The Power
of The
Frontline
Building a socially intelligent workforce
for greater customer connection

Sustaining an audience
is hard. It demands
consistency of thought,
of purpose and of
action, over a long
period of time. We are,
at the end of the day,
trying to sustain an
audience
over
a
long period of time!
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We Are Wired To Connect
...we, and I mean humans,
are meaning makers. We do
not discover the meanings of
mysterious things, we invent
them. We make meanings because
meaninglessness terrifies us above
all things. More than snakes, even.
More than falling, or the dark.
We trick ourselves into seeing
meanings in things, when in fact
all we are doing is grafting our
meanings onto the universe to
comfort ourselves. We gild the
chaos of the universe with our
symbols. To admit that something
is meaningless is just like falling
backward into darkness. (p184)
Benjamin Hale
The Evolution of Bruno Littlemore
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Have we lost control of our own destinies amongst
digital transformations, big data and Omni channels?
It is easy for us to get overwhelmed by the white noise
of competitive advantage, as we continue to live in an
expectation inflation bubble where our customers are
knowingly, proudly and overtly running the show and
driving our businesses futures.
What a beautiful era we have entered, an era
that demands automation and emotion to live
harmoniously.
I have so much gratification for our customers of
today. They are asking us to look deeply at not only
our competitive advantage in this automated world
but equally look at our comparative advantage. It is
predicted that half the human race will be replaced by
robots in the next decade.
As we respond to the needs of our savvier, smarter
and more socially connected customers, wanting
speedy and efficient service AND... here comes the
very important AND... a desire for greater connection,
meaningful interactions & to be called by name not by
number, we face new challenges.

•

We are continually told how much customers
have more choices than ever before and that your
business is as only good as the way you made the
last customer feel.

•

We agree that good customer experiences cannot
be commoditised and that experiences are created
from relationships.

•

We are at risk of being distracted by the fact that
workplace automation is nudging human workers
out of roles that have repetitive tasks, which may
prompt the question; what role will humans play in
the future of customer service?

These well known challenges that modern day
businesses face, all possibly lead to the biggest issue
which is in fact; we don’t know how to motivate and
energise a workforce of employees to deliver fast and
meaningful service.
This white paper invites you to review the practical
ways towards building a more socially intelligent
workforce, in a way that delivers both fast and efficient
service, resulting in the desired interaction with the
customer, each and every time.
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Human Error
A cheeseburger is a cheeseburger in any McDonald’s
store you go to, anywhere, anytime. I know from
first hand experience in my Maccas days that the
procedure to make a cheeseburger had very little
room for error. The product was always the same, the
equipment was always the same, the methodology and
assembly process was the same, the way it presented
was the same, the price was the same, the taste was
the same. So if we got it wrong, who was to blame?

Some of us have removed the human connection from
our business all together, to avoid human error and
make it faster.

Human error is a common statement we banter around
in the workplace. When we have processes in place
that leave little room for human error we are proud,
confident and more often automated in execution.

Sure it’s convenient AND fast, and on some occasions
there is an employee close by to assist if you make
an error or can’t find the type of vegetable you’re
weighing on the scales. No one smiles and asks how
I am, the touch screen does not say hello or make eye
contact with me, I don’t feel appreciated or valued as a
customer, I just feel like a number, touching numbers,
giving money to a machine and walking away feeling
slightly violated. I receive nothing in return other than
the overpriced groceries which I’ve expected to have
in the first place and have paid for. Subconsciously
my thoughts tell me, I can get this same consistent,
fast and meaningless service in any supermarket that
has the same technology. Why oh why would I ever
feel compelled or motivated to return to that same
place for an experience that I can get in many other
supermarkets.

As we find ourselves on the cusp of a major
transformation in our relationships with our tools and
processes where soon, we have no excuse when it
comes to processes and procedures failing, we may
become less tolerant of human error.
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I can’t stand the “do it yourself” express check out
lanes in supermarkets these days. I feel like it’s an
illustration of how to live your day without speaking to
people, therefore being invisible, not heard and no one
really caring.
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Consistency, Consistency, Consistency!!!
When our awareness is not covered
in the details of life, we feel more
of the heart of life, including the
heart of one another. Here we

When relying heavily on a large workforce of staffs we
are challenged to say the least, if aspiring to deliver a
consistent experience each and every time.
•

Some of our staff are contracted casually and we
don’t see them often.

