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CUSTOMER REACH ®  
V O L U M E  3 ,  I S S U E  7    S E P T E M B E R  2 0 0 6  I S S N  1 7 1 8 - 8 9 3 8  

So what’s important to you? 
Quality, what do we mean when we speak of quality in a call center environment? 

According to Wikipeadia; 

Quality can refer to; 

a. a specific characteristic of an object (the qualities of ice - i.e. its properties). 

b. the achievement or excellence of an object (good quality ice - i.e. not of inferior grade). 

c. the essence of an object (the quality of ice - i.e. "iceness"). 

d. the meaning of excellence itself. 

When we speak of quality in a customer interaction we are examining quality from the first two perspectives; 

-examining the specific characteristics,  

-the achievement or level of excellence of the transaction, 

In general quality refers to both the prevention of defects (Quality Assurance) and the detection of defects (Quality Control) in 
quality.  

The majority of call center that operate a quality program identified as Quality Assurance are in reality operating a Quality Control 
program. This is because they have structured their quality program around performance management rather than around a known 
and confirm set of agreed to quality standards. 

Centers often have developed their quality programs around the creation and subsequent use of a call monitoring program. In 
conducting call monitoring the coach, supervisor or QA staff reviews a call handled by and agent and evaluates and scores that call 
opposite a set of criteria. This criterion has been identified by management as reflecting the attributes that they believe are 
important to their customers. 
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Unfortunately, many of these criteria and activities have not been proven or demonstrated as being valued by their customers. So 
then where do these opinions come from?  

Many are thought to be intuitive… of course customers want to be listened too, or they wish the agent to gain a full understanding 
of their question or request through the use of probing and confirming questions. Some elements of the call monitoring form come 
from ‘Best Practices’ of course customers wish to be greeted or referred to by name. Best Practices can often trap the unwary, for 
they are practices that are held up to ‘universal truths’. In fact Best Practices are only codified opinions formed by organizations 
that may not resemble yours in the slightest. 

The problems that result of developing a quality program based upon opinions regarding what we believe is or should be important 
to our customers, is that it is not based on what actually is important to our customers. This helps to explain why in most 
organizations there is a significant gap between internal measurement of quality, Quality Assurance/Monitoring and the external 
measurement of quality, Customer Satisfaction. In examining this gap, the majority of organizations see a 30% variance! 

In order to prevent defects (quality assurance), we must first identify defects (quality control). But even before we can identify 
these we must determine what is quality, from the customers’ perspective. 

How does a customer define a quality interaction? This varies with the organization, but it can be broadly stated as an effective, 
efficient interaction that delivers the promised result in the promised timeframe.  

If the above definition provides the framework for developing a quality program then we must ensure that the areas tracked and 
managed to, through our monitoring program reflect this.  

Key components then would be effective, efficient, and honest. These are far different than the performance management activities 
we often see on monitoring forms. Activities such as eating while talking, politeness, and use of ‘approved greetings’ are of far 
more value to us than they are to the customer. This isn’t to say that these items are unimportant, but rather that they are not 
reflective of quality, as the customer defines it.  

Far more important to the customer is; did they get what they wanted, did the transaction take place efficiently, did the customer 
get put on-hold or get transferred and did the organization fulfill the call outcome as and when promised to the customer.  

Developing a monitoring form to manage not just the agent or voice side of the interaction is critical if we wish to measure the 
quality of the interaction. The agent has little control over how efficient the call is as they cannot control the ASA or queue depth. 
This is a management activity. Nor can the agent control the process or actions that underlie the transaction and carries on beyond 
the end of the call.  

To deliver quality based upon the customers’ definition requires that we view the interaction as a piece of the puzzle not the 

entire puzzle and that we view quality management as an end-to-end process and not a one-off activity.       

For more information on Attrition Management or other call center strategies please visit www.thetaylorreachgroup.com or send us an email at 

info@thetaylorreachgroup.com.  

Survey of the Month 
Poll of the Month 

Recent studies published by Dimension Data and Ventana Research have suggested that contact centers are 
moving from a cost reduction focus to a value creation and retention focus. To what degree have you seen 
this shift within your organization? 
 
