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Building  
a centre &  
brand from  
the ground up
Employee engagement  
- a must for contact  
centre success 
Customer Service Report
▶ Emergence of social CRM 
▶ Avaya rolls out  
   multimedia products

Telecommunications
Bell Canada 153, Telus 43, M&T Tel 16, Sask Tel 15, 
NB Tel 13

Government
Revenue Canada 37, Canada Post Corporation 
35, Public Works 17, Industry Canada 17, HRDC 
11, Hydro Ottawa 10, Statistics Canada 10, NAV 
Canada 8

Financial Services
Bank of Montreal 49, American Express 48, 
Scotiabank 42, MNBA Canada 24, Canadian Tire 
Financial Services 13, CIBC 33, Manulife Financial 
22, TD Canada Trust 21, Belair Direct 14, Assurante 
Group 10, Zurich Canada 7

Technology
IBM Canada 33, Allstream 28, EDS Canada 18,  
Dell Canada 10, 3M Canada 10

Travel & Tourism
Air Canada 21, CAA 20, Carlson Wagonlit Canada 
10, WestJet 10, Via Rail 9.  Choice Hotels 7, 
Fairmont Hotels 6

Retail
Sears Canada 10, LCBO 10, Grand & Toy 9, Hudson’s 
Bay 8,  Best Buy 6

Non Profit
World Wildlife Fund 10, World Vision 8, War Amps 
of Canada 5

Contact Management’s readers represent the core of decision 
makers in the call centre industry in Canada. Our readers lead the 
key companies in the key vertical industries, and we ensure that 
everyone who can influence purchasing decisions receives and 
reads the publication. 

Total circulation 
5,200 individually  
addressed 
copies.

Actual reader 
counts at 
selected 
companies

Case  
Study

W
IND Mobile is the fourth national 
wireless company in Canada 
located in five cities—Vancouver, 
Calgary, Edmonton, Ottawa, and 

Toronto with Toronto covering Hamilton to Ajax. It 
got $��� million worth of investment capital a few 
years ago that let it open essentially in most of the 
country, except Quebec.   

We wanted to offer the most unforgettable 
experiences in the country and one way we knew to 
do that was to listen to people.  A core value of our 
company is talking to people about how they want 
to be served and then seeing if we can build things 
around that.

Back in December ��, ����, we launched with 
��� agents.  We have an Avaya switch.  Our first day 
we had �,��� calls and ��� emails.  We weren’t 
ready for that or for the �.� million hits to the Web 
site the first day either.

A year later we had ���� agents and continue to 
grow steadily every month.  We maintain the same 
mandate to listen.

So how do we do that?

Wireless soap box
Back in April and May of ���� we got on something 
like a wireless soap box and asked future customers 
how they would build a call centre and what 
features they would like to see. Most people don’t 
see inside a call centre.  All they see is what they 
experience.

Within one day we had �� responses, ��� after 
a couple of days.  We compiled the ones that were 
clearly a trend.  

One that continually popped up was no voice-
activated prompts.  They just want to be able 
to push a button and get to what they want and 
simple menus. We had been thinking about voice 
prompting for IVR and went to touch-tone instead.

We understood wait times was important to 
customers. We were able to not only give the wait 
times, but to add one other technology that is not 
unique, but is something the customers like.

People don’t want to wait on-hold for �� 
minutes.  In a call centre, we all know stuff happens 
and the wireless industry is no different. Disasters 
happen and people call. You don’t have enough 
agents and so the wait times are longer. 

We implemented something called a call-back 
technology.  Callers can place themselves in a queue 
to get a call back in that �� minute period.  Or they 

can opt to have you call them at say �:�� p.m. They 
give the phone number and the time they want to 
get the call. If the wait time is less than two minutes, 
they don’t hear that option.

Another option we offer is customers can type 
in their phone number and have an agent call back. 
You can go on our Web site, choose the issue you 
have, write a little bit about it, and order a call back. 

The advantage is, although the call-back is 
automated, agents can read the issue beforehand.  
They may be able to resolve the issue and then, in 
some cases, we can call customers back and let 
them know the issue has been resolved. 

Choosing the music
Another suggestion for waiting came from hopefully 
one of our future customers: “What would be really 
fun is to actually choose the music we listen to.”  It’s 
the dream of everybody.

We did look into some technologies around being 
able to choose.  If you are waiting for �� minutes, 
press four for say rock and roll. It was expensive 
technology and incredibly complicated.  

Instead we posted a survey on our Web site 
asking customers to vote on their preferred on-hold 
music.  The overwhelming pick was Top ��.  

Interestingly, a couple of months later some 
people complained about Top �� music on our 
community site, while others defended it strongly 
saying they voted for it.  So some people did notice, 
not only that we asked, but we actually followed 
through.  It was inexpensive and easy to do. 

People don’t want to have to key in their phone 
number and then talk to a representative about 
giving the details over again. So when you go to our 
IVR service, we do have a four-digit pin that gets you 
through everything.  So whether you are online, call 
into the centre, or walk into a store, that four-digit 
pin is your pass.

