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Getting Started

The purpose of this manualts providethe reader a step by step approach of how to
effectivelyimplementFrontLines Global Support Versionifito their organizatiomo ensure
both arapid return on investmeand a positive improvemeint overall clientelesatisfaction.

Manufacturing clients, ranging from start tght through tadivisions withinboth Global

100 and Fortune 500 companies have enjoyed great succesthestontLinessolutiors.
These ompanies have been able to configure their implementations without the need of
costlyprogrammingcustomizationsThere isNO requirement to have software programming
experience anthe solutioncan be successfullynplementedvithout impactingnternallT
resourcesThe most successful implementations are quite often devetouknplemented

by the people who dealith support andeturns on a daily basisthefrontlinesof the
organization

If an organization is unsure $ planning requirements and req@iexpert advice on
designing an appropriageipport and / oreturns process to mebe company s needs
FrontLines can provide these services, as well, fiex tftal Turnkey solutionslelivered
through a 3 stage approaghich includesplanning(requirements gathering)onfiguring
andimplemening/testingthe solution. Organizations who have utilized our Turnkey
approach have benefited frazust effectiverapidy implemented solutionandhavebeen

able to move quickly towards a successful ROI (Return on Investment)

Within organizations there is currently a methodology being used with regards to the
handling of: knowledge, customiaecidens (tickets)and returns or other post sales services
such as calibrations, repairs, advanced unit replacement, maintenance contracts, etc. With
FrontLines Global Support you can consolidate and enhance your current processes to
improve;incident(ticket) managementeturn turnaround times, communications to all
stakeholders, client satisfaction, post sales revenue margins, cost reductions and reporting
abilities to name but a few. As well, you are able to maximize overall real time visibility to
the solutions you angroviding to both internal and external users.

Typically setupscan be broken dowimto 3 stages those being; Planning, Configuring and
Implementinglesting. Let us first look at the Planning stégebuilding the knowledge
centeé

Structuring a Dynamic Knowledge Center

Planning Stage (Knowledge Center)

With regards to planning, the first step to getting startedsgrtture the knowledge center
whichis the 1*interface your clients and internal users will interact with to fivesolutions
they ae looking foror to initiate their requests for servicén effective knowledge center
candramaticallyreduce call handling requirements by upwards to 90% depending on the
service situatiomnd isK ey in providing excellent customer service
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The next gep is structure thiecident (Ticket) handling infrastructure to ensure it supports
the knowledge center and provides easy and effective escalation from Ticket to RMA.

With both the knowledge center and ticket tracking system in place, the final aspect t
structure is the Return Handling infrastructure to ensure it is properly configured to support
the needs of your clients, internal support staff, @lhdorporate administrative needs.

So how does one go about structuring an effective efficient dgnateractive knowledge
center? The first goal of this document is pro\sdenestructuring ideas for the
knowledgdaseto maximize its effectiveness.

Delivering superior value to each and every client, at all points of interacistine key to

winningand / or ke e p.itisghattdiffedeatiatésdop ordanizations srom the

ccowdThe winning companies i n taeoatgutcessfolar ket pl a
with cost effectivelydelivering this superior value.

To get started with settinup a knowledge center you must first look atrhenuecost and
customer service benefia$ a web based client support system, suas povided with
FrontLines Global Support.

Revenue, Cost, and Customer Service Benefits

In the below diagrarthe outer ring shows seven benefits for using a web based client
support, return handling & knowledge system. Let us examine them more closely:
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1 Improved ROI i Every time a client is interacted witlan investment is made in
them. Clientele being provided automated timely communications on the status of
their support and / or retutasues, as well as, being provided the ability to find their
own answers when it is convenient for them to do so, is by far the least expensive
investment a company can make to effect the greatest ROI. Typical per interaction
cossthrough phone and email can range between $10 to $400 per interaction.

1 Higher Revenuei Improvedthroughput and handling of post sale services will lead
to higher reenues. As well he effective answering of both ppairchase and
purchasing questions builds the customer relationship which, in turn, leads to
increased sales. The visible example of support provided through both timely
communications and tHaowledgebase reduces the risk the client perceives with
regards to both yow r g a n i predtuck amchsérsices and makes their current or
future duyddecisions much more likely.

