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RANTS & RAVES!
Randomly Timed Musings

Arson Investigation in the Contact Center

By Kathleen M. Peterson
Chief Vision Officer, PowerHouse Consulting, Inc.

Contact Centers have long been plagued by the practice of fire fighting. This is the reason given for not

attending to planning, analysis, or other quality initiatives. “We don’t have time for that - we are too busy

putting out fires.” If you are fighting fires all day, everyday, they will never go out. Embers of the flames
remain only to reignite. If this is what your Contact Center is doing, you don’t need to fight fires any

longer. You need an arson investigation! Arson investigations search for two things: origin and cause.

When origin and cause are identified, the investigation proceeds to find the culprit and eliminate the

threat.

It is time that Contact Center fire fighters become arson investigators. Management must commit to 

discovering what is causing conditions to be out of control, whether it be service level, abandons,

productivity, quality, handle time, or something else. Take some fire fighting time and convert it to 
investigation time. Close yourself off and evaluate the situation. Create a list of fires and identify the 

situations, similarities, and drivers. Ask for input, and then just think. Focus on origin and cause - this is

the hardest part - and not on trying to solve the problem. Before you can really solve a problem, you

must first define it.

Will this take time? Yes, but guess what? It is unlikely that the entire operation will go up in smoke while 

you step back and evaluate. You may also be quite surprised at how much clarity emerges in just a 

couple of focused hours.

Categorize your findings around the fundamentals: hiring, training, resource management, and 

leadership. (You may even find that you have a couple of arsonists in your midst.) THEN search for 

solutions. Too often we attempt to first identify the solution (fire fighting) before we have clearly
identified the problem (arson investigation). Take the time to organize your approach to solutions and 

embers will die out, yielding fertile ground for genuine long-term improvement.

Give it a try. And be sure to let us know when you hang up your fire fighting gear.

PowerHouse Consulting, Inc.
360 Route 101, Suite 6

Bedford, NH 03110
www.powerhouse1.com

1-800-449-9904

(#5, Arson Investigation in the Contact Center, May 2007)

PR for Internal Communications - Who’s Your
Information Gatekeeper?

By Kathleen M. Peterson

Chief Vision Officer, PowerHouse Consulting, Inc.

Public Relations (PR) budgets are found in nearly every
major business on the planet. PR folks are often aligned to
the legal and executive branches (perhaps “siloed” is a
better term). Marketing also gets a piece of this from time
to time, but only if there is a message the PR folks
determine is relevant to their activities. In my view,
Marketing has traditionally been a form of “push”
communication - who we are, what we’re doing, promises
made,  etc. While PR is responsible for managing external
communications from both a “push” and “pull” position, PR
announces and “spins” when necessary; they manage
crisis communications and generally are the “brand”
spokespeople when the big “things” hit. So be it. 

The question that has been haunting me lately is … If
there are budget dollars allocated to external
communications, what kind of budget is allocated to
INTERNAL communications? Having asked this question
of audiences many times, the response I generally receive
is a kind of hushed giggle. While I understand that this  is a
funny question, it happens to be “uncomfortable” funny and
a question that we’d best be paying attention to if the
enterprise is serious about Customer Experience alignment
to strategy, brand, revenue, market share, and profitability. 

I have written extensively on the topic of information

management. Yet it remains in my “operational” view as
the single most confused, neglected, and risky arena in
business today. Since “information” is a huge topic, I found
a whittled-down definition at www.businessdictionary.com

“Information is data that (1) has been verified to be
accurate and timely, (2) is specific and organized for a
purpose, (3) is presented within a context that gives it
meaning and relevance, and (4) that can lead to an
increase in understanding and decrease in uncertainty. The
value of information lies solely in its ability to affect a
behavior, decision, or outcome. A piece of information is
considered valueless if, after receiving it, things remain
unchanged.”

If this definition were to be used as a scorecard for your
Contact Center on INTERNAL communications, how would
you fair? Sadly many would fail. So I thought I might write
a little story around this definition. 

Data that has been verified to be accurate and timely

The Contact Center is a very “information needy”
environment. Front line staff are those most likely to have
need of accurate and timely “data” to perform well. The
challenge is often one of both “push” and “pull.” On the
“push” side, in many organizations anyone with a computer
(that means pretty much everyone) has the ability to “push”
information to the Contact Center. This may be considered
a good thing by some. However, when no “information
gatekeeper” is in place to assess content for accuracy and
timeliness, the risk is that the front line is overwhelmed
with information, often conflicting, and coming from too
many sources. 