•

In some cases our workforce is spread out
geographically far and wide.

•

There are often various degrees of tenure and
experience amongst our workforce.

•

We frequently witness staff who have a casual
mindset and are transient in our business.

discover and open the many gifts
of our relationship. When we
have between 50,000 and 70,000
thoughts per day, this means
between 35 and 48 thoughts per
minute per person.
Huffington Post
May 23, 2013

Even if your business has a strong retention, healthy
engagement of employees and a well contained
workforce, you still cannot avoid the ups and downs
of an 8 hour shift that anyone of us may experience.
Some of our staff are in very busy environments
serving customers every few minutes. Some of us
humans can be greatly distracted, pointing out, that
every single employee each carries the number one
distraction in their pockets... Facebook, Instagram, and
Snapchat!
With up to 70,000 thoughts entering and exiting the
brain each day, then chuck in some emotions and
hormones for good measure and yep, there you have it,
one inconsistent, unpredictable, beautiful human being,
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whom you are relying on to deliver consistent service
to each and every customer come rain or shine!
According to McKinsey and Company consistency is
the secret ingredient to making customers happy. In
fact their research identified three keys to consistency;
1. Customer - Journey Consistency 2. Emotional
Consistency, and 3. Communication Consistency
AND yes I agree, however I think there is a fourth
consistency needed and that is Frontline Consistency.
True consistency of service in any business only
happens when systems and practices are developed
and ingrained in the DNA of the workforce.
The operations experts can make sure the Customer Journey Consistency has considered the right steps for
each and every customer interaction from beginning to
end.
The Marketeers can create Emotional Consistency with
robust loyalty programs, incentives and personalised
messaging to create an emotional connection and
build trust for the brand. Marketeers and Operational
staff can collaborate together to make sure the
combination of promises made are promises kept
when it comes to product, price and value to ensure
Communication Consistency.
Who is maintaining and managing the Frontline
Consistency?
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First Degree Connection
The front line workforce has a direct relationship with
the customer and is responsible for a company’s
success or failure. In a hierarchical organisation, it is
common that senior leaders spend the least amount
of time with the front line employees.
So once again I ask; who is maintaining the Frontline
Consistency?

Employee Type

Frontline
Staff

Degree of Connection
To The Customer

1st

Frontline
Managers

2nd

Senior
Leaders

3rd
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It’s the supervisors, team-leaders and frontline
managers who are directly responsible for up to 80% of
the workforce. When they are engaged and energised
they communicate that vibe to their employees, their
tribe of front line soldiers, motivating and inspiring to
do a better job.
Their role in short is to motivate the staff and oversee
the execution of operational delivery.
For those of you that are leading large organisations,
a business unit or a regional operation, the best way
to discover the enormous power your front line staff
have over the future performance of your business is;
spend time with them. Immerse in their world, take
the time to skill up the managers that are employed to
motivate and improve the performance of mobilising
your workforce each and every day!
We need to be careful that by focusing on frontline you
don’t undermine the senior leaders of an organisation
and create short cuts in a formal hierarchy of decision
making within the organisation. Also be careful that
you don’t use this information to punish or discipline
their bosses. I’ll leave that comment there.
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Frontline Intelligence
Utopia for our businesses is striking a balance of building greater
emotional connection with customers at the same time ensuring we are
efficient. Some of us may relate to the varied levels of intelligence that
show up in our frontline workforce, not to be judgemental and say there
is good and bad intelligence, however there is no doubt that you will get
different results in your business when you recognise them.
Artificially Intelligent (A1) looks like staff that may as well be robots. They
have a task with a beginning and an end. They are on script and will offer
up consistent, efficient service, copy and paste with the appropriate skill
required to do so.
From a customers point of view they may ‘like’ your brand however the
interaction with the employee will feel insincere, false and will not appear
to be natural or authentic at all. In other words the customer care will be
lacking and the customer will be less inclined to return for your brand
again if they know they can go else where for the same quality product.
Much like my express lane check out example previously.