You don’t have to have it.  If you don’t have it, 
there are other verification questions. But a pin is 
very quick and most customers prefer it.  So if you 
do that pin entry through the IVR, when it pops up 
on the desktop, it actually shows verify so the agent 
can say let’s jump in and resolve your issue.

Among the technologies we offer our customers, 
fax is probably the most old fashion and most 
unused. But there are some reasons why people like 
to fax something in.

With emails, we receive about ��,��� a month. 
The volume is quite high, but that may be because 

of our target audience. They are 
online and in some cases have a 
preference for emails. 

Live Help we find is one of the 
most expensive ironically. It is 
certainly the longest and unless 
you can have three or four sessions 
going at once, it is actually the least 
efficient in our experience so far. We 
find customers prefer us to pick up 
the phone and call them if the chat 
back and forth goes on more than five 
or six times.

Starting new is always nice in 
that it’s a clean slate from a people 
process.  We actually trained our 
front-line retail agents as well as 
our customer care agents at the 
same time. It was a total of ��� 
people being trained simultaneously 
in the same room.  It was pretty 
overwhelming and exciting.

We had to be really careful about 
the kinds of people we hired because 
we didn’t know what we were getting 
into. When launching this wireless 
company we had a sense of why 
people were going to call. But you 
never know for sure until you launch.

Strong customer service 
recruits
So we needed to hire innovators, 
people who could think on their feet 
and expect things were not going to 
go right all the time. But at the core 
they were strong customer service 
people. They would go out of their 
way to make sure the customer was 
looked after knowing that not all the 
answers were going to be available to 
them online. In many cases we had to 
create these on the fly with the help 
of our own agents.

We had ��,��� applicants for ��� 
spaces. The downside is you have to 
come up with a way to go through 
��,��� applicants to try and figure 
out who are the best. 

We spent a lot of time here. We 
had leaders in the centre going over 
this aspect of our launch probably 
more than any other because you 
can have great technology and great 
processes, but if you don’t have great 
people then you are going to fail in 
your promise of a great experience.  
If you have great people, you can 
potentially downgrade on the other 
two sides and still succeed.

We trained our agents around 
various stages of customer life cycle.  
It’s a little bit of a different approach.  
These stages of a customer life cycle 
let agents understand it’s not just 
about when they come onboard and 
looking after them; it’s also making 
sure they stay.

There are potentially situations 
where a customer is going to leave.  
Customers generally don’t leave 
us for price.  Our value is very good 
compared to our competitors.  They 
will leave us for other reasons that 
potentially an agent cannot rectify. 
We have to take care of them at that 
stage because we do fully expect 
those customers to come back.

In a case where network 
coverage is a problem in somebody’s 
basement, we cannot fix that 
overnight. In Canada it is time 
consuming to roll out a network.  
And so we know that customers will 
potentially come back because they 
say ‘I love you, guys. I want to stay 
with you. I just don’t have coverage in 
my basement and I need it.’  

So we’ve got to take care of them 
at that stage as well and ask them 
‘Do you mind if we call in a couple 
of months just to see how you are 
doing?’ And it’s really just to see 
how they are doing.  We don’t want 
to push that sale. We do have a lot 
of customers returning because our 
network is stronger.  They never 
forgot that we treated them with the 
utmost respect.

Focus on conversation,  
not sales
We focus on the conversation, not 
the sales pitch.  Instead of asking 
what wireless provider you are with, 
it is probably better to ask what you 
are interested in doing with your 
wireless phone.  Because depending 
on who you are with and what 
contract you are on, you may not be 
able to do things. 

A friend of mine likes to call his 
mom whenever he wants, but it is 
expensive during the day under his 
plan.  It’s not only long distance, but 
also if he calls before �:�� p.m. he 
uses a different bucket of minutes so 
it is a double hit. He’s now with WIND 
and can pick up the phone and call his 
mom whenever he wants ��/�.  It’s a 

freedom he often brags about.
We talk about what you actually 

want from a wireless provider.  It 
changes the conversation and we are 
able to properly match the phone and 
the plan to the customer.

We also did something we thought 
was beneficial long term. We asked 
the agents at the outset how they 
wanted to build up processes. So they 
would actually make decisions on 
customer processes before they were 
fully hired. 

The reason is they are people 
and understand how they want to 
be treated. Customer service meant 
something to them. 

So not only did we get ��� people 
in a room deciding on policies, which 
was much better than a few people 
in a board room deciding, but we also 
got them to come back and teach.  
We split them up in teams and each 
had a policy they needed to come 
up with. Then they would return and 
present to the others what a certain 
policy would be for a customer.

It was very successful.  People 
bought into the policies more readily 
than if it was a classroom setting, and 
policies were better than something 
we could have come up with.

Training of the ��� people was 
over three and half weeks.  We took 
over this massive ��,��� sq. ft. wide 
open space. When we had to switch 
over to the systems side of things, we 
had ��� computers all in this room 
lined up for systems training.

