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Outsourcing, Off-Shoring: Truth and Consequences 
Outsourcing and Off-Shoring are not new ideas or a new way of doing things. Companies have been moving manufacturing to 
lower cost of production centers since the sixties and services since the late eighties. It isn’t new but once service outsourcing 
received the stamp of approval from mainstream media it has increasingly been perceived as a panacea for all ills that are 
impacting the company. Of course outsourcing/off-shoring won’t solve all a companies ills, it can if, executed well, it can reduce 
the cost of delivering service. But there are risks in outsourcing: degrading service quality, eroding customer loyalty and negatively 
impacting employee morale. So how can a company determine when and where to employ outsourcing/off-shoring and estimate 
what the savings might really be? In this article we will examine a number of questions that a company should ask when 
considering outsourcing the provision of service to help gain a realistic perspective or what they can achieve through outsourcing 
or off-shoring. 
 
First a couple of definitions: 
Outsourcing is the use of an independent company to provide services that previously were delivered by a companies own staff. 
Off-Shoring is the use of resources that are located in a country remote to the company.  
Both of these concepts can be executed independently or in combination. There are domestic outsource service providers, there are 
off-shore outsource service providers and there are captive (company operated) off-shore service providers. Another term that 
comes up in discussions of outsourcing and off-shoring is ‘near-shoring’ the provision of services in another country, but one that 
is close both geographically as well as culturally. 
 
The news has been full of outsourcing stories gone bad…British Rail outsourcing their call center to India and then telling 
customers that they cannot book a ‘slipper car’, when the customer wanted a ‘sleeper car’. Dell has publicly announced moving 
support services to India and then publicly returning it to the US. An automaker outsourced technical support for their mechanics 
to India only to have the mechanics boycott the center and ultimately bring it back to the US. In the latter two cases the costs to 
move the business off-shore and then to bring it back cost significantly more than leaving it alone in the first place. What were the 
company executives thinking when they made their original decisions, did they ask themselves and their organizations the right 
questions? 
 
The media message related to outsourcing is that companies can save 40, 50 even 60% of their processing costs simply by moving 
the services to an off-shore location like India or the Philippines. The truth is quite different while the costs of labor in off-shore 
locations are significantly less than the costs to operate domestically (often less than half), there are other costs which can be 
significant. These additional costs include: Management costs; to support a service operation half way around the world requires a 
team of staff to support this initiative, Systems and networks need to be expanded and secured, Travel costs to deliver trainings and 
to attend meetings is not insignificant in terms of both costs and senior management time. So what is the bottom line? According to 
Gartner the average savings a company actually achieves is only 12%. Savings greater than 12% can often be achieved 
domestically by streamlining or reengineering the current operational model. In call and contact centers we often se organizations 
that save 20% to 30% by improving the existing center. 
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So what should a company consider when considering outsourcing and/or off-shoring? First, we must understand what the nature 
of the services that are being provided. Specifically we must look at whether the service provides direct interaction with customers. 
Back office processes where no customer interaction are the easiest services to move to an outsource and/or off-shore provider. 
This assessment focuses almost exclusively on the price and quality of the work that will be completed. But where the service 
involves direct interaction with customer such as a call center the assessment becomes far more complicated. For simplicity’s sake 
we can classify customer interactions into two categories: those that are one time or one-off events and interactions that are a part 
of a broader customer relationship. In the case of a one off one time transaction then quality of service is often less important than 
the cost to provide the service. These types of interactions can usually be off-shored within acceptable cost and quality parameters. 
Where the interaction is a part of an on-going relationship we must consider the value of the relationship, the lifetime value of a 
customer and the quality of the service that can be delivered. The costs of executing service may well be lower off-shore, but the 
quality is impacted by customer perceptions, actual quality of linguistic or communications skills and the context of knowledge 
that the provider may or may not possess. Thus the service quality may actually erode customer value, drive churn and increase 
customer dissatisfaction. 
 
