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FROM THE
CHAIR
Dear members
We are now only a week out from our
National Conference, our biggest event
and a fixture on the international service
management calendar.
Conference is remarkable for its ability to
bring together the many strands of our
community and is our best opportunity to
forge national connections between our
members across states.
For me, this sums up the single most
important element of the event.
Included in the mix this year are
presenters who will stretch how we see
ourselves in the industry, point to
exciting new horizons and even draw our
attention to developments which
presently are beyond the horizon. And all
this takes pace in an atmosphere of
mutual support, learning and
camaraderie.
There may be bigger conferences than
ours overseas, but there are none that are
more exciting – this conference is yours,
you own it.
Once more we have enjoyed terrific
support from our sponsors and you can
visit them here: 2018 Sponsors
I’d certainly encourage you to do that, but

I’d like to add my personal vote of thanks
to each of them and express my
appreciation on all our behalf’s for their
support.
We also welcome a number of
organisations sending groups of attendees
this year, including Department of Home
Affairs, ATO, NBNCO, Fulton Hogan,
Flinders University, Department of
Industry, Innovation & Science, Australia
Post and Bankwest. We thank them for
their significant commitments to Service
Management and supporting their staff to
develop professionally and connect with
the wider community.
There is still time left to join these leading
brands and to avail yourselves of the
advantages of the group discounts.
I look forward to welcoming you to the
National Conference, to catching up with
you personally and to forming, or
renewing our friendships. See you in
September!
Enjoy the magazine.
Bradley Busch
Chair - itSMF Australia
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By Michael Ritterman

We’ve all had our frustrations dealing with a telco, bank, utility,
insurance company or other large organisation when trying to
get information, complete a transaction, or request service.

Typically, we start our search on an
becoming the favoured approach
organisation’s website, but we might end assuming it is easy to use, it works, and
up dealing with a long winded IVR system we get the answer to our question.
with long wait times, or eventually
talking to a customer representative who
may not be geographically co-located
and thus only partially understands local
nuances.
More customers are now engaging with
service providers through digital devices
such as smartphones, tablets and laptops,
and I’ve often observed that they can
switch devices almost three times per
hour. The ‘connected’ generation of
Millennials and the iGeneration prefer to
interact with organisations on mobile
applications and ever evolving social
media channels. Customer engagement is
increasingly through text rather than
voice, and the option for self-service is
4

Only 36% of
organisations have some
visibility into
multichannel data…
But why is it so hard? Why do so few
companies have a viable multi-channel,
customer engagement platform that
allows context, intent and integration
across channels providing a seamless
experience?
There is nothing more annoying than
being passed from one division to
another and hearing the words “we are

not able to access that information,
please restate your problem.” It shouldn’t
matter where we start or where we need
to go; we should not have to start all over
again. Call centre engagement is no
longer the preferred approach to service
customers.
The cost of engaging through the call
centre is the most expensive, time
consuming, and least effective method
for delivering customer satisfaction.
Indeed, the cost per call for a chatbot is
usually under one dollar whereas a CSR
typically costs between $10 – $25 per
call.
There are many organisations that have
now engaged chat facilities using chat
agents, but again they typically fail to
deliver the ideal customer engagement
experience. Although, a chat agent can
typically handle 3 -5 client interactions
simultaneously; they can be
cumbersome, there are time delays, and
are only viable for the time the chat
window is open.
Customer interaction and the goal of
providing viable synchronous self-service
capability is now a 24-hour requirement.
However, having a voice or chat agent
available 24 /7 is not commercially
practical, so moving to a virtual agent or
chatbot (a computer based system using
AI to provide 24/7 customer experience)
is quickly becoming a preferred option.

Refining the customer experience
through less intervention
Chatbots are essentially digital personal
assistants programmed to simulate
human conversations via voice or text
providing a “virtual” communication
partner. They can start off in a simple
version whereby they are dealing with
either voice or text through natural

language interfaces enabling the
computer to understand the question and
provide the best answer in real time.
Chatbots have the advantage of being
multi-channel, with context and
integration across systems; and Gartner
has even predicted over the next few
years 85% of customer engagements will
be fielded without human intervention.
Another advantage of chatbots is that
they learn and get better over time, which
is why it is essential to train them before
using them operationally. It is also
important to manage customers’
expectations, particularly at the
beginning, while the chatbots are still
developing and expanding their
learnings – just like humans.

