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Preface by Wanda Sitzer , Look. Listen. Be.* - April 2011  

In 2000, I co-researched and co-authored Branding in the Interaction Center revealing that 
contact center representatives were perceived as unable to define their company brand 
even in companies with an established brand. Furthermore, most participants indicated 
they did not have a formal process to communicate brand strategy although expected the 
contact center to deliver on-message. At the time, I wasnôt surprised. The term branding 
was treated as a buzz word and the impact of branding was just catching on. Add that to 
the fact that contact centers and marketing departments sometimes operate at cross-
purposes or, at the very least, have difficulty keeping each other informed, and I suspected 
we would be mining a black hole. 

Jump forward more than ten years and we read in our industry magazines, e-zines and 
blogs that companies entertain questions about where they should functionally house their 
social media drivers and responders in order to best engage customers who ñfavoriteò the 
company or rant about their experiences. Creators of our brand personalities witness 
customers landing in our contact centers for their ultimate brand experience, sometimes 
accidently and sometimes strategically. Linked-in discussions reveal our desire to integrate 
messaging at all points of contact, albeit we continue to share our implementation 
struggles. In forward thinking companies, we even find contact centers with a direct 
reporting-line to marketing departments in their effort to better capture data insights.  

Call to Action: 

Iôm encouraged that with these conversations, we may ensure our representatives are better 
poised to articulate the voice of our brand through ALL customer channels - phone and email 
channels and ñtweet and statusò channels. Positive customer experience and branding, as 
proven factors impacting loyalty and revenue, continue to top the list of meeting agendas 
making funding to prep our frontline as brand deputies a more forthcoming proposition.  
Branding in the contact center, that is, delivering our service and sales interactions with a 
clear brand-voice and promise, is no longer an idea ahead of its time, but rather, our call to 
action.  Weôve learned that merely asking reps to be mindful of our brand does not work.  
As you read the findings from 2000, consider whether and how your contact center has 
evolved to ensure you (1) fulfill your unique promise at every touch and (2) measure brand 
continuity. 
 

 

 

 

 

_______________________________________________________________________ 

* Wanda Sitzer launched Look. Listen. Be. (www.LookListenBe.com) in 2002 after 

concluding her partnership with Initiatives Three Inc., which she co-founded in 1996.      
Look. Listen. Be. provides no-nonsense training solutions and customized coaching to 
elevate company interactions and maximize service, sales & team performance. Ms. Sitzer 
works with companies to bring their brand promise alive in the contact center where it 
matters most.  

http://www.looklistenbe.com/
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Purpose of Study  

Initiatives Three Inc. and Preston Creative Marketing ** teamed with their unique skill sets to 
conduct research regarding the impact of brand strategies within the interaction/call center.  
Initi atives Three, located in Portland, Maine, is a worldwide consulting firm and Preston 
Creative, located in Denver, Colorado, is a nationwide strategic branding and market research 
company.   For more information about Initiatives Three Inc. and Preston Crea tive Marketing, 
please refer to Appendix A. 

As premier consultants for call centers, Initiatives Three  Inc.  is intent upon elevating the 
performance and practice of call centers everywhere for the betterment of the people and 
partners within the industry a nd the consumer and business communities it serves.  Initiatives 
Three intends to raise the bar through its continued research into uncharted territories and best 
practices of the industry. Preston Creative Marketing  is committed to leveraging the brand so  
that customer promises made are customer promises kept.  To that end, our joint research 
explored the relationship between brand messaging and delivery of those messages to more fully 
understand the impact of brand strategy at the point of interaction.  

Initiatives Three and Preston Creative hosted three discrete web-teleconference focus groups to 
gather qualitative data and identify any quantitative trends that were revealed.  Specifically, the 
focus groups gave participants an opportunity to discuss and l earn more about branding while 
allowing us to discover more about:   

¶ The financial implications/opportunities of implementing the brand during each 
customer interaction  

¶ How brand is managed and communicated  

¶ The role of branding and how it is leveraged in the call center 

¶ Linkages between brand stewards and deputies and the call center 

¶ How call centers work to inform and train representatives to embody the brand  
 

 

 

 

 

 

 

 

 

 

 

 

_______________________________________________________________________ 

**Preston Creative Marketing  rebranded and now specializes in healthcare marketing 

under Joe Knows. 



introduction  

Confidential & proprietary  initiatives three inc.  October 2000/ 5 

Methodology  

Participants were informed of the study via mail and press releases.  Companies were mailed a 
letter explaining the study and an offer to enro ll.  In exchange for participation, a complimentary 
copy of the study is provided to all participants.  Additionally, each marketing participant was 
given a copy of The Clue Train Manifesto by Levine, Locke, Searis, Weinberger.  The interaction 
center participants were given a copy of Call Center Management on Fast Forward, by Brad 
Cleveland and Julia Mayben (published by Incoming Call Management Institute).  

Focus group participants attended via web conference using the phone to listen and provide 
anecdotal, qualitative responses, and the web to view the presentation and answer quantitative 
questions.  The first focus group was made up of call center professionals and was facilitated by 
an Initiatives Three representative.  The second group included only ma rketing professionals and 
was led by a Preston Creative representative.  The third group comprised a hybrid, equal mix of 
both call center and marketing professionals and was again facilitated by Initiatives Three.   

The participants represented a range of industries and size.  Participant industries included: 
pharmaceutical, insurance, healthcare, retail, transportation, and high technology.  Traditional 
brick and mortar companies, click and mortar and dotcom companies (including two start -ups) 
were represented.  Most customer contacts in these companies take place over the phone, 
however a substantial amount of interactions are taking place via electronic avenues.  The 
companies varied in size with the number of full time equivalent representatives in the call center 
ranging from 4 to over 800.  A majority of the representatives were inbound, outbound and 
NetReps were part of many interaction center models.     
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Executive Summary  
 

The findings and highlights from the three focus group  sessions are presented in the following 
section.  Each of the three sessions is presented individually followed by an aggregate report. 