Second, before any company looks at outsourcing or off-shoring they need first to ensure that they have taken all possible 
measures internally to improve the service quality that is delivered to customers. Outsourcers of all kinds but significantly domestic 
outsourcers employ labor arbitrage and economies of scale to deliver an operational cost lower than that possible internally. In 
reality outsourcers take the existing processes and procedures and deliver the service employing these operational parameters with 
lower paid staff and across a larger more technologically sophisticated and more efficient operation. Outsourcing and expecting the 
outsource provider to reengineer your processes and procedures is unrealistic. So if your processes are dysfunctional or your 
procedures are counterproductive the outsourcer will deliver the service with the same dysfunctional and/or counterproductive 
activities at a lower cost. There will be no operational breakthroughs through outsourcing. The company must ensure that they 
have optimized their service provision before outsourcing, because it won’t happen after.  
 
So as you assess your company’s suitability you must determine: 

 Are your service transactions a one-off or are they part of a broader on-going customer relationship? 
 What are the risks to the customer relationship associated with off-shoring?  

• From the companies perspective? 
• From the customers perspective? 

 Can these risks be mitigated? 
 Are we willing to accept these risks and the worst case scenario to save approximately 12%? 
 Have we optimized our existing internal operational model? 

• Is our technology the best possible to support the delivery of service? 
• Do we have the right people with the right skills delivering service today? 
• Do we have the appropriate training and development in place to grow and develop our staff 

to deliver ever improving service? 
• Are our operational metrics aligned with the goals and objectives of the company? 

 Do we have the resources and appropriate knowledge internally to source, implement and manage an 
outsource provider? 

 Do we possess a network and IT infrastructure that can support extension to an outsource provider? 
 
Outsourcing can be an effective and efficient means of delivering service. Outsource agencies can deliver superior service than a 
company may be able to deliver internally. While this seems counter intuitive often companies cannot secure sufficient resources to 
provide appropriate technology, sufficient staff or may simply lack the knowledge or resource bandwidth to create and deliver 
effective hiring, training and service delivery. 
 
Outsourcing any service carries risk and we must take the time ask the important questions before we jump. Failure to take the 
appropriate steps and assessments can result in higher costs and a loss of customer loyalty. Unfortunately many companies fail to 
complete appropriate due diligence before they jump: a survey conducted by Orbys found that almost 50% of blue chip companies 
entered the sourcing process to select an outsourcer without “knowing exactly what they want or how best to source it”. Perhaps 
not surprisingly one third of the companies ultimately found that heir outsourcing arrangements failed to meet their needs and 
almost 25% ultimately brought the services back in house. 
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In our next article we will discuss the steps and activities a company should take once they have made the decision to outsource 
service delivery to ensure that they have the best opportunity for success. 
 
Let us know what you think of this article, please visit www.thetaylorreachgroup.com or send us an email at 

info@thetaylorreachgroup.com.  
Survey of the Month 
This past month we asked the Question: “We continually are told the money is not the best motivator for contact center agents, yet 
it turns up again and again in centers we see. So what is the most effective way you incent agents in your center?” 

Perhaps expectedly Money showed up as one of the least effective tools to employ to motivate staff. The most effective said the 
respondent was offering time off with almost 40% citing this tool. When combined with Flex time the total becomes 57%. Other 
tools such as gifts and casual day secured support from 19% and 6% respectively. 
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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                

Resolution- Service that Doesn't Suck  
A New Years Resolution for contact center operators…”lets deliver service that doesn’t suck”. 
What if senior executives, CEO's and everyone associated with delivering service to their customers made the resolution above? 
What a wonderful world it would be. 
 
No more “please listen to our complete menu as the options have changed", as we spend 25 minutes in IVR hell. No more 
managing to an Average Handle Time (AHT) in the mistaken belief that this will actually make the call center more efficient. The 
customers will just spread their service request over two highly dissatisfying calls instead of one. No more “your call is important 
to us please hold", which as we all know is the textbook definition of bullshit (saying one thing while knowing it is not correct) or 
neurotic (wanting the world to be as you think it should be rather than as it is). 
 
What if senior managers were accountable, to their customers 'en mass' rather than individually. What would this new world order 
be like? Managers would no longer view customer churn and defections as simply a part of the game. They would realize that each 
and every thread that exists between a customer and a company can either bind them more closely together or pull them apart (this 
of course is the essence of true Customer Relationship Management (CRM)). Would we see organizations working diligently to 
ensure that they never interacted with their own customer (self-service)? I doubt it. 
 

