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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)

Customer Experience … 
The STRA-TACTICAL Approach  

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

Customer Experience strategy has been cited by
executives in multiple surveys as “very important or
critical.” This is the case for 90 percent of respondents to a
2010 Forrester survey and 80 percent in a Gartner survey.
Eighty percent of executives surveyed also want to use
Customer Experience “as a form of differentiation.”  

Needless to say, Customer Experience is a major form
of differentiation from the consumer perspective. Whether it
be cost, quality, or emotional differentiator … most modern
day consumers base continued brand relationships upon
their “experience.” 

Why is this news? Why is the Customer Experience
emerging as a “new” strategic element? Perhaps the
Customer Experience focus is due to the executive level
coming to terms with the modern day consumer taking on
more of a power position in terms of choice, channel
preference, and lust for recognition and customization.
Consumers have the ability to expose their experience
globally with the emergence of social media. Think of Dave
Carroll’s “United Breaks Guitars” video on YouTube which
now has over 10 million views (YouTube really is a sort of
“must see TV” for the ages!). If you haven’t seen the video
you really need to. Here’s the link:
(http://www.youtube.com/watch?v=5YGc4zOqozo). Just for the
record, there are many, many customer “testimonials”
available on every conceivable social media site. The fact
is that consumers are hijacking market control from the
enterprise!

So what to do? First, executives need to adopt a
“STRA-TACTICAL” approach to creating the desired
Customer Experience. STRA-TACTICAL (a term I coined to
use with our clients) is the ability to address both the
strategic and the tactical components of the desired
Customer Experience. Time must be taken to provide a
clear and exact definition of the elements, components,
drivers, etc., of the Customer Experience.  I continue to
find this quite an enlightening and valuable exercise! 

Step One of the STRA-TACTICAL exercise is to corral
the C-Level to participate in the activity. I never cease to
be amazed at organizations that “scoff” at the C-Level
being asked to lend their voices to the development and
documentation of these elements … especially considering
the fact that the C-Level is the ultimate influencer in an
enterprise’s ability to deliver on the Customer Experience.
If the C-Level is excluded from the development of the
Customer Experience elements, the leverage for change
will be lacking. 

This first step is quite simple in its structure, but
complex in execution. It requires a simple question being
poised (mind you, this is not a survey; it is a facilitated
conversation). “Define what will be our Customer’s
Experience” is the way the question is poised in David
Norton’s book Strategy Maps. What follows typically is the
30,000 foot answer: “Quality,” “Great,” etc. Generalization
is typically the norm. 

The facilitator must then ask, “What does that mean?”
For example, “Tell me what quality means in terms of the
Customer Experience.” Often, this is where the silence is a bit
stunning. However, so is the yield. That is why an
experienced facilitator is a requirement. A bit of
encouragement may be needed; the objective is to
continue to dig until identifiable and actionable behaviors

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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have been identified. 
The descriptors identified must align to the enterprise’s

key focus areas. If your company is all about price (think
Wal-Mart or even generic drugs) … efficiency, expense,
error reduction, etc., become paramount. If quality and
luxury are your company’s experience drivers … quality
drivers must be documented first, with price/cost,
efficiency, etc., organized around the higher value. When a
hierarchy is not established, the risk of having
“mismatched” focus across the enterprise is likely to
damage the brand and ultimately the experience. 

The conversation continues by identifying the
requirements to achieve the stated objectives: “What must
we DO to accomplish this strategic outcome?” Hence, the
tactical is addressed with the strategic players. This same
conversation needs to take place with representatives from
the C-Level to the Cube Level. 

Step Two is to identify the OBSTACLES to achieving
the desired Customer Experience. Far too many
organizations are hog-tied to infrastructures that simply are
inconsistent with strategic goals. At the heart of many
obstacles (in my humble opinion) are budget practices. As
in any community these days, those with the most money
(i.e., budget allocations) tend to be the biggest influencers
and often the biggest obstacles. After all, certain types of
cross-functional alignment could lead to elimination or
consolidation of various business units that put the fiefdom
at risk … hence the “stall,” “objection,” and “rejection” of
process improvements. There seems to be a subliminal and
widespread management practice that budget allocations
must NEVER be put at risk, regardless of improvement
forecasts. I often find that organizational silos are really a
reflection of budget allocation and contribute to the barriers
and organizational obstacles in delivering an effective

Customer Experience. Again, only the most senior levels of
leadership are in a position to break this damaging pattern. 

