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Towards a better understanding of Brand Affinity 
Relationship Drivers and their Dynamics 
  
The marketing community speaks of loyalty as an idealized state along a linear continuum – a process during which – if we are skillful, 
can transform customers into ‘life long’ partners fully engaged with our organizations. However that idealized notion of “loyalty” is false 
on two fronts.  
 
First, the ‘loyalty’ continuum isn’t linear. Second, loyalty does not exist between customers and brands/services – lifelong or otherwise 
except in rare instances. 
 
PEOPLE are LOYAL to their family, close personal friends, their country…you get the picture. CUSTOMERS have AFFINITIES to 
brands and services. 
 
Notwithstanding the semantics, affinity is a more accurate term as it better reflects the nuances, the ebbs and flows of a commercial 
relationship. A relationship where the brand delivers something the customer/user wants or needs. The brand and customer share an 
emotional bond while continuity of purchase unfolds. 
 
That being said – a brand’s affinity relationship can be understood and managed by focusing on three key aspects: 
 

1.  How well the product configuration delivers value – the customer relevant, tangible product attributes and of course the price 
being charged for them.  

2.  How well the service/experience has been delivered now and in the past. 
3.  How well the brand reinforces the value proposition – its attitudinal, emotional and social relevancy linkages.  
 

These aspects manifest themselves in three key phases of an affinity relationship customers can have with brands. Two of these phases are 
key quantum/transformational drivers, and the last is in constant flux. 
 
Phase 1- Affinity Drivers - Pain:  
When you cause pain – you lose customers. You rapidly erode any affinity the customer has with your brand and to the extent your 
customer(s) can readily extricate themselves from the relationship – they will.  
 
When you can offer relief from pain (caused by others) you will gain customers. Pain is cumulative and has long-term residual memory. 
That’s why relatively ‘minor’ situations can sometimes escalate into major events.  
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Customer acquisition and disenfranchisement are quantum change states which come about by capitalizing on your competitor’s mistake 
or making the mistake yourself. Sometimes you will come across these customers in your acquisition drives – other times – they will come 
running to you.  
 
While the end state is binary, the pain escalation process is cumulative which allows monitoring of where the brand lies along that 
continuum. When it will come to a boil is difficult to predict – but one thing is certain – no one willingly spends money with someone that 
causes them pain. If we are fortunate, the customer will tell us or signal their displeasure by reducing their share of spend before pulling 
the trigger.  
 
By having an understanding of the cost/benefit analysis for customer rejuvenation/customer acquisition we can better manage the 
situation. Remember to factor in all the acquisition and maintenance costs for the customer(s) to understand whether this is a customer you 
want to keep or how much to spend to salvage the relationship. 
 
For example a score of 10 out of a maximum of 100 has been assigned to reflect the ‘strained relationship’. Your own experience will 
soon identify the appropriate score by evaluating the postmortem scores of exiting customers. Hence you might find that the appropriate 
drop-off threshold to be 28 or 43 etc. The point being that each brand and each customer segment will have its own drop-off threshold and 
needs to be monitored appropriately.  
 
For those interested in learning more about pain and pleasure drivers please follow this link to an interesting white paper by Ipsos - "The 
Role of Customer Delight in Achieving Loyalty. http://www.ipsos-ideas.com/library/dl.cfm?pdf=IpsosLoyalty_WP_Delight.pdf

 
Phase 2 - Affinity Driver – Service Excellence: Extraordinary service delivery has the ability to be a quantum change state. Service here 
is in the widest context – it is all the touch points the consumer has with your brand – the retail store environment, the sales people, the 
call centre, billing, aftermarket support etc…  
 
Defining a reasonable standard is not the challenge. Its bounded by the sensitivity/empathy customer facing agents can honestly convey to 
customers, the concierge-type service typified by the better quality hotels, the Moment of Truth (MOT) when facing a potentially 
disastrous situation, the grand slam. 
 

http://www.ipsos-ideas.com/library/dl.cfm?pdf=IpsosLoyalty_WP_Delight.pdf
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The difficulty lies in predicting when these MOT’s will arise. If your efforts will be sufficient to create the shift in brand affinities or 
whether the situation was deemed to be avoidable; and therefore your company’s fault - anyways.  In the vast majority of cases, these 
monumental situations will be serendipitous – defying any advance prediction. Regardless, escalation protocols at key touch points can 
help ensure that situations are vetted to trained staff for appropriate resolution.  
 
