all — and add to
Trane’s bottom line revenue goals.



Purpose, Areas of Research and Target Audience

DISCOVER: RESEARCH SCOPE



Project Scope

Methodology and Format
UX Discovery research
-  Review of existing documentation

2019 Future State Goals — Diagrams
and presentations

-  Trane Digital Support Team, SME input
- Customer Support Best Practices Research
- Forrester consulting
- Nielsen Norman — BP Report
Interviews
-  Stakeholders/Support Leadership - 5
-  Trane Technical Support Engineers — 12

Ecosystem Diagram
Discussion and Discovery session

Personas

- Technical Support Engineers
-  Trane Digital Customers

External Customers

- (Contractors?)

Trane Employees

Audience
-  Trane Leaders and Managers
-  Trane Connect Developers
-  Trane Connect Product Owners
-  Trane Marketing and Analytics
-  Trane Engineers
-  UX Strategists and Researchers
- Ul Designers



Project Scope (Contd)

Support Leaders and Trane Deliverables
Directors (as confirmed by Jason K., 2019)
Tracy Scobba -  Persona creation
Pete Salisbury -  Ecosystem diagram
Paul McMurphy - Summary Report / Executive Findings

Susie Gornick - UX Recommendations

Amy Hughes

Jason Kleckner (Ex-UX Director, supervising
at the start of the project)



Project Scope (Contd)

Content

* Executive Findings

* Persona(s)

» Digital Support Ecosystem

* The Value of Customer
Support Best Practices

* Business Analysis, KPI's and
UX Recommendations

Insights

Insights from the Stakeholders and first tier support
team members and managers
Persona: Technical Support Engineer
Support Ecosystem - overview
UX Recommendations for improving Customer
Support

* Zendesk Integration

« Self-service goals

» Alignment with UX and Customer Support

Best Practices

Quantitative/qualitative value of Customer Support
Customer Support Best practices
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Technical Support Engineer

EMPATHIZE: PERSONA RESEARCH
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Start with
the
Customer.

Stay with
the
Customer.
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Persona

Trane

Technical Support
Engineer
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Persona
Trane (2019)

Property Manager
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Trane Digital Support Services — Road Map
EMPATHIZE: cURRENT STATE > FUTURE STATE
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Q1 -2019
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Planned - 2019
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Ticket Flow - 2019
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Trane Support Ecosystem - 2020

Personas
Technical Support
Engineer

External Customer
Contractors

Internal Trane
Employee/Customer
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Zendesk - Future State Projections 2020

The Support landscape > exploring the potential connections
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High Level Findings and Potential Work Streams

EMPATHIZE: SUMMARY
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Executive Findings
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Executive Findings (Contd)
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Executive Findings (Contd)
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Executive Findings (Contd)
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Executive Findings (Contd)
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Executive Findings (Contd)
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Executive Findings (Contd)
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Executive Findings (Contd)
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Using Business/UX KPls to justify cost

IDEATE: UX RECOMMENDATIONS
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Research Observations, Proposed UX
Solutions and UX-KPI Projections

These highlighted observations include points made by Support
leadership, points made by the Trane Technical Support Engineers,
professional input from Forrester/Nielsen-Norman and UX best
practices standards. Assessing the potential work streams requires
Trane Leadership input on priorities and a deeper dive on who would
own the various sections of work identified here.
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Zendesk
Help Center

Example
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UX Discovery > Forrester, Gartner and Nielsen-Norman

PROTOTYPES: COMPARATIVE STUDY
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Forrester, Nielsen Norman, Zendesk and Gartner

RESEARCH REFERENCES
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References

Forrester

How To Build A Modern Agent Desktop And
Transform Customer Service Experiences
The Five Critical Elements For The Agent Desktop
Of The Future

» by Kate Leggett January 28, 2019

Transform The Contact Center For Customer
Service Excellence
Executive Overview: The Contact Centers For
Customer Service Playbook

