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<<Christopher Caldwell, Executive Vice President and President, Concentrix Corporation>> 

 

Great. Thank you very, very much, and welcome and appreciate your interest in Concentrix. So 

we’ve got the presentation up. Just before we get into it, just to give you a background. 

Concentrix as a wholly-owned subsidiary of SYNNEX Corporation were publicly listed on the 

New York Stock Exchange. We were founded in 1980, so significant history around us. We 

actually are probably the largest company no one’s ever heard of, with a revenues just over $20 

billion. 

 

So today we’re going to talk a little bit about Concentrix. Concentrix is around 22% of the 

revenue, but about 54% of the profit of SYNNEX Corporation. And we are one of the reportable 

segments in our public filings. We are in a blackout period at the moment. So we won’t be 

having a Q&A at the end. And as always, you always know the Safe Harbor that material, our 

results may differ materially from what we’re going to discuss today. 

 

I thought it kind of sort of put Concentrix in a box for you to appreciate and understand. We 

compete in the business process outsourcing market or BPM market depending on what you’d 

like to call it of the day, there’s a flavor of the day. And effectively have been around and 

investing in this business since 2003, so both 15 years on and we built the business up from 

about 30 people and the few million dollars worth of sales in 2003 to $4.7 billion and about 

225,000 staff around the world over those 15 years, so fairly significant growth. 

 

Some of that has been obviously from an M&A material perspective, which we’ll go into a little 

later. A big portion of that has also been organic within our business model is very, very key to 

drive our business going forward. We do have some very contrarian thoughts around business. 

We don’t believe in thousands of clients. We actually want fewer clients with much deeper 

engagements with our clients. 

 

So we actually spend a lot of time actually calling our client base to make sure that we’re 

offering the right value to our clients. And that they see us as a value partner within the 

ecosystem that we go along with. We also very much segment our client base. So while we focus 

on our vertical expertise within the client base, we actually go after disruptors in the clients and 

have about 50 Unicorn/Disruptors within our client base. And then we also go after mature 

business. It gives us a very good view of what’s happening within both spectrums, also gives us 

a very, very good view of how people think differently about the businesses. We also focus on 

clients that drive revenue from different geographies. 

 



So for instance, we are not a majority driven by North America clients. We actually have clients 

throughout Asia-Pac. We have clients throughout Europe that drive our revenue, so have a nice 

balanced portfolio of our revenue around the world, which is somewhat unique to our business. 

So we’re very happy with that. We also segment our business by voice and non-voice. Prior to 

our largest acquisition, which was the Convergys Corporation that we announced in September, 

we actually were almost 50/50 voice, non-voice. With the Convergys acquisition, we dropped 

that down to about 70% voice and 30% non-voice. 

 

And that non-voice, we’re selling technology, we’re doing analytics, we’re doing some of our 

platform development. We’re doing content social moderation, a lot of mortgage processing and 

banking work and healthcare work, which is high value work. And our goal is to continue to 

drive that non-voice back up to that sort of 50/50 balance within our business. So I’m very, very 

kind of different thoughts around how we look at the business and how we go to market around 

our client base. 

 

When we look at our market that we compete on, I think probably many of you have seen this. 

We look at our marketplace is saying we compete and have an addressable market of about $150 

billion, because it’s just more than the CRM space. We also – they compete in the analytic space. 

We do some of our consulting. We do voice of our customer work. We do a lot of digital 

services through our Tigerspike division. So a lot of other services that we pull into and compete 

in a much larger market. 

 

When we look at the overall BPO market, we expect it to be growing 3% to 5% every year. 

Some places a little faster, some places a little slower. But from our perspective, we see that as 

sort of the market growth rate that we benchmark against and focus on growing our business 

against. 

 

So from an organic growth perspective, we have had a very, very strong organic growth 

perspective. But from an M&A perspective, we have generally bought companies that have 

either underperformed in the market or had been shrinking. And two of our largest acquisitions 

over the course of time was the IBM BPO business that we bought about five years ago. At the 

time, it was shrinking about 10% and accelerating quite quickly and we’re able to buy that, clean 

it up, start to grow it. 

 

And similarly, we just purchased the Convergys acquisition, which we closed in last year – late 

last year. They had been declining for three years on a quarter-on-quarter basis. The first quarter 

we were able to hold the revenue flat and the second quarter we able to grow slightly. So we 

have a very, very good domain expertise of how to bring in the businesses, how to integrate them 

into our philosophies, how to clean up the portfolio and how to execute around driving the 

business going forward. And that’s really become a very, very big key part of our DNA. 