¶ One third of focus group participants do not have a defined brand.  

¶ The interaction or call center is an ideal opportuni ty for portraying the brand.  One 
participant said, òI think the call center is a great resource to promote a brand because many 
people have contact with the organization through the call centeréó Leveraging that 
interaction can enhance the brand message. 

¶ Of those participant companies who do have an established brand, call center representatives 
were not able to define their companyõs brand.  Only a quarter of focus group participants 
said that 100% of the call center representatives could define the brand.   Typically, call 
centers handle a large percentage of customer contacts for a company.  By not providing 
brand training, tools and systems to train and support the representatives, a key player in the 
brand strategy can have a negative impact on the brand. 

¶ Delivering a consistent brand message is a challenge and is critical to the brand identity.  
Each time a customer interacts with any part of a company is an opportunity to strengthen 
the customer relationship.  Inconsistent brand messages can adversely affect the customer 
experience and ultimately revenue.  As one participant explained, òThe call centers are still 
the work horse for getting the customer interactions accomplished.ó  Using the call center 
interactions to deliver the brand requires weaving  the brand strategy into the call center 
goals and objectives.   

¶ 95% of participants do expect the call center to be brand deputies, yet call center 
representatives rarely find it part of their job description nor are they incented for delivering 
the brand to customers.    

¶ Incentives for brand are typically linked to sales or customer service numbers.  The linkages 
to the brand are not clearly defined, nor are there measures in place to understand the impact 
on the brand.  One participant described a system of using òkey phrasesó that the 
representative can use to deliver the right message.   Another participant describing its 
incentive plan (òéThe incentive program we do have is designed around servicing that 
customeró) illustrated common compensation and incentive programs that provide 
representative incentives solely around service objectives, rather than brand and service.   

¶ Having an integrated brand means incorporating a consistent strategy throughout all 
departments of the business.  Yet many companies operate quite differently.  One participant 
explained,  òéeach area has their own idea of the brand, and if those groups of people 
needed to get together, they probably wouldnõt agree on all the same thing.ó 

¶ Almost all of the participants expect the call center to be brand deputies, yet only half the 
participants have a formal process to communicate brand strategy.  Further, less than half of 
participants indicated that they prepare the call center reps to deliver on the brand promise.  

As brand deputies, call center agents bear the responsibility of communicating the brand, but 
few are prepared to do so.  Companies are missing an ideal opportunity to deliver the brand 
message and strengthen the customer relationship through call center interactions.  Call 
centers cannot be expected to deliver the brand without the appropriate tools, training, and 
monitoring and coaching processes to help them be effective.  
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¶ Barriers and hurdles to delivering a consistent brand message fall into several categories: 

1. Lack of communication.  As one participant said, òéthe call center folks may not 
completely see how that all fits into the big picture...[which] requires more training and a 
more consistent and cohesive approach by the whole organization.ó  A clear, consistent 
communication process for conveying and internalizing the brand within the company 
provides call center representatives with a tool to deliver the message. 

2. Incomplete or missing communication process.  Fewer than half of the focus group 
participants have a formal process for communicating brand strategy, yet almost all 
expect the call center to be deputies of the brand.  Linkages to brand stewards and 
training, tools and communication vehicles must be established to fill the communication 
gap. 

3. Productivity measurements.  Call center representatives are frequently held to strict 
productivity standards that may limit the amount of time on a call.  Without clear 
instruction about how to deliver the brand message in the time allotted, the message may 
get diluted or missed.    

4. Changes in leadership.  When new management decides to change the companyõs focus or 
strategic direction for various reasons (among them mergers and acquisitions), the brand 
is affected.  Participants mentioned a lack of awareness or consideration for assessing the 
brand when setting or re -setting a strategic direction.  The brand should be driving the 
decision.  A focus group participant commented on the impact a change in leadership 
has:  òéitõs a real challenge to maintain or develop a brand identity when a new senior 
manager comes in and sayséIõm going to change it.ó  

¶ An especially interesting finding surrounds the perception of readiness and capability to 
deliver the brand promise in the interaction center.  During focus group sessions, the call 
center group was more confident in its employeesõ ability to deliver the brand than the 
marketing or hybrid group.  This difference in perception could be a result of inconsistent 
communication, or it could result from a disparate view of how branding can/should be 
applied in the call center.  Initiatives Three conjectures that to close the gap and increase 
brand implementation, a formal process for communicating brand strategy and delivering 
brand promise (through training, tools a nd job aids) must be developed and applied.  

¶ Differentiating between good customer service and delivering the brand is difficult.  Many 
firms equate brand identity with good customer service.  However, providing good customer 
service is not the same thing as communicating or delivering the brand.  Good customer 
service can build brand loyalty, just like quality products can add to the value of a brand.  
However, brands are comprised of larger elements than product quality and customer 
service.  The Focus Group dialogues suggest that training that incorporates customer service 
skills but doesnõt teach brand promise, personality, embodiment, do not adequately prepare 
reps to deliver the brand.  

