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For Effective Call Center Management, 

Attention means Attention 
Clients frequently ask me what is the single most important activity they should undertake to ensure that their center is 
operating and performing at an optimal level. Like all of us they are looking for the magical, simple solution to their 
issues and challenges; just one thing; the magic pill, silver bullet, panacea that makes their jobs as a center managers 
easier and more productive. Unfortunately there is no ‘Silver Bullet’.  
 
What I tell these call center operators is that to be effective they need to know their center…at this point I get a look 
of indignation…”of course I know my center., what are your suggesting?”. They are thinking and assuming that this 
consultant has finally lost touch with reality. But what I mean is that to be effective you must really, really know and 
understand your operation. There is a Zen dialogue where a student asks the teacher what the secret to meditating is. 
The teacher tells the student the secret is Attention, “what is attention”, the student asks and the answer from the 
teacher is Attention is Attention”, We must pay attention to each and every activity in the center.  
 
While this sounds simple or at least simplistic, this can be a huge challenge. Most managers manage from point to point 
in a sequential process, “OK, today I will focus on the new cross selling initiative and tomorrow on agent occupancy 
and then Thursday on the forecast revision that we need to do based upon the new marketing materials we are using 
next quarter. This sound perfectly reasonable and it is, but it reflects our linear and sequential management 
approach…first this, then that and later the next thing. This approach is great for knocking tasks off a “To Do’ list, but 
by its’ very nature it ignores all of the other aspects and activities that are not on the “To Do List”. 
 
We know that there are literally thousand of activities that take place in a call center. Each call may involve tens or 
hundreds of discrete activities, knowledge points, applications, processes, clicks and keystrokes. It is these activities that 
are the ‘meat and potatoes’ of a call center operation.  It is also these activities that receive very attention until 
something goes wrong. Once there is a problem then the specific activity in question is a candidate for inclusion on the 
“To Do List”. For many organizations the “To Do List”, devolves into little more than ‘firefighting; dealing with crises 
rather than proactively improving the call centers’ operation. But given the vast scope of potential customer interaction 
activities in the call center what other options are there for staying on top of the ‘thousands of moving pieces’ that are 
occurring in real time every minute of every day? 
 
One of the options generally suggested at this point is ‘benchmarking’ comparing your operation to ‘leading’ or ‘best 
practice’ call centers. This has a subtle tinge of more than a few of the seven deadly sins; envy (well they are best 
practice aren’t they), covetousness (thou shalt not covet thy neighbors call center), sloth (no need to solve it myself 
lets just plagiarize) and lust (enough said).  
These disturbing comments notwithstanding let’s look at logic behind benchmarking. If we benchmark our center we 
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compare ourselves to other call centers. While this sounds good at this level it is little different than looking at your 
neighbors’ car and comparing it with your own without understanding their income, expenses, goals and objectives. 
This exercise of comparing oneself to the “Jones” has dubious value. So say the benchmarkers “lets only compare 
ourselves with ‘best practice’ organizations”. Once again fine at first blush.  But who is determining what ‘best practice’ 
is? Is a best practice always a best practice? Doesn’t it matter what industry and vertical we are speaking about? What 
best practices are most important? When we look at our neighbors’ car a safety best practice may be to drive a 
Mercedes, but a value best practice may be to drive a Hyundai.  
 
Benchmarking also purports to compare your center with ‘best practice’ centers in your industry or vertical. Where 
this is actually achieved it could be of value. But who decides what your industry is? How close need it be to be 
relevant? Can we really compare a small regional bank with Citibank or with a direct service ‘no bricks and mortar’ 
bank? I suspect that the goals, objectives and strategies for realizing the goals and objectives are different for each of 
these organizations, so how can a comparison of their tactics be viewed as a solution to another companies call center 
ills?  
 