* by Kate Leggett March 19, 2019

Forrester Overview |. Our Contact Center And
CRM Capabilities
* August 2019

Nielsen Norman

Vol. 6: Customer Service

Based on eye tracking, user testing, and diary studies
4th Edition

Kim Flaherty

Gartner
Magic Quadrant Analysis | Zendesk & Salesforce
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Comparative / Competitive Insights

ZENDESK
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Business models, trends and adoption
» Keeping up with contemporary eCommerce
» Market demands in mobile

» Start with the customer, stay with the
customer
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Communication Channels

+ Connecting with the customer where
they want to connect
* Phone, Texting, Video
* Facebook, Whats App,

“The way we communicate has fundamentally
changed. With more than 5 billion accounts

worldwide, messaging apps like Facebook
Messenger, WhatsApp, and WeChat
have made it easy to connectin a more personal way
with friends and family from anywhere in the world.
Businesses already know they need
to be where their customers are. But
with the growing number of channels and constantly

changing technology, it's become harder than ever to
manage conversations across channels.”

Foreign
Language
support
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Zendesk & Trane Ecosystem
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Trane Sales

e Unified

 Expansive

e Start with the customer,
stay with the customer
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Zendesk
Capabilities
Overview

Covering the entire Zendesk landscape, we'll
need to assess what integrated services will best
serve our needs. This will require assessments
of the cost of the services we don’t have as well
as projecting the total number of people from
each of our business groups that want to use
Zendesk. That analysis will give us a way to then
project the costs overall, providing a way to get
closer to some hard numbers. Last of all, we will
need to understand the Trane business goals
and ensure that we are still aligned with those
targets if we utilize Zendesk to it’s fullest

capacity
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CEC™* Best Practices

“The best of today’s *Customer Engagement Center applications have tools for both agents

and customers. Their applications also had to comply with a set of technical and design

considerations that emphasized:

* Scalable cloud-based systems

+ Embedded Al within multiple customer
service functionalities (such as intelligent
case management and intelligent
workflows)

* Real-time and predictive analytics

* Agent guidance and navigation

» Scalable cloud-based systems

 Embedded Al within multiple customer

service

Functionalities (such as intelligent case management
and intelligent workflows)

Real-time and predictive analytics

Agent guidance and navigation

Proactive messaging to customers

Automation of engagements using Al

Digital workflow/BPM support

Contextual knowledge management

A participating ecosystem of independent software

vendors (ISVs) for functional enrichment”
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CEC Best Practices (Cont'd)

“The software functionality weightings we used for this Magic Quadrant reflect the most common
requirements expressed by Gartner clients and our view of how requirements are evolving. In rank order
(heaviest weighting to lightest), they are:

1. Case management/problem/service resolution (a core CRM system and controls over customer master data); also
team collaboration capabilities (an evolving requirement)

A knowledge-based solution with multisource search optimization

Workflow management

Real-time guidance/decision support

Digital engagement channels, including email, chat, messaging, co-browsing and video

Mobile support

Predictive customer analytics (sentiment, emotion, intent)

Adaptive business rule engine

© ® N o g s~ DN

Social media engagement management

-
o

. Support for video libraries and video

[
[

. Voice of the customer

N
N

. Virtual customer assistant

-
w

. Internet of Things (loT) connections (a visionary feature)”
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Salesforce

