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A myriad of consumer-facing businesses have spent
millions on CRM solutions in order to improve the way they
service their customers. For a lot of these Organizations,
the lion’s share of that expenditure was channeled toward
new technologies that, in the interest of cutting customer
service costs, largely removed the ‘human factor’ from
the service experience. Sadly while such technologies
generally achieved the goal of saving the Organization
money, they have often done little or nothing to improve
the service experience or quality. In fact, and most
importantly, in many cases, they have alienated
customers altogether but often this has been recognized
too late when revenue and profits have dropped
alarmingly.
To be honest in this day and age most people don’t care or
focus on the technology unless it irritates or causes
concern. Organizations spend vast amounts of time
focusing on inward facing KPIs and congratulating
themselves on the rare occasion that leviathan CRM
implementations were installed on time and under/ within
budget. They have not been listening to those most
important of people – those with money that want to
spend in an appropriate and satisfying way.
There are still those groups that believe that Technology is
the be all and end all. They stand by the fact that
Customer Services has improved tremendously with the
advent of the Electronic Age. When things are boiled down
to annual income, it seems that the more money you
make, the less patience you have with customer service
technology.
Organizations across the board, from Blue Chips’ to SMEs,
need to understand where the spending power is and
maybe, technology should be applied on a ‘horses for
courses’ basis. Once an Organization has identified what
sort of clever technology relates to which individuals or
demographic groups, they should then provide them with

the most appropriate means of being looked after,
technologically speaking.
The negative views of technology’s impact on service are
further revealed with the introduction of The Automated
Phone Systems or IVR as we know it. Customers are least
satisfied with the ‘service’ delivered via automated phone
systems (or death by a thousand finger strokes), one of the
more common results of companies’ focus on cost
reduction without finding out their customers views on
such systems first.
With lower tolerance thresholds, especially whenever we
have to wait in a queue now that the majority of us have
become time precious, has become the biggest bone of
contention when dealing with larger Organizations. Voice,
tone, empathy and pro-activity are some of the human
qualities that reduce or lessen the “torture” on the phone
and this becomes one of the key differentiator between
most companies.
Another service that relies heavily on technology and has
become the norm in our everyday lives is that which is
driven by email based interactions. Though this method
fares much better than automated phone systems there is
still a notion that the human element has been severed. In
a similar ‘non-voice’ vein, the emerging concept of
service via a live online chat function has a long way to go
and still has to achieve widespread penetration among
most customer groups.
So what do customers and their loyal clients really want
from a company’s customer service function? The ability
for a customer service agent to assist with all or most of
their needs would be the initial thought. In the second tier
of aspects critical to a good service experience, the ability
to “discuss” problems with service agents in a timely
fashion using the correct manner and approach which
obviously Technology based systems may not be able to
do.
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Without a doubt the big winner in most customers’ eyes is
still being able to discuss their issues and ideas with a
service agent face to face or on the phone. Gender and
age make little difference in the delivery of a good
Customer Service Experience, but in the same vein
appropriate processes and technology need to be
deployed to release humans to carry out the high value,
high return tasks in the customer service value chain.
With changing trends and expectations in today’s market
place, it should come as no surprise that providing the
best possible customer service is a critical factor in a
company’s ability to compete in its sector and grow
profitably. By understanding what customers expect, need
and want when dealing with service agents and making
the constant changes and tweaks necessary to always and
consistently
accommodate
customer
needs
and
preferences, forward thinking Organizations will be better
poised to achieve the best performance by offering the
branded customer experience that is critical to building
and moreover maintaining strong customer loyalty and
higher lifetime customer values.
The twenty four hour society we now live in impacts our
objectivity heavily, making our understanding of situations
critical to our sanity. With more human interaction and
less mechanical intervention on the Customer Service
front, most companies will thrive in their respective
markets. This is not to say that technology should be
discarded, but methodically put in place to “help”
improve
the
experience
altogether.

Horizon Contact Centers is East and Central Africa's first
state-of-the-art and fully on demand International Contact Center and
Business Process Outsourcing (BPO) Company, offering a broad portfolio
of voice and non-voice services to the global market. With a world class
facility in Nairobi,Kenya and a scalability to house over 1,200 agents,
Horizon is the largest Outsourcing Contact Center in the region.

FOR MORE INFORMATION:

For more information, visit: www.horizoncontactcenters.com.

Tel: +254 (0) 20 698 7000

Copyright © Horizon 2010. All Rights Reserved.

Email: info@horizoncontactcenters.com

Horizon Contact Centers Ltd
Gateway Park, Mombasa Road,
P.O. Box 3027-00506
Nairobi, Kenya

