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Congratulations, you are the new contact center
manager…now what?
Recently we were asked, what are the first things a new manager has to do to be effective in their new role as the Contact Center
Manager (CCM)? In particular what can a new CCM do in the first thirty days to be successful?
Contact Center Manger may well be one of the more challenging positions in any organization. The CCM must deliver the
company’s service promise to hundreds or even millions of customers. The CCM must understand and deal with technology that
supports customer interaction. The CCM must deal effectively with unexpected events or circumstances that impact on the center
and its performance. Perhaps most challenging the CCM must take individuals, perhaps hundreds or even thousands in some
centers, and make them into an effective team that serves their customers to the best of their ability. Just to complicate matters, all
of this must be developed, delivered and managed in a ‘live’ environment, with no ‘do-overs’ or second chances.
So where to begin? As with any new manager the first thirty days are critical. It is during this period of your tenure you will be
under a microscope. Both the staff and your superiors will watch and assess every move to see how it aligns with their expectations
of you. Each act taken or omitted builds your reputation. Regardless of the role the first thirty days sets the tone for the way you
interact with your superiors and the way your staff interact with you. Being successful in your first month can be a daunting task to
be sure. So where do you begin?
Here we set out tasks, activities and processes that characterize the activities completed by successful CCM’s. Of course there is no
single way to succeed, just as there is no one type or style of manager that will always succeed. The following is a compilation of
our experience in working with, training and developing effective CCM’s. These observations are augmented by our experience
operating centers, both our own and our clients. The following outlines themes that align well with building effective centers and
succeeding as a CCM.
So back to the title of this article, “Congratulations, you are the new contact center manager…now what?” The first activity is to
meet and understand your direct reports and staff. Your first task must be to take your direct reports, this group of individuals and
bring them together as a cohesive team.
There are a number of dynamics underlying your interactions with your team in first few months when you move into this new
role. Just because management has awarded you the position of CCM, doesn’t mean that your direct reports and their staff will
automatically believe that you are the most qualified or even best person for the job. You should expect that one or more of your
direct reports was also considered for this role and did not secure it.
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Additionally each member of the team understands how your predecessor completed the task. Many will expect you to maintain
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the status quo. Human nature is such that status quo is comfortable and is safe for most staff. Change on the other hand is uncertain
and involves risk. So the backdrop as you walk into your first team meeting will have undercurrents of jealousy, suspicion and an
expectation of more of the same.
As you look to your team, you will likely realize that they are not a team at all but a collection of individuals each being governed
by their own individual concerns and perceptions about you and your ability to lead them. Your challenge as their leader is to take
these individuals and bring them together as a team. One of the most effective ways to do this is employ the framework developed
by Patrick Lencioni in his book “The Five Dysfunctions of the Team”. In his book Lencioni sets out a hierarchy of activities
required to build effective team. I will paraphrase these steps below:
1.
2.
3.
4.
5.

Trust is the pre-requisite for any effective team. You cannot have trust without vulnerability, or more accurately the
ability to be vulnerable to each other member of the team.
You cannot have open and honest communications within a team with out Trust.
You cannot gain buy-in from team members unless there has been open and honest communication,
You cannot hold team members accountable unless you gain their buy-in to a course of action.
You cannot secure the desired results without holding team members accountable.

I would recommend reading Lencioni’s book for more insight into this hierarchy, but for the sake of this article we will take the
truth of this hierarchy as a given and focus on how to achieve it.
Set up a meeting with your direct reports early on in your tenure. The focus of this meeting is a team building exercise. At this
meeting set out the expectation that this meeting will be to get to know each other better and to build a more effective team. Of
course, you will need to establish some ground rules for all discussion and team interactions.
These rules should include: honesty (all team members must commit to be honest and frank in all of their dealings); Engagement
(all team member commit to be active participants in any discussions); Cohesiveness (all decisions made, must be supported by all
members of the team, regardless of their support or opposition in prior discussions); lastly it is important that each team member
understands that while it is the desire of the team to foster open communications and that each team member is expected to be an
active participant in all discussions. The team is in no ways a democracy. You the team leader will make the final decision. While
you welcome the teams input, you reserve the right to make any decision you feel is appropriate…after all that is your job and your
responsibility.
For the initial meeting with your direct staff identify a vision for the section and group. Don’t make this a huge exercise. You can
refine it later as more facts become evident and your understanding of the organizational requirements improves.