The key is context, just as your neighbor has different income, expenses, goals values and aspirations so do companies, 
even in the same industry and even in the same market. This isn’t to say that there is no value to learning how other 
companies are meeting challenges, there is always a better way of doing business, we just haven’t discovered it yet. But 
this is learning, seeing what others are doing and adopting those tactics and strategies where appropriate, it isn’t blind 
acceptance of a purported best practice regardless of context. The key to securing meaningful improvements in your 
call center operation therefore doesn’t likely lie with replicating a claimed ‘best practice’ that someone else has found 
to work within their company, but rather to develop your own ‘homegrown’ practices that improve you operational 
effectiveness.  
 
This process we call operational innovation as it seeks to identify, codify and leverage opportunities that are relevant to 
your call center, your departmental and company goals, financial constraints and realities and business aspirations. If we 
look at Southwest airlines if they had simply followed the ten prevalent industry ‘best practices’ then they to would be 
dancing with bankruptcy, rather than leading the industry in earnings. Jet Blue reflects yet another example of 
operational innovation employing home based reservations agents .Both Southwest and Jet Blue, ‘broke’ the ‘best 
practice’ mold in order to find a better way of doing things, this willingness to challenge conventional (and yes even best 
practice) thinking is essential to obtain true, meaningful and sustainable operational innovation in your call center. 
 
So if benchmarking isn’t going to allow us to stay on top of the thousands of moving parts and isn’t conducive to 
securing operational innovation what other alternative do we have to the firefighting “To Do List’ mindset that is so 
pervasive today? Assessments are important, but ultimately ‘the race is against yourself’ and not against another call 
center. Your center, your career will be determined by how your center functions and how it performs opposite the 
goals and objectives that have been set. 
 
Regular, ideally annual, end-to-end strategic assessments allow assessment of all of the ‘thousands of moving parts’ in 
the call center and examine each of these for improvement opportunities. It is often this attention to the minutia that 
leads to breakthroughs that deliver operational innovation.  
 
At TRG our process is to examine these ‘moving parts’ within the context of the call center operation as well as within 
the context of the entire organization. Most processes and technologies do not simply operate in the call center, but 
across the enterprise. For ease of use and comprehension we have developed the following graphic that sets out the 
major elements and components that should be assessed; 
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The above is a starting point fro the assessment process and broadly categorizes the activities under four headings; 
People, Process, Technology and Methodology. In next months newsletter we examine how the assessment process is 

managed and the common pitfalls encountered by the unsuspecting.  
 

Let us know what you think of this article or any suggestions you have for future issues by email at 

feedback@thetaylorreachgroup.com . 

 

 

 

mailto:feedback@thetaylorreachgroup.com
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Poll of the Month 

Each month on the TRG website (www.thetaylorreachgroup.com ) we ask you to cast your vote in our monthly poll.  
 
We recently asked you to identify your current agent monitoring practices. 

"How many calls per Agent per 
month do you monitor?

8%, 0

23%, 1-3

31%, 4-6

15%, 7-10

23%, +10

 
Poll Results: Almost a third (31%) of all call centers participating in the survey said they monitor 3 or fewer calls per agent 
per month. The same percentage 31% said they monitor between 4 and 6 calls per agent per month and 38% said they 
monitor more than 7 calls per agent per month.  

With an average agent handling an estimated 2,000 calls per month even at 10 calls per agent per month this is still just 0.5% 
of their calls. Of course for many center the labor and resource cost to monitor at a higher level is simply not a possibility. 
This reality underscores the importance of measuring not only the agent voice channel (the agent voice interaction with the 
customer), but more importantly to measure the effectiveness of the transactional process (the agents’ interaction with the 
applications, systems and processes associated with the call and transaction type). By training and monitoring to the 
transactional process the range or potential variance from the desired activity is greatly reduced. The result is a more 
consistent delivery of service and a more impactfull monitoring and Quality assurance process. 

Do you have an idea for an upcoming poll? If so we would love to hear it.  

Please email your suggestion to feedback@thetaylorreachgroup.com                   

Newsworthy 

http://www.thetaylorreachgroup.com/
mailto:feedback@thetaylorreachgroup.com
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In this regular column we review the latest news, predictions and trends impacting on the Customer Interaction 
Industry. 