While focus group participants agree with the concept of deliverin g brand as being more 
than good customer service, most were unsure how to differentiate the two.  One focus group 
participant expressed, òI donõt equate good service or rewards for good service in a call 
center as being a reward for brand, for being a brand deputy.ó  Another participant 
explained, òéthe experience that our consumers have with the people in the contact center 
é definitely builds brand loyaltyéó 
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¶ Communicating the brand message and strategy internally is a critical step in the brand 
process.  Less than half of the participants have a formal process to communicate brand 
strategy.  Of those that do, some of the vehicles for communicating as well as receiving 
feedback are: 
ü Weekly meetings with the marketing team  
ü Newsletters 
ü Orientation  
ü Intranet  
ü Team meetings 
ü Email 

One company has taken the extra step to create brand teams, incorporate brand integrity into 
recruiting and job descriptions, and ensure new brand ideas/information is readily available 
to all employees.  A next step for this company was to develop and conduct uniform training 
to increase brand sensitivity and ensure implementation.  

¶ Expectations for brand implementation across mediums (specifically the web versus 
telephone) are the same.   Focus group discussion revealed that consistency is a challenge.  
ò[The] expectation for your branding is still the same, but youõre dealing with a different type 
of customer.ó  

¶ A strong brand can have a positive impact on employee morale.  Companies that have a 
strongly defined brand set an equally strong foundation that  increases employee loyalty.  
High turnover was sited as a hurdle to delivering a consistent brand message.  

¶ Identifying specific return on investment (ROI) dollars is a challenge since branding is spread 
throughout an organization.  A company must be able  to identify what is being invested to 
promote the brand, both in manpower and materials.  Each company may use different data 
elements to analyze ROI.  In addition to the elements noted below, additional input may be 
gathered from sales data, customer retention numbers, new customer acquisition, investor 
relation information, and turnover (for some companies that might have longevity as part of 
their brand).  Participants voiced obstacles to conducting an ROI analysis centered on a lack 
of clarification ab out what should be measured.  Participants that do conduct ROI analysis on 
branding dollars use various types of data including:  

ü Information from focus groups  
ü Customer contact data including testimonials  
ü Customer satisfaction data 
ü Post transaction surveys 
ü Market share information  

Note:  Initiatives Three and Preston Creative have identified this finding as a key component to 
understanding the impact of successful brand implementation. 
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Yes
67%

No
28%

Don't Know
5%

Does your company have a defined brand?

Anecdotals:  
òThere are pockets within the 
organization that tend to discuss 
branding more frequentlyéó 
 
òI donõt think our branding really 
has to do with the customerõs 
interaction with our company as 
much as the customerõs 
interaction with our product.ó 

Anecdotals:  
òIõm not sure I can identify 
what our customers would 
think the personality of our 
brand is.ó 

Some brand personalities:  
òcomfortable and secureó 
òwarm and friendlyó 
òsincere, hard-workingó 
òtimely, accurateó 
òcontemporary, trustworthyó 

Yes
62%

No
33%

Don't Know
5%

Does your brand have an established brand 
personality?
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Where does your brand get applied in your 
organization?

Anecdotals:  
òWe believe in full integration and weõre on that path.ó 
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Yes
18%

No
46%

Don't Know
36%

Was an ROI (Return on Investment) conducted?

Anecdotal/Qualitative:  
Why did you choose not to 
conduct an ROI? 
òItõs a lack of funding and the 
investments going into our direct 
response workéó 
 

Anecdotal/Qualitative:   
Have you been able to determine if the 
money was well spent? 
òPeople now know our name as a start-up 
companyéthe money that was spent in 
driving the name recognition has helped.ó 
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Yes
46%

No
45%

Don't 
know

9%

Formal Process to Communicate Brand Strategy to Deputies?

Anecdotal/Qualitative:  
òWe haveémeeting in which the 
brand is always a centerpiece of 
discussion, both in how we view 
the promise as well as just the 
details of what the brand is and 
how we want it to worké[its] 
marbled in to every training 
opportunity in the company at 
this point.ó 

Anecdotal/Qualitative:  
òThere are different processes 
applied based on function and 
leveléó 
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Yes
95%

No
5%

Do you expect the call center to be deputies for the brand?

Yes
48%

No
43%

Don't 
know

9%

Do you prepare representatives in your call center to deliver on 
your brand promise with every customer interaction?

Anecdotal/Qualitative:  
òAbsolutely.ó 
òI think the call center is a great 
place to promote brand because 
many people have contact with 
the organization through the 
call center.ó 

Anecdotal/Qualitative:  
òI donõt necessarily equate 
good service or rewards for 
good service in a call center 
as being a reward for brand, 
for being a brand deputy.ó 
 
òéwe applied it to our 
recruiting process so that we 
were recruiting people that 
would be a good fit for our 
brand, our valueséó 
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Quantitative Questions ð Call Center (Focus Group #1)  
 
The first focus group was held on May 4, 2000.  Call center professionals from across the United 
States participated in the web conference facilitated by Initiatives Three.  The following section 
details the quantitative responses and the highlights from the qualitative questions.  

 

