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Team up with technolo

It is a partnership that will enable you to deliver superior service.

HE refrigerator was on the

blink and the ice had melted in

the freezer. Visions of rotting,
stinking food floated in front of my
eyes. [t was t:me to call the service
centre for my refrigerator, long past
its warranty

I‘songled" the service centre and
called them.

“Good morning, Mrs Sagar™ was
the greeting at the second ring.
Wow! I could not believe it.

They must have had my name
from the caller id system and cus-
tomer database at their end. They
could immediately identify the type
and serial number of my fridge.

On explaining the problem, the
right spare part was dispatched
with the service man, who came
and fixed it the same day,

Is this is a fantasy?

Nol This was my personal experi-
ence just a few weeks back. Would
this level of customer service be
possible without the use of technol-
ogy? Would this service result in
my buying another product from
this company?

The answer lies in the partner-
ship of technology and a company’s
umque CUSHOIMET SETVice vision.

Customers want and value a con-
sistent, seamless customer experi-
Eence,

Aowell-implemented, technology-
supported, Customer management
strategy delivers a 360-degree view
of the customer and a 360-degree
view for the customer.

Some common examples of cus-
tomer interactions through technol-
ogy that we take for granted are:

@ Contact centres, which are the
voice of the company, interacting
with hundreds of customers each
day with well-defined business
processes and policies that keep
them humming, Many contact cen-
tres are already staffed 24{7, align-
ing with the always-on nature of
social media.

@ Web applications that enable
sell-service online and allow cus-

=

(Custorner mIMIp nﬂugement.(l:ﬂu]can determin-e what merchandise shoppers want and have it in stock when they
want it. — EPA

tomers to have 24/7 accessibility
to services, and to maintain control
over their data, Think online bank-
v ;

® Frequent flyer programmes

and other customer loyalty systems.

® Smartphone applications.

Growing data needs

As companies open new offices or
g0 global, faster turnover, people
and data become challenges,

To meet the growing knowledge
and data needs, companies must
leverage the resources of the entire
organisation.

The right technology can improve
customer care and support the cus-
LOMEr cane process across multiple
d'unnels. while reducing handling

Technology + Customer Focus =
Superior Customer Service

The key is information and the
management of data collection,
mining and analysis — l:n]!emve]y
knowledge management, which is
defined as "a set of pracﬂm that
maximises the alue of
knowledge hygaﬂmnng.stmm
ing and delivering it at critical
points of customer interaction”,

Understanding patterns and rela-
tionships in the immense amount
of data collected is possible ul‘liy
through powerful database a
tion and business intelligence,
ing to valuable insights.

Customer relationship manage-
ment (CRM) incorporates software
and database applications to
identify and respond to customer
needs,

It can automate and integrate the
functions of an organisation's sales
force, marketing team and customer
service specialists, allowing them to
best anticipate and meet the needs

of their customers, and help shape
business strategy.

CRM can determine what mer-
chandise shoppers want and have it
in stock when they want it.

The goal is to perso Cus-
tomer transactions and promote
high levels of customer satisfaction
and retention.

Retailers view technology’s role
in customer service in two spheres:

® As it relates to tracking and
providing merchandise; and

® As it impacts the sales transac-
tion, thrwgh faster capture of sales
information and how customers
pay for their purchases, through
mare rapid verification of cheques
and credit cards.

A widely quoted statistic gets to
the heart of the value proposition
behind customer service: The cost
of acquiring a new customer s five
times that of retaining an existing
ane,

As computer and Internet tech-
nologies continue to rapidly evolve,
the capture, storage and retrieval of
expert knowledge have become a
large part of the service work proc-
eS508.

Interact with customers

Cloud computing services allow
companies to interact with custom-
ers via several channels simultane-
ously, such as e-mail, call centres
and social media networks.

Social media is a unique tool that,
if used properly, can take the com-
pany/customer relationship to the
next level,

By listening, understanding and
caring about customers’ prefer-
ENCes, © nies can imy cus-
‘tomer loyalty, raise satisiaction and
reduce costs.

Superior service is not static but
dynamic and constanthy evolving. It
has to be constantly monitored to
measure ]:re:funnam:e

Innovation in technology and
skills leads to continuous |mpn:we-
ment in the quest to provide superi-
oa'and{ﬁr:malmd service through
multi nel communication and
engagement between the organisa-
tion and the client in a timely and
cost-effective manner.

Today, companies have new tech-
nologies to enhance the experience
— from social media platforms that
celebrate customers who promote
your business to data-mining tools
that help to target your customers
and keep them coming through the
door for years to come,

It is only through the use of tech-
nology that companies can create
clarity and an actionable path for
driving the “customer focus” com-
mitment into business aperations.
- Singapaore Straits Times{Asia News
Network

B ARTICLE by Poonam Sagar, an
international consultant with
Training Edge International.