For the purposes of this story, we’ll use a new product

PowerHouse Consulting, Inc.
360 Route 101, Suite 6
Bedford, NH 03110

www.powerhouse1.com
1-800-449-9904

http://www.powerhouse1.com
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(#5, Arson Investigation in the Contact Center, May 2007)

launch as an example. Let’s say that your front line
receives this information from a caller … “I’m calling about
the new ___ (discount, bag, package, shoes, rates). I
received an email …” What if your front line has no idea
what the caller is talking about? To this day I have
witnessed front line agents asking the caller to forward the
offer to them so they can see it!  What an act of
desperation! The front line is blind sighted by the lack of
accurate and timely information. They are often made to
feel dumb, abandoned, and unable to execute their role in
delivering on the Customer Experience. This is not
because the front line is inept, but because there is no
information management process. The INTERNAL PR
program has failed. A process must be in place to align
all touch points in order for the front line to deliver.
The gatekeeper role is the “go to” contact for others in the
enterprise to “push” necessary information to the frontline.
Without this role, pandemonium takes place and failures
occur. Who is your information gatekeeper?

Is specific and organized for a purpose

See number one! In order for information to be relevant
and actionable for the benefit of the Customer Experience,
it is best if it is specific. The term “specific” answers the
question of “what exactly is the recipient supposed TO DO
with the information? Do standards exist for how
information should be stated and organized? If everything
that flows to the front line is free form and presented in
“hey, guess what?” fashion, it is unlikely that appropriate
actions will follow. 

What are your standards for the organization and
presentation of information to the front line? The
information gatekeeper plays a key role in reviewing and

aligning information that may offer greater “intelligence”
than simply presenting random information. In some of the
more advanced and sophisticated operations, the Contact
Center information gatekeeper (or another suitable title) is
charged with reviewing every communication sent to
customers, prospects, etc. Continuing with our first
example … if an offer is being sent to customers by
whatever means, the information gatekeeper reviews,
comments, and suggests if the content strikes as confusing
or likely to cause contacts to flow to the front line. The
gatekeeper may choose to confirm that all action steps
have been tested. Think of a promotion code offered via
email that DOESN’T WORK when the customer enters it
on the website. The next step is to CALL or EMAIL …
guess who … Customer Service! If the front line has no
idea what is being referenced, well, see number one!

If a gatekeeper role exists (e.g., manager or member of the
workforce management team), they may be in possession
of information relevant to the timing of initiatives. Perhaps
they can share with Marketing the timing of the promotion
to be the same as a system upgrade or promotions from
other entities. This may influence the scheduling of events
to maximize return and the best utilization of resources.
Who is your information gatekeeper?

Is presented within a context that gives it meaning and
relevance

Context is everything when it comes to determining
relevance of information. The ideal situation is that the
front line has strong association to providing a branded
experience, one that delivers on Customer Experience
promises. Communications of all sorts become more
relevant when contextualized as part of a bigger picture. .
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P

There seems to be a tendency to push relevance to
performance measurement in Contact Centers. 

Assume that the front line has received information
regarding our previously stated example … there is a
special promotion and they will be measured on how many
conversions or sales they make. This makes the context
extremely narrow and may lead to misrepresentation and a
potential derailment of the true purpose of the promotion. No
product promotion is about an individual. It is about serving
the marketplace, enhancing the Customer Experience, and
deepening the relationship with the brand. I often see
programs delivered in the context of individual performance
that do not generate long term behaviors. If you demand
that the front line makes 10 conversions, 10 sales, etc., the
thing to watch is whether you ever get to 11. If the answer is
no, you have influenced temporary behaviors. These are
related solely to individual performance rather than the
nurturing,  through context and relevance, the development
of Customer Experience “ambassadors.”  This context must
be defined within the Contact Center and applied and
adopted consistently. Who is your information
gatekeeper?