When a successful MOT is secured, the brand affinity score for that individual will see a dramatic rise. Remember though goodwill 
doesn’t last forever. Judgmentally the half life of the score is going to be approximately 6-12 months depending on the value of 
transaction, frequency of transaction, importance of transaction. So don’t rest on your laurels. Besides these MOT’s tend to be infrequent 
and limited in absolute numbers. 
 
Clearly delivering consistent service excellence is a powerful ‘marketing’ tool. One that customers do appreciate and many will pay a 
premium for. But if you create the expectation, then you must deliver against it or face the dire consequences. Delivering service 
excellence on a programmed basis however belongs in the discussion of the Phase 3 – affinity driver – the brand value chain. 
 
Phase 3 – Affinity Driver – Brand Value Chain: Management of the brand value chain encompasses the widest part of our brand 
management efforts. And it is the one aspect that seems to get the least amount of credit from our customers. All those promotions, 
contests, rewards, events that we tirelessly bestow upon them; let alone the time, effort, ROI justification, pilot testing, stakeholder 
meetings. DON’T THEY UNDERSTAND???  
 
There is only one way of breaking through the clutter, of ensuring your efforts are properly focused and resources appropriately allocated, 
that is by focusing on the key differentiating elements of your brand value chain.  
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The slope in between the two points (x, y) is a reflection of the differentiated strength of the value chain supporting the brand. By design, 
the Brand Value Chain should only include the relevant elements the customer places a value on and scored by the customer/customer 
segments on: 
 

a) the value delivery your brand achieves, your competitors achieve; 
b) how much of a differentiator the brand value dimension has in the marketplace;  
c) scored on the ability of the brand and competitors to consistently deliver that dimension. 

 
Brand Value Chain - Dimensions/Elements 

Product configuration physical attributes of the product, entry/exit barriers 
Purchase awareness advertising, incentives, promotions/contests – short 

term and long-term 
Transactional experience  shopping environment, staff, check in/out 
Post purchase experience  warranty, after market support, call centre, billing 
Emotional/Social relevance corporate/brand image, social marketing, philanthropy 
Etc…  

 
Measuring consistency is important because it signals the ability of the brand to deliver against its promise. It signals quality. Product 
centric consistency is relatively easy to achieve as it only involves engineering. The challenge comes in delivering human consistency. 
Mystery shoppers, employee sensitivity training, motivation/incentive programs help but never guarantee success until the corporate 
culture supports, embraces and demands it. 
 
You may also find that some of these elements will be valuable but WILL NOT differentiate one brand from another.  These are important 
costs of entry and must be maintained regardless. If the element has limited or no value, fix it or throw it out!  
 
If you survey your competitor’s performance at the same time, you will be able to use that knowledge. Use it to construct a 
benefit/performance gap matrix for the important elements not being addressed by your brand and determine the extent to which you need 
to take action to close any competitive gaps. 
 
For those wanting more detailed explanation on how to create a brand scorecard – please see (www.cval.com) “value based marketing and 
pricing”. 
 
Rational Vs Emotional Brand Linkages: 
Traditional brand score cards tend to be designed from the standpoint of measuring rational brand value components (tangible product 
features/benefits). We all however, recognize that consumers/customers do not always make rational decisions. Therefore it is wise to 
capture the emotional dimension – especially when dealing with B2C products/services.  
 
A consumer model (www.conversionmodel.com) takes a psychological approach to understanding the extent consumers are committed to 
their brands – among other dimensions.   
 
Conclusion: 
The espoused approach is evolutionary to others in the marketplace. The key is that it strives to capture critical behavioral and attitudinal 
dynamics. The rational and emotional aspects and help focus effort priorities to the primary value drivers within targeted customer 
segments and during important periods/phases of the brand relationship. 
 