1 Improved Productivity i Service times can bgreatlyreduced as many of the the
redundant repetitive processes within client support and return handling can be
automated. As well, common questions can be easily answered through the online
knowledge center freeing up the time of client support personnel to focus on the key
uniqueissues which do crop up. In addition, timely communications for example post
sale servicing quotes can lead to the quicker acquistion of Purchase Orders. Typically,
the enhanced ability to track and control all aspects of both support and returns will
reduce sefce times by greater than 50%.

1 Improved Customer Satisfactioni Providing; timely effective communicatiorthe
real time onlineaccesgo support/RMAInformation, and improved service times all
have a positive impact on customer satisfaction levelsrigadia greater percentage
of your c¢clients moving from 6Satisfiedébé to
Especially dramatic improvement occurs for organizations with international clients
and / or repair centers.

1 Consistent Answers It is impossilte to build customer relationship if there is no
consistency in the answers provided to clientsved based client support,
knowledge, and /or return handling system easure consistency.

1 Answers & Services 24/1 Answers can be provided when suppaturn or the
buying decisions are being maid@4 hours a day, 7 days a weegkich again is key
to international clientele.

1 Highly scalablei A web based client support, knowledge, and /or return handling
systemcan quickly scale to meet any demand. &hswers supplied or automated
support communications can respond to tens, hundreds or thousands of inquiries
whereas with other interaction channels there is a requirement to add to the
infrastructure to handle increases in demand i.e. adding new teéelresn and
agents in a call center.

1 Internal Training Tool T The web based information system can be used as a
reference to quickly bring up to speed all new hires and other interested pexties.
well, the interface provides a easy to use infrastuctuardgernal support teams can
be up and running effectively in minutes rather than days of training
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Typical Knowledge Center Scenarios

The wnderstandin@f therevenue, cost, suppdsenefits will help in the configuration of an
efficient effective knowldge center and from this base supeneaidentand returns
managements systems can be created.

The extent web basdéshowledge centersan have on the support infrastructure is truly eye
opening. Typically calls are reduced by over 80% and in some irefusver 95%. Email
response requirements are typically reduced by as much asB¥ When factoring in
the lower costs associated with wedsed sethelp the compangnjoys reduced costs while
enhancing their support / return handling abilities.

With regards to thasage of web informatidio win a new clientsupport an existing
customeior expand business with an existing one, let us look at the foll@®\sognarios

1. Inthe £'scenario, mew customer can be won, simply by having an gasirchable
knowledgebase, like FrontLines Global Support, available on the web site. If the
client wants more information on the prodociserviceshey are interesteid, a
search can be us#aroughthe searchbox function orthrough areasy to usdrop
down which can drill down teither the product or servieadto the more refined
aspects regarding individual product or serviédeswell, a dynamic view of the most
commonly asked questions in whatever topic (product) and category (asgech)
they are looking ais shown throughout their search. Having answers to potential
clients concerns, right when they want them, builds the relationship. Showing the
extent of the support supplied takes some of the risk out of the buying decision and
further enhances the sale. Even if the quegtioket) the customer has is outside the
scope of thé&nowledgebase, they also have a means to send the quétiuet) to
the appropriate individuals within the organization for response. Once the question
responded to there is an option to include the response to this type of q(tedtat)
into the information base making it avail a
similarinformationwhich will, in turn, help win future sales.

2. A 2"scenaricegardsclient supportWhat is important here is tieéient being able
to effectivelygenerate trouble ticket ad that proper workflow is in place so all
stakeholders in the support process are kept informetsug do not fall through
any cracks irthe system.

3. The3"scenario occurs when you have a distributor network which promotes your
various product lines. If they are provided with an accessible knowledge center from
which they can easily supply their end users with correct consistent anseyevalth
use it and be much more likely to effectively promote your products within their
channels. As well, the provision of immediate access to view the status of both their
online support and return handlirsgueswill also help to differentiate your
organization and improve promotion of your products and services within their
channels.

Correctly configured a web based information system can help organizations to WIN
customers and build customer relationshipsé
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Building the Knowledge Center

We supply annternally developed methodology for buildiegcellentanswers irthe
knowledge centesind extendinghe ability to create superior answers to all of the support
teameven to those with little or no expertise in building conté@stwell, we supply some
simple structuring rules to improve client usage ofiih@wvledgecenter.