Consider the design many companies have around the
handling of customer contacts. One group has the web,
another retail, another email, another voice, another social
media, and on and on. Each invests in its own
technologies, managers, staff, etc. They do, however, all
reside on the “Customer Contact Continuum.” They are all
potential touch points for the customer. We must ask: What
exactly is the benefit to the customer of this internal
segmentation? Where is the single place for the company
to store, view, and act on valuable customer information on
history, preferences, etc.? Are we forcing the customer to
engage with disparate entities to resolve problems?
Customers need to repeat their stories to multiple parties
because information is not shared across the enterprise. I
hardly think that any savvy strategy for Customer
Experience would include these experiences; yet they are
frighteningly common. My view is that enormous
disconnects occur when strategy and tactics are NOT
aligned … putting the Customer Experience in jeopardy.

Step Three is to document, distribute, and determine
specific organizational factors that could cause
complications; then determine how to overcome such
obstacles. 

………………………

When documenting the Customer Experience elements,
it is important to keep it simple. Remember that simple is
NOT easy; it just looks that way. Refine content to the point
of being specific enough to be actionable, yet broad
enough to be applicable to each business unit. The
document should be organic … one that grows without
fertilizer … if you know what I mean! It is a natural
component of growth to morph and change as maturity and
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P

knowledge is gained. Hence, the document should not look
the same in Year Three as it did at inception. 

Distribution of the STRA-TACTICAL plan is really a
Change Management initiative. We must be cognizant of the
fact that cynicism among employees if often rampant. The
obstacle here is that employees will respond with the
equivalent of an eye roll when direction is delivered from a
one-way platform … leaders speak and subordinates listen.
This model simply does not work when it comes to adoption
of new and different activities. 

Rely on the initial inclusion activities to fuel the
distribution. Master the art of ASK vs. TELL. First, ASK the
business units if they see their input in the document … they
will, if it has been done properly. Once agreement is
reached on the accuracy of the Customer Experience
elements, ASK how tasks, activities, and behaviors will need
to change to achieve results. Secondly, document what the
business units perceive as obstacles, what skills employees
will need to deliver, what learning must take place, what
cross-functional relationships need to be enhanced, what
technologies are needed, and how they feel is best to
measure results. 

The yield in the STRA-TACTICAL approach may often be
a major finding that could ROCK the enterprise. The Gartner
survey identified the following organizational complications:
metrics vary across business units, employees are cynics,
customer power is rising, nobody really knows who actually
owns the customer experience, and IT is seen as a large
part of the problem. Cultural changes around silos and
cross-functional alignment can only be addressed at the
highest level of the organization. These types of
misalignments are rarely resolved laterally … hence the
reason this article began with getting the C-Level involved in
a STRA-TACTICAL view of the Customer Experience. 

While there is so much more we could go on about
regarding the Customer Experience, we must focus on the
merge of strategy and tactics. While the front line must be
guided by Customer Experience strategic elements, it must
also be equipped with the proper tools, technologies,
processes, and cross-functional relationships to execute.
And that requires operational and organizational obstacles
to be identified and eliminated.

In a perfect world, a Chief Experience Officer (perhaps a
new definition for the CEO title) is in place with the know-
how, influence, and support to break down silos; allocate
budget dollars to the most necessary elements; corral
technology investments to assure seamless adoption and
process support; and enhance knowledge sharing, data
mining, customer analysis, and learning opportunities. The
list could go on and on … What would your list look like? 

The time is now to get moving on creating your Customer
Experience STRA-TACTICAL plan. One more thing; the
activities described here should NOT take an army of people
or months of analysis. The process needs to be efficient and
effective. We have assisted in this activity for many clients
… so if you are having challenges, feel free to call! If you
have enjoyed the benefits of this type of activity, we’d LOVE
to hear that as well.

“Strategy without tactics is the slowest route to victory.
Tactics without strategy is the noise before defeat.” 
Sun Tz? c. 490

PowerHouse Consulting, Inc.
360 Route 101, Suite 6

Bedford, NH 03110
www.powerhouse1.com
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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
mailto:john@800miAL.con
mailto:John@melissadata.com


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


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://www.etechinc.com
mailto:info@etechinc.com
http://www.etechinc.com


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
http://www.ataconnect.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.
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