 

http://www.thetaylorreachgroup.com/
mailto:info@thetaylorreachgroup.com
http://www.thetaylorreachgroup.com/
mailto:feedback@thetaylorreachgroup.com
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If every senior manager made this resolution we would begin to see organizations that realize that good service doesn't have top 
cost more than poor service, that aligned organizations develop a continuity that rises above 'bullshit' and that despite popular 
opinion to the contrary a customer should be able to "confuse sell with install" and not suffer dire consequences. 
 
Of course the majority of resolutions are not kept, by anyone, so our senior managers may well also be excused. But what if one 
company embraced this approach and saw the improvements in customer retention, life time value, customer satisfaction, 
employee satisfaction, revenues, profits and stock price...do you then think we would see other follow? 
 
Then the challenge to us to help our company deliver 'Service that Doesn't Suck' , now this isn't as compelling a rallying cry as 
"remember the Alamo" or "ask not what your country can do for you", but imagine if we succeed.  
 

 

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

Contact centre interactions prove email hit 
A list of the most bizarre British contact centre interactions has become a cult hit on the email circuit.  
 
The exchanges, which are rapidly flying around the web in a chain email, include a man who rang the Royal Automobile Club contact 
centre to ask if he needed to move the steering wheel to the left side of his car to drive in France and a baffled computer user who, when 
IT support asked: "Can you see the OK button in the left hand bottom of the screen?", replied: "Wow. How can you see my screen from 
there?"  
 
Others include a would be traveler who called 0700 2300 for two days after seeing the number on a travel agency's door, only to be told it 
was the opening hours, and a baffled fax machine user asking for the number for "Jack", because "In the user guide it clearly states I need 
to unplug the fax machine from the wall socket and telephone Jack before cleaning. Can you give me his number?"  
Callcentres.net 
 

Welsh arson attack sparks fear in call centre community 

Senior figures in the Welsh call centre market are fearful following an arson attack on the home of a major figure in the industry. Police 
arrested a man in Carmarthenshire, South Wales, before Christmas in connection with an attack on the home of Grant Evans, the MD of 
Landmark Marketing Services – one of the biggest call centres in the country. Evans' home and car were set on fire at around 2.30am on 
18 December, while Evans and his family were in the house. The man, who cannot be named for legal reasons, was arrested the following 
day. He has since been released on police bail. Landmark, which primarily sells 3 mobile contracts, has two call centres in South Wales — 
one in Carmarthen and the other in Llanelli. The incident has sparked panic in the fiercely competitive South Wales call centre 
community. There are believed to be six call centres in Llanelli and 20 in nearby Swansea, with more in Carmarthen and Neath. Rumours 
surfaced last week that Livetech MD Julian Evans, another Llanelli-based call centre boss, had also been victim of an arson attempt on his 
car. Evans said: "It wasn't arson. I blew up my Ferrari on the motorway. It was my fault." The outbound call centre business model has 
been under huge pressure in recent weeks, with rogue cashback selling, tariff downgrades, never-pays and high churn all cited as 
characteristics of many call centres, causing a major drop in volumes. One call centre boss said: "Over the last year, call centres have been 
popping up left right and centre here. Sales staff are leaving and starting up their own call centres — they are poaching staff and data from 
their old companies."  
mobiletoday 
 

First Responder Communications spending 

According to the Datamonitor report Government Technology Fostering Interoperability in Public Safety Communications, spending by 
US state and local governments on communications technology for first responders will rise from $3.2 billion in 2006 to $4.4 billion by 
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2011 as public safety agencies look for ways to collaborate and share information during critical situations. 
 

 

 



 

Copyright TRG, All rights reserved January 2007  Page6 

Ask the Experts
Will return next month 

Inside TRG
The Taylor Reach Group, Inc. secures Management Services Agreement 
 

Toronto- The Taylor Reach Group, Inc. (TRG) announced today that it has secured a Management Services agreement with Toronto based 
Telepoll Canada Inc. (Telepoll), a privately owned Canadian Company.  Telepoll was founded in 1990 and provides data collection 
services to the market research industry.   

