
WE TRY TO EMPHASIZE TO OUR STAFF 

that the customer is calling for a specific 

reason, typically with a fairly finite amount 

of time in which to conduct their business, 

and they want to complete it in one call. 

The overriding considerations for us are 

respect for the customer’s time, helping 

them to accomplish their goal with the call, 

and doing so with knowledge, courtesy and 

respect.

How does that experience translate into 

metrics? The first element in delivering an 

excellent service experience is answering 

the phone quickly. For us, service level 

is answering 90% within 20 seconds, or 

80% within 30 seconds, depending on the 

program.

The second consideration that we keep 

in mind is that customers do not want to 

have to call us back to resolve their issue 

or answer their questions, or have us call 

them back. They want to get it done right 

then. We find that first-call resolution is a 

major driver of customer satisfaction.

Third, we try to ensure that we deal with 

our customers with courtesy and respect, 

and also demonstrate our knowledge 

to customers so that they can resolve 

their issues in the first call. We need to 

be subject-matter experts so that when 

customers call, they can get their ques-

tions answered. While the mechanics of 

the call are tracked by the WFO platform, 

agent knowledge is monitored through live 

and remote observations. 

Customer surveys provide feedback on 

how well the agent performed. The best 

way to gauge the overall experience is 

with the question, “Would you recommend 

us to your friends and colleagues?” That 

is a differentiator. If you ask, “Would you 

buy from us again,” it is a lower standard 

because sometimes, as consumers, we 

continue to do business with companies 

that we’re not entirely happy with—so 

that question doesn’t always deliver 

the significant feedback that we want. 

“Would you recommend” says that you’re 

satisfied, you’d buy again, and you found 

the experience to be of value so that you 

would invoke our name to your friends and 

colleagues.

 The best way to gauge the overall 

experience is with the question, 

“Would you recommend us to your 

friends and colleagues?” 

—THOMAS CLARKE

CUSTOMER-CENTRIC FOCUS 
STARTS IN THE CENTER

AT Solix Inc., a BPO 

provider of customer care and 

communications solutions, 

contact center leaders have 

defined several key drivers that 

impact customer satisfaction 

within the phone channel. 

We asked Vice President of 

Commercial Programs Thomas 

Clarke to share his insights 

on how his operation creates 

and measures an outstanding 

customer experience.
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