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Customer Service Issue 

Just When You Thought You Were Safe 

—The Customer Viewpoint 
By Peter Aggus 

 In the real world, problems happen - systems fail, disasters strike, customer are affected . 
What matters is that you get the problems fixed. We’re generally good at fixing technical 
problems, but that alone doesn’t fix the problem.  We need to talk to our customers to ex-
plain what happened. 

Read More 

Inside 
Multichannel - By Ellen Koskinen-Dodgson 

There are many ways to provide customer support, in fact, 
more all of the time. Customers expect more, particularly 
the Millennials. Everyone is planning new capabilities and 
that raises the bar for everyone. It’s hard to decide what to 
do… what’s everyone else doing? 
 

Risk Management and Customer Service  

By Alan Bajkov  

While ERM – Enterprise Risk Management - has been a hot 

topic for the past ten years, organizations often treat risk 

management as a one-time project. This means that ERM is 

not integrated into business processes and employees and 

managers focus on their own business processes or opportu-

nities for advancement and give hardly a thought to risk. 

They forget that customers pay their salaries and customers 

care about risk.  
 

CRMs  - By Shelley Thompson 

Customer Relationship Management systems (CRMs), track 

and manage customer interactions, starting from the lead, 

through to the order, final support, and subsequent commu-

nications and further orders, all in one record.  It can be inte-

grated into contact centre software so that the CRM cus-

tomer record can include recordings of phone calls as well as 

tracking of emails, webchats and social media activity. How 

do you choose? Who are the leaders? Why? 

Customer Service Assessment 
Your Customer Service is often the primary way that your 

customers judge you.  How do you rate? If you don’t know, 
you might wish to find out. 

TMC Can Help You Assess: 
 customer experiences 

 customer expectations 

 Staff  ability to deliver 

 Corporate culture obstacles 

 How you compare to: 

 Your customer expectations 

 your own goals 

 your peers 

 best practices 

Contact Ellen at ellen@tmcconsulting.ca to discuss how 

TMC can measure how well you’re doing now and recom-

mend how to deliver your best. 
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Angry Customers 

Once you fixed the systems problem, 
customers can finally reach your 
contact centre. Before they‘re willing 
to do any business with your 
company, they first want to explain 
how much trouble the outage has 
caused  them. Some of them are really 
angry.  

Happily, customer service agents are 
typically kind, caring people. They 
naturally sympathize with their 
customer’s pain.  

Sadly, some of them identify with the 
customer too much and damage your 
brand. 
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Just When You Thought You Were Safe—The 
Customer Viewpoint 
By Peter Aggus 

In the real world, problems happen - systems fail, disasters strike, customer are affected . What matters 
is that you get the problems fixed. We’re generally good at fixing technical problems, but that alone 
doesn’t fix the problem.  We need to talk to our customers to explain what happened. 

Ouch! 

There are many way that a 
sympathetic agent can damage your 
brand. A few examples include: 

 “I know! I hate just hate that 
when it happens… it happens all 
the time.” 

 “You should have seen what 
happened last week—we were 
down for 10 hours!” 

 “Don’t IT people make you crazy? 
They’re always in here fixing 
something.” 

Worse, of course, is when the 
constant complaints gets to them. 
Then you might hear:  

 “Hey, lighten up—we were only 
down for an hour.”  

 “OK, OK, but put it in 
perspective—no one died.” 

Customer Viewpoint 

Do you actually know what your 
customers think about your brand? 
You should. 

Disappointed Customers 

“This affects customer service!” says 
your boss. “This is top priority—fix it 
now!” 

We all understand that customers 
ultimately pay our salaries so we need 
to keep them happy, so you and your 
team get to work and pull off a 
superhuman effort. The service is back 
running—life is good. You feel like a 
hero.  

But will your customers be happy? 
Your good work can be undone in a 
moment by your Customer Service 
people.  

Customer Service 

Your Customer Service staff projects 
your corporate image to the world. 
You may have a contact centre, an 
online customer forum or a physical 
store to connect with your customers. 

Customer Service staff is recruited 
because they’re sensitive caring 
people. They receive extensive 
training on your products, on the 
contact centre technology, and on 
how to talk to customers. They’re 
good at their jobs.They answer a lot of 
questions, they sell a lot of product, 
they unruffle  a lot of feathers. 

Peter, as an engineer & technology management consultant, has developed innovative & cost-effective solutions for clients in many industries. 



2. Any Time  is more challenging. 
Companies address this through 
extended contact center hours, 
the use of overseas contact centre 
services for after hours and web 
sites with enriched research and 
self help cap abilities.  

3. From Any Device means 
effective  mobile site design. Fast 
loading  web pages that fit well 
onto small screens are required as 
is text, phone and social media 
support.. 

4. Instant Gratification means that 
it has to be easy to get needed 
information. That means well 
trained agents backed up by  
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Multichannel 
By Ellen Koskinen-Dodgson 
There are many ways to provide customer support, in fact, more all of the time. Customers expect 
more, particularly the Millennials. Everyone is planning new capabilities and that raises the bar for 
everyone. It’s hard to decide what to do… what’s everyone else doing? 

knowledge 
support systems.  

This also means a great, 
information-rich  website that’s 
easy to navigate.   

What’s Everyone Doing? 

