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Getting Started 
The purpose of this manual is to provide the reader a step by step approach of how to 

effectively implement FrontLines Global Support Version 7 into their organization to ensure 

both a rapid return on investment and a positive improvement in overall clientele satisfaction.  
 

Manufacturing clients, ranging from start up right through to divisions within both Global 

100 and Fortune 500 companies have enjoyed great success with the FrontLines solutions. 

These companies have been able to configure their implementations without the need of 

costly programming customizations. There is NO requirement to have software programming 

experience and the solution can be successfully implemented without impacting internal IT 

resources. The most successful implementations are quite often developed and implemented 

by the people who deal with support and returns on a daily basis ï the frontlines of the 

organization. 
 

If an organization is unsure of its planning requirements and requires expert advice on 

designing an appropriate support and / or returns process to meet the companyôs needs, 

FrontLines can provide these services, as well, we offer total Turnkey solutions, delivered 

through a 3 stage approach which includes; planning (requirements gathering), configuring, 

and implementing/testing the solution. Organizations who have utilized our Turnkey 

approach have benefited from cost effective, rapidly implemented solutions and have been 

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, customer incidents (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) management, return 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 are providing to both internal and external users.  
 

Typically setups can be broken down into 3 stages those being; Planning, Configuring and 

Implementing/Testing. Let us first look at the Planning stage for building the knowledge 

centeré 

Structuring a Dynamic Knowledge Center 
 

Planning Stage (Knowledge Center) 

With regards to planning, the first step to getting started is to structure the knowledge center 

which is the 1
st
 interface your clients and internal users will interact with to find the solutions 

they are looking for or to initiate their requests for service. An effective knowledge center 

can dramatically reduce call handling requirements by upwards to 90% depending on the 

service situation and is Key in providing excellent customer service.  
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The next step is structure the incident (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 to 

structure is the Return Handling infrastructure to ensure it is properly configured to support; 

the needs of your clients, internal support staff, and all corporate administrative needs. 
 

So how does one go about structuring an effective efficient dynamic interactive knowledge 

center? The first goal of this document is provide some structuring ideas for the 

knowledgebase to maximize its effectiveness. 
 

Delivering superior value to each and every client, at all points of interaction, is the key to 

winning and / or keeping todayôs clients. It is what differentiates top organizations from the 

crowd. The winning companies in todayôs marketplaces are those who are most successful 

with cost effectively delivering this superior value. 
 

To get started with setting up a knowledge center you must first look at the revenue, cost and 

customer service benefits of a web based client support system, such as is provided with 

FrontLines Global Support.   
 

Revenue, Cost, and Customer Service Benefits  

In the below diagram the 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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¶ Improved ROI  ï Every time a client is interacted with - an investment is made in 

them.  Clientele being provided automated timely communications on the status of 

their support and / or return Issues, 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 

costs through phone and email can range between $10 to $400 per interaction.  

¶ Higher Revenue ï Improved throughput and handling of post sale services will lead 

to higher revenues. As well, the effective answering of both pre-purchase 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 the knowledge base reduces the risk the client perceives with 

regards to both your organizationôs products and services and makes their current or 

future óbuyô decisions much more likely.  

¶ Improved Productivity  ï Service times can be greatly reduced 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 

unique issues 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 service times by greater than 50%.  

¶ Improved Customer Satisfaction ï Providing; timely effective communications, the 

real time online access to support/RMA information, and improved service times all 

have a positive impact on customer satisfaction levels leading to a greater percentage 

of your clients moving from óSatisfiedô to óVery Satisfiedô when they are surveyed. 

Especially dramatic improvement occurs for organizations with international clients 

and / or repair centers. 

¶ Consistent Answers ï  It is impossible to build customer relationship if there is no 

consistency in the answers provided to clients.  A web based client support, 

knowledge, and /or return handling system can ensure consistency. 

¶ Answers & Services 24/7 ï  Answers can be provided when support, return or the 

buying decisions are being made ï 24 hours a day, 7 days a week which again is key 

to international clientele. 

¶ Highly scalable ï A web based client support, knowledge, and /or return handling 

system can quickly scale to meet any demand. The answers 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 telephone lines and 

agents in a call center. 

¶ Internal Training Tool  ï The web based information system can be used as a 

reference to quickly bring up to speed all new hires and other interested parties. As 

well, the interface provides a easy to use infrastucture and internal support teams can 

be up and running effectively in minutes rather than days of training 
 

Eliminate 25% of 

customer support calls 

within the first month 

with the installation of 

a web information 

based system such as 

Frontline247  Info 

The customer 

profitability rate tends 

to increase over the 

life of a retained 

customeré Emmett C. 

Murphy and Mark A. 

Murphy, 2003 
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Typical Knowledge Center Scenarios 

The understanding of the revenue, cost, support benefits will help in the configuration of an 

efficient effective knowledge center and from this base superior incident and returns 

managements systems can be created. 

 

The extent web based knowledge centers can have on the support infrastructure is truly eye 

opening.  Typically calls are reduced by over 80% and in some industries over 95%.  Email 

response requirements are typically reduced by as much as 50% - 75%.  When factoring in 

the lower costs associated with web based self-help the company enjoys reduced costs while 

enhancing their support / return handling abilities.     
 

