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PEOPLE

At InfoCision, a special emphasis is placed on people
because their business is all about relationships. Each
member of the team, from a Communicator to a
senior manager, is hand picked to ensure every
employee represents the values that make InfoCision
the highest quality call center company in the world.

When screening prospective employees, the HR
department looks for people who have a great
attitude and display the “Whatever it Takes” attitude
the company was founded on. They also look for
individuals who have a willingness to learn; exhibit
sound judgment; and have a courteous, positive,
caring and respectful attitude because attention to
customers, internal and external is crucial.

Employees are encouraged to submit ideas for the
best ways to save the company time or money, with
the opportunity to win a $500 or $100 Working
Smarter Award. All winners are eligible for one of four
cash prizes as high as $5,000 at the end of the year.
Employees may also submit suggestions for
improving on-screen scripts used in the call centers.
This allows InfoCision employees at all levels to be
innovative.

InfoCision has a unique culture of recognition.
Monthly President and CEO Carl Albright and senior
management travel to each call center location and
recognize and reward the highest quality and highest
performing Communicators. Communicators with the
most exceptional quality and performance scores in
each call center receive the Quality Superstar Award,
consisting of a gold trophy and a cash award.

InfoCision also instills a sense of community in
employees. For Communicators, InfoCision operates
a mentoring program that allows seasoned
Communicators to take new Communicators under
their wing to show them best practices, help them
adjust to the company programs on which they are
calling, and provide a peer from whom they can seek
advice. It also gives veteran Communicators the
opportunity to gain recognition for helping the call
center staff grow and foster quality employees, while
earning extra bonus money for their
accomplishments.

For the account staff they have the IMC Future Stars
Program, which is a hybrid of the following three
programs; a mentoring program, which seeks to
assist individuals with their development, both
personally and professionally; a coaching program,
which seeks to increase and improve an individual’s
job-related skills; a buddy program, which is intended
to provide an individual with a single point person to
assist in the access of operationally necessary
information.

PROBLEM SOLVING

Since its inception, InfoCision has embodied a
dedication to the highest quality customer service
and has expanded its original customer service
philosophy to accommodate the evolving needs of
clients and their customers.

Customer inquiries come in many forms - voice-mail,
e-mail, fax and traditional mail. All correspondence is
reviewed and handled promptly by the regulatory
compliance department. Within 48 hours, without
exception, a member of the department researches
the issue and an exact digital recording and transcript
of the call is available to InfoCision and the client. If a
further response is warranted, the customer or donor
information is forwarded to InfoCision’s legal counsel.
All of the details of the correspondence are recorded
and available for client review.

To ensure all new hires understand the customer
service philosophy, each new employee is required to
complete a three-day orientation where they become
acclimated to the company’s customer service
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initiatives. The long-term benefits of extensive training
include increased employee retention rates, helping
InfoCision maintain a high quality workforce that
understands the importance of providing excellent
customer service at every level of the company. Since
implementing the orientation program four years ago,
the 90 day retention rate increase from 60 to 99
percent. Call center employees go on to complete
another weekend and a half of training before making
calls. Over the next month they will work with a call
center trainer who helps them become further
acclimated to the call center, clients and company.

RESPONSIVENESS

InfoCision is constantly looking for ways to improve
upon its employee and customer relations. One way
they achieve this is through bi-annual, company-wide
employee surveys. These surveys are part of an
ongoing measurement process that helps give insight
into how employees feel about issues like benefits or
training. Solutions are implemented when necessary .
A couple examples include,

¢ Pay for Performance plan: Implemented January
2009, the Pay for Performance plan allows
Communicators the opportunity to increase their
wage if they meet certain requirements: a
Communicator must have a 1.10 eight-week and
year-to-date performance factor; have been
employed at least six months; have an average 100
in-house QSA score; and have worked 90 percent
of their scheduled hours.

e Communicator Review Process: Communicators
now receive open-ended feedback from
supervisors, managers and all other employees
involved in the Communicator’s career.

e Employee Feedback Form: Employees can fill out
a new online form in which they can offer
suggestions for workplace improvement.