Provide an overview to the above hierarchy at the first meeting. Secure their buy and support for the hierarchy. Tell the team that
your objective is to build a high performance team and to do that you need everyone to participate in the process. Ask each
member to provide a 5 minute synopsis of their lives. Have them start from graduation from high school. Have them punctuate the
highs and lows in their life by drawing a stock chart on a whiteboard or easel. This process will produce a number of results: first,
each team member will know more about their co-workers, second, each will share some low points in their lives that make them
vulnerable to other members of the team. Finally the whole team will now have a shared experience the builds the cohesion of the
group.
Once you have established the ground rules, and presented the hierarchy of team communications and have shared a little about
their lives before they joined this team we can now move onto the second key step.
This step sets the stage for success of the contact center and for you as the Manager…building the contact center Strategic Plan.
In preparation for this meeting it is important to prepare the facts and current understandings for sharing with everyone.
What is the center’s capacity? Complete an inventory of what the center has: staff, equipment, processes, budgets etc. Most
important, get a forecast of the demands for the center for the next 3 to 6 months; how many phone calls and/or other transactions
are expected? Map the demand by week. The people doing the schedule are a good place to start. Make sure they check with
marketing, sales and other stakeholders who generate traffic into the center.
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Estimate any variance between the capacity and the demand. Does the center have the staff and equipment required to meet the
demand projection? What is the state of the budget and how does that affect the ability to meet the demands you foresee?
Decide what changes need making and how that will be accomplished? Here it is presumed that you have the authority to make
these changes. If not, you may need to get buy-in from others, including your staff. Get your staff involved in the data gathering
and the analysis. If they help assemble and prepare the data and information for the meeting they are each more likely to draw the
same conclusion as you when it is presented in the meeting.
No doubt as a part of the interview and selection process, you became familiar with the role of the center; and the expectations of
senior management for the contact center within the organization. So with this big picture in mind, you can move forward to the
second stage in your thirty day plan.
There are already goals and objectives in place for the center established by the senior management. In the vast majority of
organizations these goals and objective fit into one of two categories: Extremely High Level or Minutia. In fact a number of
centers will have both in place.
The Extremely high level goals or objectives are often taken from the company’s Mission Statement and employ phrases such as
“to provide world class customer service” or “to deliver an unrivalled level of service”. These are in fact not goals, per say, but are
rather philosophies. They are unconnected to a means of attaining the goals. They lack measurements to confirm the attainment of
this level of performance.
I can hear the naysayers now chiming in.”But we have metrics and KPI’s. So these are in fact goals.” In a few rare cases this may
be the case. But out of thousands of centers that we have worked with, we almost never found this to be the case. What the
measures and KPI’s really are is Minutia. These are an incredibly granular look at the individual transaction sets and agent
performance against a backdrop of arbitrary numbers and figures, some with merit but many without.
The purpose of the Strategic Contact Center Plan is to create the connectedness between the Extremely High Level goals and the
day to day metrics and KPI’s. This ensures that all measures support the attainment of the stated goals and objectives for the center
and that the center goals support those of the organization.
