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1. Canadian Telco 

1.1 Background 

This is a mature contract that began in 2005; at that time HGS supported three lines of 
business for the client, one in support of its wireless division (postpaid customer service) 
and two in support of its internet division (internet customer service and dial up internet 
technical support). These services were supported by 200 FTEs from two centers in Canada. 
This contract has since expanded to include thirteen lines of business, supported by 1.5k 
FTEs. 

Exhibit 1 shows the list of services provided by HGS to this Canadian telco. 

Exhibit 1 

Services Provided by HGS 

Wireless Cable & Internet 

Wireless dealer support/activations Cable dealer support and activations 

Prepaid customer service Television customer service 

Post-paid customer service Broadband customer service 

Business wireless customer support Home phone customer service 

Business wireless technical support Broadband technical support 

Loyalty  

Retention  

Care services  
 

This  telco’s  decision  to  use  HGS  was  initially  based  on  price  considerations.   

 

1.2 Business challenge 

During 2013, the client approached HGS with the need to increase both CSAT and sales 
conversion rates. 
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1.3 Nature of transformation 

HGS’   transformational   services   consulting   team   implemented   a   speech  mining   project   to  
identify areas for improvement; two areas of shortfall in the customer experience were 
identified: 

x There was a lack of consistency from one center to the next 

x The call flow satisfied the functional needs of the call but was alienating customers, to 
a certain extent, due to the need to verify customer account details, etc., at the 
beginning of the call. This was negatively impacting CSAT and potential up and cross-
sell opportunities. 

HGS also identified that a large proportion of the  telco’s  customers  were changing providers 
during a move. 

In order to address the first two issues, HGS implemented a pilot of its Customer Experience 
Blueprint   across   the   client’s   eight   centers. This standardized service delivery across its 
centers and changed the call flow in order to mitigate the negative effects of the verification 
process. Potential up and cross-sell  opportunities,  based  on  a  customer’s  prior  interaction,  
were prompted at the beginning of the call by a knowledge database. 

HGS’   Customer   Experience   Blueprint   is   an   agent   interaction   framework   which   can   be  
deployed   across   a   client’s   business   to   create   a   consistent   customer   experience.   This  
blueprint is primarily aimed at limiting friction  points  in  the  customer’s  interaction  with  the  
agent, by addressing the emotional needs of the customer. HGS used three measures to 
overcome emotional ’withdrawal’ following the verification process: 

x The  look  away:  this  is  based  on  Covey’s  fifth  habit,  “Seek  first  to  understand,  then  to  be  
understood”. Agents   first   aim   to   understand   the   customer’s   issue   and   build   rapport  
before proceeding 

x Permission to ask questions: following the previous step, agents have then earned the 
right to ask for verification from the customer 

x Sow a seed: agents raise a possible up-selling suggestion at the beginning of the call, 
and  ask  the  customer  to  remind  them  to  explain  further  once  the  customer’s   issue   is 
resolved. In this way, customers essentially ask to be sold to, thereby increasing the 
likelihood of making a sale. 

HGS  used  ICM,  Citrix  and  the  client’s  proprietary  knowledge  database  system  in  the  delivery  
of this service. Training for this specific Customer Experience Blueprint took four weeks and 
consisted of 45 minutes of team training, three times a week. 

In order to address the churn rate while customers moved premises, HGS implemented a 
‘Client Move Concierge’ service which consisted of the following: 

x Customers were directed to this concierge service through the IVR system 

x Customers then engaged with specially trained agents called ‘Cable Able Agents’: 

� Agents were specifically trained to deal with the challenges of handling a customer 
who is moving premises, as well as more general customer queries 

� Agents made specific commitments to call customers back at a predetermined time; 
this was done in order to reduce repeat calls 

� Agents also pre-booked enterprise wide logistics in order to facilitate a more 
efficient transition of services to the new premises 
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x Agents supporting this service were all senior agents with a history of consistently high 
CSAT and up-sell metrics. Currently there are 42 FTEs providing this service: 21 HGS 
agents and 21 in-house agents. 

In order to establish the customer journey for the ‘Client Move Concierge’, HGS used six 
months’  worth  of  pre-recorded customer interactions, post-call surveys and recorded data 
on churn rates and reasons. This was then cross referenced with CSAT scores over that time 
period, in order to establish specific pain points and reasons for churn. 

 

1.4 Benefits achieved 

Benefits achieved during the Customer Experience Blueprint pilot included: 

x Resolution rates increased from 71.3% to 75.7% 

x CSR CSAT improved from 56.3% to 65% 

x Transfer rates declined from 12% to 10.2% 

x AHT decreased from 680 seconds to 614 seconds. 

Due to the number of lines of business serviced, KPIs vary significantly, although the most 
common KPIs measured for this contract include: 

x AHT 

x Sales per call (SPC) 

x Resolution rates 

x CSR CSAT 

x CSAT 

x Transfer rates 

x ICV. 

The SLAs of this contract are divided by line of business. For all lines of business related to 
cable, one of the SLAs is an SPC rate of 1.5%; currently HGS is achieving 1.9%-2.0%. For 
customer care services in support of wireless, the SLA is a 4% SPC rate; HGS is currently 
achieving a rate of 4.5%. Pricing for the entire contract is conducted on a per FTE basis. 

 

1.5 Outlook 

Moving forward, HGS is likely to use the Customer Experience Blueprint to facilitate moving 
a  proportion  of  this  client’s  service  lines offshore as well as to take over a greater degree of 
the tasks which are currently handled in-house by the client. 
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1.6 Key Lessons 

x Excessive use of verification requests can alienate customers 

x Up-sell and cross-sell opportunities can be identified based on the customer’s   prior  
interactions 

x It  is  important  to  understand  the  customer’s  issue  and  build  rapport  before  proceeding  
to possible solutions 

x Sow an up-sell  seed  at  the  beginning  of  the  call  and  come  back  to  it  once  the  client’s  
issue is resolved. 
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