has its headquarters in San Francisco, California, U.S. It also has 51 offices
around the world, including 16 in the U.S.; three in Canada, Brazil and Mexico; 19 across
Europe, Israel and Africa; and 13 in Asia and Japan. In 2018, the acquisition of MuleSoft added
a new integration and APl management platform to Salesforce’s product portfolio and
revitalized its Lightning Knowledge solution. It also brought the promise of Salesforce Customer
360 offering a single view of the customer using a universal customer ID (announced at the
Dreamforce conference in 2018 and scheduled for general availability in 2019). Salesforce also
strengthened its industry position with its Financial Services Cloud, Health Cloud and Education
Cloud, and with partnerships with ISVs. Furthermore, it announced deeper AI/ML learning
integration with its Einstein and Einstein Analytics products, and has integrated aspects of B2C
Commerce Cloud into Service Cloud, such as “Service to Commerce.”
Salesforce reported revenue of $3.6 billion in 2018 from customer service subscriptions and
support, an increase of $738 million (26 %) over 2017.
For the sixth consecutive year, Salesforce is the best-placed Leader in this market, due to its
growth in terms of numbers of satisfied customers, its dedication to its customers, and its
customer service vision and innovation.
Midsize companies and large enterprises should consider Salesforce for their CEC solution,
including the Lightning platform.

Strengths

« Salesforce’s customers — particularly large ones — see it not just as a CRM software
provider, but also as a strategic advisor on how to innovate and grow their overall business.
*With Einstein, Salesforce uses Al to augment existing functionality like case management,
Salesforce Einstein Chatbot and Einstein Analytics across the platform.

*Provision of an extensible platform, complemented by the AppExchange and programs such
as Ignite and Trailhead, helps Salesforce differentiate its Service Cloud product in terms of
more than features and functions.

Cautions

*Reference customers for Salesforce referred to a lack of native integration, and to functionality
overlap, between the different Salesforce Clouds.

+ Although Salesforce has many advanced features, their value remains essentially unproven —
a number of reference customers said they have had mixed results. These features include
mobile chat, virtual customer assistants, mobile messaging, call scripting and email response
management.

*Reference customers for Salesforce expressed concerns about high prices and vendor lock-in
after integrating multiple Salesforce components or adding third-party components for industry-
specific implementations, interactive voice response and tele phony infrastructure”

Zendesk

is a technology company based in San Francisco, California, U.S. It offers its customer
service product only as a Saa$S solution, one based on a sophisticated help desk application.
Zendesk combines a customer communication hub strategy with engage ment orchestration features
to form the basis of its CEC application. Zendesk has over 2,700 employees across North America,
Europe, Asia and Australia, among other locations.
Zendesk generated $598 million in revenue during 2018, based entirely on its CEC offering.
Zendesk is a Leader, largely due to its having the fastest-growing customer base of any vendor in
this market, its pace of innovation and its success worldwide.
Consider Zendesk if you expect user adoption to be a particular challenge, if a SaaS-based
application is the most suitable, or if an industry-specific solutionis not essential.

Strengths

Zendesk continues to innovate at a significant pace. It launched several key products and features in
2018, including a deep integration with workstream collaboration technology to improve team
productivity.

Zendesk offers practical Al-based capabilities in a number of ways. Its Answer Bot intelligently
surfaces knowledge articles and supports chat engagements. New content is intelligently proposed
and made easier to create. Customer sentiment is leveraged during an engagement to change
outcomes.

Zendesk offers a public cloud solution, Zendesk Sunshine, with an extensive application ecosystem.
Its app marketplace offers over 750 easily added apps. It is also the only vendor in this Magic
Quadrant to provide native voice support.

Cautions

Zendesk falls short in terms of providing industry-specific solutions, compared with other vendors in
this Magic Quadrant. Its product remains relatively untested as an agent customer service desktop
for core industry processes in complex scenarios (such as retail banking, telecommunications and
healthcare claims support).

Zendesk’s focus on simplicity has resulted in large customer service centers finding its interface less
intuitive when trying to manage significant numbers of advisors. Only a small percentage of
Zendesk’s customers have 500 or more seats.

There has been a notable increase in the number of Gartner enterprise clients in the past year
asking about Zendesk’s pricing and contracts, especially their complexity, and alternative models.
Prospective Zendesk customers should ensure there will be a demonstrable ROI, based on their
specific CRM customer service application requirements.”
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Gartner Strategic Planning Assumptions (2019)

“By 2022, 70% of customer interactions will involve emerging technologies such as

machine learning applications, chatbots and mobile messaging, up from 15% in
2018.