Second City insight
A suggestion I was skeptical about 
at first was sending all ��� people to 
Second City, a comedy troupe with 
improvisational skills. This turned 
out to be some of the best customer 
service training I’ve been a part of in 
my life.  It really blew my mind.

Some lessons that came out of this 
were how to guide a conversation 
without disagreeing with a customer. 
People would split up in twos and 
would have conversations. It didn’t 
matter what the conversation was, 
but the person had to start the 
conversation with ‘no.’ And then 
every answer back and forth had to 
start with ‘no.’ It is actually hard to 

Building a centre and brand
from the ground up-Part 1
This article is based on a presentation at Contact Centre Week Canada last fall.  It tells how wireless 
service provider WIND Mobile created a contact centre from scratch and how it dealt with a lot of 
unknown elements and surprises that came with the company’s launch in Canada. 
The second part of this in-depth study will appear in the September/October issue.BY GRAHAM KINGMA

Case  
Study

Agents attended a training 

session at Second Ci�, a comedy 

troupe with improvisational skills, 

where they learned how to guide 

conversations without disagreeing 

with customers.

Ñ see Wind page ��
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(i.e., work an extra half-hour four days a week; take a 
half-day off every other week).
As you can see, Scotiabank and AIR MILES are very aware 

of the importance work-life balance has on motivating and 
retaining staff. They have put flexible options in place to 
help employees feel better about coming to work every day 
and performing to their peak.

When you consider all the variables in creating a 
great environment, work-life balance is paramount. 
The best approach to developing a “work-life balance/
health & wellness” strategy is to understand your unique 
employer brand and culture, then tailor your solutions 
to your employees needs through a targeted continuous 
improvement plan. 

The more you focus on developing work-life balance 

in your contact centre, the more you will be viewed as an 
employer of choice. And who knows, maybe some of those 
top university students will come knocking on your door. 

Jeff Doran is president of CCEOC Inc., Newmarket, ON, 
which oversees the administration and delivery of the 
Contact Centre Employer Of Choice (CCEOC) certification 
and development program for regional, national 
and international centres. He has worked with many 
organizations including FedEx, Scotiabank, CAA, HILTI 
International, The Shopping Channel, Netelleer, CIBA Vision, 
Rogers Communications, Roche Diagnotics, Crawford 
Adjusters and Grand & Toy. He can be reached at  
���-���-����; jdoran@ccemployerofchoice.com

W
henever I’m invited to speak to university 
or college students I always ask “who 
has worked in a contact centre before?” 
Usually five to �� hands go up. I then ask, 

“Who would work in one again?” 
Almost always, the room goes eerily silent. It’s 

undeniable - the future workforce still perceives contact 
centre jobs as low priority occupations that don’t fit into 
their lifestyles.

Some leading contact centres are changing 
this perception. They are starting to gain a deeper 
understanding of what’s required to build and maintain a 
high performance, people-friendly operation.

They are studying their contact centres on a micro 
level, surveying employees and starting to put specific HR 
practices into place. Many of these practices focus around 
work-life balance and health & wellness.

Work-life balance seems like an oxymoron. How can you 
have balance these days when everything seems to be out 
of balance? Well, two companies - Scotiabank and Loyalty 
One AIR MILES - have found the answers to some of their 
work-life, health & wellness challenges. 

The Scotiabank experience
Scotiabank, Canada’s most international bank, is very 
aware of the importance of helping employees find balance 
between their work and personal lives. It offers flexible 
work options like compressed work week, job sharing, 
variable-hour scheduling, phased retirement and working 

from home. All are attractive options for employees.
As a ��/� operation, Scotiabank uses work force 

management and an onsite scheduler. An area of focus for 
maintaining happy healthy workers is the ability to hire and 
train for specific shifts and to determine if a candidate is 
best suited for a morning, afternoon, evening or weekend. 
This helps Scotiabank effectively manage staff attrition and 
improve retention rates.

Shift changes require seven days notice and are 
reviewed on a case-by-case basis, most of which are 
accommodated. All employees are entitled to three 
personal obligation days without explanation per year. It’s 
also deemed a great benefit by employees.

Health & Wellness at AIR MILES
AIR MILES Reward Program is Canada’s premiere coalition 
loyalty program. It’s an organization that believes a contact 
centre with healthy workers is also a more productive one.

AIR MILES Customer Care provides many opportunities 
for associates to pursue a more health-conscious lifestyle 
and reduce stress. The on-site cafeteria offers smart meal 
options. There are also convenient amenities such as 
refrigerators, toaster ovens and microwave ovens for those 
who prefer to bring lunches from home.

Fitness subsidies are offered as a benefit for all 
associates. On-site gym facilities provide weight training 
and aerobics classes, as well as the services of a massage 
therapist. And for additional support and professional 
help in many areas of personal wellness, all associates can 
access the Employee Assistance Plan. 