% %

1 Yes 75% 8 Call Centers 86%

Defined Brand? No 25% Brand deputies? Customer Svc. 71%

Don't Know 0% Sales 57%
Other 57%

2 Yes 87% Fulfillment 29%

Match your branding def'n.? No 13% Prof. Providers 14%

See definition (Appendix B) Don't Know 0% Investor Relations. 0%

HR 0%

3 Yes 67% All of above 14%

Established brand No 33% Don't know 0%

personality? Don't Know 0%

9 Yes 50%

4 Advertising 50% Formal process to No 38%

Where does brand get Website 50% communicate strategy? Don't know 12%

applied? Call/Int. Centers 50%

PR 38% 10 Company Mtgs. 33%

Investor Rel. 38% Methods to communicate Dept. Mtgs. 33%

Catalogs/Print 38% brand internally? Newsletters 17%

Charit. Causes 25% Training 17%

All of above 25% Comm. Models 17%

Other 13% Intranet/Email 0%

Packaging 0% Handbook 0%

Don't know 0% Other 0%
All of above 50%

5 Mktg./Advert. 50% Don't know 17%

Which department(s) PR/Corp. Comm. 25%

own brand funding Sales/Merchand. 25% 11 Yes 100%

dollars? Customer Svc. 13% Expect call center to be No 0%

Operations 13% deputies? Don't know 0%

New Media 13%

Other 13% 12 Yes 67%

All of above 13% Prepare call center reps to No 33%

Don't know 13% deliver on brand promise? Don't know 0%

No Budget 0%

13 80-100% 63%

6 Yes 12% Percentage call center 60-79% 25%

Conduct an ROI analysis No 38% employees able to define 40-59% 0%

before implementing? Don't Know 50% brand? 20-39% 12%
1-19% 0%

7 Exec. Mgmnt. 75% 0% 0%

Brand stewards? Marketing 75% Don't know 0%

Advertising 38%

New Media/Web 38%

Design Agency 25%

Merchandising 25%

PR 0%

All of above 13%

Question Question
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Qualitative Questions ð Call Center (Focus Group #1)  
 
Question:  What are some of the humanistic qualities of your brand personality? 
Key Responses: òComfortable and secure.ó 

òWarm and friendly.ó 
òIõm not sure what our customers would think the personality of our 
brand is.ó 

Question:  How does your brand distinguish you from your competitors? 
Key Responses: òlong-term.  Weõve been in business longer than any of our competitors.ó 

òMost of our competitors in the business donõt have a national brand or a 
personality to their business.ó 

òI guess if weõre going to use words, [our brand] would be paradigm 
shift [in ou r industry].ó 

òThings that would set us apart from our competition would be our level 
of customer service, 100% customer satisfaction, and confidence and 
security.ó 

Question:  How are you measuring your brand investment? 
Key Responses: òWe are looking at customer satisfaction numbers as an indicator of 

where weõre living up to the promise.ó 
òAnecdotal data from the investment community and from customer 
contact.ó 

Question: For those that did not conduct an ROI analysis, why was the decision made to 
not perform an ROI? 

Key Responses: No Responses. 

Question: Describe some of the ways that the brand deputies get feedback from the brand 
stewards on the brand strategies. 

Key Responses: òWeekly meetings with the marketing shop.ó 
òMeetings where we are communicating by phone, email, fax, 
memoéreciprocal process.ó 

òRegional and national level meetings in which the brand is always a 
centerpiece of discussion, both in how we view the promise as well 
as the details of what the brand is and how we want it to work, and 
[we] also marble it into every training opportunity in the company at 
this point.ó 

Question: Is the communication process consistent across all the functions to all the 
deputies in the company, or are there different processes applied based on 
function? 

Key Responses: òThere are different processes applied based on function and level, [we 
use] consistent basic methods [but] obviously some parts of the 
organization need more of one part of the message and less of 
another.ó 

òThe process is consistent right now.ó 

Question: How often do communication materials get updated and released? 
Key Responses: òQuarterly newsletterséannual regional meetingsédepartment and 

local meetings occur monthlyéó 



results  

Confidential & proprietary  initiatives three inc.  October 2000/ 18  

Call Center (Focus Group #1) continued  

Question: How do the brand deputies know that it is time to review the latest material on 
brand strategy and implementation? 

Key Responses: òDuring the course of regular meetingséthereõs feedback as to how our  
brand is working and what the issues are, and weõve noted that you 
review what youõre doing based on feedback from customers and 
stuff that happens at the quarterly meetings and monthly meetings 
and conference calls.ó 

Question: Do you have an incentive plan in place that rewards representatives for 
embodying the brand, for making the brand come to life for customers? 

Key Responses: òNo.ó 
òWeõre looking forward to getting a Director of HR to help us get one 
started.ó 

òWe monitor them while they are on the phoneéreported on their 
annual review and itõs part of their merit increase consideration.ó 

òWe donõt compensate at all on brand.  Our call center is based purely on 
sales and volume.ó 

 òThe brand is marbled throughout the call maps and call handling 
process and so forth, and our representatives are monitored and 
scored on their ability to deliver the goods along those predefined 
lines, and those lines are in alignment with what we try to do with 
the brand, so it's a matter of what we encourage people to do rather 
than have to do something really well. ó 

Question: What tools do you use to prepare representatives to deliver on brand promise 
with every customer interaction? 

Key Responses: òOrientations.ó 
òAttending various other training and meeting sessions where the brand 
is discussed.ó 

òWeekly meetings with our marketing department.ó 
òAs new products come in, we have knowledge meetings and 
coaching/mentoring.ó 

Question: What are the major hurdles, in your mind, that keep you from delivering 
positive brand interactions in your company? 

Key Responses: òI think they are more likely to embody the brand than to pass a pop 
quiz to define the brand personality and identity.  I don't know if 
they would relate to those words or that concept particularly, but in 
terms of doing the right thing and embodying the bran d, I think they 
are very high in terms of being able to [deliver] our brand promise 
and identity.  I don't think you'd get great schoolbook answers on 
that.ó 

òThe complexity of our product.ó 
òWeõre moving away from very easily recognizable brand 

definition séinto moreéwhere we present options and become a 
trustworthy source.ó 

òAlmost any employee in the company could define our brand and be 
right oné[but] the delivery and the consistencyémay be viewed 
differently.ó 
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Call Center (Focus Group #1) continued  

Question: Can you tell us how you would apply branding with phone interactions versus 
web interactions in your call center? 