Can lead to an increase in understanding and decrease
in uncertainty

The frontline will become the “force for good” by improved
understanding of why the business is sharing information,
why the business has multiple promotions, what the intent
is, and how the processes will work. Uncertainty is the
formula for errors and rework. When the front line simply
doesn’t know - promotion code example - their choice of
behaviors are very limited. They may ask the caller to send
them the information they received; this is really only a way
to make the enterprise look dumb. Or the front line may

make up an answer … “Sorry, that was cancelled” … now
the customer looks dumb. Perhaps they will spend 45
minutes with the customer trying to figure out how to
process the promise without benefit of the promotion code
(Just give them the darn thing!) There is no really good
outcome when information is lacking or haphazardly
presented.

Relevant and actionable information in today’s marketplace
is critical; it is the responsibility of the enterprise to facilitate
such practices. This means everyone. I have become weary
of Contact Center leaders complaining that “Marketing never
tells us anything.” If you KNOW this, why aren’t you
ASKING? If the Contact Center information needs have
become invisible to the enterprise, it is not a good practice
to sit and wait for it to change. Perhaps a better solution is
to designate an information gatekeeper role. The gatekeeper
proactively seeks information and  provides formats, routing,
and support to those cross-functional units depending on the
Contact Center to fulfill the promises and promotions. Who
is your information gatekeeper?

Contextualize the need for a gatekeeper role in terms of an
internal Public Relations budget request. What have you got
to lose?

All the best,

Kathleen

(#48, PR for Internal Communications - Who’s Your
Information Gatekeeper, May 2011)

PowerHouse Consulting, Inc.
360 Route 101, Suite 6
Bedford, NH 03110

www.powerhouse1.com
1-800-449-9904
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Instant Address Verification

Easily integrate the Data Quality Suite into your call center 
operations to prevent incorrect, incomplete or fraudulent 
mailing addresses, email addresses, and phone numbers 
from entering your database in the first place. 

• Validate and correct addresses in real-time
• Ensure accurate delivery and billing information
• Reduce undeliverable goods and shipping costs
• Save time in data entry
• Improve customer relations

The Data Quality Suite will:

Save data entry time, improve customer service

Melissa Data Corp.
John Smith III PhD 
22382 Avenida Empresa Ste 100
Rancho Santa Margarita, CA 92688-2112
949-589-5200
John@melissadata.com
Delivery Indicator: Business
*Highlights indicate added and/or corrected data.

AFTER

NCOALink 

Web Service
available

 john smith iii phd
melissa data corp.
22382 Empresa  92688
7145895200
john@800miAL.con

BEFORE 

Get a FREE TRIAL at:
MelissaData.com/dqs or call 1-800-MELISSA

Available as 
Web service 
or APIs

http://melissadata.com/dqs


www.satorisoftware.com
Simply Powerful Data Quality Solutions

©2010 Satori Software, Inc. All rights reserved. Satori Software and MailRoom ToolKit are registered trademarks and Satori is a trademark of Satori Software, Inc

Brilliant! 

Quick Addressing 
Improved.

Empower your contact center staff. With Capture  

they can quickly and accurately enter full addresses  

into all types of forms with the fewest possible  

keystrokes. Provide better customer service and  

improve the overall quality of your contact database  

— no more misspelled or invalid addresses.

Introducing MailRoom ToolKit Capture. 

   Innovative search finds the right address quickly

   Automatically switches between multiple  
address forms 

   Easy-to-use interface improves efficiency

   Out-of-the-box installation and intuitive  
field mapping reduce IT burden

Get ready to put the ‘quick’ into Quick Addressing.

Call 800-553-6477  
today for a free trial  

Ask about our competitive pricing.

http://www.satorisoftware.com/Products/MailRoomToolKit/capture.aspx?source=newsletter&tag=Call%20Center%20Times


Our Domain Expertise
•	 Alert Notifications
•	 Sales and Service Audits
•	 Sales Verification
•	 DNC/IRT
•	 Non-Sale Audits
•	 Compliancy Analysis
•	 Value Added Data Analysis

•	 Customer / Client Feedback
•	 Data Analysis and Detailed 

Reporting
•	 Customer Service / Experi-

ence Audits
•	 Business Market Intelligence 

Analysis

www.etechinc.com

Quality Monitoring Solutions

Gain Insights to Improve 
Sales and CSAT with 
Etech Monitoring Solutions
Etech Monitoring Solutions  provides  valuable  insights  into  agent,  
customer   and contact center interactions (inbound, outbound or 
chat). Quality Assurance is a fundamental way of enhancing busi-
ness processes. Etech assists companies in identifying opportunities 
and actions to improve their results. This improvement helps drive 
sales results, enhance customer interactions and ensure all regula-
tory and compliance requirements are met. Etech Monitoring Solu-
tions represents a collection of highly skilled auditors and processes 
that ensures quality customer interactions.