To further promote better work-life balance, the AIR 
MILES organization provides a range of scheduling options 
to meet the needs of a diverse employee population. Here 
are just a few: 

Creating   
a work-life
balance
When people begin to feel they are living to work and not working 
to live the job stresses and disenchantments grow. It leads 
to poor morale, lower productivity and higher attrition. Some 
contact centres recognize the importance of helping employees 
strike a healthy and happy work-life existence. Here’s what two 
progressive organizations are doing. BY JEFF DORAN 

“When you consider all the variables in 
creating a great environment, work-life 
balance is paramount.”

“Maybe some of those top 
university students will 
come knocking on your 
door. “

Associates can work from either 
the Mississauga or Toronto 
location. 
Associates can trade shifts 
Shift times can be variable – i.e., 
adjusted by one hour without 
prior approval (up to four times 
per month). Or adjust by � hr. x 
� per month – prior approval is 
required
Associates are paid to the minute 
(i.e., if finishing a call requires 
additional time after a shift has 
ended). 
Associates participate in the 
Corporate Summer Hours Program 
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Editorial 
Schedule

Spring Issue
Essential Themes:  
“Outsourcing”

Stories include:
•	 Selling into the U.S. market 
•	 Strategic view:  Aligning the contact centre with the 

business strategy
•	 ANNUAL 2012 CALL CENTRE DIRECTORY ISSUE 

Listings and solutions for strategy & leadership, 
people, operations and services, and technology

•	 Software Solutions: Call monitoring and recording 
systems, HR systems

Bonus Distribution: 
•	 American Teleservices Annual Convention, 

Hollywood, FL, Westin Diplomat Hotel, April 29-May 2

•	 Annual Call Centre Exhibition Show, Seattle, WA, May 7

•	 International Customer Service Association Annual 
Conference, Toronto, May 10-11

•	 Canadian Marketing Association Annual Convention, 
Westin Harbour Castle, Toronto,  
May 16-17

Summer Issue
Essential Themes:  
“Speech Analytics”

Stories include:
•	 Tightly integrating marketing with speech analytics 
•	 Communication & Training:   

Driving training with new technologies
•	 At home agents 

The emerging at-home agent perfect storm
•	 Special Reports: 

-	 Ottawa region call centre market
-	 Ottawa Region Call Centre  

Association Awards Guide
•	 Software Solutions: Speech analytics systems, Agent 

productivity tools

Bonus Distribution: 
•	 Ottawa Region Call Centre Association  

awards gala, June 13

Fall Issue
Essential Themes:  
“Unified Communications”

Stories include:
•	 The spread of UC applications to mobile devices 
•	 Contact centres in the cloud: Potential cost savings 

and sacrifices that lay in store
•	 Customer service: Call centres as social media hubs
•	 Special Reports: 

-	 Canadian Call Management Association  
(CAM-X) Awards Guide

-	 The International Customer Service Association 
Awards (ICSA) Guide

•	 Software Solutions: Unified Communications 
applications, Customer Relationship Management 
systems, Software as a Service

•	 Hardware Solutions: Phones

Bonus Distribution: 
-	 CAM-X Annual Conference and Awards, Victoria B.C., 

October 16-19
-	 International Customer Service Association ICSA 

Awards night, October 18

Winter Issue
Essential Themes:   
“First Call Resolution”

Stories include:
•	 Getting a grip on FCR effectiveness
•	 Rewards & Recognition:   

Meshing employee incentives across the enterprise 
with those in the call centre

•	 Workforce Management:  How to discern and deal 
with different agent personalties.

•	 Special Reports: 
-	 Service Quality Management Group Awards Guide
-	 Greater Toronto Area Contact Centre Association 

(GTACC) annual conference/awards
•	 Software Solutions: Workforce optimization and 

systems, automated call routing and distribution,  
click to chat systems.

•	 Hardware Solutions: Headsets

Bonus Distribution: 
•	 GTACC Annual Conference, Toronto, October 25
•	 Contact Atlantic, the Delta New Brunswick, Saint John, 

NB, November 7-8
•	 SQM Awards Gala, Las Vegas, NV. November 16

Contact Us
Ron Glen, 
Executive Editor 
ron@contactmanagement.ca
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O
ne of the most import-
ant elements driving 
contact centre success 
is first-call resolution 

(FCR). Companies with a keen focus 
on customer service understand the 
bottom-line benefits of ensuring 
that customers reach the right agent 
or expert resource on the first try in 
order to address and solve issues.

But in today’s business 
environment, rapidly changing 
demographics and rising 
expectations for accommodating the 
latest modes of communication are 
challenging FCR strategies.

Is your approach dealing 
effectively with all of the media 
channels and real-time expectations 
that characterize today’s savvy 
customers? And if so, is it maximizing 
the time of both the agent and the 
customer in a way that keeps an eye 
on the bottom line?

Today’s best companies operate 
on a customer service playing field 
that goes beyond voice call-based 
service, and addresses the challenges 
faced in a world where Web chat, 
email, instant messaging, video 
communications and social media 
are the new norm. In this multimedia 
world, FCR remains a paramount goal, 
and one that can be best achieved 
through a strategy of Experience 
Management.

