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GREETINGS FROM YOUR NEW PRESIDENT

The 2006 Southwest Re-
gional Chapter Board
Members are working hard
to bring our members
some exciting new educa-
tional and networking
events this year. Recog-
nizing that everyone is
expected to do more with
less and time is critical to
accomplish your every day
demands, the SRC Board
has developed “A Taste of
Something Different” in
the form of “Breakfast &
Learn” meetings sched-
uled at member compa-
nies facilities. These meet-
ings will start at 7:30-
8:00AM and end by
10:00AM to give you
plenty of time to get back
to work or do that chore
that you just haven’t had
the time to complete.

As this years President |
would like to thank all of
the board members for

taking the time to volun-
teer their expertise to
make this a successful
year for our chapter. |
would encourage you to
reach out to any of the
board members with any
questions you may have
regarding SOCAP and give
us suggestions for meet-
ing content, events and
services that you would
like to see in the future.

The SRC SOCAP web site
www.socapsrcchapter.org
which was implemented
last year will provide you
with content on upcoming
events, a link to job post-
ings, articles, board mem-
ber contacts and a link to
the SOCAP International
site.

We hope you enjoy the
SOCAP Southwest Express
Newsletter which is an
important part of keeping
our chapter together and

creates an
opportu-
nity for
you to be
published
and share
ideas. If
you would
like to sub-
mit an arti-
cle for our
newsletter
please con-
tact our
Newsletter

Brian Giannini
President
SOCAP SRC

Committee
Chair, Erik Thomas, at
310-781-5088.

Mark your calendar and
plan to be at all of the
2006 events. Any addi-
tional events or changes
will be communicated via
e-mail and on the SRC
website. Please note that
our first “Breakfast &
Learn” meeting will be at
Nestlé in Glendale on April
21
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GENERAL INDUSTRY QUICK STATS

Taken from the SOCAP e  And Gain market share
website Quick Stats page Eighty-two percent of from year to year (Profit
It has been reported that customers say that they are Impact of Marketing
there are about 76,000 very likely to purchase the Strategy study by the

contact centers in the U.S products again based on Strategic Planning

(although some estimates  their interaction with your Institute)

go as high as 100,000). contact center. . ,

This number is anticipated ~ Forty-five percent of Eighty-six percent of U.S.

to grow to 79,600 by executives surveyed consumers asso_mate_ toll-

2006. maintained that the contact ~ free numbers with high
center was a “critical” part quality products.

About four percent of the of their company’s product . .

US Workin% population and customer Strategy_ Customer information from

(5' n-1illi0n agents) is (Aberdeen Group, 2003) a toll-free number can pe a
Customer Interface's 2000 valuable source of quality

currently employed in

control data.
contact centers. survey found that 23.5% of

] U.S. customer contact
SOCAP SRC’s Contact centers spend centers were in the Mid- Voice-based interactions
Most Important about a combined $150 Atlantic region, 22.2% were  account for 61% of
Issues billion to $180 billion in the West (mcludmg_ customer interactions;
lly running their Al_aska), 18.5% were in the ;Ll% of _customer
2005 ggg:ﬁcigns. Midwest, 14.7% were in _the interactions take plgce
#1—Maintaining high Southwest, 13.3% were in over the Web; email
quality while lower- . . the South, and 7.8% were interactions accounted for
ing costs How much will a disaster in the Northeast. 19.3% of the volume; and
cost your call center? You chat amounted to 3.1%.
#2—Maximizing each gz?agzjet an idea from this F:aftlll volume has the”greatest (Aberdeen Group, 2003)
influence on one-ca
C(;r;td?otrf ngfc\)/:wgl:e *  Costper hour of resolution rates. Centers How does your company
service downtime $78,000 with high call volume measure call center
® ;'gllj:ss per incident 4.2 (Average of 81 calls in an 8 effectiveness?
#3—Getting reliable, e Incidents per year 9 hour shlft)_tend to handle_ ® 6% Cost
responsive input (ava.) short queries that are easily ° 17% Cus_tomer
(from either internal v resolved with no follow-up Satisfaction
or * Downtime cost per year (90% resolved on first call). e 6% Revenue
external sources) on $2,970,000 Low volume centers e 70% All of the above
R ! proc- (Average of 46 calls in an 8 (Destination CRM, 2002)
esszsc,egeitesvr 2 Industry Average Hourly hour shift) typically deal Recent research by AMR
technolog;/, s, Impa_ct_: _ with long, difficult calls found that:
outsourcers ® Airline Reservations where immediate closure is e 57% of contact centers
Activation $41,000 more difficult (50% resolved cannot prioritize calls on
e  Credit Card Authorization  on first call). (LIMRA, 2003) any criteria
#4—Finding good $2,600,000 ) ®  749% of contact centers
people e Home Shopping Only 4 percent of call cannot prioritize calls on
$113,750 centers are currently IP customer revenue
®  On-line Network Fees enabled. Remote (or virtual) ®  72% of companies are
#5—Collecting, stor- $25,250 agents only account for a using separate queues for
ing, managing and e  Package Shipping small percentage of the different contact types
using the informa- Services $28,250 seat-less agents — less than ®  39% don’t have web self-
tion from each con- e Pay Per View Services 2 percent of all agents. service
et $150,250 ®  63% of those with
® ATM Services Fees Companies with “superior” multiple call centers do
$14,500 service enjoy: Eot share !nformatlon
® Brokerage Operations e  Twice the return on sales etween sites
. iiélsoc;c;c;?es $90,000 * ;v\v,'ecftgsn;etum o For the rest of the Quick
(Contingency Planning - ) Stats Article, please click
Research) e  An additional 13 points of _

market share
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TIPS FOR

By Pat Harrison

Remember, Service
starts with the first few
seconds of contact.
You only get one shot
at a good first impres-
sion. So, greet your
customers warmly.
Start face-to-face con-
tacts with: “Welcome
to our company”. Cus-
tomers take their busi-
ness where they feel
welcomed and appreci-
ated.