However, once fully trained, chatbots can
become the standard means to engage
with many customers, for example:
• Banking and finance – provide better
self-service functions around personal
banking, credit cards and home loans
applications
• Insurance – choose the right coverage,
manage claims, provide product
information

• Health – patient care, provide
appropriate remedies for specific
disorders
• Retail – help customers search for
products and place their orders
• Utilities – add new services and
products, report issues, faults and
problem resolution
• Telco – get to the right division within
the organisation, add new services, faults
and problem resolution
Chatbots are capable of anticipating and
acting on customer intent, improving
time of resolution, and rarely need to
engage with a human for problem
resolution and self-service functions. The
more a chatbot is deployed, the more it
effectively learns from one conversation
to the next as it takes note of shared
dialogue and content. The result:
chatbots naturally evolve over time
especially when they begin to access the
vast amount of data from the systems
they have available and the link between
AI and Big Data only grows stronger.

Where is this all heading?

Almost 80% of
companies are
considering chatbots for
their customer care
strategy by 2020. 62%
will implement chatbots
by the end of 2018.
There is even speculation that chatbots
will replace search engines.
What this illustrates is the simple and
natural way chatbots access information
6

from multiple sources, their potential
power, and their extraordinary ability to
discover and learn.
Many articles are also being written about
why, and when, chatbots will replace apps.
This is largely due to the fact that chatbots
mimic century-old human communication,
in a natural manner, rather than forcing us
humans to interact in a prescribed way.
This is consistent with the trend of the
declining use of dedicated mobile apps,
and greater uptake of social media
interfaces. The obvious example is
Facebook Messenger which is especially
friendly to chatbots, and many chatbots
are instinctively gravitating towards this
channel. It’s on this premise we will likely
start to see chatbots become more
embedded in social media and begin to
replace dedicated mobile apps.
Why are Chatbots so hot?
24 x 7 access to customer engagement is
fast becoming a mandatory requirement
for today’s organisations. Chatbots fulfil
this requirement by offering 24 x 7 x 365
coverage, far cheaper, and more
effectively, than human agents especially
in peak periods. Australian airline, JetStar,
and their virtual assistant “Jess” is a great
recent example of the effectiveness of

and will soon become more demanding of
their capabilities (such as the Jetstar
example above). As such, organisations
should consider carefully their solution of
choice to avoid locking themselves with a
solution that cannot scale. There are
greater platform offerings which can do
There are many vendors offering chatbot/ the simple and fast components, but they
virtual agent solutions, some are very
can also evolve into more complex
easy to use and supposedly quick to
scenarios requiring lots of integration and
develop. They are aimed at the simple use self-learning with complex questions and
case where the volume of queries might
longer conversations.
be high but the number of questions is
Happy AI-ing !
limited and well known, with expected
answers and short conversations.
This article originally appeared on blogs.
dxc.technology and has been republished
However, users are quickly going to
become used to interacting with chatbots with permission.
chatbots. When Bali’s Mt Agung erupted
at the end 2017, Jess was able to assist
3,000 customer with flights, changes and
cancellations – all of which could not
have been so efficiently handled by a
human call centre.

About the author
Michael Ritterman has career spanning
over 30 years combining academic and IT
pursuits. He has held senior sales and
management positions in a broad range
of technologies working for both
Australian and international SI and
Software vendors. Over the last 10 years
he has provide thought leadership to
many organisations with their go to
market strategies and sales enablement.
Currently he is the Sales Director for DXC
in the IBM Practice within the Emerging
Technologies Group.

About DXC Technology
DXC Technology (DXC: NYSE) is the world's leading independent, end-to-end IT
services company, serving nearly 6,000 private and public-sector clients from a
diverse array of industries across 70 countries. The company's technology
independence, global talent and extensive partner network deliver transformative
digital offerings and solutions that help clients harness the power of innovation to
thrive on change. DXC Technology is recognized among the best corporate citizens
globally. For more information, visit dxc.technology.
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Wednesday 5 - Thursday 6
September 2018
QT CANBERRA

CONFERENCE WORKSHOPS - 4th September 2018
Implementing Real-World Problem Management
with Michael Hall
This workshop is based on the author’s popular book ‘Problem
Management, An implementation guide for the real world’ and offers
practical guidance on all aspects of implementing and running an effective
problem management function, from proposition and justification of the
function to different ways of organising it. The advice, recommendations,
templates, examples and exercises will give practitioners, consultants and
managers the tools they need to add real value to their businesses.