Experience Management uses 
open communications to orchestrate 
people and information, leverage 
customer data, bring full context 
to sessions, and immerse agents, 
experts and customers into a col-
laborative session where all requests 
and issues can be handled in real 
time. When properly implemented, 
Experience Management enables 
businesses to keep the focus on cus-
tomer needs no matter how custom-
ers choose to communicate. And in 
a shifting, always-on world, FCR is a 
first step towards ensuring customer 

experiences are being managed for 
business success.

Yet, even as companies realize that 
superior customer experiences are 
integral to business success, most are 
not aware of any disconnect between 
themselves and their own customers. 
According to a recent study by 
Webtorials (May ����), approximately 
�� percent of companies believe they 
deliver good or superior customer 
service, while only �� percent of 
consumers agree. Clearly, companies 
need to reach higher and do better.

But where should they start?
Here are five strategic guideposts 

for incorporating an effective FCR 
strategy and achieving greater 
service success through high-quality 
customer experiences.

Context is King
The first step to successful FCR is to 
know where a customer is coming in 
from and how they arrived. The more 
companies know about a customer’s 
context – history, preferred mode of 
communication, current needs – the 
better they can handle the inquiry 
request or issue, and the faster they 
can close the transaction. 

To do this, businesses need to have 
an integrated view of the customer 
and the information shared should 
be consistent with each experience. 
Agents should have the ability to 
know if a customer has recently 
contacted the company, what was 
discussed, and how they prefer to 
communicate – whether by email, IM 
or voice.

If an expert needs to join a call, the 
customer’s context should be shared 
seamlessly without requiring a recap 
of name and information. Context is a 
core element of FCR, driving greater 
customer satisfaction and better 
contact centre efficiency.

A Resilient SIP foundation
Session Initiation Protocol, or SIP, is 

a standards-based technology that 
simplifies the integration between 
a contact centre and back office 
applications. It allows enterprises 
and organizations to more easily 
carry customer contacts and 
information throughout multivendor 
environments, speeding FCR.

This enables customer service 
organizations to use all their agents 
and experts more effectively, 
regardless of which vendor’s 
equipment they are on or where they 
are located. As a result, customer 
contacts can travel further, faster 
and with key information intact – and 
enable the completion of more calls 
on first contact.

A SIP foundation reduces the 
amount of time customers spend 
waiting for the right agent. It quickly 
gets them to the best agent, no 
matter where the representative is 
located, and enables a more reliable 
transfer of customer information. 
This helps erase two of the most 
common frustrations voiced by 

customers: that it takes too long to 
reach a live person and that they 
must repeat their information when 
they finally do.

This also offers a more cost-
effective way to bring FCR to the 
forefront. SIP simplifies architectures, 
reducing the need for more costly 
and time consuming CTI (computer 
telephony integration) deployments. 
It also makes it easier to develop, 
implement and maintain applications 
of all kinds that contribute to 
Experience Management.

Get a Clearer View
Companies with a laser-like focus 
on the customer usually extend this 
approach to their FCR strategy. But 
customer focus alone will not yield 
results if there is not a full view into 
the agent’s skills and activities.

Starting with an effective work 
assignment program, companies can 
gain a better understanding of their 
agents’ highest skills, the times they 
perform best, and the areas where 

they need assistance. This can help 
businesses match the right customer 
with the right agent at the right time 
to speed results at first contact. 
Additionally, through effective 
reporting capabilities, businesses can 
know which agents are best at up-
selling, cross-selling and taking care 
of customers – essential elements 
to driving greater profits from 
customers’ initial calls.

Note, however, that while systems 
can get you closer to your goals, it is 
only when you have reports available 
to you that you can clearly see if you 
are measuring up to your metrics. 
Then you can see if it’s necessary to 
make tweaks or alter course with 
your contact centre agent program.

Automate Multichannel 
Customer Service Transactions
A business should be prepared to 
handle any mode of communications 
a customer chooses to reach a 
company. This includes self-service 
across any of the customer service 

channels, which now play integral 
roles in FCR.  Today’s automation 
strategies must incorporate the 
right applications customized to a 
company’s needs, while also having 
the ability to expand beyond the 
borders of voice to operate within 
all kinds of multimedia avenues 
– instant messaging, SMS (small 
message service), email, even video.

For instance, there will 
increasingly be opportunities to 
incorporate dynamic video-based 
information into automated services, 
enhancing the customer experience 
in a way that is not only convenient 
and informational, but entertaining. 
This enables automated customer 
service to play a central role in the 
process of Experience Management, 
where being able to meet and 
respond to customers wherever they 
are in a multimedia world is essential.

Anticipate Customer Requests
The ultimate goal of a business is to 
anticipate the needs of customers 

before they arise. Through new 
levels of intelligence, businesses now 
have the ability to identify issues 
or requests early-on, and carry 
them out in a more proactive – and 
productive – manner.