Key Responses: ò[T]o teach the reps how toé clue into the tone and voice and the 
phrases.ó 

òTrain to listen for alerts when the customer is speaking.ó 
ò[A] good problem that we have is that we are acquiring smaller 

companies, so as we acquire smaller companies, it seems to dilute 
the identity a little bit éit's hard to do a brand because you're 
bringing someone else on board and you're going to be changing 
your company, but you still have to service their customers in a web 
and a catalog business.ó 
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Quantitative Questions ð Marketing (Focus Group #2)  

The second focus group was conducted on May 8, 2000.  The session was facilitated by Preston 
Creative Marketing, and included marketing professionals.  The results of the quantitative and 
highlights of the qualitative questions are included in the following section.   
 

  

Percent Percent

1 Yes 67% 8 HR 50%

Defined Brand? No 33% Brand deputies? Call Centers 50%

Don't Know 0% Customer Svc. 50%
Sales 50%

2 Yes 100% Prof. Providers 25%

Match your branding def'n.? No 0% Investor Relations. 0%

See definition (Appendix B) Don't Know 0% Fulfillment 0%
Other 50%

3 Yes 33% All of above 50%

Established brand No 33% Don't know 0%

personality? Don't Know 34%

9 Yes 50%

4 Advertising 100% Formal process to No 50%

Where does brand get PR 100% communicate strategy? Don't know 0%

applied? Catalogs/Print 100%

Website 100% 10 Dept. Mtgs. 75%

Call/Int. Centers 100% Methods to communicate Intranet/Email 75%

Investor Rel. 33% brand internally? Newsletters 50%

Charit. Causes 33% Company Mtgs. 50%

Packaging 33% Training 25%

All of above 33% Comm. Models 25%

Other 0% Handbook 0%

Don't know 0% Other 0%
All of above 25%

5 Mktg./Advert. 100% Don't know 0%

Which department(s) Sales/Merchand. 50%

own brand funding PR/Corp. Comm. 25% 11 Yes 100%

dollars? Customer Svc. 25% Expect call center to be No 0%

Operations 25% deputies? Don't know 0%

New Media 0%

Other 0% 12 Yes 25%

No Budget 0% Prepare call center reps to No 50%

All of above 0% deliver on brand promise? Don't know 25%

Don't know 0%

13 80-100% 0%

6 Yes 25% Percentage call center 60-79% 25%

Conduct an ROI analysis No 75% employees able to define 40-59% 0%

before implementing? Don't Know 0% brand? 20-39% 50%
1-19% 25%

7 Exec. Mgmnt. 100% 0% 0%

Brand stewards? Marketing 100% Don't know 0%

Advertising 100%

PR 75%

Design Agency 50%

New Media/Web 50%

Merchandising 0%

Other 50%

All of above 0%

Question Question
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Quali tative Questions ð Marketing (Focus Group #2)  

Question: How are your brands perceived within your organizations? 
Key Responses: òOur brand is kind of perceived differently in different communities.ó 

òFor us, brand is part of the ongoing process of figuring out exactly who 
we are right now as well as expressing it to our customer.ó 

Question: Is branding discussed in your organization? 
Key Responses: òIt's probably not called that, but yes.ó 

òBranding comes up around here at least once a week.ó 
òThere are pockets within the organization that tend to discuss branding 
more frequently than others.ó 

òIt is discussed quite a bit amongstécertain people in the company, 
namely the marketing folkséthe top management.ó 

Question: What words would describe your brand, at least as perceived within your 
organization?   

Key Responses: òForthright and well-meaning.ó 
òSincere, hard-working.ó 
òTimely, accurate, comprehensive.ó 
òContemporary and trustworthy.ó 

Question   Can you tell me a little bit more about brand funding in your specific 
organizations? 

Key Responses: òThe marketing group ...draws all the external and internal 
communications and that's where the branding comes in, howeveré 
there are a lot of different departments and units that buy into the 
brand that need the consistent message even though marketing 
might drive it.  They might be out there using it on their own and 
that's where the funding comes for them, like in product, or 
something like that.ó 

Question: For those that did conduct an ROI, can you elaborate? 
Key Responses: òAs we reinvent ourselveséwe hold onto the stronger brands or the 

brand concept in the market place, but before there's sort of a 
reallocation of things, they did some ROI analysesó   

Question: For those who did not conduct an ROI analysis, was there any particular reason 
you believe it was not conducted? 

Key Responses: òWhen we developed [the brand], it was done very quickly and we 
didn't really have the time, and I'm not sure anybody really had the 
inclination.ó 

òI think we did not, but we probably did an analysis in a conventional 
business sense.  We have a number of different objectives and we 
look at things both strategically and financially, and when I think of 
ROI, I think of the financial return.  The return on a lot of action that 
we undertake, including branding, have a long timeline and there is 
a lot of measures of success besides an ROI that we look at.ó  
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Marketing (Focus Group #2) continued  

Question: Does the call center receive incentives to be the brand deputies? 
Key Responses: òThere is some, but they are really still working through how to perfect 

that.ó 
òPrimarily based on sales.ó 
òWe don't have incentives in place right nowélook at our call centers as 

more for customer support and customer care rather than sales, so 
we're very interested in developing incentives that make sense for 
what we're doing.  We haven't figured it out yet.ó  

Question: For those that believe that a high percentage of your call center employees 
understand the brand well enough to be able to deliver against it, can you 
elaborate? 

Key Responses: òWe spend quite a bit of time on the front end training peopleéand I 
think people really do have respect for what the customers are going 
throughó 

Question: For those that indicated a much lower percentage of call center people who 
would really understand the brand identity, can you tell us where you think 
some of the hurdles are in terms of their ability to really deliver on the brand? 