Emotionally Intelligent (EQ) staff sounds like a workforce you want right!
They will most certainly offer up authentic, natural service and go deep
with their customers in establishing a connection that responds directly
to the customers feelings and emotions. EQ staff are excellent at reading
tone, observing gestures and knowing how to dial it up or down depending
on the person in front of them. The challenge is, most emotionally
intelligent staff sometimes forget that they still need to be fast!
I know for me I experience this a lot with baristas in cafes where they
become ‘overly’ familiar and ‘overly chatty’. They forget that I’m in a hurry.
I’m desperate for them to hurry up and it ends up being a massive turn off.
Over time I start to chose when I have ‘time’ to go to that café and when I
don’t have ’time’. My potential customer lifetime value with that business
has now diminished, and I choose to buy across multiple competitors.
Socially Intelligent (SQ) employees possess the skills to be fast and
efficient, like an A1 robot, whilst ultimately giving the desired interaction by
tapping into their emotions quickly, like an EQ employee. You get efficient
and emotionality rolled into one.

Artificially Intelligent

Emotionally Intelligent

Socially Intelligent

Reads Scripts To Customers

Reads Emotions From Customers

Reads Situations of Customers

Consistent Output

Inconsistent Output

Adapts Output

Responds To Rules & Programs

Responds To Relationships & Feelings

Responds To Relativity & Processes

Can Be Fast & Hard

Can Be Slow & Soft

Can Be Fast & Meaningful

Rigid & Unyielding

Less Agile & Responsive

Highly Agile & Responsive

Builds Confidence

Builds Connections

Builds Trust

High Competitive Advantage

High Comparative Advantage

Builds a Cumulative Advantage

The Power of The Frontline
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SQ Employees Tap Into The
‘Thinking’ & ‘Feeling’ Brain
The experts will say; often the “feeling” side of the
brain wins when it comes to customer’s decision
making because they don’t have the time to make more
“thinking brain” decisions.
Feeling brain (right side) is the emotional decision
making side of the brain. Emotions guide decisions,
but it is the priority that emotions place upon reasons
that causes behaviour to happen. People always
take actions based on whatever is most emotionally
charged.
•

Our customers seek a feeling of the interaction
with an employee to be relevant to their unique
situation at the time. They also want to feel that
their relationship formed has been an independent
customer experience given uniquely to them.

Thinking brain (left side) is the rationale decision
making side of the brain. Looking for evidence and data
to apply reason and logic.
•
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Our customers are seeking experiences that are
efficient throughout the whole customer journey,
easy and effortless and consistent cumulatively over
multiple visits, which builds trust for your brand and
converts one time buyers to life time buyers.
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SQ Seen At Work With Customers
By 2020 one of the key skills for the future workforce
is Social Intelligence (SQ).

skill

Workforces who have the ability to connect to others
in a deep and direct way, to sense and stimulate
reactions and desired interactions will always be
ahead of the game when it comes to winning the
hearts and minds of customers.

adapt

assess

SQ
efficient

SQ employees:

relevant

consistent

1. have the skill to perform their role or task and
practice it often
2. have the ability to quickly assess the emotions of a
customer
3. able to bring the right amount of effort and energy
required for each individual interaction
4. able to adapt interactions through gestures, tone
and actions

independent
Frontline
Staff

effort
The Power of The Frontline

Customer
Needs
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In Summary
Its very hard for you to replicate
relationships, we are not robots,
therefore your people are central to
creating that experience.

For this reason your frontline team

The Problem

The Solution

The Upshot

leaders and supervisors are just as

Our frontline workforce have a
first degree connection to our
customers and unless they have a
level of social intelligence, you are
not giving your customers enough
of a reason to stay with your brand.

SQ employees are able to quickly
assess the emotions of those
around them and adapt their words,
tone and gestures accordingly.
This has always been a key skill for
workers who need to collaborate
and build relationships of trust, but
it is even more important as we are
called on to collaborate in a world
of automation.

Our SQ workforce over millennia
will continue to be one of the vital
assets that give human workers
comparative advantage over
machines.

attention and time as the senior

SQ is an advantage us humans
have over robots. Businesses that
amplify SQ will win.