This goes beyond FCR. It can help 
customers avoid the need to call 
companies altogether.

Solutions are now available that 
can reach out and deliver valuable 
information to customers for a wide 
range of transactions or interactions. 
In the healthcare field, for example, 
automated calls, emails or text 
messages can alert customers to 
pending events like prescription 
refills or appointment reminders. 

When properly applied, these ap-
plications can eliminate a large per-
centage of inbound calls to the con-
tact centre while driving up customer 
satisfaction. Any business aiming to 
bulk up their FCR capabilities would 
do well to anticipate customer needs 
early and often.

Michael Perry 
is director of contact 
centre product 
management for 
Avaya.  He has led 

Avaya’s global contact 
centre and self service 

businesses units since ����.  Prior 
to joining Avaya, he has held a 
variety of leadership roles in product 
management and marketing at 
Intuit and several leading CRM and 
speech application companies.  With 
longer than �� years of experience 
in the industry, he is credited with 
launching some of the first packaged 
B�B commercial speech applications 
in the industry. Avaya is a global 
leader in enterprise communications 
systems, providing unified 
communications, contact centres, 
data solutions and related services 
directly and through its channel 
partners. For more information, visit 
www.avaya.com.

First Call
Resolution

Unified  
Communications

Staying ahead of the pack 
Responding efficiently and effectively through first call resolution is a sure way to 
raise customer satisfaction and gain a few strides on your competition. Contact 
centres can set the pace with a strong unified communication infrastructure that 
leads to effective Management Experience with customers.  Here are five strategic 
guideposts. BY MICHAEL PERRY

“When properly 
implemented, 
Experience Management 
enables businesses 
to keep the focus on 
customer needs.”

readerboardStaffing  
Matters

Staffing  
Matters

(i.e., work an extra half-hour four days a week; take a 
half-day off every other week).
As you can see, Scotiabank and AIR MILES are very aware 

of the importance work-life balance has on motivating and 
retaining staff. They have put flexible options in place to 
help employees feel better about coming to work every day 
and performing to their peak.

When you consider all the variables in creating a 
great environment, work-life balance is paramount. 
The best approach to developing a “work-life balance/
health & wellness” strategy is to understand your unique 
employer brand and culture, then tailor your solutions 
to your employees needs through a targeted continuous 
improvement plan. 

The more you focus on developing work-life balance 

in your contact centre, the more you will be viewed as an 
employer of choice. And who knows, maybe some of those 
top university students will come knocking on your door. 

Jeff Doran is president of CCEOC Inc., Newmarket, ON, 
which oversees the administration and delivery of the 
Contact Centre Employer Of Choice (CCEOC) certification 
and development program for regional, national 
and international centres. He has worked with many 
organizations including FedEx, Scotiabank, CAA, HILTI 
International, The Shopping Channel, Netelleer, CIBA Vision, 
Rogers Communications, Roche Diagnotics, Crawford 
Adjusters and Grand & Toy. He can be reached at  
���-���-����; jdoran@ccemployerofchoice.com

W
henever I’m invited to speak to university 
or college students I always ask “who 
has worked in a contact centre before?” 
Usually five to �� hands go up. I then ask, 

“Who would work in one again?” 
Almost always, the room goes eerily silent. It’s 

undeniable - the future workforce still perceives contact 
centre jobs as low priority occupations that don’t fit into 
their lifestyles.

Some leading contact centres are changing 
this perception. They are starting to gain a deeper 
understanding of what’s required to build and maintain a 
high performance, people-friendly operation.

They are studying their contact centres on a micro 
level, surveying employees and starting to put specific HR 
practices into place. Many of these practices focus around 
work-life balance and health & wellness.

Work-life balance seems like an oxymoron. How can you 
have balance these days when everything seems to be out 
of balance? Well, two companies - Scotiabank and Loyalty 
One AIR MILES - have found the answers to some of their 
work-life, health & wellness challenges. 

The Scotiabank experience
Scotiabank, Canada’s most international bank, is very 
aware of the importance of helping employees find balance 
between their work and personal lives. It offers flexible 
work options like compressed work week, job sharing, 
variable-hour scheduling, phased retirement and working 

from home. All are attractive options for employees.
As a ��/� operation, Scotiabank uses work force 

management and an onsite scheduler. An area of focus for 
maintaining happy healthy workers is the ability to hire and 
train for specific shifts and to determine if a candidate is 
best suited for a morning, afternoon, evening or weekend. 
This helps Scotiabank effectively manage staff attrition and 
improve retention rates.

Shift changes require seven days notice and are 
reviewed on a case-by-case basis, most of which are 
accommodated. All employees are entitled to three 
personal obligation days without explanation per year. It’s 
also deemed a great benefit by employees.

Health & Wellness at AIR MILES
AIR MILES Reward Program is Canada’s premiere coalition 
loyalty program. It’s an organization that believes a contact 
centre with healthy workers is also a more productive one.