Learning outcomes:
Click here
to
Register

How to turn theoretical knowledge into an effective operation
Structuring an effective business case
Identifying factors for success
How to set up and run the implementation project
The importance of structured, consistent methods
Understanding what works and what does not
Effective communication and governance approaches
Realising bottom-line value of effective problem management
Analysing data to find problems
Integrating problem management with incident and knowledge
management and continual service improvement

Ace Your Organisational Performance
with Nick Karpetis
In this practical session, Happiness Concierge, the training company
trusted by Reserve Bank of Australia, AGL, CitiPower and USYD shares a
framework for managing the four pillars of building top performing teams
during times of change:
The critical elements to building, and rebuilding trust
Managing performance and motivation during times of change
Inheriting teams with behavioural shutdowns and evolved defensive
strategies
Facilitating high performing, efficient and motivated teams in a shared
vision

Click here
to
Register
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Exercises:
What makes a high performing team?
Creating a ‘first responder’ mindset: how to respond
Delivering the message to your team toolkit: message, timing,
delivery, action
Identifying scarcity and survivor mindsets: constructive, time critical,
honest communications
Reframing change as opportunities: understanding your teams larger
goals, personal meaning and leverage points

Speaker Snapshot

Anne Templeman-Jones
Non Executive Director, Worley Parsons Limited
Anne is an experienced listed company non-executive director, currently
serving on the boards of GUD Holdings Limited, Citadel Group Limited,
WorleyParsons Limited, Cuscal Limited and the Chairman of the
Commonwealth Bank’s financial advice companies. Formerly a former
director of , Pioneer Credit Limited, TAL Superannuation Fund, Notre
Dame University and HBF’s private health and general insurance
companies.
Anne had a 30 year executive career developing deep operational, risk,
governance and strategy experience. Early in her career she held audit
and accounting roles with Price Waterhouse working in Australia and
overseas. She gained experience in corporate banking with Bank of
Singapore (OCBC Bank) and then Westpac Banking Corporation, and in
private banking with Australia and New Zealand Banking Group. Anne
returned to Westpac in 2007 and went on to hold various senior
management positions in private banking, risk and strategy until 2013.
Her depth of experience has enabled her to serve as a Chair or Member of
Audit and Risk Committees on current and past Boards.
With an avid interest in technology and innovation in the global
environment we live in, Anne passionately pursues a pathway of
continual learning which has taken her to the US, UK/ Europe and more
recently a number of visits to Israel.
Qualifications:BCom (UWA), EMBA (AGSM), MRM (UNSW), CA, FAICD.
SESSION: One-on-one interview

John Karabin
National Director Cybersecurity, Dimension Data
John Karabin is currently the National Director of Cybersecurity for
Dimension Data Australia. With over 20 years’ experience in the
telecommunications, ICT and Security industry, he has worked for both
start-ups and multinationals in Europe, Asia and Australia. More recently
he was a partner with EY involved with cybersecurity strategy, assurance
and audit work. Over his career he has developed broad experience in
bringing together technology and business requirements in a trusted and
resilient manner.
John recognises the cybersecurity landscape and the threats that drive it
are changing on a daily basis. Therefore it is crucial that cybersecurity is
seen as more than a matter of technology – a knowledgeable risk based
organisational approach is needed.
John has a Graduate Diploma in Technology Management from Deakin
University, and a Bachelor of Engineering, Communications from Curtin
University. He is a member of the Australian Institute of Company
Directors, and the Australian Information Security Association.
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SESSION: Cybersecurity – The evolution of an industry and the
importance of human behaviour

Click here for Full Program

Akshay Anand

Product Ambassador, ITSM, AXELOS Global Best Practice
Akshay Anand is a Product Ambassador at AXELOS®, working on the
development of new guidance and research within the IT Service
Management (ITSM) portfolio. He previously advised Fortune 100
clients on how to improve their ITSM capabilities, implemented
toolsets such as Remedy and ServiceNow, and headed up global
ITSM activities at Macmillan Publishing. He has spoken at numerous
conferences, including Knowledge and DevOps Enterprise Summit,
presenting case studies and thought leadership on ITIL, ITSM and
Information Lifecycle Management (ILM).
More recently, Akshay has focused on bringing together Agile
development teams and ITSM professionals to address challenges
posed by emerging technologies and market shifts, for example the
consumerisation of IT, and the rise of mobile and cloud computing.
Akshay is one of the co-Lead Architects of the upcoming ITIL Update.
He has worked in many countries around the world, including India,
USA, and UK. He infrequently tweets as @bloreboy, about ITIL,
DevOps, food, and heavy metal.
SESSION: Making sense of ITSM with cynefin
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IS CONSTANT
By Karen Ferris