 

We believe this market is highly fragmented from a market perspective. We believe that clients 

are pushing more and more for fewer partners within their ecosystem that want much deeper 

expertise, much deeper domain expertise, much more vendors and partners who are taking over 

the end time processes. We believe we played very, very well in that space. And therefore, being 

able to do M&A successfully, integrated successfully and really drive those customer 



relationships we think is a very big part of our differentiation as we go and grow in the 

marketplace, because we get a lot of support from our clients in consolidating their ecosystem, 

which is very, very helpful. 

 

When we look at our clients and our brands that we operate and we look at sort of Fortune 2000 

around the world in top of the Unicorns. So frankly, there’s probably not anyone in the audience 

who hasn’t interacted with the Concentrix company, whether we are managing your healthcare, 

whether we are proving your procedures, whether we’re managing your mortgage, whether we’re 

helping you support your technology environment at home, whether we’re managing your assets, 

that you have from a technology perspective, whether we’re approving your credit card, 

whatever the case may be, the reality is that you’ve interacted us, because we literally touch 

billions and billions of transactions every year. 

 

And really focused with our clients on around how to optimize them, and our client base is 

reflective of that. There’s not a client in our client base that you would not have heard of or not 

do business with from a global Fortune 2000 perspective. When we look at our key verticals, we 

actually have 10 verticals that we have deep domain expertise on, but there are five that are very, 

very key to us. And there are healthcare, financial services, insurance, automotive and 

technology. 

 

And the reason why we pick these verticals is a couple of very, very key things. First of all, 

there’s a significant amount of engineered obsolescence in these products and services that fit 

within these verticals. There’s a high level of compliance within these verticals that we deal 

with, high level of security, bigger barriers to entry with the work product that we do. And the 

clients are looking for much deeper engagements and more intent process and more support on a 

global basis. So when we look at this and we look at our growth over the last 15 years, bigger 

part of our growth has come from these five verticals. They offer a much richer margin profile 

than what we see in sort of the whole industry as a whole. 

 

And they’re actually going faster and now represent about 65% of our business. And if you 

followed our story, the Concentrix story over the last three years, we’ve actually raised our 

operating income by close to 300 basis points getting into double-digit over the last three years, 

primarily by focusing and increasing our presence in these areas and driving more technology 

and solutions in these areas. 

 

So it’s been very, very key to how we’ve seen our business grow and what we see as our go 

forward plan increasing our margin profile. As part of that, when we look at our technology that 

we invest in, we are spending significantly more than what probably companies at our size would 

spend in technology, whether it be Automation and RPA, I mean very trendy words at the 

moment. We’ve been doing it for a few years. We actually erode about 15% of our revenue 

every year by automating it. 

 

And that’s an internal goal that we’ve measure and we drive our operational leaders to, about 

driving that automation and driving better value for our clients. We also are in the VOC business. 

So if you follow Medallia or if you follow Qualt – sorry, Qualtrics, the reality is we have a 

platform that competes with that and are doing very, very well in building that business up about 



driving those customer engagements, understanding, measuring and giving actionable insights 

back to our clients. 

 

We do a lot around Platform & App Development, so for instance, right now we’re in the 

process of rolling out an anti-fraud application around one of the big telcos that effectively looks 

at compliance, looks at operator issues, looks at where personal data is available. And if there’s a 

challenge with it, suddenly freezes up that person’s individual computer, reports it’s a 

compliance department and looks at what behavior triggered that, that development to happen. 

It’s been extremely successful in the pilots and that’s the type of technology we’re developing 

from a anti-fraud protective measures that are going out there. 

 

From a Social Care perspective, we’ve invested significantly in analytical and technology that 

looks at the content that is being viewed and then effectively understands what’s objectionable 

and taking it out of someone actually having to physically touch it or look at it. It’s been highly 

successful. It’s driven a lot better user engagement from our staff perspective and has been very, 

very powerful from a client’s perspective of being able to view and manage more content that’s 

on their platforms, and not have objectionable contact being viewed by individuals, so very, very 

key. 

 

In the IOT platform, we’ve actually been investing in the automotive space. So for many, many 

years, we’ve been in the telematics space. And the telematics space is where we see more and 

more burgeoning growth with an automotive. The automotive units and how ownership with an 

automotive will change pretty significantly over the years. But we do feel that from an IOT 

perspective, the reality is that, that car driving around collects a significant amount of data, has a 

significant amount of ability to interact with the environment around it of where it goes, how it 

does, how it’s owned, who pays for it. And all that data needs to be harnessed and actionable 

items need to come out of it. 

 

So we spend a lot of time working on that, developing the technology behind it where we have 

our own telematics platform, able to capture that information from the car manufacturers, drive 

better engagements for the drivers in those cars, drive better ownership opportunities for the 

company that have the fleets and drive better opportunities for the manufacturers to understand 

how they can really monetize that person driving around in that car, so very, very unique 

information technology from that perspective. 