Not at All- Still completely cost focused:   

43%

Somewhat- We talk about it:   36%

http://www.thetaylorreachgroup.com/
mailto:info@thetaylorreachgroup.com
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Implementing- We are planning it:   14%
Operating- we have changed the way we do 
business:   

7% 

  

Not at All

Somewhat

Operating

Implementing

 
We received more than 400 responses to our last poll.  

Survey Results:   

More than three quarters of those who participated in the survey were not yet operating their call center based upon a 
‘value focus’. 79% of organizations had done nothing at all or were only at the discussion stage. Only 7% had 
implemented and a further 14% were in the process of implementing. Clearly while there can be significant benefit from 
operating from a value rather than cost focus, very few organizations have made this transition.   

Visit the TRG website www.thetaylorreachgroup.com and weigh in on this months survey: Do you have an idea for an 
upcoming poll? If so we would love to hear it. Please email your suggestions for future surveys to 
feedback@thetaylorreachgroup.com                   

 

Newsworthy 
In this regular column we review the latest news, predictions and trends impacting on the Call Center / Customer Interaction 
Industry. 

Call Center Wiki started 

Call Centers have become the primary means of communications between organizations and their customers. According to a Purdue 
University study 92% of customer form their opinions about an organization based upon their interaction with the company's call center. A 
Tranversal study found that 54% of consumers had a higher a opinion of a company before they contacted their call center!  
 
There are 60,000 call centers in North America employing more than 8,000,000 workers. Call center and their cousins contact centers (that 

http://www.thetaylorreachgroup.com/
mailto:feedback@thetaylorreachgroup.com


 

Copyright TRG, All rights reserved September 2006  Page4 

also process email, web-chats in addition to phone calls) are here to stay.  
 
This wiki is dedicated to sharing knowledge and 'best practices' within the call center community. Through cooperative development and 
knowledge sharing we can assist organizations to provide improved customer service.  
 
So join us, take part and share you knowledge.  
 
Follow this link to the site and add your knowledge and experience to the community.  
 
http://callcenters.wikia.com/wiki/CallCenters  

Indian agent arrested over credit card fraud 

An Indian call centre employee was arrested last week for allegedly using the credit cards details of US customers to make online 
purchases.  
 
Sulagna Ray, 23, was accused of obtaining the credit card information while selling US customers a television service as part of her job, 
the Times of India reported. Ray worked for Jaishree Infotech, an Indian company handling work for another US e-commerce website.  
 
Ray, an aspiring fashion designer, allegedly spent $US4000 dollars using other people's credit cards to buy an air-conditioner, microwave, 
cosmetics, saris, jewellery and chocolate. The theft was discovered when a California-based firm, Syssoft Corp, complained of fraudulent 
purchases made through its e-commerce website, the deputy police commissioner in Kolkata, Gyanwant Singh, told reporters. The police 
traced the woman by the goods' delivery address, gained from the Indian website from which she had purchased the products.  
Callcentres.net 

UK Company puts callers on hold, off-line 
A leading UK building society has launched new contact centre technology that lets customers hold in a queue without being stuck on the 
phone.  
 
Following a successful pilot, Britannia Building Society is rolling the QueueBuster system from contact centre technology vendor Netcall, 
which holds the customer in a virtual queue, letting them hang up instead of waiting on the phone. The system then calls the customer 
back when they reach the front of the queue - just as if they had chosen to hold in person.  
 
A Britannia Building Society survey revealed more than half of people (54%) said their personal banking experience would improve if 
someone were to ring them back to save them holding. "This new call back tool is so successful that we have halved the number of callers 
hanging up before their call is answered. It has also resulted in an 82% increase in calls being answered within 20 seconds - now that's 
great customer service," Britannia's Tim Franklin said.  
Callcentres.net

North American Outsourced Customer Care market to reach $20.1 billion by 
2012 

A new Frost & Sullivan report that projects earned revenues to reach US$20.1 billion in 2012 from $19.5 billion in 2005. 

Only 72% of consumers satisfied with call center service 

Key Findings of the Aspect Contact Center Satisfaction Index  
Using a combination of telephone and online methods, the Aspect Index surveyed more than 1,000 consumers and 150 contact center 
professionals on 27 topics including knowledge of agents, the ability to speak with a person without a long delay and ease of access to a 

http://callcenters.wikia.com/wiki/CallCenters
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person from an automated menu. The Aspect Index found that, overall, contact center professionals believe they are performing better than 
consumers believe them to be and they are underestimating consumer expectations, while also not satisfying them.  
 