CUSTOMER SATISFACTION

With 28 years of experience in the teleservices
industry, InfoCision has established a reputation for
delivering their clients quality, accountability and the
highest ROI possible.

In fact, InfoCision has received various awards for its
commitment to excellence and customer service
including:

e World Class Customer Service Award for Zero Risk

¢ CRM Excellence Awards for enhancing customer
relationships

¢ One bronze and two silver DMA International
ECHO Awards for outstanding direct-response
advertising campaigns

¢ NorthCoast99 award, recognizing Northeast Ohio’s
best places to work

e Pillar Award for Community Service

e MVP Quality Award, earned every year since its
inception in 1993

e Ohio Chamber of Commerce’s Best Employers
Award, recognizes the top 10 best employers
in Ohio

“InfoCision’s philosophy is to provide the highest
quality services, which produce superior results for
our clients by investing more in quality than our
competition. However, that investment in quality must
be cost justified by providing the highest ROI for our
clients. Consequently, InfoCision might not be the
lowest cost teleservices provider. However, we will
provide a significantly higher ROI for our clients at a
competitive price,” said Carl Albright, InfoCision
president and CEO.

It was the experience of the International Service
Excellence Awards judges that InfoCision has a
culture based on respect, passion and dedication to
customer. InfoCision’s strive to continuously improve
and to keep working to be the best in order to provide
their customers with exceptional results and
experiences is exciting to see. This has been their
approach from the beginning and they do not simply
sit back and do a ‘good job’, they show up every day
to give 100% so that they can continue to exceed
expectations, both internally and externally.

Congratulations InfoCision on your 2009 win of
the International Service Excellence Award in the
category of Medium Business.
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To Delight
or Not to Delight.

That Is the
Question!

BY PEGGY CARLAW

I’'M SURE BY NOW MOST
OF YOU HAVE SEEN THE
ARTICLE, “Stop Trying to
Delight Your Customers” in the
July-August issue of the Harvard
Business Review (pp. 116-122 if
you read it the old-fashioned way).
In the article, Dixon, et. al., report
on their 3-year survey of more than
75,000 B2C and B2B customers about
their recent service interactions with
live agents and self-service contact
center applications.

To provide a quick summary of a very
thought-provoking article, their study found
little correlation between the customer
satisfaction score, which organizations have
traditionally used to measure how good a job
they’re doing, and customer loyalty. They found
that exceeding customer expectations by offering
a refund, a free product, or a free service makes
customers only marginally more loyal than simply
meeting their needs. They state, “...loyalty has a lot
more to do with how well companies deliver on their
basic, even plain-vanilla promises than on how dazzling
the service experience might be.”



doesn’t build

To Ileli!llll or “0t to Ilﬂli!llll ... continued

| don’t know about you, but my expectations for
service are pretty minimal these days. If | can have an
interaction with someone who can understand what
my issue is and solve my problem, I’m pretty happy—
delighted actually! | don’t need a free refund, a free
product, or free shipping.

OK...maybe | do need free shipping, particularly if I'm
returning a pair of too-tight shoes to Zappos. Turn
now to page 41 in the same issue or read online. The
title? “Zappos’s CEO on Going to Extremes for
Customers.” Wait! Should we go to extremes for
customers? Should we stop trying to delight them? Is
the Harvard Business Review bipolar? There’s a lot
that Tony Hsieh has to say about achieving
exceptional service that | agree with—like making
customer service a priority for the whole company,
not just a department, and offering free shipping both
ways to make transactions risk free and easy. That’s
what | would expect from a company | wanted to do
business with. On the other hand, doing a surprise
overnight shipment for loyal repeat customers who
chose free ground-shipping would not make me a
more loyal customer, nor would finding me five local
pizza delivery places in Santa Monica as mentioned
was done for a Zappos customer. Nice touch, but
those above-and-beyond things
will not make me a loyal customer.
The strategy does seem to be
working for Zappos, though, as
they’ve gone from 1.6 million gross
revenue in 2000 to over 1 billion in
2010.