We are now living in a world of change we can describe
as VUCA – volatile, uncertain, complex and ambiguous.
Change is now constant and complex.
There is no time to take breath and wait
for one change to be embedded before
moving on to the next.
Change is no longer episodic.
There are numerous changes we need to
make in order to transition people
through constant and complex change.
These include adaptive leadership;
employee autonomy; decentralised
decision making; killing the hierarchy;
creating tools that are agile and getting
leaders to let go of control.
But I believe the first is to simplify the
roles within organizational change
management in order to build a
workforce that is resilient to change.

It is time to stop talking about resistance
to change and start talking about
resilience to change.

Simplification
It’s time to get lean! In a workshop I ran
recently, I asked the participants to name
some of the roles in organizational
change management that they had come
across.
In just a few minutes the list looked like
this.
It is confusing. There is no consistency.
Organizations are being creative and
coming up with new names for old roles
such as ‘journey planner’ and ‘way
maker’!!
When we have too many roles and over
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engineering, we are slow and
Coaches ensure that Players are game fit.
cumbersome. What we need is resilience They develop the skills and capabilities
and agility.
of the Players.
Coaches are the active coalition of
change agents and sponsors. Coaches are
advocates, facilitators, motivators,
mediators and advisors.
Managers ensure that coaches truly
understand what organizational change
management is about. Being a coach is
more than having a lanyard that says
‘change coach!’

Managers, coaches and players
I believe we only need three roles in
organizational change – managers,
coaches and players.
I am using a soccer analogy because I am
from Liverpool in the UK and a staunch
Reds supporter. But you can align those
three roles with most field sports.
Managers are our organizational change
management subject matter experts.
They are the people who form our centre
of excellence and are the roles we would
refer to today as change leads, change
practitioners or change managers.
Managers ensure that we are building,
maintaining and sustaining resilience
across our workforce (our players).
Managers determine the strategy that is
going to be played out and direct the
gameplay. They provide instruction and
motivation. Managers ensure that
coaches are receiving education and
training, support, coaching and
mentoring, so that they can effectively
and efficiently transition players through
constant change.

Coaches communicate the strategy and
game plan that players are being asked
to fulfil.
They are change sponsors supporting and
reinforcing constant change as the norm.
Players are our workforce who will
ultimately win or lose the game. It is the
players that actually make things happen.
They use the gameplay and capabilities
with which they have been equipped to
win the game.
Change is constant for players. Every
match played is different to the one
before. The ground, the weather, the
pitch, the opposition, the tactics, the
playing position can all be different.
During the game tactics can change,
playing position can change and numbers
of players can change.
Players don't resist constant change –
they say ‘Game on!’
That is the workforce we want.
When we have a coalition of managers,
coaches and players who are all working
towards building resilience to change,
and organizational change management
19

Coaches ensure that Players are game fit.

is baked into the DNA of the organization
and not something added on as an
afterthought, we have a movement. We
have a winning team.
Organizational change becomes a
movement rather than a campaign.

The model
My model for successful transition
through constant change is illustrated
below.

After every game there is a game review
as to what went well, what didn't and
what we will do different in the next
game. As a collective, the managers,
coaches and players work on continual
improvement and ways in which to
maintain and sustain resilience to
constant change.

Activities
Engagement

The managers, coaches and players are a
coalition with each traversing the other.
Constant change is ever increasing in
speed. It is relentless.

Managers engage with the players and
vice versa. Managers sustain the coaches
and the coaches provide continual
feedback to the managers.
Managers have to understand the players
and prepare them for constant change.
Preparing the players is done through
engagement.
Engagement is a series of activities
including education, communication,
facilitation and alleviation.

There is common understanding because
change is not being ‘done’ to anyone, it is
Sustainment
being done ‘with’ them.
Just like a soccer manager, coach and
players will plan the game play together;
our change managers and coaches work
with players to build change resilience.

Managers sustain the ability of the
coaches to be effective in their role.
Managers equip the coaches with the
skills and capability to effectively support
the players through continual change.

They work together on the tactics that
will be played out in order to win.