Some of the key findings include:  
23 percent of consumers feel that contact center interactions fall short of their expectations  
Contact center managers overestimate consumer satisfaction with their performance with 90 percent believing they meet or exceed 
consumer expectations, but only 77 percent of consumers agree  
Contact centers received a C- (72%) for consumer satisfaction across the valued people-related measures of Empathy and Advocacy  
Consumers rate their experience with the Efficiency of contact centers with an overall D grade (66%)  
Consumers rate their experience with contact center Automation as a D- grade (61%)  
The telephone is still king with 79 percent of consumer interactions taking place via this channel  
While only 18 percent of customer interactions happen via email, 82 percent of them met or exceeded customer expectations, the highest 
satisfaction rate of any channel  
24.7 percent of interactions with telecommunications companies fell short of consumer expectations, while 18.1 percent of retail company 
interactions and 18.9 percent of financial company interactions fell short  
“The Aspect Index reveals the true extent of the disconnect between what customers care about and what contact centers are resourced to 
provide,” added Seybold. “Contact centers need to take notice that customers want you to answer their inquiry and let them speak to a 
knowledgeable person quickly, address their needs in a single interaction, know who they are, in short, show them you value their 
business!”  
Aspect 

Survey: 48% Plan to Increase Contact Center Spending  

According to research from Indianapolis-based American Teleservices Association nearly half of survey respondents planned to increase 
contact center spending. Among the key findings on spending and investment plans:  
* The largest percentage of contact center executives -- almost 48% -- expect spending to increase.  
* 25% of all executives expect their spending in the contact center to increase between 6% and 25%.  
* Only 12.1% expect their spending to decrease, with the largest number of executives (4.75%) anticipating that their spending will 
decrease between 6% and 10%.  
* 40.1% of contact center executives surveyed believed that spending would remain the same.  
When asked if their company planned "new deployments or significant upgrades" of various contact center technologies and services, 
49% of the executives claimed that they have no plans to either deploy or upgrade a multichannel contact center technology within the 
next 18 months. But 51% of the contact centers have already either deployed or plan to deploy multichannel technologies.  
O+F Advisor 

India 4th in investment - 1st in call centres 

India has been ranked as the fourth most attractive investment country and the preferred location for call centre and back office activities, 
according to a survey by Ernst and Young. The Ernst and Young European Attractiveness Survey 2006, which was released today in La 
Baule, France, said the US and China remained the top two preferred countries for international decision makers. "India's rating in 2006 is 
on par with the previous year," the survey said, adding that the country still lags behind China in attracting foreign direct investment.  
 
While China achieved the lead position for manufacturing operations, India has emerged the top country for call centres and back office 
functions. The survey findings also indicated a decline in India's attractiveness for call centre functions. Germany and USA/Canada trailed 
behind India in BPO functions.  
 
India was at number five among the top 10 countries for Research and Development centres. The country was placed after USA/Canada, 
Germany, UK and France.  
Asia Pacific Call Centre News 
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Ask the Experts
Centralizing/decentralizing workforce management? 

Question: “What are the pros and cons of centralizing/decentralizing workforce management functions within multiple centers?” 

Expert Response: 

There are a number of ways that workforce management is administered in call centers. The most prevalent being excel spreadsheets, 
though most larger and multi-site centers today employ some sort of workforce management (WFM) 
system (Aspect, IEX, Blue Pumpkin(Witness), Pipkins etc.).  
 
Where a WFM is present it is generally a part-time activity to manage a centers' schedule as a result many organizations have moved to 
centralized scheduling model where the scheduling is completed by a single team for all centers. This has the advantage ore efficient as 
well as providing a single view of the call center infrastructure and resource requirements (that can be linked to budgets etc.). This also is 
valuable where all centers share traffic (through a virtual ACD or follow the sun model), as well this provides the ability to view a single 
workforce capacity and compare it to the single demand view, the forecasted volumes.

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

Inside TRG
John Cockerill and Colin Taylor to speak at ICSA event. 
Voice for the Customers - Capturing, Analyzing, and Interpreting Data 

Hear the Voice of the Customer and what are they saying about your quality. Lots of call centres have Quality Assurance (QA) 
programs. Most program focus on the agents and how they are doing. Where is the customer and how do they voice their concerns and 
have them heard in a Quality Assurance program?  