Start the discussion by examining what are the corporate goals? Which of these can be achieved or supported by the contact
center? Once this list has been identified the next question becomes what metrics, KPI’s or measures can be established that
support or improve performance?
While this may seem quite straight forward and logical, in actual practice this is very rare. Most centers establish metrics, measures
and KPI’s based upon what they have seen employed elsewhere or what they read is a Best Practice. The result is that centers’
often put in place measures that they think are best practices and are consistent with well run centers. The result is metrics and
measures that are disconnected to the attainment of the stated goals and not aligned with the centers’ experience and history.
So which metrics and KPI’s should you employ? This is a point for discussion with your team. As a primer you will want to
review the two primary types of KPI and/or contact center metrics: Quantitative and Qualitative. Quantitative measures are based
upon numbers and efficiency. For instance how many calls per agent, Service Level, ASA, Grade of Service, Average Handle
Time (AHT), Average Talk Time (ATT), Availability, Occupancy, etc. These are the most common metrics employed in contact
centers today. Metrics of these types are useful in assessing individual or center efficiency with certain limitations. Example: ASA
cannot be controlled by an agent. This is more a reflection of calls offered and agents scheduled. These metrics are numbers and
counts related to the transactions but are silent regarding the quality of effectiveness of the transaction.
Qualitative measures assess the quality of service or effectiveness being delivered in the transaction. Qualitative measures include:
Customer Satisfaction (CSAT), First Contact Resolution (FCR) and internal Quality Assessments derived through monitoring and
assessing the contact against a set of pre-determined criteria.
Qualitative measures are less common as they can be much more challenging to implement than quantitative metrics. In the
majority of centers qualitative metrics are frequently limited to internal quality assessments.
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Qualitative assessments often require the joining and mingling of data from different sources unlike quantitative measures which
are produced by the ACD or other systems, internal quality monitoring can be an effective tool. It requires the development of
meaningful criteria that accurately reflects the quality of the transaction. If the assessed elements are flawed then the value of the
process is reduced or rendered invalid. We have all seen centers with frivolous internal quality elements including: annoying
neighbors, chewing gum and being in on time. It is clear that none of these factors actually impact on any individual transaction.
Each of these reflects agent performance and adherence to policy rather than to contact quality.
Internal quality assessments can be characterized as what we believe is or should be important to our customers. Customer
satisfaction can be best described as what is actually important to our customers. While logic would suggest that these two sets of
metrics should be quite close this is often not the case. There is a fairly consistent gap of 20-30% between internal (QA) and
external (CSAT) measures of satisfaction. Additionally the customer’s perceived value on common attributes is often quite
different from the weightings employed in the Internal Quality Assurance process.
For example Average Speed of Answer is consistently ranked as one of the most important elements in call/contact center
operations yet customers do not place nearly the same value upon it. The customer is much less concerned with getting their
contact answered in speedy fashion than they are in getting the question or inquiry resolved.
To accurately measure CSAT focus specifically on the contact center interaction. A general satisfaction survey that focuses on the
brand or the products does not provide meaningful data regarding the performance of the center. The contents of the survey must
focus solely on the center and must be specific to an individual contact. Common questions posed in this process include:
1.
2.
3.
4.
5.
6.
7.
8.
9.