AIR MILES Customer Care provides many opportunities 
for associates to pursue a more health-conscious lifestyle 
and reduce stress. The on-site cafeteria offers smart meal 
options. There are also convenient amenities such as 
refrigerators, toaster ovens and microwave ovens for those 
who prefer to bring lunches from home.

Fitness subsidies are offered as a benefit for all 
associates. On-site gym facilities provide weight training 
and aerobics classes, as well as the services of a massage 
therapist. And for additional support and professional 
help in many areas of personal wellness, all associates can 
access the Employee Assistance Plan. 

To further promote better work-life balance, the AIR 
MILES organization provides a range of scheduling options 
to meet the needs of a diverse employee population. Here 
are just a few: 

Creating   
a work-life
balance
When people begin to feel they are living to work and not working 
to live the job stresses and disenchantments grow. It leads 
to poor morale, lower productivity and higher attrition. Some 
contact centres recognize the importance of helping employees 
strike a healthy and happy work-life existence. Here’s what two 
progressive organizations are doing. BY JEFF DORAN 

“When you consider all the variables in 
creating a great environment, work-life 
balance is paramount.”

“Maybe some of those top 
university students will 
come knocking on your 
door. “

Associates can work from either 
the Mississauga or Toronto 
location. 
Associates can trade shifts 
Shift times can be variable – i.e., 
adjusted by one hour without 
prior approval (up to four times 
per month). Or adjust by � hr. x 
� per month – prior approval is 
required
Associates are paid to the minute 
(i.e., if finishing a call requires 
additional time after a shift has 
ended). 
Associates participate in the 
Corporate Summer Hours Program 

Rewards & Recognition Report

Incentives on rise with economy

Top 10 ways to motivate call centre staff

The gift card route
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All insertion orders for advertising in Contact 
Management are accepted subject to the terms 
and provisions of the current advertising rate 
card. Publication of the advertisement represents 
acceptance of the order. No conditions, printed or 
otherwise appearing on the space order, billing 
instructions or copy instructions which conflict with 
the publisher's stated policies and current rate card 
will be binding on the publisher.

Any insertion of advertising made by the agency 
or advertiser represents an acceptance by both the 
agency and the advertiser of all of the terms and 
conditions of the rate card applicable to the issue in 
which such insertion is to be published.

The publisher reserves the right to hold the 
advertiser and/or its advertising agency jointly 
and severally liable for such monies as are due and 
payable to the publisher.

Failure (by advertiser) to make the order correspond 
in price or otherwise with the rate schedule is 
regarded only as a clerical error, and publication of 
the advertisement will be made and charged for 
upon the terms of the rate schedule then in force 
without further notice.

Uniform rates apply to all advertisers at all times. 
Conversion to publisher's requirements will be billed 
at publisher's costs. Advertisements not received by 
our advertising production department by closing 
date are not entitled to the privilege of review or 
revision by the advertiser or agency.

All advertisements for Contact Management, on 
the representation that both the advertiser and 
the advertising agency are authorized to publish 
the entire content and subject matter thereof. In 
consideration of publication of an advertisement, 
the advertiser and the agency, jointly and severally, 
will indemnify and hold harmless Lloydmedia 
Inc., its officer, agents and employees, against 
all expenses (including legal fees) and losses 
resulting from the publication or the contents of 
the advertisement, including, without limitation, 
claims or suits for libel, violation of right of privacy 

or publicity, plagiarism, copyright or trademark 
infringement, and any other claims or suits that may 
arise out of publication of such advertisement.

All contents of advertisements are subject to 
publisher approval. Publisher reserves the right 
to reject, exclude, or cancel any advertisement, 
insertion order, space reservation or position 
commitment at any time.

The publisher will insert the word "advertisement" 
prominently into any advertisement which simulates 
editorial content.

All agreements are subject to strikes, accidents, 
fires, acts of God or other contingencies beyond 
the publisher's control. The publisher assumes no 
liability if for any reason it becomes necessary to 
omit or cancel an advertisement.

The publisher's liability for any error will not exceed 
the charge for the advertisement in question. The 
publisher assumes no liability for errors in key 
numbers or type set by the publisher.

As used in this section, the term "publisher" shall 
refer to Lloydmedia Inc.
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& Contract 
Provisions
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Rise of the 
Digital Wallet
How a host of industry players 
are aiming to put the leather 
wallet out to pasture

New Directions for 
Canadian Payments
The Payments Task Force tables 
a bold new vision for the future 
of the industry in Canada

Also in this issue: A passport 
to better cross-border payments
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Building  
a centre &  
brand from  
the ground up
Employee engagement  
- a must for contact  
centre success 
Customer Service Report
▶ Emergence of social CRM 
▶ Avaya rolls out  
   multimedia products

hether you recognize them 
as QR codes, dot matrix codes 
or 2D barcodes, the one thing 

that’s for certain is the fact that QR codes 
are on the rise with marketers in North 
America. The pixelated codes are � nding 
their way onto everything from direct 
mail brochures, menus, business cards 
and high school yearbooks. Even � nancial 
institutions, real estate companies and TV 
networks are getting in on the action.