Small changes to most QA programs can generate huge dividends. Changes to: focus and purpose, what is collected, how it is analyzed, 
to whom it is reported. These transformations change a chore into a tool around which everyone can rally and willingly participates in. 
Everyday examples, a few numbers and persuasive logic to show how you too can apply the same in any center using any QA program 
today. 

The event is being held September 14th , from 8:30 to 11:30. You can register or get additional information on this event by clicking on 
this link http://www.icsa.on.ca/Events/Voice%20for%20the%20Customers%20Workshop.pdf  

Customer Reach® continues to gain new subscribers 

With this months issue Customer Reach® will be read by more than 4,000 call center executives around the globe. Our readers 
continue to tell us that the publication is meaningful to them and provides them with a wealth of information and great ideas they 
can implement in their own center. In fact 53% of our readers have implemented change in their center based upon ideas they 
read about in Customer Reach.  
Please pass along your issue to a friend or colleague or suggest they register to receive their own copy they can do so at 
http://www.thetaylorreachgroup.com/onlineNewsletter.php  
We need your help. We want to ensure that the articles, polls and questions we feature in Customer Reach are meaningful and 
applicable to you and your center. Please share with us your comments, ideas and suggestions regarding how we can improve on 
our newsletter. Please email Editor of Customer Reach at customerreach@thetaylorreachgroup.com . 

   TRG secures new clients 
It has certainly been a busy summer. TRG has implemented a third party quality monitoring program for one client, executed a customer 
satisfaction program for a sporting goods company, and completed a strategic assessment of a contact center outsource agency. In 
addition we have added two new clients to our roster; one a billion dollar not for profit organization which is seeking assistance in 
aligning their call center and interaction processes to better met their mandate and the second a web based scheduling company 
Scheduling Staff, Inc. Each of these clients will benefit from our experience in these areas and we look forward to a long and successful 

relationship with each new client firm.  

mailto:feedback@thetaylorreachgroup.com
http://www.icsa.on.ca/Events/Voice%20for%20the%20Customers%20Workshop.pdf
http://www.thetaylorreachgroup.com/onlineNewsletter.php
mailto:customerreach@thetaylorreachgroup.com
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Case Study 
TRG eliminates need to Outsource 

TRG helped an established computer peripherals company eliminate the need to outsource their call center through Operational Innovation 
and improved processes 

 

The Challenge: 

This very successful computer peripheral manufacturer had seen its business continue to grow based upon the overall growth of the market 
and their own increasing share of the market. Each quarter brought and increase to their sales units and also an increased load upon their 
technical support call center.  The speed of growth had almost completely hamstrung their ability to hire, train and deploy new staff in 
their call center and they knew they were physically running out of space. They sought out the guidance of TRG principals with a view to 
outsourcing 50% of their call processing requirement.  

 

The Process: 

TRG worked with the center manager to complete a complete end-to-end Strategic Assessment of all of the activities and processes 
operating in the center. The technology, methodology and human capital areas were also reviewed.  

 

The Solution: 

As has happened with many other firms, the root cause was not really in the increasing market share or units sold, but rather it was found 
in dysfunctional processes, that required the incoming calls to be handled  and ‘touched’ repeatedly throughout the process of providing 
support. TRG demonstrated that a number of processes were dysfunctional and recommended changes to many of these processes that 
would dramatically reduce the ‘touches’ required to meet the customers needs 

 

The Result: 

By implementing the recommendations made, the company reduced the number of “touches” and the average handle time (AHT) on each 
call; increased first call resolution (FCR) and customer satisfaction. In addition there was such a significant reduction in total transport 
minutes as a result that the company eliminated the need to outsource any of their call volumes.    

 

Customer Reach® is published 10 times per year by The Taylor Reach Group, Inc. Customer Reach® may not be reproduced 
without permission. 
Subscription requests can be directed to customerreach@thetaylorreachgroup.com or to;  
Customer Reach 
31 Barr Rd, 
Suite 2, 
Ajax  ON 
L1S 3Y1 
Phone -  905-426-5055 
Fax     -  905-426-6793 
 

The Taylor Reach Group, Inc. provides Strategic and Operational customer interaction consulting services that deliver 

mailto:customerreach@thetaylorreachgroup.com
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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 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 

TRG are proud members of: 

     
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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