Was your call/contact answered in a timely fashion?
Was the agent professional?
Was the agent helpful?
Did the agent help you to resolve your inquiry?
Is the center and company easy to do business with?
In the past have you ever recommend that a friend or acquaintance contact center?
Following your most recent contact would you now recommend a friend or acquaintance to contact the center?
Based upon your most recent interaction with the center has that contact: Improved your opinion of the center, reduced
your opinion of the center or left you opinion of the center unchanged?
On a scale from 1 -5 where 5 is exceeding your expectations and 1 is a complete disappointment, how would you rate
your most recent interaction with the center?

Of course there are a number of additional questions that could be asked and numerous ways of phrasing each question. The above
survey assesses the agent (professional, helpfulness and resolution); the center (timeliness of answer, ease of use, top box (1 -5
scale); and impact versus previous opinions (recommendation and impact of most recent contact). Each of these components is
essential in assessing how satisfied a customer is.
Tracking and measuring FCR is also challenging for a number of reasons including: unidentified expectations; absence of systems;
and dissatisfaction with company policy or procedures. For example when is a contact really resolved? Is it resolved only when the
customer gets the outcome they desire? Or is it resolved when the agent informs a customer that they cannot get the resolution they
seek? Must you ask the customer if their reason for the inquiry has been resolved or is this a judgment call the agent should make?
What happens if resolving one inquiry logically leads to a second question or inquiry? Are these two distinct inquiries or is it one
inquiry with two elements? Can we track FCR based upon frequency of contact? Is a contact deemed resolved if the customer
doesn’t re-contact the center for three days; but unresolved if they re-contact in two days?
As you can see there are a number of aspects that must be kept in mind when designing how to measure FCR in a contact center
and the method you select can easily skew the results attained. For example if agents are being asked to decide if an inquiry was
resolved, they will often say that it is. If the customers for these same contacts were surveyed the results are often quite different.
This is a similar phenomenon to the gap between internal and external measures of satisfaction and the result greatly depends on
the point of view and perspective of those involved. An agent who has responded to the questions and answered with the
appropriate replies will often feel that they have properly resolved the inquiry, based upon their adherence to policy and process.
The customer, however, unencumbered by knowledge of the policy or process will only want what they want and will feel the
inquiry is unresolved unless they get what they wanted.
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So how can you improve the accuracy of the process? It is unlikely that you can ever get to the point where all of the ambiguity is
removed; you can however create an environment where the points of view, of both the agent and the customer become as
transparent as possible. Then ensure that at the end of each interaction these points of view are reconciled. This is often harder than
it looks to be with many challenges in a ‘live’ environment.
Most agents jump to conclusions regarding what they believe the problem to be without letting the customer explaining their point
of view. This is both human nature (we love to interrupt), a reflection of the training the agent has received (active listening isn’t
featured in most training programs) and a result of the guidance the agent has received (“your talk time is too high, you have to get
off the calls faster”), which encourages guessing the question rather than listening to it.
By asking the customer how we can help them and listening to their request/query in full, we are halfway home. The agent then
must restate what the customer wants to ensure that there is no confusion or ambiguity, then and only then, should the agent begin
to answer the customer’s question or resolve the query. Once the agent has responded fully to the customer query and before
wrapping up the contact the agent should then restate the question or query and the response and ask the customer if this resolves
their inquiry. In some cases the customer will not be able to get what they want and in these cases they agent should explain why
they cannot get the desired outcome and then ask if this resolves their inquiry. For example a customer may not be able to get a
refund because they waited too long to request one. In this case the agent may reply by explaining the company’s policy on refunds
and offer a point of escalation for the customer to pursue and then ask if the query has been resolved. It can be helpful to ask the
agent if there was anything else they could have done to assist the customer and if the answer is yes, then the inquiry was likely not
full resolved.
In your meeting you and the team need to join the dots between the high level goals and the daily and weekly metrics and explain
how each metric supports the attainment or progress towards attainment and of each and every goal. If you cannot specifically
demonstrate the value of a metric in realizing or progressing towards a goal, drop the metric. The plan needs to include specific
targets and goals for the center, each team and ultimately each agent. The tracking and reporting has to be defined it must also be
objective data and not subjective or based upon opinion. This plan must be documented and once completed should be reviewed by
the team for accuracy and reasonableness. The final step is to present this Strategic Plan to senior management and gain sign off
from the senior executive that the plan reflects the goals and objectives of the center, that support the attainment of defined goals
and objectives of the company and that the defined measures and metrics will be the sole basis for assessing success in achieving
the stated goals.
If in your first 30 days, you can build a team, set the contact center strategic plan, secure management support and implement the
associated metrics you will be well on your way to success in your new role.
Let us know what you think of this article, please visit www.thetaylorreachgroup.com or send us an email at
info@thetaylorreachgroup.com.
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Survey of the Month
Survey of the Month will return next month. Weigh in on this month’s question (at www.thetaylorreachgroup.com) “The
Request for Proposal process is often perceived to be less than pure. What is your experience in issuing and/or responding to
RFPs? Do you feel that the process is?
Predetermined- the successful vendor has been decided before the RFP is issued,
Open and fair-there is no bias toward any bidder or solution,
Moderately fair-there is a bias but there is no foregone conclusion