Key Responses: òéwhile the training has really improved their ability to respond to 
questions and to help customers quickly, the call center folks may 
not completely see how that all that fits into the big picture, and I 
think that requires more training and [a] more consistent and 
cohesive approach by the whole organization as opposed to just 
focusing on that one segment of the company.ó 

 ò[It is] a lack of [brand training and] definition on our end that would 
lead to a low percentage there [of call center understanding and 
implementation].   

Question: Is there any differentiation within your organizations in terms of what is 
expected  (what your organization would expect) from a telephone interaction 
versus a web interaction? Are you doing anything different in terms of use of 
the web channel for branding? 

Key Responses: òI think we are doing far less on the web than we could be and far less 
than what is being done through the call centers.  The call centers are 
still the work horse for getting the customer interactions 
accomplished.ó 

òOur call center folks will be interacting with people via the phone and 
the Internet, so really, we'll be looking for high consistency there.ó 

òI think the outcome expectation for your branding is still the same, but 
you're dealing with a different type of customer, I thi nk, depending 
on the media.ó 
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Quantitative Questions ð Call Center & Marketing Hybrid (Focus Group #3)  

The third focus group was held on May 9, 2000.  A combination of call center and marketing 
professionals participated in the web conference that was facilitated by Initiatives Three Inc.  The 
results of the quantitative survey and highlights from the qualitative questions are presented 
below. 

 

Percent Percent

1 Yes 60% 8 Call Centers 60%

Defined Brand? No 30% Brand deputies? Customer Svc. 60%

Don't Know 10% Sales 50%
Prof. Providers 50%

2 Yes 60% Fulfillment 50%

Match your branding def'n.? No 30% HR 50%

See definition (Appendix B) Don't Know 10% Other 30%
Investor Relations. 20%

3 Yes 67% All of above 10%

Established brand No 33%

personality? Don't Know 0% 9 Yes 40%

Formal process to No 50%

4 Website 60% communicate strategy? Don't know 10%

Where does brand get Advertising 60%

applied? PR 60% 10 Company Mtgs. 80%

Catalogs/Print 50% Methods to communicate Intranet/Email 70%

Call/Int. Centers 40% brand internally? Dept. Mtgs. 60%

Charit. Causes 40% Newsletters 50%

Investor Rel. 10% Handbook 40%

Packaging 0% Training 40%

All of above 40% Comm. Models 30%

Other 10% Other 0%

All of above 0%
5 Mktg./Advert. 90% Don't know 10%

Which department(s) PR/Corp. Comm. 90%

own brand funding Sales/Merchand. 40% 11 Yes 89%

dollars? Customer Svc. 30% Expect call center to be No 11%

Operations 20% deputies? Don't know 0%

New Media 20%

Other 0% 12 Yes 40%

No Budget 0% Prepare call center reps to No 50%

All of above 0% deliver on brand promise? Don't know 10%

Don't know 25%

13 80-100% 10%

6 Yes 20% Percentage call center 60-79% 10%

Conduct an ROI analysis No 40% employees able to define 40-59% 10%

before implementing? Don't Know 40% brand? 20-39% 0%

1-19% 50%
7 Marketing 100% 0% 20%

Brand stewards? Exec. Mgmnt. 89% Don't know 0%

PR 78%

New Media/Web 67%

Advertising 67%

Design Agency 33%

Merchandising 11%

Other 11%

All of above 0%

Question Question
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Qualitative Questions ð Call Center & Marketing H ybrid (Focus Group #3)  

Question: What would you add or how would you change the brand definition? 
Key Responses: òé will have to do with every time someone comes in contact with our 

services as opposed to the company and the personal touches with the 
company.  It's more what our product will do for you on a consistent 
basis, so I don't think our branding really has to do with the customer's 
interaction with our company as much as the customer's interaction with 
our product.ó 

Question: Can some of you share some of the humanistic qualities that your brand 
embodies? 

Key Responses: òEnergetic, down-to-earth, active.ó 
òTrustworthy.ó 
òTrustworthy and personable and even fun and with spiritó 

Question: How are you currently measuring the results of the money that is allocated for 
branding?  What kinds of things are you doing internally in your organizations 
to understand the impact of the brand at a results level?   

Key Responses:  òWe don't currently evaluate that at all in terms of our brand é it's 
something that we do want to invest inó 

òWe typically have focus groups.ó 
òéeven things like ROIó 
òWe track all consumer contacts, and we have a very good relationship 

with our consumers.  They are quite vocal as far as any changes that 
we make in our branding.ó 

òWe take testimonials and post all testimonials on behalf of their 
shopping experience, if it's good or bad, so we're seeing some sense 
of brand experience through that effort, but there are no formal 
quantitative studies yet.ó 

òSurveys éfor how they are being treated and what comments they 
might have.ó 

Question:   For those of you who did perform an ROI analysis, have you been able to 
determine whether your brand is performing against expectations?   

Key Responses:  òé I don't know if we have it in a quantitative measure, per se, but 
people now know our name as a start-up company, and I think the 
money that was spent in drivin g the name recognition has helpedó 

Question: For those that did not perform an ROI, why was the decision made not to 
conduct one? 

Key Responses:  òLack of funding.ó 
òA combination of lack of funding and the investments going into our 

direct response work, however I think there's aé period that you 
can't evaluate brand or off-line advertising, and we're beginning to 
educate the [analysts] here that you can.ó 
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Hybrid (Focus Group #3) continued  

Question:  What are some of the processes that are used in your company to communicate 
brand strategy and feedback? 

