
Objective
In late 2015, one of the top worldwide beauty and personal care companies sought a new business 
process management (BPM) partner to support the consumers of its high end luxe, active, natural/
organic, mass market, and professional product lines in the UK and Ireland. Increasing online 
engagement and improving quality consistency were key drivers. 

To say the beauty industry is dynamic would be an understatement. Responding to consolidation, 
DIY trends, health and safety concerns, consumer demographic and preference shifts, focus on the 
environment, customer service trends, and increasingly educated audiences are critical to survival 
and growth. With beauty tips widely available on social and traditional media, audiences are growing 
as people strive to express their personalities, gain self-confidence, find regimens to match their 
lifestyles, and embrace new trends. Supporting and nurturing diversity, beauty, and freedom of 
choice through all modes of customer communication is mandatory. 

With a portfolio of 32 brands and a presence in 130 countries, the client’s mission is to increase 
market share and provide the best in cosmetics innovation while meeting the infinite diversity 
of beauty needs and desires all over the world. The client was looking for a BPM company that 
mirrored their own, one also focused on inspiring engagement and loyalty to make products and 
services more accessible, sustainable, and innovative as needs and desires evolve.

Our Solution
Based on HGS’s experience with similar brands and industries, proximity to the client’s UK 
headquarters, excellent track record of results, and innovative DigiCX solutions, the client shifted 
the business to HGS in the summer of 2016. HGS provides 20+ agents passionate about beauty and 
customer care, high caliber pre- and post-purchase advice based on detailed product knowledge, 
and cutting-edge technology. 

Resources passionate about beauty: HGS inspires engagement and loyalty while promoting beauty 
by continuously collaborating with the client’s internal consumer care team and hiring experienced, 
knowledgeable, and engaged agents. 

Client and vendor meet formally to discuss beauty and contact center trends on a daily, weekly, 
monthly, quarterly, and semi-annual basis, but impromptu meetings occur frequently. The client, 
four stops away by Underground, is welcome at any time to visit and work from HGS’s offices. The 
HGS office aims to mimic the client’s offices through corporate colors, logo art, and product displays. 
Comradery on all levels ensures a positive customer experience while rolling out new campaigns, 
raising the bar, and addressing the issues that occasionally arise.

All of HGS’s agents, male or female, combine an aptitude for beauty and hair with good customer 
care skills. Over 35% of HGS’s agents have worked on similar beauty and personal care accounts. 
Some have worked on the retail or salon floor and used the multitude of products they are 
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About HGS
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supporting extensively. Agents are attached to the brands and feel a sense of pride and importance 
that translates into more meaningful consumer experiences and longer tenured agents.

Pre- and post-purchase advice: With several major beauty clients and hundreds of agents already 
working in the industry worldwide, HGS has no shortage of best practices to draw from. For this 
global beauty leader, HGS provides friendly, personalized and timely pre-purchase advice (e.g., 
product availability, brand comparisons and recommendations) and logical, empathetic response 
to complaints and concerns. The numbers and types of products are vast and challenging—
from skincare, haircare, colorants, cosmetics, suncare, toiletries, fragrance to appliances and 
accessories—yet agents provide specific advice for the product the consumer is interested in, using 
the channels with which they are most comfortable. 

Agents not only provide advice, they have the skill and authority to direct consumers to niches 
within other brands, offer vouchers and refunds, and make follow-up calls to ensure customer 
satisfaction. When a product causes serious problems, agents complete medical vigilance reports to 
not only meet health regulations but to prevent future product problems and escalate concerns to 
local salons, spas, and skin specialists. The agents’ goal is not to sell, but to find a product that meets 
the consumer’s needs, educate on proper usage, and inspire engagement and brand loyalty.

Cutting-edge technology: HGS uses a variety of techniques (e.g., cross-training) and technologies to 
optimize productivity and maintain quality. HGS implemented a proprietary knowledgebase to move 
all the formerly disparate processes, product details, training materials, promotional materials, FAQs, 
etc. into one central location. The team uses HootSuite to monitor and engage with consumers 
through social channels, and the client’s CEO has challenged all departments to become even more 
chat and digitally focused. The client is implementing Salesforce next year and will rely on the HGS 
team to provide strategic design inputs based on their experience with consumers, contact types, 
and workflows. In a short time, HGS has become a partner in delivering excellent customer care and 
a reliable source for innovative technologies and ideas. 

Outcomes
Despite ramping up in the peak summer period, HGS has met the client’s expectations in providing 
reliable and engaging consumer care. In under six months, HGS has: 

• Extended the client’s customer care team with minimal investment—There is a seamless flow 
of information between HGS and client teams.

• Expanded their hours of operation—HGS now provides social media coverage on weekends.
• Introduced new technologies without having to make capital expenditures—HGS 

implemented a knowledgebase for both client and HGS resources; agents used paper and 
logged into multiple systems in the past.

• Increased the quality and speed of engagement—Quality scores are improving, and handle 
times for all five channels are decreasing as agents acquire brand experience.

• Proposed a range of platinum, gold, and silver service offerings and metrics—These are 
designed to align with different commercial product categories, generate cost savings, and meet 
the expectations of the consumers using those categories.