With regards to structuring:

1. Topics and Categories for the knowledge center can be created or edited in the Admin
Interfacei inthe £'f ol der 6 KB T oRemenbér Taps cange madee s 6 .
visible to client type. You can have a Guest view, a Customer view, a Partner view, a
Staff view, or a view supplied tommaasilydefinable Specific Group

2. When you build an answer in ServiceRep/RMA interface associate answers created to
theappropriate Topic and Category

3. 8 X 8 Rule- Try for a maximum of 8 Topics each with a maximum of 8 categories

within each Topic (especially at the Guest view of the knowledge center).

Use Topics to focus ogoals andkey elements of your support

When utiizing Related Attachments, if the attachigel has the potential of changing

link it to afile online with the Related Links feature inste@ten if the file changes

in the future all that needs be updated is one file online

6. Be aware of the Give, GaBelong & Grow Principles (see below)

ok

Part of our training package is to help clients build effective knowledge bases and we do this
utilizing the Give, Get, Belong, & GrowiAciples(see beloyw On the outer edge there are

3 aspectSupport, Acknowlege and Egage These 3 aspecensure the successful creation

of customer relationships. Let us look at eatthemindividually:

1 Supporti Simply refers to supplying clients with support for their requirements when
they are in the market for them atedproviding them a readily accessible view of
their support and/or RMAssues Another important aspect of support is the
mitigating of risk. Supplying quality support equates to greater perceived value for a
companyo6s products & services.

1 Acknowledge I n t he messaging there is a need to
Within the inner circle of the previous diagram Belongdynamic (liscussed below
provides a key element in supporting the acknowledgment aspect.

1 Engagei Here the need is to erggathe client and keep their attention. Boring static
messaging wonotthee mgadages uplpil e etds i amaédt nor mal
Interactive messaging has higher retentive value and can be provided through a
dynamic totally interactive information basuch as FrontLines Global Support.

Note: Within the inner circle of the previous diagram Gew dynamic is Key to
supporting théengageaspect.

www.frontlines247.com Mark Taylori Director of Business Development 8 of 52




FrontLines

The

Customer

On the previous diagram thesee4 dynamics listedGive, Get, Belong, and GrovBy
understanding these dynamics customer support teams can successfully structure their
responses to clients to help build customer relationships. Let us look at them individually:

1 GiveiRef ers to the efGiowdagetthdranserd Thermare2needs t
elements to note here:

1. Navigating to the AnsweisThe need here is to ensure the client can easily get
tharanswersoavi ew of i nformation they need.
answers greater than the perceived value of thasgess. Ensure the web
information base is easy to find on the web sii@eked from the home page.

Make sure all the answers are relevant and of value. In theddwaps try to

limit the list to no more thafl items (more increases the navigational

difficulty). Make sure topics and categories are relevant to types of questions
being asked.

2. Asking the Question The need here is to analyze the questions being asked to
ensure the 6bestd responses are crafted
or seeking a specific response? Is there subtext to the message which needs to
be addressed? For example for the ques:
need for more than a yes or no answer what also needs to be addressed is the
guestion,bdHoon fciachendt of your product 0s

1 Geti Refers to the answers clients receive. Typically one would supply
comprehensive answers to general questions and focused relevant answers to more
specific questionfless is morg Also, addressing the suliteof any questions is a
key element of th&etdynamic. The goal is to always strive to make great answers.
Avoid spelling and grammar errofgse spell chegk Wherever possible, supply
graphics- a picture really is worth a thousand words. Some guesimay be
answered better by content outside the information base from, possibly, somewhere
el se on the companyds web site or on anoth
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used to reference this information. As well, any relevant documents cdiatieed
to the answer for additional information and easy access by the client.

1 Belongi Is a key concept to understand when building superior answers which
promote the development of client relationships. Ba®ngconcept acknowledges
the importancef the client. There are 2 elements to note here:

1. How does the client Olhereadhhagedstdeasure he ans:
the client is informed on how they relate to the answer. It could be a direct
relationship. For example starting an answew iWitthregard to installation
questions directly relates the customer to t
relationship where the client is associated to a group with similar concerns. For

exampl e stating 1 n yourberefitmostdromthisit he pe.
are users of Product A or Product BoOo wi
fit this profile and help form a relati.
to the answerd concept occurishngehen <cl i e

ask already answered satisfactorily in kinewledgebase. The answevsll
resonate with them and help with the forging of a tighter bond to the
organization.

2. How does the answer i Albmvers argriot cteatedt he cu s
equally. It would be beneficial stating the class of answer being provided. Is
the answer well researched, professional, of a particular quality, prestigious,
essential, etc.? If the class of the answer is defined in the response it will
resonate with clienteegking those types of answers. One could simply state,
Afan excellent answer to your question i
responses given as being excellent and, and as well, classed the client as a
persorbelongingto a group of excellence seekers.