Over time, the real knowledge comes from understanding the dynamics of the underlying value factor scores during key stages of the 
customer relationship. It opens the possibility of developing action thresholds to ensure that everyone in the organization knows when it is 
time to act or when it is time to raise one’s eyebrow and listen a little more intently to what your customers may be trying to tell you/warn 
you. 
 
“Loyalty is the absence of something better.” Dave Williams, President Loblaw Companies -circa 1990 
 
 
 
About the Author: 

http://www.cval.com/
http://www.conversionmodel.com/


 
Miro Slodki is a marketing generalist with cross functional and cross sector experience spanning CPG Marketing, Direct Marketing, 
Franchise Retail/Travel, Market Research, Rewards, Sales, Relationship Management, B2C, B2B and online marketing. He has been 
pursuing his passion for strengthening brand value linkages for over 15 years. Any questions or comments are most welcome by 
contacting the author at mslodki@bigfoot.com. Please visit http://miroslodki.blogspot.com/ 
 
Let us know what you think of this article send us an email at feedback@thetaylorreachgroup.com  

Diversify or Perish 
Recently I heard of an organization that outsourced their entire customer care program to Bangladesh, India. The company saved millions 
in salaries and health care options; and threw a huge party when stock prices soared.  Everything seemed to be going well until summer 
flooding and political uproar in the region prevented more than half of their staff from reaching the place of employment.  Without a back-
up plan in place the company spent hundreds of thousands scrambling to get an onshore location up and running. 
 
Redundancy or risk management has become a second thought and companies are paying for it. System crashes or natural disasters 
interrupting their primary channel for supporting customers are signs of weakness in their call center strategy that can not be ignored. 
Lulled into a false sense of security by the reliability of infrastructure in North America many take this as a given when offshoring at their 
peril.  
 
Like the financial industry diversifying your customer care group can have a positive impact to your organization and prevent the lapses in 
servicing your customer. A good balance of all options can be done effectively while overall costs remain unchanged.  
 
With so many options for servicing customers organizations are finding it hard to identify the right balance.  Outsourcing offshore has 
become the most popular option for the advantages of reducing and controlling operating costs, but little has been done with giving 
customer alternative choices if one option is not viable or available for the customer.  
 

 
Table 1.1 

 
The above table shows some of the different options available for organizations when creating a strategy for their call center.  The options 
and choices available will vary based upon the organization: the number of structure of center(s) and the technology and network 
architecture or topology employed. When selecting a strategy to diversify your contact center there are three things to keep in mind. The 
first is cost, the amount it will take to implement and maintain your call center operations.  The second volume, how many customers are 
expected to contact your center on a daily, monthly, and annual basis.  The third is availability/viability for your customers, do your 
products and services primarily focus around voice, online, and/or other channels to interact with customers; what percentage of your 
customers have access to the different channels.  
 
After analyzing those three areas you should now have an outline of your call center’s areas of strength and opportunity.  Utilize those 
areas and go through each channel while keeping them in mind. For each option selected choose also a backup option for redundancy. For 
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example, if you select to outsource offshore than select low costing alternative like a small in-house operation or virtual agent IVR 
program.  This is a good risk management practice to protect your service from any downtime.  
 
Let us know what you think of this article or if you need any assistance with developing a strategy to diversify your contact center by 
contacting us feedback@thetaylorreachgroup.com

Survey of the Month 
In this months survey we asked “What the biggest challenge in generating revenue in you contact center?” 
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The results illustrate three primary challenges: Staff Skills, Staff Reluctance and Staff Training representing 80% of all responses. Skills 
and Staff reluctance accounted for 59%. 10% of respondents cited each of Customer History and Lack of Technology.  
 
These results appear to fly in the face of those technology companies which suggest that that you can move from a cost to a profit center 
simply by deploying their technology. At the end of the day, like everything else in contact centers it is the people that will make or break 
a center and the people hold the key to generating revenue. To succeed in revenue generation you first need to have the right people with 
the right skills. You must provide them with the training and support to ask for the order or present the offers. This can be especially 
difficult when transitioning from a service only environment. 
 