Coaches have to be able to effectively
communicate, advocate and coach. They
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have to identify and manage resistance to
playing in volatile, uncertain, complex
and ambiguous world.
Managers ensure the coaches have
continuing education, support and
coaching so that they can help transition
players through the complexity of
change.
Managers have to sustain – that is
maintain and support the coaching
network.
Support
The coaches support the players and the
players provide continual feedback to the
coaches.
Coaches provide support for players
through communication. They advocate,

manage resistance, coach, liaise and
network.
Coaches also act as sponsors and
advocates for change whilst building and
maintaining a healthy change coaching
network. Their role is crucial in sustaining
an organisation that can thrive in a VUCA
world.

GOAL!
So keep it simple – three roles and no
more. Game On! Winning Team.
I will be presenting “Why people
change has to be everyone’s business –
Game on!” at the itSMF Annual
Conference in Canberra on 5th May. I
look forward to seeing you there.

Karen
Karen Ferris
Ferris -- Organisational
Organisational Change
Change
Management
Management Rebel
Rebel with
with aa Cause
Cause
Karen is an internationally acclaimed author
and speaker, with industry acknowledgement
of her reputation as a Thought Leader,
providing both strategic and practical advice
and insights to her audiences.
Karen has the uncanny ability to share her
experience and knowledge, so that everyone
is empowered to make a difference within
their organisation.
Karen can be contacted at karen@karenferris.
com or you can read more articles from Karen
at www.karenferris.com
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Katrina McDermid
in conversation
with Brendan Cullen

What is your current job title and
industry and what do you enjoy the
most about both?

I am now asked / sponsored to speak
at conferences globally, in fact I have
just returned from Malaysia.

Service Design Consultant

And most importantly, I am an author
for ITIL version 4 – very very exciting
times which would not have been
possible without achieving my ITIL
Masters.

How long have you been an itSMF
Member?
1 year

What itSMF Membership Benefits do
you get most value from?

Congratulations on gaining your ITIL
Master status, I think there are only 2
#Seminars
or 3 in Australia. What was the
#ITIL Online &
motivation behind going for this level
#the itSMFWebsite
of qualification and what was the most
challenging part about gaining this?
What do you enjoy most about being
Also what advice would you give to
an itSMF Member?
other Service Management
Professionals thinking of going for it?
Undoubtedly the sense of
Thank you, yes that is correct there are community – I have made many
friends and it certainly keeps me busy
only 3 ITIL Masters in Australia. The
(which I love). I am the events comotivation; twofold:
ordinator for the Sydney chapter.
1. Being told not to do it “too hard”
2. Being a differentiator – I firmly
believe that success lies in standing
out from the crowd ie what do you
have that others don’t and for me that
was gaining my ITIL Masters
certification.
Achieving my ITIL masters has
completely transformed my career.

I’m working with the wonderful Jon
Jones & Kathryn Howard on our next
event. It’s on the 20th September, and
we are super excited. New venue with
4 very exciting speakers followed by a
panel. (We want to break record
attendance).

What has been your biggest workplace Academy Xi (a college in Sydney &
or career challenge and how did you
Melbourne that offers Design courses).
face it?
I incorporated ITIL into Human Centred
Designing & Writing Service Levels for Design and in fact I have created a
an Australian Airline for their largest IT framework that has sparked a great
service provider. It was very
deal of interest and in fact I have just
challenging as it was a steep change to completed a sponsored whitepaper on
traditional service levels. Stakeholder my framework.
management, involvement and
simplification were key to my success. What advice would you give young
people who have chosen a career in
Have you ever applied your ITSM skills technology?
outside of work?
Go for it – opportunities abound – but
Yes, I was actually a co-lecturer at
be different.

itSMF
itSMF Australia
Australia -- Call
Call for
for Articles
Articles
The Bulletin has a long and
distinguished history with itSMF.
Now is the perfect opportunity for you to
make a tangible contribution to your own
industry journal. We are calling for articles
from Members for publication in The Bulletin
based on your direct experience.
Articles should be in the order of 800–1,000
words, although both shorter and longer
contributions will be welcome depending on
space and of course content. They may
reflect your own workplace triumphs, (or
tragedies) or relate to your analysis of issues
you see playing out in the Industry.

Your First Step?
A initial approach directly to the
Editor is a sensible first step and
you will find my contact details
below. I will also work closely
with you during the preparation
of your article and will provide
any assistance you might require.
info@itsmf.org.au