Delighting
customers

Coming back to the first article, the
authors found that delighting
customers doesn’t build loyalty;

reducing their effort—the work they
onalw- must do to get their problem

solved—does. As a result, they
developed (and trademarked) a new metric: the
Customer Effort Score™ measured on a scale of 1-5
by asking, “How much effort did you personally have
to put forth to handle your request.” The idea is that
companies create loyal customers by helping them
solve their problems quickly and easily.

As someone who has spent the last 15+ years
helping businesses improve their customer service,
| must say that | love the thought behind this
newly-coined Customer Effort Score™. Too many
companies try to “delight” customers without first
tending to the basics. If you really want to delight
customers, you need to start with the basics:

A

CUSTOMER

EXPECTATIONS

DEFINE & MEASURE

1. First, define what each of your customer
segments expects from you in the way of
customer service, then measure the gap between
your service offering and their expectations. I'll
bet that making it easy for your customer to do
business with you (meaning a low Customer
Effort Score™) is going to be up there at the top
of the list.

2. If your company isn’t meeting expectations, strive
to do so. This involves hiring the right people,
training them in product knowledge and customer
service skills, supporting them with the proper
technology, and making sure your processes are
customer-friendly.

3. Once you’ve met your customers’ expectations
for service, you can work on exceeding them. This
is the step where you need to be cognizant of any
tradeoffs between exceeding expectations and
the cost of doing so.
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4. Finally, when you’re consistently exceeding
expectations, then and only then are you in a
position to talk about going to extremes to delight
customers.

Free shipping and surprise overnight delivery would
not be working for Zappos if they had surly reps on
the phones, were often out of stock, or frequently
shipped the wrong product. They are able to go to
extremes—profitably—because they’ve engineered
their whole company around the customer.

Have you defined your customers’ expectations from
their vantage point, not yours? If not, start today.
Strive to meet those expectations, make it easy to
business with you, then you and your customer can
both soar to the extremes of delight.

ABOUT THE AUTHOR

Peggy Carlaw is the founder of
Impact Learning Systems. Impact
helps companies develop and
implement customer service
strategies to improve the customer
experience. Their consulting services
and training programs help
organizations create a customer-focused culture
while producing measurable business results.
www.impactlearning.com

With customer expectations continually
rising, the wider business community is
becoming aware of the value and role
that Customer Service plays in achieving
business success. This highly demanding
area is arguably the critical success factor
for many organizations. For this reason,

it is important that the Customer Service
Profession has its own international
awards to recognize, promote and
reward excellence, professionalism and
outstanding achievement.

The ICCSQO’s International Service
Excellence Awards showcase achievement
in Customer Service. Reaching the finals
and winning an award illustrates the high
standards of management, training and
commitment to excellence within those
organizations.

§
Excellence Awards

Contact CSIA

for more information — info@serviceinstitute.com
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MILLION “DOLLAR ((ONVERSATIONS

‘How to grow

your business
with your best
customers

BY JEFF MOWATT

question | sometimes
ask managers and salespeople when |
speak at conferences is, “How much
business do you think you may be
leaving on the table with your existing
customers?” Most lament that there’s
lots of room for growth in gaining more
of their customers’ wallet share. |
believe that most companies — even
small businesses - have at least a
million dollars worth of extra potential revenues
sitting in their filing cabinets. The problem is
employees aren’t effective enough at cross-selling
and cross-referencing their other products and
services. Let’s talk about how to get more of this
business out of your filing cabinet and into your
bank account.