Forbes Insights  published their 2015 
survey on customer service based on 
input from 415 executives from large  
companies.  

A large percentage of the executives 
identified that they would increase 
use in all areas of customer contact 
technologies in the coming year:  

 Telephone support (66%) 

 Online service request (61%) 

 Online self service (53%) 

 Mobile device app  (52%) 

 mobile site (50%) 

 Email (47%) 

 Social media (47%) 

 Online chat (44%) 

 Text messaging (39%)  

 Online communities or forums 
(32%) 

Omni-Channel Mantra 

Omni-Channel (or multichannel) 
customer service supports empowered  
customers.  Customer service levels 
everywhere are spiraling up as 
customers look for anywhere, any 
time, connection from any device to 
gain instant gratification.  

To try to meet this need, companies 
address each issue: 

1. Anywhere is easily achieved as 
customers can be served in person 
in stores and through many 
technologies through the 
multimedia contact centre.  

Ellen Koskinen-Dodgson is President and Managing Partner of TMC IT and Telecom Consulting Inc. She is an IT and 
Telecommunications Management Consultant, electrical engineer, author, speaker, media resource and Expert Witness.  

In this age of the customer, we must somehow be all things to all people. 



health record theft, class action injury 

lawsuits. Corporations see the world 

differently. 

The Corporate View 

Corporations exist to grow and thrive. 

Globalization and deregulation have 

resulted in increasing uncertainty, 

thus forcing companies to acquire 
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Risk Management and Customer Service 
By Alan Bajkov 

While ERM – Enterprise Risk Management - has been a hot topic for the past ten years, 

organizations often treat risk management as a one-time project. This means that ERM is not 

integrated into business processes and employees and managers focus on their own business 

processes or opportunities for advancement and give hardly a thought to risk. They forget that 

customers pay their salaries and customers care about risk.  

more strategic 

flexibility. Flexibility 

and mobility of 

human capital are the 

imperatives in 

increasing proactive 

behaviour and 

fostering the ability of 

organizations to take 

advantage of 

unanticipated 

opportunities.  

ERM—Critical 
to Customer 
Service 
Risk management 

starts with a cultural 

shift. For risk 

management to work, 

companies need to 

create incentives so 

that employees adopt 

the right attitude towards risk and will 

incorporate risk management into all 

business processes. 

The #1 
Question 

The number one 

question has to be, why 

does my job exist? If 

the reason disappears, 

so does the job. So 

expanding from the 

micro-view to the 

corporate view, why 

does the corporation 

that hired me exist? 

The answer is always: 

to provide products 

and services that 

customers are willing 

to pay for. So where 

does ERM come in? 

The Customer 
View 
Customers expect zero 

risk. They expect that the products 

and services that they buy will be safe 

and to deliver exactly what was 

promised. They expect that their 

financial information and their ‘digital 

life’ will be kept confidential. Sadly, 

they are often disappointed; think of 

all the Risk Disaster Stories that we 

read every day – credit card theft, 

Alan Bajkov is a senior executive professional with over 30 years of experience with enterprise risk management practices cover-
ing IT governance and IT project management. 

 

Customer Data Breach 

When customers become mere statistics and risk manage-

ment is treated as a one-time project, customer alienation 

can occur. 

Sales  

Processes 

Risk  

Management 

Customer Data Breach 



 CRM Leaders 

The Gartner Magic Quadrant lists 
CRM leaders: 

 SalesForce.com  

 PegaSystems 

 Microsoft Dynamics CRM  

 Oracle Service Cloud   

Other analysts include: 

 SAP  

 sugarCRM 
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CRMs 
By Shelley Thompson 
Customer Relationship Management systems (CRMs), track and manage customer interactions, 
starting from the lead, through to the order, final support, and subsequent communications and 
further orders, all in one record.  It can be integrated into contact centre software so that the CRM 
customer record can include recordings of phone calls as well as tracking of emails, webchats and 
social media activity. How do you choose? Who are the leaders? Why? 

How to Begin To Choose 

Before you begin the choosing 
process, first understand your own 
processes. Involve your Customer 
Service and Sales teams and educate 
yourselves on CRM capabilities and 
decide which CRM features might be 
useful in your environment. 
 

How To Choose 

Develop an RFP based on your 
internal review. Include : 

 Mandatory and nice-to-have 
capabilities 

 Requirements for a  market 
leader or proof of financial 
viability 

 References 

 Local installation and support  

 Availability  and quality of 
customization developers 

 Training requirements and 
availability 

 Initial pricing  

 Estimated total cost of ownership 

 Demos 

 

Why CRM is Loved 

Customer Service Managers want 
some or  all of: 

 Control of client data 

 Increased sales 

 Reduced costs 

 Easy user interface 

 Suggested next agent action 

 Integration with contact centre 
and recording software 

 Reports 

 Real-time updates 

 Email /chat  

 Customer analytics 

 Cloud-based systems to allow 
easy growth 

 Social media monitoring and 
management 
 

Customers like: 

 Knowledge solutions to help 
answer customer questions  

 Co-browsing of web sites 

 Mobile messaging, chat and 
browsing 

 Video libraries  

 Video chat  

 Combination of capabilities, such 
as chat within mobile self-service 
forms 

Shelley Thompson  is a  researcher and business analyst who oversees client benchmarking studies.   

 