This month’s survey asks “How much has the percentage of emails and web (text) chats, in your center changed in the past year?”, We 
continue to see shifts in the utilization of other channels besides voice. While voice is not in any real danger of being eliminated, many 
centers have reported significant increases in email, chat and IM volumes. Weigh in today and let us know how your center is changing. 
To participate in this survey go to the TRG home www.thetaylorreachgroup.com and cast your vote. 
 
Let us know what topics you would like us to feature in future surveys by emailing us at feedback@thetaylorreachgroup.com  
 

Newsworthy 
In this regular column we review the latest news, predictions and trends impacting on the Call Center / Customer Interaction 
Industry. 

ShoreTel Rated as #1 IP Telephony system- Nemertes Research 
In its “Building the Successful Workplace: VOIP Review: Products, Services, Architecture”, Nemertes Research has ranked ShoreTel as 
number 1 for the fourth consecutive year. Nemertes conducted in-depth surveys more than 120 IT professionals at 99 companies and 
looked at Value, Technology, VAR Expertise, Management, Tools, Customer Service, Solution Experience, Product Features, Installation 
and Performance and ShoreTel was highest rated in each category compared to Avaya, Cisco and Nortel. ShoreTel received an overall 
score of 4.38 out of 5.0. This compared with Cisco at 3.60, Avaya at 3.52 and Nortel at 3.17. ShoreTel was significantly ahead in many 
categories including: Value (4.71 versus the nearest competitor at 3.51), Ease of Implementation (4.68 versus 3.24 for the nearest 
competitor) and Product Features (4.54 versus 4.04 for the nearest competitor). 
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Only half of contact centers measure customer satisfaction  
A newly released independent research report -- UK Contact Centres and Customer Service -- finds that although the contact centres 
surveyed rank improved customer service as their most important aim, half of them don’t even measure the number of calls it takes to 
resolve a customer query.  
 
Carried out on behalf of Teasel Performance Management, the report reveals that of those that do measure customer satisfaction, in-house 
contact centres were much more proactive on overall assessment, with 83% sending out questionnaires; 43% calling customers at random; 
43% calculating average call value; and 26% asking customers to stay on the line to complete a brief survey. The most common approach 
to measuring customer satisfaction (100%) was to listen to a selection of calls and make a judgment.  
 
In contrast, outsourced call centres seem only to focus on the basics. Less than half (43%) sending out questionnaires; only a third (29%) 
carrying out random customer calling. A little over a quarter (29%) calculate average call value; and 14% carry out an online survey. For 
outsourced contact centres it seems to be more about reporting on call numbers rather than the quality of the call. Suggesting that they are 
focused on meeting the terms of their SLAs (Service Level Agreements), rather than enhancing the customer experience.  
 
When asked about the relevant importance of particular aspects of the aims of contact centres, the survey found that respondents ranked 
improving customer service at number one. This was followed by resolving customer problems quickly and efficiently (89%); then 
reducing cost (72%), and increasing sales (66%). Creating a marketing ‘differentiator’ was cited by just over half (54%).  
 
Yet when asked about the importance of measuring customer satisfaction with contact centres, creating a marketing differentiator did not 
feature at all, with respondents citing what would be generally considered as hygiene factors. These included reducing time to answer 
(76%), cutting average wait time (72%), resolving customer needs immediately (69%) and reducing abandoned calls (59%). Rapid access 
to customer records (45%) and rapid customer identification (45%) were ranked sixth and seventh.  
 