With regards to the usage of web information to win a new client, support an existing 

customer or expand business with an existing one, let us look at the following 3 scenarios:  
 

1. In the 1
st
 scenario, a new customer can be won, simply by having an easily searchable 

knowledge base, like FrontLines Global Support, available on the web site.  If the 

client wants more information on the product or services they are interested in, a 

search can be used through the search box function or through an easy to use drop-

down which can drill down to either the product or service and to the more refined 

aspects regarding individual product or services. As well, a dynamic view of the most 

commonly asked questions in whatever topic (product) and category (aspect), which 

they are looking at, is 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 question (ticket) the customer has is outside the 

scope of the knowledge base, they also have a means to send the question (ticket) to 

the appropriate individuals within the organization for response.  Once the question is 

responded to there is an option to include the response to this type of question (ticket) 

into the information base making it available to future potential clientôs needing 

similar information which will, in turn, help win future sales.  

2. A 2
nd

 scenario regards client support. What is important here is the client being able 

to effectively generate a trouble ticket and that proper workflow is in place so all 

stakeholders in the support process are kept informed and issues do not fall through 

any cracks in the system. 

3. The 3
rd

 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 answers they will 

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 handling issues will 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 an internally developed methodology for building excellent answers in the 

knowledge center and extending the ability to create superior answers to all of the support 

team even to those with little or no expertise in building content. As well, we supply some 

simple structuring rules to improve client usage of the knowledge center. 
 

With regards to structuring: 
 

1. Topics and Categories for the knowledge center can be created or edited in the Admin 

Interface ï in the 1
st
 folder óKB Topics/Categoriesô. Remember Topics can be made 

visible to client type. You can have a Guest view, a Customer view, a Partner view, a 

Staff view, or a view supplied to an easily definable Specific Group 

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

the appropriate 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). 

4. Use Topics to focus on goals and key elements of your support 

5. When utilizing Related Attachments, if the attached file has the potential of changing, 

link it to a file online with the Related Links feature instead. Then if the file changes 

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

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

Part of our training package is to help clients build effective knowledge bases and we do this 

utilizing the Give, Get, Belong, & Grow Principles (see below).  On the outer edge there are 

3 aspects Support, Acknowledge and Engage.  These 3 aspects ensure the successful creation 

of customer relationships.  Let us look at each of them individually: 
 

¶ Support ï Simply refers to supplying clients with support for their requirements when 

they are in the market for them and to providing them a readily accessible view of 

their support and/or RMA issues.  Another important aspect of support is the 

mitigating of risk.  Supplying quality support equates to greater perceived value for a 

companyôs products & services.  

¶ Acknowledge ï In the messaging there is a need to establish the clientôs importance.  

Within the inner circle of the previous diagram the Belong dynamic (discussed below) 

provides a key element in supporting the acknowledgment aspect. 

¶ Engage ï Here the need is to engage the client and keep their attention.  Boring static 

messaging wonôt engage clients and the info supplied isnôt normally retained.  

Interactive messaging has higher retentive value and can be provided through a 

dynamic totally interactive information base such as FrontLines Global Support.  

Note:  Within the inner circle of the previous diagram the Grow dynamic is Key to 

supporting the Engage aspect.  
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On the previous diagram there are 4 dynamics listed: Give, Get, Belong, and Grow.  By 

understanding these dynamics customer support teams can successfully structure their 

responses to clients to help build customer relationships.  Let us look at them individually: 
 

¶ Give ï Refers to the effort the client needs to óGiveô to get their answers. There are 2 

elements to note here:  
  

1. Navigating to the Answers ï The need here is to ensure the client can easily get 

their answers or a view of information they need.  Donôt make the effort to get 

answers greater than the perceived value of those answers.  Ensure the web 

information base is easy to find on the web site ï linked from the home page.  

Make sure all the answers are relevant and of value.  In the drop-downs try to 

limit the list to no more than 8 items (more increases the navigational 

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

being asked.  
 

2. Asking the Question ï The need here is to analyze the questions being asked to 

ensure the óbestô responses are crafted.  Is the question given general in nature, 

or seeking a specific response?  Is there subtext to the message which needs to 

be addressed?  For example for the question, ñIs your product safe?ò there is a 

need for more than a yes or no answer what also needs to be addressed is the 

question, ñHow can I be confident of your productôs safety?ò 
 

¶ Get ï Refers to the answers clients receive. Typically one would supply 

comprehensive answers to general questions and focused relevant answers to more 

specific questions (less is more). Also, addressing the subtext of any questions is a 

key element of the Get dynamic. The goal is to always strive to make great answers.  

Avoid spelling and grammar errors (use spell check).  Wherever possible, supply 

graphics - a picture really is worth a thousand words.  Some questions may be 

answered better by content outside the information base from, possibly, somewhere 

else on the companyôs web site or on another organizationôs web site and links can be 

Typically 80% of profit 

comes from 20% of 

client base. 
 