“Telepoll has established itself as one of the leading data collection services in Canada, with an impressive client list and a reputation for 
high quality work”, said Jack Chute Chairman of Telepoll. “ TRG’s experience and track record in assisting telephone centric companies 
to grow and move to the next level, was a primary reason for partnering with them”, Chute continued. 

“Telepoll is a great company”, Colin Taylor, Chairman & CEO of The Taylor Reach Group, Inc. said, “and we know that we can help 
them to grow and succeed. In a market where many of the major players have ‘off-shored’ their data gathering we see great opportunities 
domestically and across North America.” continued Taylor. 

TRG will work with Telepoll management and staff to develop a strategy to grow the business, expand its market and deliver 
complimentary services. 

About Telepoll Canada Inc. - Telepoll a privately owned Canadian Company, was founded in 1990 and provides data collection services 
to the market research industry through the in-depth knowledge of research required for effective and high quality data collection.  

For more information about Telepoll please contact Christine Schmakies by email at chris@telepoll.net or visit us on the web at 
www.telepoll.net  

About The Taylor Reach Group, Inc..- With offices in North America and Australia, The Taylor Reach Group, Inc. (TRG) is a leading 
Call/Contact Center, Customer Service and Business Development consultancies. This award winning company founded in 2001 by Colin 
Taylor today boasts a stable of Fortune 1000 companies. The staff at TRG possess more than 100 years of Call Center, Customer Service 
and Customer Satisfaction experience in delivering effective and significant benefits from Operational Innovation.  
 
For more information about The Taylor Reach Group, Inc. please contact Crystal MacIntyre at 905-426-5055 or visit us on the web at 
www.thetaylorreachgroup.com

Career Opportunity 
Periodically TRG is asked by a client to assist them in recruiting call and contact center management expertise. The opportunity is one 
such example. This position is based in the South East US. If you are interested in being considered for this role please email your resume, 
background and salary expectations to careers@thetaylorreachgroup.com . 
 
Contact Center Management 
 
The Opportunity: 
This role is to lead the current 50-/+  agent operation for a major international charity. This is a management position with presence and 
reporting to the senior management.  We are looking for someone with proven contact center experience and success. 
 
One of the fastest growing charities in the country and is internationally recognized with a top tier brand awareness. This ecumenical faith 
based organization is located in the southeastern United States. 
 
The Contact Center position is responsible for managing customer service personnel and achieving contact center operating objectives. 
He/she will ensure the development of excellent people and processes and continual improvements in performance, productivity, and 

mailto:chris@telepoll.net
http://www.telepoll.net/
http://www.thetaylorreachgroup.com/
mailto:careers@thetaylorreachgroup.com
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conformity to organization policies and mission. 
 
Responsibilities: 
1) Contact Center Operations – Manages and directs all aspects of a blended multichannel Contact Center operations.  

a) Policy & Procedures 
i) Responsible for maintaining Contact Center goals and standards 
ii) Develops, directs and reviews Contact Center policies and procedures.  
iii) Develops and monitors service metrics, volume and delivery 
iv) Prepare budgets and plans based on operational forecasts 
v) Works closely with other teams and departments within organization to facilitate effective mission communication to all 

audiences. 
b) Operations 

i) Ensures proper systems and controls are in place adequately meet and maintain service levels and KPIs within the center. 
ii) Reports to senior management all aspect of operations quality, quickly surfacing any issues that affect the brand and 

reputation of the organization. 
iii) Monitors and administers workload and work schedules to ensure departmental quality and productivity goals are met. 
iv) Reviews and refines current processes/procedures/tools, identifying new opportunities and developing methods to improve 

overall efficiency and quality.  
v) Works with other members on implementation of new programs and services, in support of overall department and mission 

objectives. 
vi) Responds to and resolves escalated client issues with good judgment and emphasis on customer satisfaction. 