By 2023, organizations that are part of a connected digital business ecosystem will
have 40% of their customer service cases initiated by partners in that ecosystem.

By 2023, customers will prefer to use speech interfaces to initiate 70% of self-service
customer interactions, up from 40% today.

By 2025, customer service organizations that embed artificial intelligence in their
multichannel customer engagement platform will increase their operational efficiency
by 25%.”

- Gartner
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CEC Market Definition/Description

“This Magic Quadrant examines the global market for customer service and support applications that enable customer service and support
operations to engage with customers and handle their requests in the most effective way. It covers a wide variety of customer service
applications for organizations with customer engagement centers (CECs) ranging from very small (with fewer than 20 agents for assisted
service) through average (50 agents for assisted service) to very large and distributed (over 10,000 agents for assisted service).

Over the past five years, Gartner has observed important changes in how organizations

handle customer service. whereas formerly a single department would respond to customers’ needs, increasingly customer
service is now a cross-departmental function that requires coordination. Also, it has changed from a reactive service to an increasingly
proactive one.

Additionally, with customer self-service accounting for a growing percentage of customer interactions, digital business models and the growing
maturity of artificial intelligence (Al) enable application leaders to advance existing CEC functionality and support the rise of connected
customer service ecosystems. And as they do so, the very nature and definition of customer service is changing again.

Gartner now defines the CRM CEC market as the market for software applications used to provide customer service and support by engaging
intelligently — both proactively and reactively — with customers by answering questions, solving problems and giving advice. The

orchestration of intelligent customer processes through a CEC application is built around a
case management record and ProCess. it may include advisory services, problem diagnostics and problem resolution,

account management, insurance claims handling, servicing of banking interactions, provisioning and returns management, among other
things. To be able to orchestrate the processing of customer engagements for the best outcomes in an effortless, effective and timely way,

the workflow is an important component, and some organizations require intelligent

business process management (BPM) capabilities. in addition to case and workflow management, knowledge —
and management — of how to enrich and personalize customer engagements is crucial.”
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Customer Service Best Practices

NIELSEN NORMAN
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Vol. 6: Customer Service

Based on eye tracking, user testing, and diary studies
4th Edition

Kim Flaherty

Providing Good Customer Service

“Customer service information needs to be as straightforward as possible.
The point of providing such information is to allow customers to help
themselves.

If information is difficult to locate or convoluted, it defeats the purpose of
providing such information.

Customer service areas should be tested thoroughly to ensure (users) can
locate information and verify that the information provided, answers users’
questions.”

85
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Guidelines (Outline)

Finding Customer Service Information .................cccee e 18

1.

2.

o N

10.

11.
12.

Use the terms Contact Us, Customer Service, Customer Assistance, or

Frequently Asked Questions (FAQ). . e enena18

Provide a link directly to a top-level customer service page SO that |t appears on every page of the site
in the main site navigation or at the bottom of the page.....19

Cross-reference high-level customer service pages, such as Contact Us, FAQs

and individual policy pages. . R
Link from individual customer service poI|C|es to hlgher IeveI customer service pages.
.28
Secondary naV|gat|on for customer -service related I|nks shouId be dlscoverable
and well-organized... e 32
Consider providing naV|gat|onaI I|nks dlrectly to commonly requested customer service topics, such as
Returns and Shipping... . .38
Organize customer service |nformat|on |nto Iog |caI categorles SPTRRRPRRRRING 1|

Link to specific policies or information in relevant areas of the shopplng process, including on product
pages and in the checkout process. . 4
If a user follows a link to customer service |nformat|on from the checkout

process, retain the user’s data. . ereennnn49
Promote policies that dlfferentlate the S|te from competltors (such as free

returns or guarantees) throughout the shopping process... R 12
Include help and customer service information in the site search weerernnensennennnnD0
Provide customer service information on confirmation pages. . 56
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Using Customer Service Information ... .59
13. Simplify policies. Utilize straightforward, scannable presentations to make
policies more approachable.............coooiiiiiii i a0 .09