We use standards such as ISO 9000, Six Sigma and other statisti-
cal tools to help drive strategy and process improvements to reduce 
variations and defects.

Copyright © 2010 Etech, Inc. All rights reserved.

for More Information
call us at

visit our website

email us at

936-371-2640 
www.etechinc.com

info@etechinc.com

ETECH’s Monitoring Solution 
Benefits

•	 Reduce Quality Monitoring Costs

•	 Increase Sales

•	 Enhance Customer Experience

•	 Improve Coaching Impact

•	 Improve Sales and Support Teams

•	Gain Deeper Client Insight

About Etech, INC.
Etech is a leading provider of intelligent sales and service solutions utilizing inbound and 
outbound voice and web chat.  We understand the importance of customer relationships. 
That’s why all of our solution strategies are driven by the ‘voice of the customer’.  Our 
stringent QA process ensures an ever-improving customer experience.  We also gather 
critical business intelligence data from each customer interaction. And we do everything 
with the highest integrity and quality possible.  These differences allow us to provide 
industry-leading service, stellar CSAT scores, and high performing sales and service 
solutions that enable our clients to increase revenue and delight their customers.

Etech offers award winning quality  
assurance services to help enhance  

customer experience and ROI. 



Call Center Cubicles

We absolutely recommend Interior Concepts. Interior Concepts impressed us in every way. We found their 
customer service, quality and pricing to be the best, and our employees are so happy with their new cubicles! 

- Hinda Khoury, Works & Lentz Inc.

Complimentary Space Plan:  www.interiorconcepts.com/complimentary-space-plan/

•  MAS Certi!ed Green •  Competitively Priced  •  Made in the USA  •  Lifetime Warranty  •  Designed to Maximize Space

http://plumvoice.com/callcenter


Save the Date • OctOber 10-12, 2011
The 2011 ATA Washington Summit will be held 
at the beautiful Gaylord National Hotel and 
Convention Center on the Potomac River.

• Discuss FTC & FCC Updates

• Tackle Labor Issues

• Understand Self Regulation

• Connect With Representatives

Contact centers are more sophisticated than 
ever and professionals like you have questions 
that require informed decisions.

2011 ata washington summit

www.ataconnect.org • 317-816-9336

http://ata2011convention.org
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Dear Vice-President of Sales/Marketing:

Here Is How We Can Help Increase Your Bottom Line!

_______ ‘2011 Call Center Book of Lists Directory’:  
u Over 2,000 Call Centers Listed
u Each Call Center has at least One Decision Maker Listed
u Includes bonus technology leads - (Speech Technology, Recording Solutions and ACD information)
u Approximately 1000 E-mail Addresses
u The Directory is in CD-ROM (Excel Spreadsheet)
u FREE Quarterly Updates Cost: $425

______ Vendor Directory:  Your Company’s listing will be included in the Vendor Directory, on our website,
www.callcentertimes.com, for the next 12 months.  Cost: $399
______ Buyer’s Guide:  Your Company’s listing will be included in the Buyer’s Guide, on our website,
www.callcentertimes.com, alongside your logo, for 12 months.           Cost: $517

______ Corporate Logo Promotion (Website):    Cost $500

______ Corporate Logo Promotion (Newsletter):    Cost $500

______ Monthly Newsletter Advertisement:   Cost: $275

______ Classifieds Advertisement (60 Days): Cost: $275
Webinars/Webcasts, Seminars, Call Center Space Advertisement, etc.

Job Posting (job posting will run on our website until filled): Cost: $275
One Time Fee Per Posting
Simply check the applicable column(s) and return by fax to (972) 395-9205.  Quality of the database is guaranteed.
Testimonials from past and present customers are available upon request.  Please note all transactions are final.
COMPANY NAME/ Contact/Address/Telephone/Fax/E-mail:  _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _

 _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _

 _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _

 _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _

o MasterCard         o Visa       o American Express

______________________________________________________________          _______________
Credit Card Number Expiration Date

_________________________________________________________________  
Name As Appears On Credit Card (Print Please)     &     Signature  

Regards,
Nosa Eke, Publisher

tin# 75-2915747