Key Responses:  òA series of what we call "Service Excellence" classes that all employees 
are required to attendé in addition to éemployee communications, 
leadership forums.ó 

òNewsletter, e-mail, informatio n, perhaps, on our Intranet.ó 
òIn addition to surveying our customers, our clients, and getting their 

feedback, we also survey employees and those results are then given 
to the managers of the area and they discuss what needs to be 
improved and hopefully w e'll benefit from that as well.ó 

òAll new projects go through a process é where é new [brand] ideas 
are exposed to all the various departments within the company for 
both feedback and informationally to try and help people to keep on 
going with what we are  doing.ó 

òWe currently have a lot of different feedback methods, customer 
surveys, and so on, but I donõt see, again, that they are tied to 
brand.ó 

òWe put together a ten-member brand team éall organizations within 
the company, customer service, merchandising, etc.ó  

Question: Are these processes (brand strategy communication processes/vehicles) 
consistent across all functions to all deputies? 

Key Responses: òIt's available.ó 
òWe are still in a process of making sure that people know that that's 

available and make use of that availability.ó 

Question: How often do these materials get updated and re-released to brand deputies?   
Key Responses: òPretty sporadicallyéit's definitely not a consistent, ongoing messageó 

òOur newsletter is once a month.ó 
òOrientation and that happens once a month.ó 
òIt kind of changes with the wind depending on what's going on at the 
top level of the company.ó 
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Hybrid (Focus Group #3) continued  

Question: Those of you who expect your call centers to be deputies for your brand, do you 
have an incentive plan in place that rewards representatives for embodying the 
brand?   

Key Responses: òWe don't have a formal incentive plan, but we haveéa lot of not only 
brand loyaltyéand we have sort of informal financial rewardsó 

òIf someone has an outstanding month, they're rewarded with some time 
offé[for] providing excellent customer service and then there are 
certain statistics that we keep on a monthly basis, and if you reach a 
certain quota, then that's what's recognized.ó 

òThe only way to really measure human incentive for not only giving 
good service but communicating the brand is to really isolateékey 
phrases that, should the opportunity arise, the rep would be sure to 
use certain terminology and phrasing.ó 

òThe call center is a great resource to promote a brand because many 
people have contacts with the organization through the call center 
and youé[need to] make a favorable impression and leave the door 
open for them to come in and participate.ó 

òI think relative to recognition and rewards, instead of taking that 
approach, we applied it a lot to our recruiting process so that we 
were recruiting people that would be a good fit for our brand, our 
values, and so on in the organization, and within that context.ó 

Question: Those of you that do prepare representatives to embody the brand in your call 
center, can you tell us what tools you use to actually help representatives 
embody the brand? 

Key Responses: òRecruiting peopleéwe start with thatéwe have orientations that help 
people understand who we are and what our company is, we do 
tours, we encourage them to use the product, and just make sure that 
we give them all the information that we can about the product so 
they can feel as comfortable as they can.ó 

òTape the call scenarios for different types of encounters that someone 
may have with a caller which seems to really help them.ó 

ò[We have a] Monitoring program [to]émeasure and calibrate the 
measurements to make sure that we're all on the same platform, so 
we measure the different components for the calls to make sure that 
the overall call objective is being achieved.ó 

òCustomer stories, sharingéthe good news, the letters of excellence 
from customers as they talk about you and the service that they 
receive from you.ó  
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Hybrid (Focus Group #3) continue d 

Question: What are the hurdles to keep you from delivering positive brand interaction 
through you call center? 

Key Responses: òéthe call and the time allotted to each call that's measuredéper callé 
actually limits time on the call and quality of the call.ó 

òI think it's not having a high standard that's communicated.  The 
standard is communicated over-and-over again very clearly and 
through customer stories and people training each other and so 
everyone's a steward, buté there's much less management 
engagement with the staff.ó 

òDifferent variations of calls.ó 
òIt can become virtually impossible to retain any segment of quality and 

brand if you've got high turnover, so I think that's fundamental if 
you have the ability to acquire and retain the kind of people that you 
need to deliver on the brand promise in a customer contact center.ó 

òGetting the information.  If there's a new product out there, being sure 
that we know it rather than the consumer calling us to pull it off  the 
shelf and we didn't hear about it yet.ó 

Question: Can you tell us how you applied branding with phone interaction versus the e-
mails and text chats and contact button on the web?  What do you do for phone 
interaction versus interactions that come via the web? 

Key Responses: òUsing the web for customer service and for fulfillment is new to the 
company, so those service reps that are using and answering online 
to customers really don't have the same regulations and parameters 
as the representatives on the phonesénot being managed by their 
time allotted per call, etc, so they have more time to invest in that 
brand experience, if you will.ó 

òIt's a very different skill than communicating over the phone, so we try 
to limit the people who have access to the web é because not only 
do you have to possess good language skillsé[but] you have to spell 
correctly because that leaves a lasting impression.ó 

ò[There is a] big difference as [to] what relates to branding is that you 
have the opportunity to incorporate the  use of the logo and you 
want to try to incorporate the use of key words or phrases by the 
mission, vision, or value statementéother buzz words that you can 
submit back to the consumer that a customer service representative 
on the phone does not always have the time to do.ó 
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Combined Quantitative Summary  
 

The chart below presents the quantitative summary of all three focus groups.  While the sponsors 
of this study recognize that focus groups are not typically assessed in terms of quantitative 
analysis, we took the liberty of asking each participant some quantitative questions about brand 
implementation. These questions were pushed to the participants via web technology.  Answers 
were submitted anonymously and viewed only by the hosts so as to be less influenced by 
participantsõ discussion.  Not all participants answered every question; therefore, the percentages 
for each question represent the percent of responses for that question.  
 
