Customer service in
the right spirit

At Custommerce, the focus was on the people behind customer relationship management, not on the technology.
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n Scott Munro got 3
marketing call from his
telecom  company  the
third day in o row at din-
nertime despite his re-

quests not to be disturbed, he told the caller
hie could take sction about it. because we-
ren't there rules against such disturbances?
You're right, said the calle illegal to call
a prospect but not 3 eustomer, and as you're
already cur customer for the telephone ser-
vice, we're playing by the book when we call
vou ko sell our other services
Talk about doing things in the right spirit
. Munra, Vice-President (CRM Product
Management), CDC Software, narrated this

P during his p at the
seventh Custommeree Nathonal Convention
beld last week in Chennad. Manro, and all
the speakers at the convention, underlined

one thing: Havieg customer management
software anly puts o on a pr with ather
companies, it's the hansn touch that gives

vou the edge - s enable your employees 1o
reach out to customers and take steps to set
things right and delight them

nro referred to ACSE {American Custom-
er Satisfaction Index) findings that proved
that #s companbes got bigger, their customer
satisfaction ratings went lower. The focus ts
on sequisitions and mergers but mat o cu:

ice. Companies have to “est their
to understand how their
products and services are affecting the cus-
eoaner, he sald, *Custemer experience is not
part of the business, it s the busitiess,” he
sated

UNFORGIVING, AND VIRAL

In his presentation on ‘Cuw
Trends and Contact Centn
oo Lancon, President - Asia
2 company that specialises in business com.
mudiscation, said company research showed
thae far 92 per cent of customers, the first
impression of the compa the contact
eentre. Seventy-three per cens of Generation

General Man,

v
s
r of the Taj Mahal

K hir Singh l(ﬂ.

Palace and Tower hotel when it was attacked by terrorists in

MNovember 2008, went to great leni;ths to help trapped guests at
il

great personal cost - the

¥ were people who weuld switch companies
aftera single bad experience, and 85 per cent
of them would share it with their pals, 3
disaster in these days of social media, when
it contbd go viral within no time. He also said

ath of
were also in the hotel and could not escape. _ pau nososma

is wife and two sons who

call may not always be the right channel: the
Webisa great ane - provided your custon-

guests comdortable - and that includes salv-
ing “non-Taj problems”, such as help with
persanal devices and medicines.

A factor that is as important as customer
service B employee engagement, Shukls
sabd, How happy and engaged are your ens-
Eﬁ’r_\'i? If they are, they'll g above and

n;md the call of duty, which has a great

ect on custamer serv s

“Technology is fine, but anly to keep you
in the game, You won't be at a competitive
disadvantage, but having it doesn’t confer an
advantage either,” he . In fact, one
aspect of it s how stagnant data (phone
numbers, addresses, preferences) can harm
customer service rather than help its cawse.

Rennie Battista, Executive Director, Ac-
count Strategy of the US-hased MISI compa-
ny, which provides expericnce design
comsulting services, said it was important to
know ane’s customer, “Know thy user, thou
art not thy user,” he emphasised, sdding that
it's not the company's job to think for him
ot oo 2sk

Bartista spake from the perspective of
“Creating a customer experience strategy’.
“Remember, each customser is your ultimate
boss. And they can fire you,” he said, adding
‘t‘,“ a true CX programme should not be a

ors | may offer i PPl
ties - but it's not real-time; chat and
collaboration can aid some Web activities,

40 per cent of global preferred

imteract with the company through means
other than castomer service centres, and
that they are | networking

but not all, are ea
and mobile maturity cycle.

=1

sites a5 o contact. channel. He quated a

Gartner study which predicts that by 2013,
0 per cent of businesses will suffer revenue
losses from not offering Web-ba

d support
an mohile devices. Experience m o
isth

experience
President of Strategic Contsct Inc, taid o
company shoukd provide effective and con-
sistent user imterfaces, Allow customers to
use many chamnels, snd be mobil ctive
and sockal “Consider all channels in your
custamer experience. However, find the
most appropriate chaonel that swits your
bussiness,” she said, poiating out that a phane

. Vi

When the Taj at Mambai was besieged by
terrorists in November 2008, the concern
batel emplayees showed for the guests is a
|~numau:cump}n-r:u.mm.-r service witha
haman touch, said Prakash Shukla, Senor

residen la) A Gl In-
formation (Wfcer, The Indian Hotels Com-
pamy Led The hotel bost several staff
members during that atack - of over 40
o whawere killed, oaly I were pucss,

i

“Customer service s sbout culture rather
than technalogy, there meeds 1o be some
pride in what oee does,” Shukla said, adding
that at his company, employees are empo-
wered to go the extra mile to help make

e

y inisiative. It must be an internal
and i’umhnxnl:l change to how you o go-
to-market,

The role of employees is vital for 2 suc-
oessful CX p mme. Understand the key
touch paints where your customers interact
with your business, There are always two
sides to every interaction that takes place,
and the employee side is always a critical
component. Your employees must know
what customers expect, what is required of
them and why they valise yoar brand. They
st want tn peovide that exresienee on
IS want i prov £ experience on &
continuing basis, and they must be able to
deliver the experience both in terms af skill
and empowermens,

And finally, the experience of both cus
tomers and emplovees must be aligned to the
business goals “Itsnorall that easy. It's hard
work, be prepared for many bumps and
bruises along |$‘k' way,” be cautioned.
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