New report on IVR usage released 

Customer Service Benchmarking Australia has released a new report about IVRs and Speech Recognition with a 
unique bend. This report has surveyed average Australian customers about their likes and dislikes, needs and wants, 
etc. Although focused completely on the Australian market it provides insights for anyone using or planning to use an 
IVR or speech recognition applications in dealing with their customers.  
 
Some key findings from the report include:  
* Only 30% of respondents agreed that their queries were successfully resolved within the IVR system without 
requiring an agent, and 46% perceived these calls to take longer than if they were dealing with an agent  
* While 96% of respondents found their experience of speech recognition to be inferior to dealing with an agent, 79% 
also found touch-tone to be better than the speech recognition alternative  
* Although there is much higher dissatisfaction among end-users with speech recognition technology as opposed to 
traditional IVR systems, only 34% perceive speech recognition as having no future  
* It is estimated that approximately 50% of Australian call centres utilize IVR systems, and the country is stated as 
having one of the highest recorded usages of speech recognition technology  
 
The report also includes what CSBA believe to be the key performance indicators of a successful IVR system  
Asia Pacific Call Centre News 
 
Call centers can’t solve joblessness, says ADB 

The growth of the Philippine call-center industry is unlikely to address the country’s unemployment and 
underemployment woes, the Asian Development Bank said. In a recent study, the ADB said the country cannot 
bypass the traditional stages of development through the transition from agriculture to industry and then to services. 
“Most likely call centers, and in general most service activities, cannot provide the impetus that the country needs to 
generate sustained growth,” the study said.  
 
Citing earlier studies, the ADB noted the “close association” between the expansion of an economy and the growth 
of the industry sector, affirming the sector’s role as “the engine of growth.” Although the creation of employment by 
call centers in the Philippines cannot be dismissed, the government shouldn’t consider the sub-sector as the solution 
to its labor problems, the regional lender said. “It must be added that only about 4 percent of the applicants are 
taken. This is because the large majority of the applicants do not meet the basic requirement for the positions, 
namely, to be able to speak very good English,” it said. While English is widely spoken in the country, only a small 
proportion of its citizens speak very good English and those hired by call centers are university graduates “for whom 
a job in a call center is a form of underemployment,” the ADB said.  
 
The National Economic and Development Authority expects the services sector, which includes call centers and 
other business process outsourcing businesses, to lead economic expansion this year by growing 6.8-percent over 
last year. In 2005, services grew by 6.3 percent. NEDA said revenues from call centers rose by 52 percent to $3.7 
billion and that 103,000 new jobs were created last year. 
Asia Pacific Call Centre News 
 
UK call centres face big fines for "silent calls" 

British call centres responsible for so-called "silent calls" face fines of up to US$87,500 a call under new guidelines.  
 
Consumers, especially the elderly, have long complained about the anxiety caused when they answer the phone only 
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to discover no one is at the other end. Most "silent calls" are generated by automatic systems that dial hundreds of 
numbers at a time, but do not have enough agents to cope.  
British telecoms watchdog, Ofcom, estimates that of every such automated call, the first 20 who answer speak to a 
person in a call centre, while the other 80 get silence.  
 
In addition to the fines, any abandoned calls must now be followed by a message explaining who was phoning. 
Consumers will then be offered a number to dial that will block further calls from that company. 
Callcentre.net. 

Indian-based British Rail agent "never heard of Scotland" 

A UK circus owner has caused a stir, publicly claiming an Indian call centre worker offshoring for British rail had no 
knowledge of Scotland or the difference between a "slipper" and a "sleeper".  
 
Tony Hopkins, director of Billy Smart\'s Circus, has been narrating his phone experience at every venue on his tour 
of Scotland, after he called the British Rail number for information on rail sleeper services between London and 
Scotland. According to Hopkins, the British Rail operator based in Mumbai had no idea where Scotland was and had 
never heard of it, finally thinking it might be a station on the London Underground subway network. "I was so 
surprised I laughed out loud, but he was still baffled," Hopkins said. "He eventually had to put me on to his supervisor. 
It was unbelievable."  
 