1 Growi Is another key concept and refers to the supplying of answers to clients which
they will see as greatly improving their knowledge and effectiveness. For example a
manufacturer may supply a client with a specific answer to their product question
ard, as well include a link to a resource they could use to understand more about the
product their question was relevant to. The message given to the client is the
organi zation O6caresd about their succeedin
organi zation o6growbé, then they in turn wil
Engaged aspect of building client relationshi
clients and th&row dynamic fulfils this function. Another interesting dynamic
about theGrow concept occurs when the potential client does phone into the
organi zationds sales department. Sales pe
best opportunities. Uninformed céfistend to be evasive aidve a tendency to be
put on the back buar, whereas, an informed potential client, rings of opportunity,
and generally receives sales priority.

Ideally, what an organization wants is to acquire and retain customer relationships. The use
of theGive, Get, Belong, and Groslynamicsn crafting responses to client questionsl

supply a little push towards building those relationships with every answer given. All those
little pushes, all in the same direction over time will build successful relationships.
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Building the Incident (Ticket) Handling System

Planning Stage (Incident Handling)

Various Incidents Types can be configured in FrontLines Global Suipaset on the

category of questio(ticket) which is being asked. Unique custom fields and workflow can

be associated with each Incident Typer example, I€ say the customés looking for the
answettheyrequraander a Topic call 6éProduct Ad and Ca
does not seethe answeithi n t he knowl edge center. They <can
button to submit theissue. An Inciden{Ticket) Type can be associated to the Category

0l nstall ati ond a thehfoliow tee irnformatior datberirtg and warkfloww i | |
requirements of a ¢ Plypxalywith thefogeningofehe tickdieat i on i s
client is presented with a form where they are required to fill out those custom fields

associated with this type of Incident (Tick#tgy are generatindhe item to note here is

that Incident Types are associated at the Category level of the knevdedtgr.

Incidents go through the following stages:

Submit

Update

Assigned

ReAssigned

TakenOn

Responded - Unresolved
Responded - Solved
Updated by End User
Accepted by End User and Closed
Closed by Service Rep
ReOpened

Archived

Deleted

Workflow in the form of auto respongeanned email responses)uting(automatic

assigning of ticket to service repgmails(with current status and attached repaots)

highlighting can be triggereak the ticket is moved &y ofthe stagesAs well, workflow

can be triggered if a ticket remains in a state too long i.e. you could put in an escalation event
which states if a submitted ticket takes more than 4 hours to be assigned then an email could
be sent to individual CSR or CSJRoup for their immediate attention.

Information can be attached by the end users and the internal support teams and made visible
either internally or externally to the client. As well, an Incident can be escalated to an RMA
any time during the Incidemandling process.
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3 Screen Captures of the Cu s t o mleaidérg (Ticket) Handling Views

The following 3 screen captures diagrédmIncident (Ticke} Handing Process from the
Customeds point of view

(j FrontLines - Web-based Customer Service and Issue Management - Windows Internet Explorer

@;‘ 3~ | ] http: fwww Frontinesglobalsupport.com)FronttinesGlobalsupport V7/EU_S1a.a5p 3 (45 [x
: Fle Edt View Favorites Tools Help
9 0| @ Fronttines - Webbased Customer Service and lssve . [ | (B - B @ - [ pege - G Tods -
Browse: All Topics ~ °npan a Ticket oLugin
All Categories v
Search:

w o il gnalk
D, \

Category Subject  Top 10 Answers)
USB Ports Other i
Printer Related Installation
Printer Related Installation Plasma Lights
Printer Related Installation Adaptor Cards
Printer Related Installation Reset the Printer
Printer Related Installation Warranty on peripherals

Data Collection Scanner Issues Laser Differences

Bar code length
Downloading drivers
REID Definition

Data Collection Scanner Issues

Data Collection Scanner Issues

Data Collection Other

Tre knowledge center can be searched
Category. Answers are dynamic and the most viewed rise to the top.

t hrou

Once Logged in the client can see the knowledge center they have permissiantosere aTtheke
(Open a Ticket), see their tickets (My Tickets), see articles they will receive an emalil notifica
article changes (My Notifications), and create or view the status of their returns (My RMAS).
choose Optionsrédine their search, help to see instructions on how to use the interface, their
information (not shown) and the ability to Logout.

