Communicating Customer Service
to Stakeholders: Overview and Objectives

N Equip service leaders to present
) evidence and improvement decisions
credibly

For support operations, quality
O managers, and team leads defending
performance

./, Stakeholders: executives, finance,
©

product, sales, IT, customers,
frontline staff

support, avoidable churn

Roadmap: stakeholder mapping,
evidence base, narrative, decision asks,
practice scenarios

Weak communication costs:
& misaligned priorities, underfunded

Outcome: a personal communication
plan for the next 30 days
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Why Service Communication
Fails and What Good Looks Like
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Four currencies

Category problem: operational metrics
answer "is the team busy," not "is this
making money"

Data dumps, vanity scores without
reference points, buried bad news,
vague asks

Effort fallacy: showing how busy the
team was earns no executive action

A report is an argument with evidence
and an ask, not a dashboard

Four currencies executives use:
cost, risk, retention, capacity

Credibility: report the miss first, name
the cause, close with one owned, dated ask
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executives use:

cost

Operational Data Dump

Lots of information,
no clear story,
no action.

/N 509

risk retention

Executive Argument
with Evidence and an Ask

000

A clear story,
focused on what matters,
with a specific ask.

O

capacity



Mapping Your Stakeholders and Their Decision Needs
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Use Mendelow's power/interest grid:
Manage Closely, Keep Satisfied, High
Keep Informed, Monitor

For each group, write the one sentence

they need to believe to stay confident

Tailor the ask: executives want revenue
and risk; finance wants cost of poor
quality and payback

Power

Product wants root-cause evidence;
sales wants retention and at-risk accounts;
IT wants scope

Match cadence to how fast confidence
decays, not team convenience: weekly,
monthly, quarterly

Low
Build a matrix: message, channel,
frequency, owner, success measure

Preview hard topics one-to-one:
the review confirms, it does not surprise

poor quality and the payback."
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Keep Satisfied
Executives

"l am confident this
supports our revenue

goals and manages risk."

Monitor
Finance

"l am confident we
understand the cost of

axh
Manage Closely
Product
“| am confident the decisions

are based on root-cause
evidence."

Jah
Keep Informed
Sales and IT
"l am confident we will
retain customers, address

at-risk accounts, and have
clear scope."

h

Low

Interest

High



Building the Evidence Base:
Service Metrics and Data Sources

Core set: CSAT, NPS, CES, FRT, FCR,

resolution time, backlog, reopens, SLA, 'Y @ F u
cost per contact @& - QO

o 2026 orientation: CSAT 85%#+, k L Rl . )
FCR 60-80%, email first response e 3?‘&’ f
under 24 hours

Sources: ticketing, CRM, call recordings,
QA evaluations, conversation analytics,
Al-agent transcripts

quality guardrail; test whether a

movement is real o

Segment before you summarize —
aggregates hide channel and Efficiency Quality guardrail
issue-type differences

o Pair every efficiency metric with a &



Connecting Service Metrics to

Business Outcomes

40 years of evidence: satisfaction
strongly links to retention (r = 0.60)
and word of mouth (r = 0.68)

Translate metrics into finance's units:
reduced churn, expansion, lower
refunds, less acquisition pressure

Use cost per resolved contact,
not cost per contact — cheap
answers come back

Cost of poor quality: rework, repeats,
escalations, refunds, and credits

Quantify current-state cost and
cost of inaction with conservative
assumptions

Disclose attribution limits: use cohorts
or baselines, don't claim the full lift

Service Metrics Finance’s Units
. . LN —
P—S Satisfaction Q\ /7 gg Cost

:‘% Churn

° Refunds
Cost per
resolved contact

Translate
Metrics

=mme BETTER SERVICE. STRONGER BUSINESS.



Turning Service Data into a Compelling Narrative

Structure as situation,
complication, resolution —
not an analytical walkthrough

Lead with the business
consequence and anchor on
the size of the problem

One claim per slide, stated
in the headline: “Customer
effort is highest at payment”

Annotate each chart with
the insight; bars for comparison,
lines for trend

Use one or two real customer
verbatims at the right moment

Avoid cherry-picking, vanity
metrics, and untested causal
claims

Situation Complication Resolution

Better stories
lead to greater
impact.




