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A REWARDING C MER EXPERIENCE

Avoiding the press-bhutton syndrome

SAURARBH SARAN aoffers bis thoughts on call centves, that section of the industry in which epevators wovk long howrs for very little snoney while
SEREOr WRERAFERENT ave enjoyineg @ nice fnach. It is mo wonder that custosmers can _find service deltvery infioiating — bt it need not be that way

LIKE all ather companies,
almost all insurers alsa have
a call centre or a toll-free
riuriber. The commen belief
is that if you are customer-
centric, you must have these
facilities so that customers
can be served at any time.

There is absalutely noth-
ing wrong with call centres
and they are certainly helpful
to customers in providing
one point of contact with the
cornpany for service. & few
years back, if you wanted to
speak to somecne about fire
insurance, the receptionist
woukd toss the call te some-
one in the technical depart-
ment whe, after hearing
rather than listening to you
and having consumed five
minutes of your time, would
reply: “Let me put vou on to
the right persan who'll
answer your query,” and
would forward the call to a
number which would never
be picked up, and if you are
lucky you would end up with
the waice mail prampting yeu
to leave a message. You got
frustrated and hed to start
the process all aver again.

In case you had to speak to
two different departments,
say, for a query concerming
fire and marine insurance,
the situaticn was even more
scary because your call would
be tossed to five different
people in the organisation,
each one hearing rather than
lEtening to your story for a
full frve minutes before for-
wanding it to the next most
appropriabe person.

Ta that extent call centres
have definitely reduced cus-
torner frustration. However,
they somehow create anather
kind of frustrating experience
for custarmers.

Most managements agres
to establish a call centre
because everybody else is
doing it A consulting com-
pary is hired to do the job,
and that's the birth of ll
centres in the company,
which are then left ta be nur-
tured by a marager and few
agents. In most cases, ade-
quate prior study into certain
questions is not  defined
clearly. These include:

* What role call centres
play and what they handle

+ What kind of informa-
tion they send out

* What customer service
issues they can handle with-
out neading assitance from
the relevant department and
the authority they would
have

*» What service lewvel
parameters they would heve
and what can ke done to
make the caller's experience
genuinely revarding.

The result & that you have
added ancther centre for con-
fusicn and chaos in the com-
pary which gives rise to the
press-button syndrome —
sornething 1 would unhesi-
tatingly call the curse of
micdern communication.

“Welcome to XYT insur-
ance company,” AnNoUnces
the antiseptic recorded vaice.
“If you are a new custormer
please press 1, if you are an
existing  customer  please
press 2, 1f you need informa-
tion only please press 3, if
you need fire insurance
please press 4, for marine
insurance press 5 if you
want to loedge a fire claim
please press 6, if you want...”

and the list continues. All
this at the expense of the
caller's time.

Then comes the most
infuriating blow of all: “If
wou are calling from outside
the country, please call our
number Q04400002222
beczmse this number is only
for in-country calls™ You
wander why they couldm't
teve had the sense to put
that one first and soved the
customer unnecessary phone
charges. At this time you
realise what a beon it was to
henve that cld-fashioned tech-
nology called human conver-
sation. You could at least talk
to the other person even
though all you got was sym-
pathy and no action.

Another problem of call
centres is that you do nat
lnow how many  thousand
miles away the person you

are speaking to is located. Sa
if you are frustrated with the
company’'s  services  and
shout at the call centre agent
“If T don't get my problem
solved within next  three
hours 1 will come round
there and shake you by the
scruff of the neck until 1..."
The reply can be, “Best of
luck, pal, we are in Banga-
lore, India.”

This brings me to the
question of how many of the
members of senior manage-
ment of any insurance com-
pany have thernselves tried to
assess the quality of service
offered by their call centres as
a rystery shopper? Surely,

net many. )
The dreater the focus an
serving  custarmners  the

stronger it seerns is the pel-
iy of distancing customers
through the creation of an

electranic fence.

Take another example.
“Hell, is that the EYZ com-
pany? My kitchen just caught
fire. Flease tell me what 1
should do nowe”

“Welcome to the ABC
Insurance Compary, proud
to ke awarded the QFG cer-
tificats for the fourth time in
sUCCEsEion.”

“But my kitchen has just
caught fire and 1 have called
the fire brigade.”

“We are pleased to inform
wou that we are the only
insurance company to have
added new features to our
interactive voice mail for the
benefit of our esteemed
callers. If you are interested
In cargers  In insuTance,
plezse press 1, if you wish to
enter ouF SUFVEY ©N CUs-
torner service please press 2,
if you heve any suggestion ta

improve our services or prod-
ucts please press 3 ... and if
you have to report a claim,
please press 0.7

“Plezse let me know what
else 1 need to do to get my
rightful  claim  processed
quickly.”

“If you are a new cus-
tomer, press 1. If you are an
exiting customer who has
had a fire incident in the
house before, press 2...7

“ am a customer buk my
kitchen...”

“If your house is in the
city, press 1. I your house is
inthe countryside, press 2. If
you wish to speak to a cus-
tomer service agent, please
press 0.7

“Hello, my kitchen...”

T am sorry, all our cus-
torner service agents are busy
at the moment. But please do
not hang up. Your call is
impartant to ws”

Then starts music which
sounds like Beethoven's Fifth
Syrphany played by a mildly
smart doorbell. Followed by
“T am sairy, all our customer
service agents are still busy
and your call will be
answered  soon. If you are
interested in careers .."

Imagine the frustration of
the caller if fire stations had
similar call centres.

This exarnple is, of course,
a dramatisation te  drive
harne the point that estab-
lishing 2 call centre and leaw-
ing it to a bunch of
employees to manage will
never serve the desired pur-
pese. Management and other
employess have to experience
their own service delvery
points at frequent intervals to
gauge the effectiveness af
custormner  services  being
offered and alsa to under-
stand the frustrations and
helplessness of callers who
choose to use the facility.

Mo doubt there are some
very good and efficient call
centres In iNSUrANCe comnpsE-
mies that believe in deligh ting
their customers. But [ sus-
pect you could count them
on the fingers of ane hand.

Let's use technology to get
closer to customers and
make their service experi-
ences with us a delight. This
requires a constant review of
all our service delwery
points, including call centres.
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