Don’t let customers
feel invisible. Ac-

Accountable
&
Responsible

Customer
Service

Knowledgeable
&
Informative

knowledge walk-up
customers immediately
— even if it’s only to
say, “Thanks for com-
ing in. I'll be with you
in just a moment.”
People will be more
willing to wait patiently
if you act like you
know they’re there.

When customers are
lined up waiting to be
served, avoid the cold
and impersonal
“Next!”. Instead,

make eye contact
with the next person
in line, smile and nod
your head. Most peo-
ple will understand
that as an invitation
to step forward. If
you can’t make eye
contact, try saying,
“May | help you?”

Develop the habit of
looking each cus-
tomer in the eye dur-
ing face-to-face situa-
tions. Maintaining
eye contact helps you
focus on what the
customer is saying,
and it shows them
you care and are
truly interested in
helping them.

5. Use their name
if possible. Ask
the customer’s
name early by
asking, or by look-
ing at their check,
credit card, etc.
Then use the
name throughout
the transaction.
Use “Mr.” or “Ms.”
Unless they spe-
cifically request
that you use their
person first name.

6. People

(customers) like to
have their names
pronounced correctly.
Make notations in
your files or on any
paperwork you may
have with the pho-
netic spelling of any
unusual pronuncia-
tions. That way, you
or the next employee
to have contact with
the customer will
know the correct way
to pronounce his
name and make him
feel respected and

10.

CUSTOMER CARE

cared for.

Tell them your name.
Starting
any trans-
action be-
gins with,
“Welcome
to our
(XXX) com-
pany. I'm
Pat. How
can | help
you today?”
It will make
the interac-
tion more friendly and
personal. The cus-
tomer will be able to
connect with you as a
person rather than
just a trained
“server”.

SMILE every time you
greet customers in
person and every time
you answer the
phone. Remember,
you can hear smiles
as well as see them.
And smiling whenever
you pick up the phone
will keep you positive
and upbeat. Try it ...
It really works and is
contagious.

Respect the cus-
tomer’s time. Never,
ever make them wait
for anything without
offering an explana-
tion, an apology, and
an alternative to wait-

ing.

Give the customer
you're serving 100%
of your attention. Do-
ing paperwork, orga-
nizing, or answering a
caller who has not
waited as long as they
have will only create
tension. Do your
other duties on your
time — not theirs.
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SOCAP

CHAPTER CALENDAR THROUGH 2006

BREAKFAST & LEARN
IDEAS IN 60 MINUTES?”

Brian Giannini

SRC Chapter President
RQA
Phone: 602-678-4717, x120

email: b.giannini@rga-inc.com

“60 CUSTOMER SERVICE
April 21, 2006
7:30am-10:00am
Nestlé
BREAKFAST & LEARN
“DONNA SKIDMORE PRESENTS”
May 24, 2006
7:30am-10:00am

Dole
Westlake Village, CA
3RD ANNUAL HOT AUGUST NIGHT
NETWORKING EVENT

&

Should SO-

We’re On the Web!!!
www.socapsrcchapter.org

August 23, 2006
Evening
Dave & Buster’s
Irvine, CA
BREAKFAST & LEARN

September 13, 2006
7:30am-10:00am
Toyota Vintage Museum
Torrance, CA

December 13, 2006
11:30am-2:30pm
Queen Mary
Long Beach, CA

“BARRY CEHELIST PRESENTS”

CAP SRC
Have the HOT
August Night
in Irvine or

Arcadia? 4

A

ANNUAL HOLIDAY LUNCHEON & TOY DRIVE

BUPPORT W3 BPONEORB

Network Direct, Inc,
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Friday, April 21, 2006

T30 Ak —10:00 Ahd

Breakfast & Leam
il Cestesrr Brrvice Ideas i
50 Mimmirs™

Hosied by _Good Food.
SOCAP inviles you in joinuz Br...
& Crskmner Semice Heas i 68 Mdnutes”
- hear from apand of experts and praciifioners five

.nﬁ umeides a mimopbein fhis fark pace session. et
insighis, idess, tips and tedhmigues fastar than you

$#15.00 fMembers and Guests
$40.00 / Students

Flaape note: Pay atte door, anly Cant or Clach il
b ag Gapﬁd. FII Attt confimationef s manatonbt i
o am mabk o atend yren il il be mepeoeibl fic
poyment &, if things change phasecalloTe-mailme kEAE!

0276471 et 120, Thamie!
Hestls
S0 M. Brand Bhwd. Glendale, C4 912405

Please BSWE by Ayl 15 2006

SOCAP SRC
Board of Directors

Brian Giannini
SRC Chapter President
RQA

Rita Wood
Past President / Nominating Chair
Network Direct

Pat Harrison
VP Program/Locations

Judy Scates
VP Membership
Sony Electronics, Inc.

Cathy Johnson
Secretary
Nestlé USA, Inc.

Jennifer Hawkins
Treasurer
Network Direct

Jim Merritt
Director
Toyota Financial Services

Karen Simmons
Director
Yokohama Tire Co., Inc.

Sam Hamedani
Director
Viking River Cruises

Erik Thomas
Director
American Honda Motor Co., Inc.
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http://www.hondasurveys.com/customer/79879724.htm