Framing Improvement Proposals
and Trade-offs

@ Structure: problem, evidence, Option Set
impact, cost, outcome, decision
@° Clgim only two or three value ‘[ l l l
drivers credibly, not all four O
oVo
& s X

00  Show the option set with cost, Staffing Automation g]ocess Tooling
00 : ” ; ange
risk, and time to impact

@ Separate released capacity ‘l' ‘l' l 'l'
from cash — freed time converts
only via action é & @

Cost Risk Time to Impact

O Close with one primary ask:
= owner and date; two to four land

@ One primary ask: owner and date; two to four land



Running the Quarterly Business Review
with Executives

©

A QBR is a leadership moment,
not a status report

45-75 minutes, tight narrative arc,
decisions by the end

Headlines first five minutes;
commitments, customer voice,
health, asks

Six numbers, trended and segmented:
satisfaction, volume, service level,
guality, team health, cost per contact

Pair efficiency with quality: handle time
with QA, cost per contact with CSAT

Open with last quarter's commitments;
send written summary in 48 hours

Headlines
(first five minutes)

Last quarter's
commitments

Customer voice

Health

Asks

v

45-75
minutes

Decisions
by the end




Adapting Messages Across Formats and Channels

o Briefing, review, workshop: Format / Channel m

()  burpose and decision type
differ, not just length

O  Executive Set direction and
() briefing support key decisions
Written formats must stand
% alone without a narrator;
live formats buy reaction time [I Operational Check progress and v
DI] review confirm course

Match channel to moment:
email for updates, call for cO> Collaborate and

5o

(G == o
bad news, survey for feedback [} RO RE solve problems
@ Reusable templates and o retnt St Stich
X  modular sections cut prep Memo T e )

time and keep definitions

consistent

_ y Discuss performance
Keep metric definitions in % Live QBR and agree on next steps

C‘Q a linked appendix, not a
glossary in the deck



Handling Difficult Conversations
and Sensitive Service Issues

i haed - Rad T had  Rad
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e Prepare before e Acknowledge e Aead with e State what you e Cadence by
Crisis: cross- within 30 minutes; plain-language know and do not severity: 30-60
functional team, a holding impact: what know; timestamp minutes critical,
designated leads, statement customers every update hourly high
pre-approved beats silence cannot do
templates

CLEAR COMMUNICATION
BUILDS TRUST

e After resolution:
all-clear, then
interim summary
in 24 hours

»



Influencing Without Authority and
Building Communication Habits
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Authority is distributed; most service
work depends on people you don't
manage

Rational persuasion holds across {é} @

conditions: lead with reasons, Resources Information
consult early

The currency exchange model: trade
resources, information, visibility, or
growth

Give small, frequent help — deposit
before you withdraw

Systematize: stakeholder register,
defined cadence, commitment log

Close every loop; measure signals
like decisions made and turnaround




Practice Scenario 1: Presenting a
Satisfaction Decline to the Executive Team

EI Scenario: CSAT fell four points in one

segment as volume rose and a policy 1/,
change landed Q- > A - |3

@" Task: build a five-minute opening that
leads with the miss and names the cause

Situation Complication Resolution

Prove the movement is real — compare
against two quarters of normal variation

é Translate the decline into cost, risk,
retention, or capacity for finance

) Close with one ask, one owner, one date —
i)
not five initiatives

Rated on clarity, evidence quality, causal
honesty, stakeholder fit, and ask strength




Practice Scenario 2: Requesting Headcount and Communicating an Outage
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Scenario A
Request two agents for one queue

Scenario A: request two agents for
one queue — staffing model,
service-level impact, cost of delay

Scenario A evidence: rework,
repeat contacts, backlog risk,
retention in key accounts

Pre-work on both: preview sensitive
content 1:1, pre-share the deck 24 hours
ahead

Scenario B

Explain a major outage and present
recovery plan

Scenario B: explain a major outage
to cross-functional partners, then
present recovery plan

Scenario B discipline: severity-graded
cadence, plain-language impact,
workarounds, honest timelines,

single status page

=

Peer feedback rubric applied twice,
then short debrief on what to change
next time



Personal Communication Plan and Course Wrap-Up
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Build your stakeholder register:
names, quadrant, signal, channel, cadence

Write one standing narrative sentence - -

(v_-) for the quarter, backed by evidence

[l Select six or fewer metrics, pairing
ﬂl] quality guardrails with efficiency numbers

Set a sustainable cadence: weekly detail,
monthly trends, quarterly cost and risk \ 4

-
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RD First 30 days: pick one relationship,
N run a 90-day measurement loop

@ Report the measured delta: what, to whom,
when, and how you'll know it worked
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PersonWise - Al digital-human course platform

Scan the code or click anywhere to watch this course live, with voice Q&A
personwise.ai/t/e904406d/public
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