There was reportedly even more confusion when the supervisor thought Hopkins was asking about slippers instead 
of sleepers. A call centre spokesman said Indian agents are given geography training. "They know where Scotland is, 
because that's a core part of the rail network. It\'s very unusual for this sort of thing to happen and the customer 
should have complained to us." 

Callcentre.net  

Philippine province offers free Japanese classes 

The local government of the Philippine province of Camarines Sur is offering free Japanese language programs in a bid 
to attract Japanese call centre investors.  
 
Camarines Sur governor Luis Raymond Villafuerte said that the local government has expanded its language courses 
training to include cultural acclimatisation to help workers adjust easily to the Japanese culture. Villafuerte said a 
2,000-seat call centre facility in its five-hectare IT park is now ready for operation, and was optimistic of attracting 
Japanese clients.  
 
Shigeo Tsubotani, chairman of Japanese IT company Fujitsu\'s Philippine subsidiary, said the strategy to teach Japanese 
to workers in the province, coupled with the development of infrastructure facilities, had succeeded in attracting 
Japanese investors. Tsubotani said it would become a basic requirement for Japanese companies to recruit workers 
proficient in Japanese because he said it would increase productivity. He said Fujitsu preferred Japanese literate 
workers because the manuals and instructions of its operations are all in Japanese even if the software are written in 
English.  

Callcentre.net.  
   

Ask the Experts
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The following are actual questions posed to the TRG experts. You can pose your questions on our website. 

Leaving Voicemail Messages 

Question: “We are an inbound sales team generating qualified sales appointments for our Sales force. We get a lot of 
voicemail when we place our calls and I wanted your opinion on whether or not we should be leaving a message or simply 
trying to reach the contact later?”
Lynn 

 
Expert Response: 
Unfortunately not every prospect we speak with will be sitting and waiting to speak with us. As a result we will get voice 
mail, frequently. Voice mail provides an opportunity for us to leave a positive message about our company and our services. 
A good voice mail message will increase the likelihood that the prospect will take our call the next time we call. 
 
People often ask if we should leave call back numbers and generally this is not a good idea. The role of Inside Sales is to 
place calls not to receive them. If the prospect does call us then we are likely to be on an outbound call, so we won’t speak 
with them. The alternative is to make fewer outbound calls to increase our availability for returned calls. This simply reduces 
the effectiveness of the team and will fail to meet the performance targets that the company has set. It is better to suggest 
that we will call them back or in the lead generation scenario to offer the SALES REP phone number. 
 
The voice mail script should include all of the elements of a call presented in a brief and logical flow. In the scenario we have 
been using this could look like this; 
“Hello Mr/s___________this is AGENT NAME from ABC Inc.. I am calling you today because I understand that you are the 
person responsible for ________ and _______decisions at XYZ, Inc. As you may know ABC is the largest ________ in 
the mid west and we believe that we can offer superior service. REP NAME has asked me to call you to set up a brief 
meeting to discuss how we can assist XYZ, Inc. I will give you a call back later this week to discuss or if you prefer you can 
call REP NAME direct at 501-555-1212. Thank you and have a good day” 

How would you have answered this question? Let us know at feedback@thetaylorreachgroup.com     

Inside TRG
Up coming TRG speaking events 

Colin Taylor will be speaking at an upcoming Synovate Research seminar on Customer Satisfaction, being held on 
Monday April 20th at the Ontario Bar Association Conference Centre 
 
Topic- Quality Assurance; It’s not just about the Agent 
 
Many organizations view their Quality Assurance programs as exercises to assess the agents’ capabilities opposite a 
set of predetermined conditions. This narrowly focused view can deliver value, but misses the opportunity to deliver 
operational innovation and significantly enhance the power of this activity. Quality Assurance isn’t just about what the 
agents say to our customers; its about what our customers say to us, the processes underlying the call/email or web-
chat and transaction, error analysis and the difference between Customer Service and Customer Satisfaction. 
 
In this session Colin will share with you how to enhance your Quality Assurance program to deliver a 360 degree 
view of the interaction and leverage this knowledge to achieve operational breakthroughs within your call center. 
For information on Synovate please visit their website at  www.synovate.com. 
 