Some say 2D barcodes are just 
marketing hype, but they can be an 
e� ective marketing and communications 
tool for your business—if they are used 
strategically.

2D barcodes are a mobile experience; 
they are scanned or read by apps using the 
camera of a user’s mobile phone, thereby 
connecting the physical world, via mobile, 
to online content. 

The technology presents a unique 
opportunity for marketers to engage 
with their audience. What’s important 
to remember is that there is no one-size-
� ts-all marketing solution. To successfully 
integrate 2D barcodes into a marketing 
campaign, marketers should � rst have a 

deep understanding of their customers 
and their mobile behaviours.

At Delvinia, we � rst used 2D barcodes 
in 2008 on a poster for RBC’s Next Great 
Innovator Challenge. When scanned, 
the code redirected users to a mobile-
optimized site for additional information 
about the competition, which asked MBA 
and business students to submit ideas for 
new banking products and services. 

At the time 2D barcodes were 
something new in North America, but 
over the past year we’ve seen a vast 
increase in consumer awareness and 
use of this technology, which provides 
marketers with an opportunity to deliver 
engaging digital experiences to an 
increasingly receptive public.

Through a recent AskingCanadians™ 
survey we discovered that while only 20 
percent of smartphone owners surveyed 
in 2010 could correctly identify a 2D code, 
today that number is 86 percent—a 
greater-than-fourfold increase. 

Today almost 40 percent of smartphone 
owners have a reader or scanner app 
installed on their phone, one in � ve scan 
something every week, and 85 percent of 

those who have scanned a barcode would 
recommend the experience to someone, 
suggesting the novel way of accessing 
mobile content is delivering some value 
to users. 

Of course, there still plenty of room 
to grow and improve. Given a choice, 62 
percent of smartphone owners would still 
prefer to use a URL to access content via 
the phone, compared to only 20 percent 
who would prefer to use a QR code. This 
tells us that there is still a need to educate 
users and to improve the experience for 
them. Marketers can make it worth the 
e� ort by delivering something unique and 
of value. 

Last fall, Colorado’s First Bank launched 
a campaign that did just that. The bank’s 
We’re Here to Help You Save campaign 
o� ered travellers passing through 
Denver’s airport the opportunity to 
scan a QR code to download free books, 
crossword puzzles and Sudoku puzzles. 
Within the � rst few weeks there had been 
750 downloads. The bank estimated the 
� ve-month campaign, created by TDA 
Advertising & Design, would result in more 
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FUND
Finance & Credit Prospects via 
Canadian Treasurer

CT is published bi-monthly 
and reaches more than 
10,000 readers, in about 
6,000 organizations, who 
are responsible for capital, 
credit and risk in all forms of 
fi nancial operations. www.
canadiantreasurer.com Readers 
are in charge of corporate 
fi nances and how funding is 
approved, obtained, budgeted, 
loaned, processed, allocated, and 
distributed. Follow the money 
from need to delivery. Inside 
our readers’ companies, you’ll 
reach the key people who control 
spending and who ensure their 
companies eff ective operations, 
from supply chain to fulfi llment 
and delivery.

SELL
Marketing & Sales 
via Direct Marketing

Published monthly since October 
1988, DM is Canada’s magazine 
for interactive marketing and 
sales, reaching about 17,000 
readers in marketing and sales 
at about 6,400 organizations. 
www.dmn.ca Readers who devise 
strategies, create campaigns, 
choose media, select tactics, 
implement programs, track 
response, analyze results, 
measure ROI, and generate 
sales for their companies. Th ese 
readers are responsible for all 
aspects of customer acquisition, 
retention, expansion and 
development.

PAY
Transactions and Billings 
via Payments Business

PB is published bi-monthly 
and reaches more than 20,000 
readers in the transactions, 
cards and ebilling/epayments 
sector, including banks, 
credit unions, retailers, online 
sellers, and about 9,000 of 
Canada’s largest corporations.  
ww.paymentsbusiness.ca
Readers who provide their 
companies with effi  cient, 
eff ective and cutting-edge 
systems to accept, process and 
clear payments in a wide range 
of channels, from traditional 
cheques to new mobile 
payments, from credit cards 
to debit cards, from points-
redemptions to gift cards, and 
every form of payments.

SERVICE
Customer Service, IT & 
Ful� llment via Contact 
Management

CM is published quarterly 
and reaches more than 10,000 
readers in about 5,000 call 
centres in Canada which 
manage all forms of customer 
interaction and engagement, 
including outsourcers who 
conduct those activities on 
behalf of their clients. www.
contactmanagement.ca Readers 
who manage all customer 
engagement programs, who 
ensure customer satisfaction, 
construct and outfi t contact 
centres, evaluate and select 
technology and software, 
increase customer loyalty, solve 
problems and process inquiries, 
orders, sales and leads.