14. Use easy-to-understand, simple language in customer service information. Avoid internal jargon,
branded names, and industry speak without explanation..............65

15. Avoid vague or subjective policy explanations. The details matter to users............67

16. Set expectations by labeling links to customer service information correctly, take users directly to
the information they’'ve requested. ... .08

17. Provide contextual links to related policies, information, or services. This allows information to be
brief, as appropriate, while referring users to more details

WHEN NECESSAIY....c.e e e e e ee et e ee e e e e an e ee e e ee 2. 0D
18. Triple-check all customer service information for accuracy and clarity...................71
19. On long pages of policy information, include jump links or a list of page content,

so users can quickly know if they’re on the right page...........cccccceeeeiieiee 74
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Frequently Asked Questions (FAQS)........cceeeeveemremrrssnssmssmesssrsssssssses snesss sas 78

Group FAQ questions by topic. . e (8
For short FAQ lists with fewerthan 20 questlons and brlef answers, Ilst aII
questions and answers on the same page. . e85

For long FAQ lists, use mechanisms like j Jump Imks accordlons fllters in- page search
features or multipage hierarchies to allow qU|ck access to toplcs while keeping the list
manageable. .. ...85

Visually dlfferentlate the questlon from the answer.. e 95

If frequently asked questions are listed as a searchable database show the

most frequently asked questions by default, let users search by keyword, and

allow sorting by category............. e 98
Reflect the customers’ prlorltles in frequently asked questlons not the
company’s priorities. . PP L 0
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Returns .. ... 105
Include return |nstruct|ons onllne Do not srmply refer users to the packlng S|Ip 105

Give refund options for customers making a return. . . 106

Allow returns to local retail stores... . 109

Consider offering free returns and ellmlnatlng restocklng fees 110

Contacting the Company ... 112

30. Link to customer service mformatlon from Contact Us pages or any pages listing contact

Information 112

31. Always provide a telephone number along W|th other optlons for customers to contact you.
L A17

32. Make it easy to ﬁnd options for contacting the company. 120

Provide detailed information about availability and response times; including

hours of operation for live help and expected response time for email-based

help. . crrereereen e neeneneenen 12D

Pre- populate any known |nformat|on on contact forms ... 129

Don’t restrict the types of communications a user can send through contact

forms... ..129

Don’t use Iabels I|ke Contact and Contact Us for general customer service

pages. . R ceenenenn 131

Allow users to receive coples of ema|I form subm|SS|ons and cIearIy

communicate that this option exists..........c.cccccviiiiiiici e 135
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Live Help & Chatbots ..o 137

Consider providing live chat. ... 137
Consider when, and how frequently to promote live chat.................ccccccooenn. 139
Give users adequate time to respond to live chat inquiries. ............ccccccoeevnnnnnee. 142

Train customer service representatives to provide quality information efficiently..142
Help users remember to complete their chat conversation. Make ongoing

dialogues easy to relocate for multitasking USErS. ........cccceviiieieiiiie e 146
Consider how intrusive a chat popover should be.............cccoeviiiiiiiiiieee 150
Position live chat so it is easily findable at all times, preferably within global

header and footer, even when using time-based chat popovers. ..........ccccccuuee... 155
Draw a clear distinction between Live Chat, and Q&A features. ..........c.cccccveeens 159
Clearly indicate whether users will talk to a real person or an automated agent...161
Don'’t require personal information to initiate a chat session. ............c...c...c...... 163
Store LOCAtOrS...........ovoeeeeeeeeeeee e 164

48. Provide a Store [0Cator. .........ooveiiiiiiie e 164
Providing Shopping Assistance................cccocooiiiciiiecicce e 166
Offer contextual help where appropriate, by providing brief information or

linking users to more detail............oooiiiiiiii 166
Make product guides and other shopping resources readily available and discoverable. Label them
ClEAIIY ... 168
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