Tim Burfoot, Managing Director of Teasel Performance Management comments: “The findings highlight that many contact centres say 



 
that although customer satisfaction is key to the service they provide, most are only measuring this on the hygiene of the process rather 
than on the quality of how the call is handled and resolved. This is all very well but contact centres must widen the way in which they 
track and monitor activities if they are to really understand how they are performing. The overall question, of course, is whether contact 
centres, outsourced or in-house are monitoring the right things?“  
 
Burfoot continues: “It’s interesting that outsourced contact centres -- to which many organizations entrust their brand and reputation -- are 
primarily concerned about meeting SLA criteria, such as the number of calls that should be answered every hour. This attitude puts their 
clients’ corporate reputation at risk. They might well be fielding a high number of calls but if they are not tracking and reporting on how 
customer contacts are actually handled, how can clients judge the all-important customer experience? ”  
 
The online research was carried out by Spectrum Consulting between May and July 2007. Participants include contact centre directors, 
contact centre managers and heads of department. Almost two-thirds (62%) of respondents have two or more contact centres.  
PublicTechnology.net 
 
Bank customers switch over poor customer service  
The majority of retail bank customers are prepared to switch financial service providers due to poor service, according to new research.  
The Fujitsu Consulting survey found that 80 per cent of respondents changing banks, citing poor service (31%) as their number one 
frustration. Complex terms and conditions was the next biggest complaint, a distant second at 10%.  

"Contrary to what many financial services businesses assume, price is not the primary driver of customer churn," said Fujitsu Australia 
and New Zealand's Martin North. "Our research shows that, in reality, poor service is the number one 'toxic' issue driving customer churn 
in the financial services industry." Examples of "toxic servicing" included being passed around in a contact centre and having the phone 
put down on them. Callcentres.net 

UK caller on hold for 20 hours 

A customer trying to call UK telco BT Group was left hanging on the telephone for a total of 20 hours, The Times newspaper reported.  
 
BT blamed long response times on a new calling system which has left a large number of customers in the lurch. Hannah King called a 
company help line after a BT engineer failed to turn up to install a telephone line at her new flat. For eight hours in a row, she endured the 
sound of piped music.  
 
King tried again the next day and waited another eight hours before putting the phone down. The following day, she spent a further four 
hours on hold before hanging up, which took the total time wasted to almost one day. BT said that customers were having trouble getting 
in touch because of a "new customer management system".  
Callcentres.net 
 
More daylight saving equals more calls 

New Zealand police plan to expand its northern communications centre in Auckland to cope with an expected increase in calls 
during the three weeks added to daylight saving this year.  
 
Chief Superintendent Allan Boreham said the extra hours of daylight would mean adding "a couple of extra call-takers on each 
shift". "Our calls in summer are around 20,000, approximately, in a week and in winter we sort of get around 17,000." Police are 
running a recruitment drive aimed at university students, who they want to begin six-week training from November, in order to 
be qualified communicators by the busy summer season.  
 
Boreham said the staffing increase was also to cope with the steady annual growth of emergency calls, which was about 7%. 
Reasons for the increase in calls included population growth, with other possible factors being increased faith in the 111 system 
and less public tolerance of behavior likely to end in a call to police, he said.  
Callcentres.net 

Consumers Aren't Happy With Your Call Centers 



 
Study Finds One Out of Five Callers Gives Up; PC Companies Worst Offenders  
SAN FRANCISCO (Adage.com) -- When customers call, marketers aren't doing a very good job addressing their concerns.  
In research conducted by the CFI Group, Ann Arbor, Mich., customers rated personal-computer support lines the least helpful of 
all call centers.  
That's the conclusion of a new call-center-satisfaction study, which found one-fifth of callers hang up with unresolved issues.  
Callers to personal-computer companies were most unhappy, with a satisfaction score of 64 out of a possible 100. Insurance 
companies and cable and satellite TV companies came in with scores of 68, with cell phone companies close behind, at 69. 
Catalog call centers and banking companies had the best scores: 80 and 77, respectively.  
No brownie points for effort  
"Hiring nice perky, nice people isn't enough," said Sheri Teodoru, partner and program director, CFI Group, Ann Arbor, Mich., 
which headed the study. "You don't get brownie points for effort." Instead, call centers need to have staffers who are not only 
knowledgeable about the products or services but able to solve problems. They also need to be able to direct consumers to a place 
where their issues can be resolved, such as the company's website or a retail location.  
 