 

On the IVR space, as part of the Convergys acquisition, they had a very robust IVR practice, 

albeit on premises. And so we’re in the process of developing a lot more natural language 

routing, sort of conversational IVRs that are happening and started to see big gains about 

bringing that across and driving that as part of sort of the next automation of taking calls away 

from people and actually having it managed within the cloud and having a better engagement at a 

lower cost to serve, so some really, really good technology that’s coming out from that. 

 

And then finally from the System Integration perspective, a little over 80% of our engagements, 

we’re applying technology for that solution to our clients where they are actually using 

something that we’ve developed ourselves. In fact, out of those 650 clients, we have about 150 

plus that only buy technology from us in order to drive better interactions for their clients as well 



as manage things and do more in an automated process across their enterprise, so very, very 

significant area that we’re investing. 

 

And as we’ve seen our margin growth from an Op income perspective over the last three years, 

our belief is that we will be able to drive increased operating margin expansion by investing in 

this technology as we’re starting to see it come more and more to light and starting to monetize it 

more and more. And again, from a monetization perspective, we are not looking for the client 

only to do business with us. In fact, a lot of our technology that we deploy actually is deployed in 

the ecosystem, meaning the client will use it in-house, the client will use it with other partners 

and the client will use it with us. So we see it as a big opportunity for continued stickiness with 

our clients and margin expansion within the ecosystem.  

 

As part of that DNA, we’ve had a long, long history of advancing technology and developing our 

own technology. And there’s a few platforms and I want to discuss really that I think are kind of 

key to where we see continued growth. 

 

We talked a little bit about our VOC platform where we believe that people are who measure 

VOC by CSAT or NPS, really the next generation is managing it around sentiment, managing 

around what’s the emotional engagement with the brand, was the emotional engagement that you 

have with the interaction, whether it be an automated interaction or personal interaction. 

 

And so our VOC platform that we’re investing heavily in is really starting to figure out, how do 

you measure that interaction? How do you really drive that delay? How do you really make a 

better engagement for that customer? And again seeing very, very good, nice wins from that 

platform as we go forward. So expect to see continued growth within our VOC business. We also 

just launched a couple of weeks ago and very happy that we just signed our first client on our gig 

platform. 

 

So we spent a year and a half developing a gig workforce platform that allows people to buy 

strictly manage their workforce of independent contractors that are solving things anywhere from 

questions that people might have to very deep tax questions to doing content management on 

their off time. And this platform basically allows our clients to control their workforce, their cost 

structure and very variable model. And what we’re really applying is the technology, managing 

the tax systems around it, managing the finance systems around it, managing the quality control 

around it, and allows us, again have a much more unique value proposition to our clients by 

developing our own gig platform. And so you’ll start to see more and more of that come out as 

we go forward. 

 

We talked a little bit our fraud platform. Clearly right now, if you are reading the news almost 

every other day, there’s a breach of some sort within some of our clients are within sort of the 

enterprise ecosystem of outsourcers. We believe that we have cutting edge technology that we’ve 

developed around the anti-fraud system that will allow us to manage that effectively, drive our 

clients, have a higher security within their systems and their processes and have it more 

automated with some intelligence that goes behind it, about making sure that if people are trying 

to do something that they shouldn’t be, that it’s alerted caught and obviously identified and 



stopped as quickly as possible. So again, another key innovation and platform that we’re 

investing heavily in.  

 

We’re also lastly investing in significantly and had it running for the last year and a half of four 

management system. And if you think about it and some of our sites will have many thousands 

of staff and how do you drive kind of complexity and high end value work product and manage 

the workflow that’s going through it. 

 

So we’ve developed a very complicated product that’s called Pulse. That allows us to manage 

workflow around global clients understand where things are, moved things from follow the sun, 

understand where people are performing, where people are not performing in a very granular 

nature. But again has been part of the reason why we’ve seen our margin expansion and also 

believe that we continued to increase our margin expansion as we go forward. 

 

We’ll continue to invest in this area, but this is very, very key that we’re just not doing the same 

old, same old. From a body shop perspective, there’s a lot of technology and innovation, they’re 

going into each of our client engagements and a client relationships. And we’re seeing that as a – 

as we win new business and grow our business going forward.  

 

We do believe that we have a unique access and a unique view of the world. And this is where 

our clients are coming to us. If you think of our business, we have 227,000 staff around the 

world that speak close to 80 different languages. They span every generation from early 20s to 

late 60s. We are an almost petri dish for our clients in terms of how things work, how things are 

seen in the marketplace, how things are seen culturally within the marketplace. And also in terms 

of the brands we support, we have everything as we mentioned, from the Unicorns to the very 

mature business models. 