Spare Capacity…Got it?...Want it? 

One of our clients is looking to try to source spare or excess capacity to help them manage their seasonal requirements. In 

mailto:feedback@thetaylorreachgroup.com
http://www.synovate.com/
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discussing this issue with the client we thought that there may be other captive or in-house call centers out there that have 

spare capacity during parts of the year. This may be an opportunity to help our client and to help you. If you are faced with 

seat/capacity shortages during your peak periods then we may be able to help you gain additional capacity and/or staff at 

another captive call center. Please let us know if this is something you would like to investigate further and TRG will 

facilitate further discussions. Please contact Colin Taylor at ctaylor@thetaylorreachgroup.com. 

 

 

Help us, Help you 

Please share your comments and feedback with us let us know how we can make this publication more useful, meaningful 

and applicable to you. Please email the editors of Customer Reach® at customerreach@thetaylorreachgroup.com .  

 

 
Back issues of Customer Reach® now available 

The entire collection of Customer Reach® newsletters, going back to April 2004 are now available on cd. Please 

contact Crystal MacIntyre at 905-426-5055 or via email at cmacintyre@thetaylorreachgroup.com if you would 

mailto:ctaylor@thetaylorreachgroup.com
mailto:customerreach@thetaylorreachgroup.com
mailto:cmacintyre@thetaylorreachgroup.com
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like to receive a copy. 

TRG is at Marcus Evan Call Center Summit 

TRG will be attending the upcoming Call Center Summit, April 2- 4 in Palm Springs, Florida. For more information 

please visit the Marcus Evans website at www.marcusevans.com . 

Case Study 

In this regular column we review the successes that TRG is part of. 

TRG Drives Service Level Improvement in 6 weeks 

TRG helped an established services organization dramatically improve their service level in only 6 weeks through an 
integrated approach to service delivery.  
 

The Challenge: 

This very successful services organization faced a number of challenges; high turnover, low agent productivity, 
incomplete and inadequate training materials. All of these deficiencies lead to continued poor service performance. 
The company’s service level was very unsatisfactory with very few calls being answered in 20 seconds, and more than 
35% of all calls abandoning.  They sought out the guidance of TRG to improve the service performance of their call 
center. 
 

The Process: 

TRG worked with the center to implement a revised hiring and training process. In addition TRG mapped all 
processes operating in the call center.  
 

The Solution: 

New hiring practices were implemented to recruit for the desired skill sets. The process mapping resulted in revision 
to many of the processes to align them better with the objectives of the business. Workforce management was 
introduced to support more accurate forecasting and scheduling. 
 

The Result: 

By implementing the recommendations made, the company improved the service level 10 fold and at the same time 

reduced abandoned calls by more than 75%. Turnover dropped by more than 90% in the same period.    

 
 
 

http://www.marcusevans.com/
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The Taylor Reach Group, Inc. provides Strategic and Operational customer interaction consulting 

services that deliver Operational Innovation breakthroughs in Contact Center operations. 

Award winning service and more than 100 years of industry experience serving ‘Fortune 1000’ 

companies. Extensive North American and International experience with both captive (in-house) and 

outsource centers.  

Delivering Operational Innovation to your Contact Center 

Contact Center Consulting, Customer Satisfaction, Contact Center Technology, Sales & telesales 

Consulting, Supply Chain and General Management consulting services provided. 

Award winning service...Reach Beyond!  

Phone or email Colin Taylor today at 905-426-5055  

By email at  ctaylor@thetaylorreachgroup.com . 

Offices in North America & Australia 

 

The Taylor Reach Group, Inc. 
31 Barr Road 

Ajax ON 

L1S 3Y1 
Phone:  905-426-5055 

Fax:      905-426-6793 

E-mail:  info@thetaylorreachgroup.com 

www.thetaylorreachgroup.com      

mailto:ctaylor@thetaylorreachgroup.com
mailto:info@thetaylorreachgroup.com
http://www.thetaylorreachgroup.com/
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