It is mission critical to 

retain these clients 
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used to reference this information.  As well, any relevant documents can be attached 

to the answer for additional information and easy access by the client.  
 

¶ Belong ï Is a key concept to understand when building superior answers which 

promote the development of client relationships.  The Belong concept acknowledges 

the importance of the client.  There are 2 elements to note here: 
   

1. How does the client óbelongô to the answer given ï The need here is to ensure 

the client is informed on how they relate to the answer.  It could be a direct 

relationship.  For example starting an answer with, ñWith regard to installation 

questionsò directly relates the customer to the response.  It could be an indirect 

relationship where the client is associated to a group with similar concerns.  For 

example stating in your answer, ñthe people who would benefit most from this 

are users of Product A or Product Bò will very likely resonate with readers who 

fit this profile and help form a relationship.  Another aspect of the óbelonging 

to the answerô concept occurs when clients see questions they were wishing to 

ask already answered satisfactorily in the knowledge base.  The answers will 

resonate with them and help with the forging of a tighter bond to the 

organization.     
 

2. How does the answer óbelongô to the customer ï All answers are not created 

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 clients seeking those types of answers.  One could simply state, 

ñan excellent answer to your question is as follows:ò and have classed 

responses given as being excellent and, and as well, classed the client as a 

person belonging to a group of excellence seekers.  
 

¶ Grow ï 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 

and, 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 

organization ócaresô about their succeeding.  Basically the concept is, if clients to the 

organization ógrowô, then they in turn will help the organization ógrowô.  With the 

óEngageô aspect of building client relationships the key is to successfully engage 

clients and the Grow dynamic fulfils this function.  Another interesting dynamic 

about the Grow concept occurs when the potential client does phone into the 

organizationôs sales department.  Sales people always focus on what they see as the 

best opportunities. Uninformed call-ins tend to be evasive and have a tendency to be 

put on the back burner, 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 the Give, Get, Belong, and Grow dynamics in crafting responses to client questions will 

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 Support based on the 

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

be associated with each Incident Type. For example, letôs say the customer is looking for the 

answer they require under a Topic call óProduct Aô and Category called óInstallationô, but 

does not see the answer within the knowledge center. They can click on the óOpen Ticketô 

button to submit their issue. An Incident (Ticket) Type can be associated to the Category 

óInstallationô and the trouble ticket will then follow the information gathering and workflow 

requirements of a óProduct Aô installation issue. Typically with the opening of the ticket the 

client is presented with a form where they are required to fill out those custom fields 

associated with this type of Incident (Ticket) they are generating. The item to note here is 

that Incident Types are associated at the Category level of the knowledge center. 
 

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 response (canned email responses), routing (automatic 

assigning of ticket to service reps), emails (with current status and attached reports) or 

highlighting can be triggered as the ticket is moved to any of the stages. As 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 CSR group 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 Incident handling process. 
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3 Screen Captures of the Customerôs Incident (Ticket) Handling Views 

The following 3 screen captures diagram the Incident (Ticket) Handling Process from the 

Customerôs point of view. 

 

 
 

 

 

By clicking on My Tickets the customer can see the State (status) of their issues online. 
 

Additionally, if allowed they can see All Questions which have been submitted by their organization. 
 

By clicking on the Ref No (Reference Number) the customer can drilldown for more detailed information 

regarding their questions. 

The knowledge center can be searched through the óSearchô function or browsing by Topic and then by 
Category. Answers are dynamic and the most viewed rise to the top. 
 

Once Logged in the client can see the knowledge center they have permission to see. They can open a ticket 
(Open a Ticket), see their tickets (My Tickets), see articles they will receive an email notification for if the 
article changes (My Notifications), and create or view the status of their returns (My RMAs). As well, they 
choose Options to refine their search, help to see instructions on how to use the interface, their profile 
information (not shown) and the ability to Logout. 
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5 Screen Captures of the CSRôs Incident (Ticket) Handling Views 

The following 5 screen captures diagram the Incident (Ticket) Handling Process from the 

CSRôs (Customer Service Representatives) point of view. 

 

 

By clicking on the Ref No. (in the previous screen capture) the client can see the status of their return ï 
information related to their ticket and can óAdd related Attachmentsô (if allowed). 
 

When a CSR (Customer Service Rep) logins they 
can see the Incidents they are handling and their 
status through (My Incidents). They can, also, see 
and or create Incidents through the dropdown 
óSearch For:ô box. 
 

If they have permission they can also see all the 
Incidents currently in the system under óAll 
Incidents, see a breakdown of the óIncidents By 
Typeô and /or run Incident Reports. 
 

Note: This is the licensed view of FrontLines Global 

Support. 
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Clicking on óMy Incidentsô a view is supplied of the 
all the Incidents (Tickets) for the CSR. 
Clicking on status i.e. óAssigned to Meô will show all 
the Incidents at that stage which have been 

assigned to the CSR. 

Clicking on a specific Incident 
provides a detailed view. At this 
point the Incident can be Taken 
on, Reassigned, Escalated to an 
RMA (see right buttons for 
additional features). 

 