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

The Challenges in Employing Research Reports to
Make Purchase Decisions
The following is a discussion paper published by TRG December 18, 2007
There are a number of sources where call and contact center operators can gain insight into the offerings of contact center
telephony vendors. The majority of these are provided or sponsored by the vendors and as such are suspect to greater or lesser
degrees. There are a few research organizations that research and provide assessments of the vendors. Even these though are not
perfect as many are based upon vendor submissions and interviews and can only be as good as the research analysts’ questions and
depth of research completed.
In reality each call or contact center is unique and has unique requirements. Whitepapers and research studies can be helpful in
assessing which vendors may be able to deliver possible solutions for your center. There is however no substitute for conducting a
detailed assessment and analysis of your own requirements.
Selecting and purchasing call/contact center telephony is a significant decision. For organizations that rely upon their center as a
primary customer interface, and who doesn’t today, a bad purchase decision has significant financial and career limiting impact. So
perhaps it shouldn’t be a surprise to see people and organizations relying on ‘research’ from big name firms to validate their own
findings and in some cases as the primary basis of a purchase decision.
Before committing to a business decision based upon a research study, it is important to understand the methodology and
objectives of the study. For example Gartner in describing their methodology for their ‘Magic Quadrant’ research studies, state that
their study provides “snapshots of markets and their participants 1 ”. Further Gartner also states in explaining their methodology, “is
not intended to be an exhaustive analysis of every vendor in a market”.
A look at the methodology employed by Gartner maybe cause to examine more closely the suitability of their study as a basis for a
business decision. The Magic Quadrant scoring is broken down into two components “Completeness of vision” and “Ability to
execute”. On the surface few would argue about the value of these two assessment criteria in an assessment; but a deeper dive
surfaces more than a few questions.
The research is heavily weighted to information provided by the vendors through briefings, product documentation, and client
provided references. This approach increases the likelihood that the vendors are able to secure a superior review due to the effort
they devote to disclosing and managing information provided to Gartner. This is likely more often the case in “completeness of
1

Gartner -Magic Quadrants and MarketScopes: How Gartner Evaluates Vendors Within a Market
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Vision” which deals to a large degree with the product roadmap and future development. The “Ability to Execute” by nature is
focused on the information and references provided by the vendor. Every vendor has clients who love them and will provide a
positive and flattering point of view.
While the results reflect the data generated by the process, it is not without challenges. All potential purchasers would be wise to
keep a few relevant points in mind:
1.

The vendors assessed are not all inclusive. Some organizations do not participate in the process. The vendor may be too
small or simply not focused on the contact center market space.

2.

Magic Quadrant results may not be representative of the real world customer experience. For example, Cisco ranks very
high in the Gartner assessment, below.

Figure 1. Magic Quadrant for Contact Center Infrastructure, North America, 2007

Source: Gartner (August 2007)

Yet Cisco implemented in spring 2007 their new ‘A2Q’ (Assessment to Quality) process. This requires all resellers and integrators
(this includes their top tier ‘Gold Certified Partners’) to allow Cisco two weeks to review all code before it is deployed. This is
certainly a positive step given the inherent complexity in the Cisco solution. It is designed to provide a superior end result. It can
also be seen as a response to significant stability issues that Cisco has had with their contact center product.
In one case that TRG is familiar with a client was unable to complete call routing and reporting for almost six months following a
change to their auto attendant messaging. Yet in the 2007 Magic Quadrant Cisco received the highest marks for ‘Ability to
execute’. Cisco is not the only example:
Oracle touts their Oracle Seibel hosted CRM as being recognized as a leading platform. Yet this too has been plagued by stability
issues, unresolved help desk tickets and an ineffective offshore help desk. In this case Gartner identified Oracle as a ‘visionary’. A
less flattering label may well be that of vaporware, because the solution doesn’t deliver what it promises.
The Magic Quadrant assessment does not include all vendors in the market. Some are too new, some are too small and some
simply elect not to participate in the process. One example of an omitted vendor is ShoreTel. ShoreTel is a publically traded IP
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telephony vendor (SHOR) which was a late entrant into the call and contact center market space. The company deployed their first
IP PBX solution in 1998 and did not have a fully featured call/contact center offering until 2004.
ShoreTel however has an advantage over many of their competitors in both the IP PBX and Contact Center markets. They
developed their solution from a blank page. ShoreTel is not encumbered by legacy equipment and a desire to ensure compatibility
and future migrations from a legacy base. Nor have they assembled their code based upon acquisition and the inherent integration
of thousand of lines of code to complete specific or discrete tasks and activities. Freedom from these restrictions has allowed
ShoreTel to develop and deploy a good call/contact center platform. While the ShoreTel solution may be somewhat less robust
than other solutions on the market today, depending upon the user requirements it may well be the best alternative for a significant
percentage of contact center operators.
The following chart outlines the results of TRG call/contact center vendor selection engagement that was completed for a Fortune
500 company with more than 650 agents in numerous centers across the country.
Contact Center
Telephony Assessment
600
580
560
540
520
500
480
460
440