Ms. Teodoru noted that customers who thought an offshore call center was handling their problems rated their experience 26 
points lower -- and were twice as likely to leave the company they were calling -- than those who thought the center was in the 
U.S.  
 
The study found that marketers in certain industries, such as cell phones, are trying to upsell unhappy consumers -- that is, trying 
to offer new products to generate more revenue from callers. Almost a third, or 31%, of callers were given sales pitches, she said, 
and those customers were less satisfied than those who were not approached. "Upselling isn't without its downside," she said.  
 
News travels fast - The study also found that, in the age of the internet, the way calls are handled is one of the fastest-spreading 
pieces of news about a company. If it's bungled, consumers are going to leave the company, Ms. Teodoru said. "And they're not 
just going to leave. ... They're going to tell their friends about it." The study was based on an e-mail survey of 900 people, who 
were asked about their experiences with call centers in the past 30 days.  
 
Caller satisfaction  
INDUSTRY SATISFACTION WITH CALL CENTER* OVERALL INDUSTRY SATISFACTION**  
Catalog retailers 80 74+  
Banking 77 77  
Cell phone services 69 70  
Cable & satellite television 68 62  
Insurance 68 75++  
Personal computers 64 77  
Aggregate of all 71 75  
Source: CFI Group  
 
* As measured by the Call Center Customer Satisfaction Index  
** As measured by the American Customer Satisfaction Index (ACSI), using the same methodology.  
+ Score represents ACSI for retail industry overall, not just catalog retailers  
++ Includes health, P&C, and life insurance  
Advertising Age 



 

 

 



 

Inside TRG 
In this regular column we discuss what is happening with The Taylor Reach Group, Inc. and with our related companies (Telepoll, 
Teleffective and Scheduling Staff). 
 
Premcom Canada 
Premcom Corporation, a Buffalo NY based Reseller has retained TRG to assist and support their Toronto office launch. In a recent Press 
Release, Peter Proulx, CEO Premcom Corporation, a Buffalo, NY Reseller and Integrator of Enterprise IP Telephony Solutions and 
Network Services announced today the establishment of a new Toronto office. 
  
“Our new office will allow us to expand our reach and service base beyond New York State”, said Proulx, “and allow us to offer Canadian 
customers the best IP telephony and network services solutions available.”  Premcom sells ShoreTel IP Phone Systems; ShoreTel is the 
fastest growing IP PBX Company worldwide and the leader in customer satisfaction. 
 
“We are excited about Premcom’s expansion into the Canadian market.”, said Peter Agricola, Northeast Area Sales Manager for ShoreTel, 
 “Premcom has a proven track record for successful deployment of complex and large Enterprise IP phones systems. They have a proven 
track record with installations worldwide.” 
 
Proulx also announced that Premcom has retained the telephony centric consulting firm: The Taylor Reach Group Inc. (TRG) to assist and 
support the new office launch. Colin Taylor the CEO of TRG said, “The establishment of a Premcom office in Toronto represents a giant 
step in terms of IP telephony options to Canadian companies.   
Premcom is one of the leading ShoreTel partners and can now offer ShoreTel solutions to Canadian customers.” 
 
For more information on Premcom or on ShoteTel IP telephony please contact Colin Taylor at ctaylor@thetaylorreachgroup.com  
 
New Atlanta Office 
The Taylor Reach Group, Inc. opened a new office in Atlanta GA, on August 12, 2007. The new office which will support TRG client in 
South East is headed up by JD Fairweather who joins TRG as Vice President, South East. JD brings with him more than 10 years of call 
and contact center operational management experience working with organizations such as Earthlink, TimeWarner, Comcast, Hughes, 
LivePerson, Helio, Sprint, Vonage, DirecTV and InfoCision.  
 
TRG has numerous clients in the southeast including Habitat for Humanity International and Republic Services.  With a new local office 
TRG expects to welcome many new clients in the near future. You may reach JD at jdfairweather@thetaylorreachgroup.com or by phone 
at 404-663-7006. 
 
