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Technology and Tenderness

The billboard says, “Technology and
Tenderness.” It is an advertisement for a hos-
pital, touting the latest in bells and whistles,
plus caring thrown in for good measure.

In this fast-changing technological work
world, are we losing our sense of tenderness?

one of the caller’s first options in an auto-
mated attendant system should be, “If you
want to speak to a real person, press zero.”
When your customer chooses to talk to
that “real person,” make sure the real part
is truthful. An answering service doth not

we driving the tech-

nology, or are we pas-

sengers? Are we so
caught up in what we
are doing that we for-
get who we are and
why we are doing what ]
we do? If we are, tech-
nology is overshadow-
ing tenderness.
Technology is no
panacea. You can have
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your industry and still
lose market share. One
slip-up in handling a
customer request or complaint can still lose
an account. The human tenderness demon-
strated by a company’s staff, not processing-
chip speed, is what builds relationships.

While our equipment can be computer con-
trolled, our customers cannot. Oh, we think
we can wield such control from time to time.
We install automated voice attendants who
make brilliant comments to our customers
like. “Press | if you're standing. Press 2 if
you're naked.” So much for caring about our
customers.

Now, I'm not suggesting we do away with
these systems, but I am recommending that
we remember to keep tenderness at the fore-
front with technology. For example, 1 believe
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constitute a real person. You need someone
who knows enough about the workings of
your organization that he or she can answer
basic questions and determine who knows
the answers to not-so-basic questions.

For years, ['ve observed that we take
the lowest paid, least trained people and
put them on the phone with customers.
Wouldn't it be better to pay knowledgeable
employees, who also have a strong dose of
tenderness, to deal with customers? Then
“wow" them with your organization’s tech-
nological know-how. The combination of
technology and tenderness is a sure win. The
presence of one without the other can lead o
a certain foss.