LESSON FROM LAs ‘UEGAS

First, decide which customers you should focus on.
Consider the strategy of casinos. They categorize
their customers as being tourists, high-rollers, or
whales. “Tourists” and “high rollers” are self
explanatory. “Whales” are the ultra rich who can
afford big losses and still return for more. Each
industry has its own version of whales. These are the
first customers to approach. The problem next is how

do you ask your whales for their extra business?
Let’s begin with what not to do.

SMAKE IT DELIBERATE

A common way to ask customers for more business
is to mention, “By the way we have this other product
or service that you may be interested in...” That
approach works OK if you’'re selling hamburgers and
ask, ‘Fries with that?” If on the other hand your
products or services are priced higher than $3 fries,
you’ll need to have a more meaningful, deliberate
conversation than a ‘by the way’ approach. You’ll
need three things:

1. Their undivided attention

2. Confirmation that they’re pleased with your
existing products and

3. A suggestion to expand that business.
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Million Dollar Conversations .. co-:iuec

GET THEIR ATTENTION

Inform your whale that you’re doing a “courtesy
check-in’™ to ask for their input and advice on some
of your products/ services. Customers are flattered to
be asked for advice. For them it gives them an
opportunity to sound smart. Positioning the
conversation as a “courtesy check-in” ™ implies
that’s it’s something pleasant (a courtesy) that it
won’t take a long time; you’re merely ‘checking in’.

Begin the conversation by expressing appreciation.
Tell them why their business is valuable to you and
what you like about doing business with that
particular person. Do your homework and be
specific. Remember, these are your whales... there
will be lots of reasons you appreciate their business.
So, go ahead and tell them.

Think about it... if you stopped the conversation
right there you may have just cemented that
customer’s loyalty. How often do you think they hear
this type of feedback from a supplier? You may in
fact be the first supplier who’s ever told them this.
Customers are human; they don't like being taken
for granted. With corporate clients, the money they
spend often doesn’t come out of their own pockets;
so it costs them nothing personally to spend a little
more with a supplier who appreciates them. Good
return for the cost of saying the decent thing to your
best customers.

(ONFIRM YOUR STRENGTHS

Tell your whale you want to continue to earn their
business. Ask if they have any general concerns
about your products / services that you should be
aware of. If they do express concerns be prepared to
address them right away. It makes no sense to talk
about expanding your business at this stage if they
aren’t completely satisfied with your existing
relationship.

If the customer has no general concerns, then go on
to specifics. Ask about three areas that you think you
are doing an exceptional job in but that you want to
ensure that’s this is true from that customer’s
perspective. This helps remind the customer that you
are indeed giving them great overall value; beyond
just pricing. Then and only then is it time to explore

expanding that business.

eASK ~ DON’T TELL

After the customer confirms they value your existing
businesses, sum-up with, “Sounds like we’re doing a
reasonable job providing product x for you... and
we’d love to do more business with you with product
y. What advice do you have on how we might move
forward with this?” Again, you’re asking the customer
for advice. They may tell you their buying process, or
you could discuss doing a pilot project where they try
your other products/services in one of their
operations for a limited trail.

If you’ve been suggesting they try your other
product/ service for some time, then consider
adding, “We been talking about the possibility of
testing this for x months /years. Is this something
you’d like to move forward with on a trial basis, or
would you rather we just dropped the whole thing?
What’s your advice?” With this statement you are
asking them to either take a baby step forward or
stop wasting time with ambiguous statements. It’s a
reasonable question to ask so that you can either
advance the process or move on to other clients.
Either way, it’s a more solid strategy than simply
hoping that someday your best customers might
drop you a few more crumbs.

THE PAYOFF

The bonus with expanding your business with your
whales is not only do you earn more of that
customer’s wallet share; you also gain access to
more customers like them. Whales after all,
congregate with other whales. That’s why | call them
million dollar conversations.

