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Managing Organisational Efficiency during 
Times of Crises
• We’re operating in times where the abnormal became the new standard

• As a result many people work from home

• This arrangement has its own advantages and disadvantages

• However, if one looks at service delivery from the viewpoint of the customer, the question arises if the 
organisation still operates to maximum capacity 

• If not, what can we do to improve and ensure that satisfactory service standards are maintained? 

• What role can Organisational Efficiency/Management Services/Work Study play to assist and advise 
Management to safeguard operational efficiency?



History of Pandemics
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200m
Bubonic Plague

1347 - 1351

56m
Small Pox

1520

40-50m
Spanish Flu
1918 - 1919

30-50m
Plague of Justinian

541 – 542 AD

25-35m
HIV/AIDS

1981 - Present

12m
The Third Plague

1855

1,05m+
Covid-19
2020 -



1900’s
145m

World War I & II vs Pandemics
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200m
Bubonic Plague

1347 - 1351

1,05m+
Covid-19
2020 -

20m
1914 - 1918 70 -85mm

1939 - 1945
40-50m

Spanish Flu
1918 - 1919



Global Recovery from a Historic Pandemic
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• Since the Bubonic plague of the mid-14th century, no major pandemic appears to have had a 
long-lasting, negative economic impact, at least in Europe and North America 

• In fact, pandemics scarcely register in the standard economic histories, let alone get identified as 
major turning points

• Even the Bubonic plague, which may have killed a third of the world’s population over a period of
about five years, did not lead to a protracted period of economic hardship

• If there’s anything to give us some comfort in the current crisis, it’s the reminder that the world 
has survived a pandemic before

https://www.washingtonpost.com/outlook/2020/07/23/good-news-pandemics-typically-dont-crush-economy-long-term/

https://www.washingtonpost.com/outlook/2020/07/23/good-news-pandemics-typically-dont-crush-economy-long-term/
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“In this rush to get back to normal, use this time to decide which parts 
of normal are worth rushing back to.”

- Dave Hollis



Advantages working from Home
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• Flexibility 

• Less distractions 

• Proximity to home and family 

• Less stress 

• More productivity 

• Better health 

• Better work/life balance



Disadvantages working from Home
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• Isolation 

• Distractions 

• Difficulty in separating home from work 

• Work doesn’t end 

• Willpower



Some Questions
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• In managing organisational efficiency during times of crises, what 
should be the focus point?

• In stabilizing the new normal, who is important?

• Who is the ultimate judge of service delivery?
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Address
Change Issues

9

Organize around
Process

8

Leverage 
Technology

7

Eliminate
Wastes

6

Entrench a 
Services Culture

5

Engage All
Stakeholders

4

Create Repeatable 
Processes

3

Create Different 
Process  Versions

2

Simplify
Process Rules

Managing Effectiveness & Efficiency

1

Put Customers 
First
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Put Customers First
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Put Customers 
First
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Understand your 
customer journey



Understand your Customer Journey

• A customer journey tells the story of 
the customer’s experience: from initial 
contact, through the process of 
engagement and into a long-term 
relationship

• It may focus on a particular part of the 
story or give an overview of the entire 
experience

• What it always does is identify key 
touchpoints & interactions that the 
customer has with the organisation

• It talks about the user’s feelings, 
motivations and questions for each of 
these touchpoints

• A user journey map takes many forms, 
but whatever its form, the goal is the 
same: to teach organisations more 
about their customers
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What is Customer Journey Mapping?

• A Customer Journey Map is used to identify and 
define an organisation’s customer touchpoints. 
It is a technique to map, analyse and visualise 
how a customer engages with the organisation, 
via products, services, online experiences, retail 
experiences, marketing efforts and/or other 
channels

• It captures customers’ needs (what are they 
trying to accomplish, what problem are they 
trying to get solved), processes (what steps did 
they go through to achieve their goals), and 
perceptions (what was the experience, how did 
the company perform) at each touchpoint

• This visualisation allows you to consider each 
and every touchpoint, identify where gaps lie, 
and determine how to optimise the overall 
customer experience
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Benefits

Here are just a few of the benefits of creating a customer journey map:

• Higher customer satisfaction

• Less customer complaints

• Lower customer turnover or churn

• Better advocacy from current customers

• Improved customer relation management and engagement processes
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Customer Journey Template
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Process Wastes 
Waiting

Overproduction

Defects

Transportation

Inventory

Motion

Extra-processing

Errors caused by rework, scrap and incorrect information

Production from making more products than customer demand

Wasted time waiting for the next step in a process

Unnecessary movements of products and materials

Excess products and materials not being processed

Wasted time and effort related to unnecessary movements by people

More work or higher quality than is required by the customer

7

Eliminate
Wastes
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Managing Customer Wait Time

• Unoccupied time feels longer than occupied time

• Solo waits feel longer than group waits

• Unexplained waits are longer than explained waits

• People want to get started

• Uncertain waits are longer than known, finite waits

• Unfair waits are longer than equitable waits

• Anxiety makes waits seem longer

• The more valuable the service, the longer the customer will wait

• Communicate what the hold-up is

• Train your people to manage customer wait time

https://www.mycustomer.com/service/management/managing-customer-wait-time-top-tips-from-big-brands
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https://www.mycustomer.com/service/management/managing-customer-wait-time-top-tips-from-big-brands


How to Communicate with Customers during 
Times of Crisis
• Show that you care

• Be proactive in your communications

• Offer a shoulder to lean on

• Inspire your audience – demonstrate good corporate citizenship

• Audit your content queue. Review your entire messaging stream, including social media, promotional and 
transactional emails, push notifications, and SMS, to identify communications that need to pause or shift as 
a result of the situation

• Don’t let panic shake your customer focus

• Find ways to make digital more human

• Forging the future together

https://www.mycustomer.com/service/contact-centres/how-to-communicate-with-customers-during-times-of-crisis

https://www.strategy-business.com/blog/Redefining-customer-experience-Connecting-in-the-time-of-COVID-19?gko=245c0
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https://www.mycustomer.com/service/contact-centres/how-to-communicate-with-customers-during-times-of-crisis
https://www.strategy-business.com/blog/Redefining-customer-experience-Connecting-in-the-time-of-COVID-19?gko=245c0


Managing the New Normal

19

• Managing customer expectations

• Managing demand

• Managing the virtual contact centre

• Using third party support effectively

• Getting the home office working

• Helping your people adapt

• Multi-skilling

• Shifting channels to free up capacity

• Managing demand through existing intelligent automation and self-service
https://www2.deloitte.com/uk/en/pages/digital-transformation/articles/delivering-customer-service-during-COVID-19.html

https://www2.deloitte.com/uk/en/pages/digital-transformation/articles/delivering-customer-service-during-COVID-19.html
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“Insanity is doing the same thing, over and over again, 
but expecting different results.”

― Anonymous



Questions and Discussion
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Thank you!
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We are not living in fear.
We are living in faith.

-Family caregiver using CaringBridge

Cobus Terblanche
0832817246
cobus@nvnt.online

mailto:cobus@nvnt.online