2) Personnel 
a) Coaches, trains and develops of supervisors and team leaders as well as handles employee/personnel issues. 
b) Tracks performance records, conducts reviews and assists HR with scheduling, vacation requests, terminations and absences. 
c) Supports employee development through training, formal and informal coaching and performance appraisal. 
d) Fosters spirit and high employee morale with assistance of team leaders 
 

Qualifications: 
• Bachelor’s degree (B.A.); and 5 to 7 years related experience with direct management responsibility for all operational aspects of 

a medium to large multi-channel contact center.  
• Understands all aspects of leading a top multi channel, contact center; People, Process, Technologies, Methodology 
• Proven success in developing and managing operations goals and metrics.  
• Understanding and capable of applying statistical process control methodology 
• Analytical fact based decision making 
• Outstanding interpersonal analytical and problem-resolution skills.  
• Extremely strong written and verbal communication skills.  
• Experience with Not for Profit organization, donations and charity contact center environments a plus 
• Demonstrated success working independently, and as part of a team.  
• Proven leadership skills – individual and team leadership experience  
• Demonstrated success in maximizing large team performance and productivity.  
• Strong computer skills, including knowledge of Microsoft Office, programs, the Internet, search engines and browsers.  
• Ability to handle multiple assignments with effective resolution of conflicting priorities in a fast paced environment.  
• Ability to think creatively in the development of ideas/solutions that will contribute value in a dynamic, mission centric 

environment.  
• Strong Telecommunications knowledge especially VOIP an asset 
• Experience with Staffing – Recruiting, Hiring, Training, Retaining, developing, succession planning 
• Scheduling experience with contact center staffing models (understands the process, practice and the technologies) 

 
If you are interested in being considered for this role please email your resume, background and salary expectations in confidence to 
careers@thetaylorreachgroup.com .  

 

Study on Outsourced Quality Management 
TRG has recently completed a study regarding the use of outsourced or third party quality monitoring. The following is the Executive 

mailto:careers@thetaylorreachgroup.com
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Summary from the Report. 
 

Executive Summary: 
Monitoring call and contact center agents is a central and key activity within any call or contact center. Of this is the primary means to 
ensure that an acceptable level of service is being provided to the company’s’ customers. This process validates the hiring and training 
process and often acts as a mini-performance review for agent staff, identifying the superior performers and those where improvement is 
needed. 
 
So how is today that many organization are electing to outsource this key and critical activity? While each company or organization may 
have their own reasons and rationale for making this decision, a number of consistent themes emerged over the study. Key influencing 
factors include: lack of resources, an increase in non-phone related activities and technology related issues. 
 
Is outsourced third party monitoring appropriate for you? That depends on your organization and how it operates, but it is clear that as the 
demands upon Supervisors time increase, adding many non-phone related activities something has to give. For some organizations they 
have found the best success in outsourcing their quality monitoring. 
 

To receive your own copy of the report, please email your request to info@thetaylorreachgroup.com .  
 

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

TRG proves concept for marketing firm 

TRG helped an established marketing company dramatically reduce their sales costs through the implementation of a telesales program.  

The Challenge: 

This very successful marketing firm has historically sold participation in their program through the use of a field sales force. Company 
management wished to improve their sales efforts and asked TRG to suggest how this could be done. TRG assessed the process and 
recommended the creation of a telesales team to generate and qualify sales leads and even sell the product where this was possible. The 
client didn’t wish to make significant changes to their operating model until the concept was proven and asked TRG to prove the concept.  

The Process: 

TRG worked with the marketing and management group and developed an effective script and support materials and began to contact the 
prospect database. The majority of prospects had previously been approached by the sales force without success.  

The Solution: 

TRG managed the training, calling and regularly reviewed progress with the telesales staff. The script required a number changes and 
modifications which were made over the first few weeks. Calling was intentionally kept to a low volume until the kinks were worked out 
of the script.  

The Result: 

By the end of the ‘Proof of Concept’ phase more than 30% of the prospects were opting into this program. This conversion rate was far in 
excess of the level required to consider the program a success and the fact that most of these new enrollees were previously not interested 
testifies to the power of the approach taken.   

Customer Reach® is published 10 times per year by The Taylor Reach Group, Inc. Customer Reach® may not be reproduced without 

mailto:info@thetaylorreachgroup.com
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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 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 Consulting,  

 Contact Center Technologies,  

 Sales & Telesales Consulting, 

Quality Monitoring & Assurance,  

Outsourcing/Offshoring Assessments,  

Total Cost of Ownership Assessments,  

 General Management & Consulting services,   

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. 
Phone:  905-426-5055 
Fax:      905-426-6793 
E-mail:  info@thetaylorreachgroup.com 

www.thetaylorreachgroup.com      

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