 

Percent Percent

1 Yes 67% 8 Call Centers 64%

Defined Brand? No 29% Brand deputies? Customer Svc. 59%

Don't Know 5% Sales 50%

Other 41%

2 Yes 76% HR 32%

Match your branding def'n.? No 19% Fulfillment 32%

See definition (Appendix B) Don't Know 5% Prof. Providers 32%

Investor Relations. 9%

3 Yes 62% All of above 18%

Established brand No 33%

personality? Don't Know 5% 9 Yes 45%

Formal process to No 45%

4 Website 59% communicate strategy? Don't know 10%

Where does brand get Advertising 59%

applied? PR 55% 10 Company Mtgs. 57%

Catalogs/Print 50% Methods to communicate Dept. Mtgs. 52%

Call/Int. Centers 50% brand internally? Intranet/Email 48%

Charit. Causes 32% Newsletters 38%

Investor Rel. 23% Training 29%

Packaging 5% Comm. Models 24%

All of above 32% Handbook 19%

Other 9% Other 0%

All of above 19%

5 Mktg./Advert. 77% Don't know 10%

Which department(s) PR/Corp. Comm. 55%

own brand funding Sales/Merchand. 36% 11 Yes 95%

dollars? Customer Svc. 23% Expect call center to be No 5%

Operations 18% deputies? Don't know 0%

New Media 14%

Other 5% 12 Yes 48%

No Budget 0% Prepare call center reps to No 43%

All of above 5% deliver on brand promise? Don't know 9%

Don't know 9%

13 80-100% 27%

6 Yes 18% Percentage call center 60-79% 18%

Conduct an ROI analysis No 45% employees able to define 40-59% 5%

before implementing? Don't Know 37% brand? 20-39% 14%

1-19% 27%

7 Marketing 90% 0% 9%

Brand stewards? Exec. Mgmnt. 86%

Advertising 62%

New Media/Web 52%

PR 48%

Design Agency 33%

Merchandising 14%

Other 14%

All of above 5%

Question Question
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Appendix A ð About Initiatives Three Inc. and Preston Creative Marketing  

Initiatives Three Inc . 

As premier consultants for call centers, Initiatives Three Inc. is intent upon elevating the 
performance and practice of call centers everywhere for the betterment of the people and 
partners within the industry and the consumer and business communities it serves.  

Initiatives Three will raise the bar through its continued research into unchartered territories and 
best practices of the industry. We will inco rporate our resulting innovative methodologies into 
profitable systems and products for our clients. And we will do all of this with a focus on the 
importance of our clientsõ brands at every touch. 

Promises are only meaningful when they are kept.  Initiati ves Threeõs promise to our valued 
clients is our commitment to:  

Innovation - Initiatives Three is the industry leader in customer call center consulting. By 
partnering with us, you can own the peace of mind that your brand impact is a continuum, not 
an event. 
Intimacy ð The better we know you, the better we can serve you. Initiatives Three customizes 
solutions for you that support the value of your brand and transform your call center into a profit 
center. 
Implementation - Initiatives Three profiles your op erations, identifies clutter and barriers, and 
integrates new processes, people, and systems to support your brand. We donõt just offer you 
suggestions of how to make things work better; we actually help make it happen.  

 

 

Preston Creative Marketing  

Preston Creative Marketing provides strategic branding solutions to help clients build profitable, 
long-term relationships with their customers and employees. By using marketing research and 
converging market technology, Preston turns complex business messages into creative, appealing 
ones that strengthen the bonds between the customer, client, products and services. 

Preston Creative branding services include traditional and non -traditional external marketing 
communications development, such as advertising, public relations, print and electronic forms of 
communications, as well as internal branding services. Preston Creative believes that any time a 
person comes into contact with anyone at your organization, it is a branding moment and 
opportunity.  
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Appendix B - Definitions  
 
 
Brand A brand is not a logo.  Itõs a promise your customers expect you to keep, 

and a personality they come to know and trust.  

Brand Identity Similar to brand Personality.  How customers view your company and 
its brand. 

Brand Investment The amount of time and capital dedicated to the brand.  The actual 
elements will vary among companies since some companies will 
dedicate different resources and ideas to a brand. 

Brand Personality Humanistic qualities a brand possesses, how customers view and feel 
about a company. 

Brand Promise The experience your customer expects and trusts they will receive every 
time they come into contact with you and your company, regardless of 
means of contact (advertising, invoicing, call center).  

Brand Strategy The plan (including defining and mapping its course of implementation) 
developed to launch the brand and continue its evolution internally and 
externally to customers.   

Brand Steward Functional resources chartered with developing and creatin g the brand.  
Typically brand stewards are senior executives, marketing and brand 
management resources. 

Call Center/ 
Interaction Center A critical link between the customer and company.   The most common 

method customers utilize to reach a company is the through this group.  
Traditionally viewed as a telephone center, call centers are evolving to 
incorporate the Internet.  òCall centeró and òinteraction centeró are used 
interchangeably in this document.  

Call Center Rep  
(Representative) Representatives in the call/interaction center whose primary 

responsibility is to communicate with customers via the telephone.  
 

Customer Service One element in creating a brand experience for the customer.  Handling 
issues and questions for and to the satisfaction of the customer.   

Brand Deputy Responsible for delivering brand promises.  Brand deputies include 
internal and external resources: advertising/PR firms, interaction center 
or outsourced interaction center, copywriters, public relations, etc.  

Interaction Center Similar to the call center but includes all types of customer interactions: 
telephone, mail, Internet.   

NetRep Representatives in the call/interaction center whose primary 
responsibility is to communicate with customers via the Internet.  
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