(j Untitled - Windows Internet Explorer

@; ) = | ] http:{www. frontinesglobalsupport. com/FrontiinesGlobalSupport_V7/EU_S3.asp 245 ][x e
w R |E3]~ | @ Amazon.com Gold Box: New ... | & Order Status | @ untitied e Sl B v [ e - £ Took -
Browse: ProductA v @ oren o Ticker @y Tickets
Installation v QMyNutification @My RM As

Search:

options Ehelp {PMyProfil
VA

Plogout

My Tickets

RefNo State Subject

Category

DateCreated

16-56-9 Unresolved No power to unit Product A Installation Dec 08, 2008

16-56-§ Responded No power to unit Product A Installation Dec 08, 2008

16-56-7 Unresolved Installation Question Product A Installation Dec 02, 2008
[ All Questions from KIRNgfomp |

/

By clicking on My Tickets the customer can see the Statéh@itaiss)exf online.
Additionally, if allowed they can see All Questions which have been submitted by their orgar

By clicking on the Ref No (Reference Number) the customer can drilldown for more detailed
regarding their questions.

www.frontlines247.com
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2 Untitled - Windows Internet Explorer El@‘g‘
@\-7 y - ‘(e‘:_ hittp: ffwww. frontiinesglobalsupport..com FrontLinesGlobalSupport_V7/EL_S§3a.asp?Mode=DISPLAY &ncidentD=86&InddentWorkflowID=2 V‘ * | X ‘ ‘ L=
i = = - . »
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Browse: | Product A v @orenaTicker (@ ry Tickess
| nstaiiation ~| @ rivvontications @y ruac
Search: | | options @help @MyProfile @tlogout
Ref No: 16-56-8 subject No power to unit
o N,
Topic Not
Product & responded to
vet *¥E
Category . :
Installation 3‘:35"0“
Created By not turn on
markcustemer1 - (Customer) Answer
12i8/2008 2:27 44 PM
State
(Unresolved)
12i8/2008 2:27 44 PM
Add related Attachment
Computer System : Deskiop PC
System Manufacturer : Dellz
System Model Number or Name : Deliz123

/

By clicking on the Ref No. (in the previous screen capture) the client can see the status of th
information related to their ticket and c

5Screen Captur es ddnt(Ticket) HarRiRg ¥Viewsn c i

The following5 screen captures diagram tineident (Ticket) Handling Process from the
CSRO0s (Customer Service Representatives) poi

ff Untitled - Windows Internet Explorer E”@E(\
@\ : [l ttps/pwaw Frontinesglobalsupport, com/FrontLinesGlobalsupport_V7/default.asp DIEE |[#]-
i Fle Edt View Favorites Tools Help
9 4| @uned = P B B [ e 7
. Category:
FrontLines Interface:  Admin | Service Rep/RMA | End User  Welcome - coadmin

Search For: ~ /My Incidents Summary

lincident No igned to Me i i
Assignedta e e When a CSR (Customer Service Rep) logins

igned to My roups . .
f:m:n O“: e :1 can see the Incidents they are handling and 1
I've Solved - Closed 2 status through (My Incidents). They can, alsd

and or create Incidents through the dropdow
6Search For: 96 box.

Lye Solved - Archived

Incident Ref No.

If they have permission they can alsbtkee al
I ncidents currently
I ncidents, see a bre
Typed and /or run 1In

Note: This is the licensed view of FrontLines
Support.
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@\-7 5 = | 2] http: e, frontinesclobalsupport comFrontLinesGlobalSupport_V7/defauit.asp < [#+][x] | [[2]-

O I | = v |5 Page - () Tools -

»
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0 All v ego Al »
0 = e e A ervice Re A =

~ /My Incidents Summary
IncidentNo. +

Assigned to Me 1
& Assigned to My SR Groups 0
I've Taken On 22
- I've Solved - Closed 2
o I've Solved - Archived 0
0
2 Incident Ref No.
B 0 | [ GeTo |
3| 0
3]
L) 0 0
Ll 0
3|

Clicking on 6My | nci
all the Incidents (Tickets) for the CSR.
Clicking on status i
the Incidents at that stage which have been
. assigned to tIGSR.

DOoODDDDDD DD

Clicking on a specific Inciden

provides a detailed view. At t
\ point the Incident can be Tak
on, Reassigned, Escalated t(

RMA (see right buttons for
additional features).
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