ABOUT THE AUTHOR

This article is based on the bestselling
ad book, Influence with Ease by customer
service strategist and certified
professional speaker Jeff Mowatt. To
obtain your own copy of his book or to
inquire about engaging Jeff for your
team, visit www.jeffmowatt.com or call toll free
1-800-JMowatt (566-9288).
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Delivering
Happiness

2.8, 8.8 $*¢

Right off the bat, | knew | would like this book. It was
easy to read and told a great story about Tony Hsieh
and his journey that molded him into the successful
leader he is today. The story reads like a friend is
telling it to you, and that is quite refreshing for a
business book. That being said, this book is a mix
between a business book and an autobiography. The
reader must be interested in the “Tony Hsieh story”,
which | am, in order to enjoy the entire book. If his
background does not interest you however, there is
much in the back half of the book with more
organizational focus.

In “Delivering Happiness”, Tony shares his dream of
having a successful business ...starting with an idea
to farm worms and make millions (he was only 8). The
most endearing part, he truly believed through hard

work and dedication he would have a Worm Empire
like no other. Not to spoil the book, but the Worm
Empire did not come to fruition, however, in the true
entrepreneurial spirit, he picked himself up, dusted
off, and learned from his mistakes. This was some 8
year old!

Tony’s early love for thinking outside the box and his
natural joy of taking on challenges almost assured
this man would be a success. But his rich
understanding of people, his emotional intelligence if
you will, has sky rocketed his success and potential
to a whole new dimension.

The book gets into the ‘nitty gritty’ of the 10 Core
Values of Zappos in the ‘Platform for Growth’

chapter. This chapter delves into how the Core Values
are explained to employees; how to achieve them
and really become part of the Zappos Culture. It is
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nice to see that instead of just trying to make culture
happen while a business grows, the culture is part of
the ‘process’ if you will. This, | believe, has ensured
that through unprecedented growth Zappos has been
able to maintain their desired culture.

Zappos 10 Core Values:

1) Deliver WOW Through Service

2) Embrace and Drive Change

3) Create Fun and A Little Weirdness

4) Be Adventurous, Creative, and Open-Minded
5) Pursue Growth and Learning

6) Build Open and Honest Relationships

With Communication
7) Build a Positive Team and Family Spirit
8) Do More With Less
9) Be Passionate and Determined
10) Be Humble

It was a hidden fear of mine, up until now, that when
Amazon bought Zappos that the ‘Zappos Euphoria’ |

experience when making a purchase from them
would disappear. Not that | am saying Amazon
doesn’t do a good job, it’s just a completely different
experience. To my relief, however, Tony explains how
the sale was made and the conditions therein. Suffice
it to say, | can rest assured that my ‘Zappos Euphoria’
will remain intact.

A key takeaway, for those not paying attention, is to
incorporate your people in all you do and believe in
them. Removing the stress that the company is only
seeking out ‘areas for improvement’ allows team
members to shine and be their ‘best selves’.
Engaging at work and feeling valued by the company
will produce a workforce that operates with a true
team mentality. This environment creates the desired
‘Triple-Win’ — the customer wins, the employee wins
and the company wins.

| truly enjoyed this book. It is a quick and easy read
that incorporates a lot of ‘a-ha’ moments. | have
many notes in the margins, as the way Tony explains
his reasoning and thoughts resonates with me. | am
joining the Happiness Revolution tour. | hope to see
you there!
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| Becoming a member of CSIA has many benefits. Membership forms can be |
| downloaded from our website www.serviceinstitute.com/membership.htm or |
| email info@serviceinstitute.com to request a form.
 customerseriice B Discounted access to our professional B Continuing recognition of member’s
| c qualification for customer service professional standing through maintained
managers—the “Certified Customer use of the CSIA’s designatory post-
| Service Manager Course” nominal letters: ACSIA, MCSIA or FCSIA
| M Six issues of our e-magazine — M Discounts on training, events and
Customer Service Excellence Magazine functions
e B Opportunity for snap-shot assessment M Certificate of Membership
| to the International Customer Service
Standard with corporate membership
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