Multiply this across a workforce
and you will increase customer
trust, improve customer loyalty, and
ultimately drive the performance
of the business towards more
sustainable long term growth.

important and deserving of your

Increase your companies
performance by obsessing about
the customer journey every single
interaction, one customer at a time.

leaders, company investors and of
course the customer!

Ultimately you can shift from
having customers who are casual
fans, who feel close to a brand to
eventually customers who are true
fans who feel you’re a brand they
can trust. SQ converts customers
from one – time buyers to Life –
time buyers by simply ensuring
your employees are not only fast
and efficient but they are also
making it meaningful!
Jaquie Scammell

The Power of The Frontline
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Next steps
So have you got the human element of your customer experiences
covered? If you are experiencing;

Social Intelligence
To Cultivate
Customer
Inspiration

Interacting
smoothly

Rapport
Customer
Employee

Reads
customers
emotions
Empathy

Responds to
customers
emotions

•

high turn over of employees
missed opportunities with customers (spend or transaction)
inconsistency of customer experiences
decline in customer spend and customer satisfaction
concerned your efficiencies / technologies are compromising the
customer connection
not confident your frontline leaders are equipped to motivate and drive
the performance of your staff

then I would like to help you.
Social Intelligence Skills is the secret weapon to 10 X customer loyalty.
Building social intelligence muscle in your frontline leaders and teams will
ultimately give a desired interaction for the customer.
To learn more you are welcome to connect with Jaquie on LinkedIn or ask
about our two-day workshop which trains the frontline leaders to train
their staff on the skill of social intelligence.
When employees are able to read customers emotions, respond to
customer’s emotions and interact smoothly with the customer, they
inspire the customer to feel this is a brand they can trust.
Need some guidance?

Adaptability

Relatability

Social Intelligence
The Power of The Frontline

Customer Inspiration

Relevant

•
•
•
•
•

Trust

Email jaquie@jaquiescammell.com
& visit jaquiescammell.com
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About the author
Jaquie thrives between the intersection of people and
customer, transforming cultures to “think customer”.
She is an expert in inspiring the human connection
between employee and customer, improving the
competitive advantage for businesses amidst an
automated world of machines and robots.

Why serve
when you
can inspire

How She Helps
Business Speaker: motivation speaker for business
and industry conferences.
Workshops & Programs: for organisations, leaders and
teams needing to humanise their customer service.

Prior to following her own path, Jaquie has been
fortunate enough to have had a diverse career with
over 20 years of leadership experience in public,
private and not for profit sectors. Starting within the
McDonald’s franchise system and expanding to major
sports and entertainment venues such as; Wembley
National Stadium (UK), Emirates Stadium (UK) and the
Australian Open Grand Slam.

Educator & Trainer: for businesses needing to mobilise
workforces and re energise their staff with greater
connection to brand purpose and customer.

Jaquie has worked with various business categories,
all with one thing in common, they want to improve the
connection between employee and customer.

Long Term Change Agent: transforming cultures that
are open - hearted, meaningful and inclusive.

Jaquie has a deep appreciation for the human side
of business and understands through practical
experiences that our biggest variable is... people.

Facilitator & Implementor: for businesses in need of
strategy and action plans for gender diversity and
community impact using human centred design
principles.

Author: a thought leader, author of Gossip Mongers
and strategist for people, community and customer.
Mentor: for individuals and leaders who are curious
and are amidst growth and change.

Jaquie
Scammell
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We Care, But You’re Responsible
This book is general in nature, and not meant to
replace any specific advice. Please be sure to take
specialist advice before taking on any of the ideas.
Jaquie Scammell, her employees and contractors
disclaim all and any liability to any persons
whatsoever in respect to anything done by any person
in reliance, whether in whole or in part, on this e-book.
Copy This The Right Way
You have permission to post this, email this, print this
and pass it along for free to anyone you like, as long as
you make no changes or edits to its original content or
digital format. Please do pass it along and make many
copies. We deserve the right to bind it and sell it as a
real book.

Consider The Environment Before Printing
We’d much prefer readers to download this document
and view it digitally. Plus, it looks better on screen!
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