 

This allows our clients to frankly come to us and get advice on how to go to market, how to 

optimize things, what’s world-class, what’s best-in-class. Not only what’s best-in-class in their 

industry, but what’s best-in-class across a branch of different types of industries and allows us to 

very, very unique access to this. And the data and the insights that we can drive our clients see 

real value and using us as a global provider for their services. 

 

That allows us to really drive consistency around the globe, but also from a local intimacy 

perspective, have winning propositions within each of the markets that we service, so very, very, 

very, powerful process. And we see this continuing to really drive a better value proposition for 

our clients by working with us, because we have that scale. When we look at the marketplace as 

a whole within the space, we really do believe it’s going to bifurcate where there’s going to be 

very unique boutique players that are going to be sort of $500 million, $750 million and then 

very large scale players from a global perspective, they’re going to be able to drive deep domain 

expertise, be able to invest in technology, be able to invest in a lot of the things that our clients 

are looking for and really nothing in the middle. 

 

And clearly we are positioning ourselves to be in that top scale player that’s really driving high 

deep domain value across a global delivery platform. We are recognized as one of the key 

leaders within our industry is not only from a social and moral perspective in terms of what we 



do for diversity in terms of what we do for some of our markets that we service in, but also in 

terms of our performance and vision. And then two years ago or year ago, we were sort of a 

leader within the Gartner Quadrants. We’ve also been recognized by Everest as a leader in 

number of our different categories. And so we continue to strive for this. But frankly, our biggest 

benchmark is for success is our client CSAT. And we continue to see drive and growth within 

our client CSAT that we measure on a quarterly basis to make sure that we’re adding value to 

what they’re doing and see them as a key partner as we go forward. 

 

From a financial performance perspective, clearly between 2018 and sort of the pro forma 2018, 

we had the Convergys acquisition that came through. And I like to spend a bit of time from this. 

We actually purchased Convergys clearly for a couple of key reasons. One, they had a very, very 

strong client base within their market that had been underserved from a technology perspective 

and underserved from an offering perspective. 

 

We’ve already shown an example of where we’ve been able to drive that forward and help the 

revenue decline within the business and start to actually see growth within the business. And 

that’s really about bringing new offerings to the client base. We also saw a need for improving 

our European footprint, which Convergys was able to do for us. And Convergys had the same 

challenge within Asia-Pac where we had a lot stronger Asia-Pac and Latin American presence. 

So we saw a very, very good complimentary bringing together from a footprint perspective. 

 

And lastly, from a cost perspective, we publicly stated that we’ll take out $150 million of costs, 

from the business as they come together, within $75 million in the first year. And we’ve publicly 

said that were already on pace and probably a little ahead of that taking out, so it’s been very 

successful. We started the integration in September. We said it would be about 12 months to be 

done. We’re probably on track to be 9 months to 12 months as we publicly stated to be 

completely integrated and done. 

 

And from a client perspective, they’ve already seen the benefits of that. And really what’s left 

from an integration perspective is our backend HR system and our backend accounting system, 

which will be done next 60, 90 days. So a significant amount of velocity to really drive that 

forward. We’re also incredibly excited about when we talked about the deal publicly that the 

client base between 11 and 150 was really where we saw the big growth engine come from. 

 

And we publicly stated that once we kind of go through and call the client base that we’re in the 

process of doing right now that we will be able to grow this business as a consolidated business 

at market within the first year. That’ll end at the end of November between the 3% to 5% mark 

and then significantly faster thereafter, and we believe that we’ve been able to demonstrate this. 

 

We’ve already called out that we are taking out $200 million of revenue and still reaffirmed that 

our growth numbers are in place to really drive that forward. So significant momentum that’s 

coming forward after the first couple of quarters of the integration and acquisition. All while 

doing this, obviously with $150 million of synergies coming out. You’ll see the margin 

expansion opportunities in the operating income line as well as our growth that we’re doing as 

we’re getting more leverage from our technology investments. 

 



Lastly, really from a perspective of why we believe, we’re a good investment. We are a leader in 

the marketplace. We have very differentiated message that resonates with our clients in terms of 

our offerings and what we do within those space. I think when you look at our execution track 

record, not only for growing margin, also from our M&A perspective, we have a unique 

capabilities that we’ve demonstrated time and time again. 

 

We have an extremely attractive financial profile from a valuation perspective at the SYNNEX 

Corporation level. And then we have a very strong cash flow within the Concentrix business that 

really drives us and gives us financial flexibility to continue to invest in the business and do what 

we need to do to service our marketplace that we’re operating in. 

 

So overall, we’re very happy from a progress perspective. We’re very, very happy from where 

we’re positioned. And we see continued growth in the marketplace, not only from consolidation, 

but also net new processes that we’re able to take over from our clients, because of the 

technology that we’re investing in. 

 

With that, I will say thank you very much. 