Teleffective Growth 
Teleffective our B2B direct and telesales business continues to grow and thrive. Over the past few months we have completed projects for 
companies such as Canon, Consolidated Disposal Service, Hanley Wood and Elsevier. Our tagline is “The Sell, Phone Company”, and we 
selected this because it accurately reflects what we do. To see what Teleffective can do to help you improve your sales pipeline and sales 
performance contact John Cockerill at jcockerill@teleffectivinc.com or visit the Teleffective website at www.teleffectiveinc.com  
 
New Clients, New Projects 
Across the TRG group of companies we had a very busy summer and welcomed a number of new clients and projects. These clients 
include: American Express, Callaway Golf, Elsevier, Hanley Wood, Premcom, and the VIP Group to name a few. 
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Case Study 
In this regular column we review the successes that TRG has been part of.  
 
TRG help Not-for-Profit catalogue Knowledge 

TRG helped an established not-for-profit organization identify and catalogue knowledge within the organization.    

The Challenge: 

This large international not-for-profit organization had a problem; in an effort to manage and disseminate knowledge and information 
across its global infrastructure it had deployed an intranet solution and encouraged stakeholders to post and identify best practices, 
processes and documents on the site. All stakeholders could post and share, but there was no version control nor centralized management 
or vetting and approval structure in place. As a result a few years and a few reorganizations later the intranet was no longer serving its 
designed purpose. There was a large volume of very good, helpful and accurate information, but there were also older version of 
documents, and multiple answers to the same questions. In fact the system was in such bad shape that it was seldom employed by its 
intended population and actually created more problems and questions for the contact center than it answered. The contact center often 
simply passed the question on to someone else in the organization as they had no confidence in the quality of information on the intranet. 
Addressing this challenge and constructing a knowledgebase was one of the central recommendations included in the TRG Strategic 
Assessment of the organizations contact center infrastructure. 

The Process: 

TRG and the client identified key knowledge sources within the organization and identified more than 100 Knowledge Managers. These 
were the people who created; vetted and maintained specific areas of knowledge. In addition we identified Knowledge Owners, the people 
within the organization who commissioned the creation or documentation of new knowledge and who signed off on all knowledge created 
within their areas of management and control.  Hundreds of stakeholder interviews were conducted and existing knowledge was checked 
for currency and accuracy.  

The Solution: 

TRG worked with all departments within the organization to document and catalogue all points of known knowledge documented today. 
Vetted each point of knowledge through the Knowledge Manager and the Knowledge Owner and developed work flows to ensure the 
ongoing management of current and future knowledge. FAQ’s were developed for all stakeholders to use, but with specific focus and 
benefit to the contact center. TRG supported the organization in its design and ultimately deployment of SharePoint 2007 to manage the 
knowledgebase moving forward. 

The Result: 

The FAQ’s allowed the contact center to answer questions accurately and with confidence. This process significantly improved the 
operational effectiveness of the center. The knowledgebase created by this process was designed to be self managed through work flow 
processes which will ensure the ongoing accuracy and currency of information.  
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Award winning service and more than 150 years of industry experience serving ‘Fortune 1000’ companies. Extensive North American 

and International experience with both captive (in-house) and outsource centers.  

Delivering Operational Innovation to your Contact Center 

Contact Center Consulting,   

 Customer Satisfaction Consulting,  

 Contact Center Technologies,  

 Sales & Telesales Consulting, 

Quality Monitoring & Assurance,  

Outsourcing/Offshoring Assessments,  

Total Cost of Ownership Assessments,  

 General Management & Consulting services,   

Award winning service...Reach Beyond!  

Phone or email Colin Taylor today at 905-426-5055  

By email at  ctaylor@thetaylorreachgroup.com . 

Offices in Toronto, Atlanta and Sydney Australia 

TRG are proud members of: 

     
The Taylor Reach Group, Inc. 
Phone:  905-426-5055 
Fax:      905-426-6793 

E-mail:  info@thetaylorreachgroup.com  www.thetaylorreachgroup.com      
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