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[Abstract]

The environmental change such as the spread of Internet of Things and the rapid
advances in Artificial Intelligencebrought torrents of automation and digitalization to
the world of Call Center business.This change causes a reduction in the total quantity
of Incoming call to Call center, and makes a change in details of conversations. Most of
the management criteria in Call center mainly consist of productivity numbers such as
Response Rate and Number of deals per hour.However, we do NOT believe these

numbers can contribute to the improvement of the value of Call Center. Furthermore,
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we can say (that) the value built up with our relationship to customers -talking as long
as possible- is a future main theme.We held a demonstration of prolongation of talking
time on the telephone with well-trained operators at our Call Center.As a result of that,
comparing the strategically-demonstrated groups with non-demonstrated groups, the
number of “active” customers increased by 20 percent.

And “sales per customer” increased threefold.In addition, the demonstration in
“existing” customer groups who are all under contract more than 2 years showed us a
result with decrease in amount of “dead” customers by 20 percent.And this time, “sales
per customer” increased by 50 percent.A correlation between “sales per customer” and

“how long/how many times we call” certainly exists.
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