
doing with all the information they share with them.
In fact, 92 per cent of UK consumers were found to see a direct link between

satisfaction and how well a company was handling their data. Firms with the
happiest customers were making good use of customer data and using it
effectively.

Efficient use of customer data ranges from personalised marketing
communications, to having a call centre that is able to access up to the minute
information at speed during a call, whatever department this information comes
from and whatever channel collected it.

In a multichannel world not providing your staff with information from across
the board can cost you business.

Richard Higginbotham, marketing manager, Transactis;
richard.higginbotham@transactis.co.uk

There are times when
you need not talk to
customers
CONVENTIONAL wisdom has it that the simul taneous
objectives of driving down costs and driving up
customer service levels are utterly incompatible. But
that is the very real challenge you face.

It’s a challenge that requires innovative thinking and,
as part of that, a willingness to embrace new
technology. That is not technology that diminishes, replaces or depletes, but
technology that supports, enhances and extends the service offered by call
centres.

Call centres are required to perform increasingly sophisticated customer
relationship management functions. As you will know, the traditional
imperative to simply make and take calls has evolved into a more multi-
faceted set of objectives, as businesses make customer relations a key
differentiator in highly-competitive markets. The newer brief is concerned
with resolving issues, advising customers and completing transactions.

Clearly, these are activities that demand person-to-person interaction and
sympathetic discussion. Technology cannot replicate that. What technology,
applied correctly, can do is deal with some of the more predictable functions
and therefore free staff to focus their skills where they are most needed.

That means directly addressing avoidable calls. In a report this year,
ContactBabel said that the average cost of an inbound call was an
astonishing £4.08, while the average outbound call costs more than £5.

Simple software is available that identifies the proportion of those calls
which are avoidable. An improved contact management system can be put
in place, which prevents incoming calls by proactively telling customers what
they need to know via text, email or personal web page, so they have no
need to call and chase the status of their case.

Taking this to its next logical stage, a workflow management system can
log the progress of particular cases or processes, and highlight when and
where routine action is needed – before there is any cause for complaint.

Crucially, this is not technology that requires complicated installation. The
best tools are web-based software-as-a-solution (SaaS) concepts.

The financial services sector has been one of the fastest adopters, and
not solely because of operational size. A small regional building society
adopted a contact management solution when it was inundated with
applications following the launch of a new online mortgage offering. Similarly,
a large national building society introduced similar tools as a means of
reducing costs and redeploying staff in more direct and effective customer-
facing roles.

The efficiency benefits they have reported include reduced errors,
increased completions, better staff retention, fewer sick days and happier
customers. The environment changes from being adversarial and attritional
into productive and effective. And the financial benefits cannot be ignored.
One large bank has projected that hundreds of thousands of pounds will be
saved very quickly.

For outsourcers on fixed rate contracts, there’s a far stronger value
proposition in diverting resources where they are most needed, while having
a more proactive role in managing the expectations and behaviour of
customers.

Surely that’s progress in the very best sense of the word. 

Martin Scovell, director, MatsSoft; martin.scovell@matssoft.co.uk
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