558

561

Cisco

ShoreTel

531
500

506

Avaya

Interactive
Intelligence

NEC

Figure2- TRG- Commissioned Assessment

Specific user requirements were developed (41 mandatory and 14 future requirements). Bids were solicited from 14 firms
including all of the major players in this sector including: Cisco, Avaya, Nortel, NEC, and Interactive Intelligence, as well as Mitel,
ShoreTel and others. Cisco, NEC and ShoreTel were short listed. At the end of the process it was ShoreTel was number 1 in the
rankings ahead of Cisco as #2.
The results above are not to suggest that ShoreTel is the best solution for every company. Nor that ShoreTel has the best
functionality for every application. It doesn’t. It does suggest that when companies examine their needs and look for the vendor
that best meets those needs they may be surprised, with the result. ShoreTel for example offers a competent call center solution,
with many of the enhancements organizations are seeking today.
Clearly while the Gartner Magic Quadrant is very informative and does provide an insight into the vendors selected, it is, at the end
of the day a “snapshot”. A snapshot that is skewed based upon Gartner’s vendor selection and assessment model. This research is a
good starting point of reference for understanding the vendors. But by its very design it is skewed to those vendors who invest the
greatest amount of time and resources to manage this process. This should be a point of caution for any organization that bases
their purchase decision on this or any other similar reports; and thinking that “nobody gets fired for buying IBM” (or basing their
purchasing decision on a well regarded research report).
So what is the preferred method for making a purchase decision? As stated previously, each call or contact center is unique. So
should be the solution to meet those needs. There is no ‘one size fits all’ solution. The best solution will be one that meets the
company’s’ needs today and expected future requirements. Employing an independent consultant can assist an organization is
clarifying and weighting the functional requirements for today, the ‘nice to have’ and functionality expected to required in the
future. This may also be completed internally if the resources and competencies exist. Developing a Request for Proposal (RFP)
that sets out clear requirements is a logical next step in the process. Scoring the responses against the predetermined criteria
ensures that the best vendor to meet your current and future needs is identified. Lastly, complete due diligence to prove the ability
of the vendor to deliver the desired functionality in the manner required completes the assessment process.
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Follow the above steps ensure that you and your organization end up with the solution you need and not just one that has received
research accolades. You will own this decision for a long time. Make sure it is the right one for you.
For more information about The Taylor Reach Group, Inc. please visit our website at www.thetaylorreachgroup.com .

Newsworthy
In this regular column we review the latest news, predictions and trends impacting on the Call Center / Customer Interaction
Industry.
House of Representatives makes Do-Not-Call Registry permanent
The US House of Representatives voted to make the Do-Not-Call Registry list permanent on Tuesday. The measure, which still raises
some eyebrows in the industry, still needs approval from the Senate.
Before the passage of the Do Not Call Improvement Act, consumers had to renew their participation in the registry every five years. The
bill also requires that the FTC remove disconnected and reassigned numbers periodically.
The noted flaws in the bill are in the system, not the intent.
“We’re okay with the list being permanent just as long as they are showing that they have a process in place, where they are purging and
updating the list regularly,” said Tim Searcy, CEO of the American Teleservices Association in a statement.
The FTC is a strong proponent of the bill.
“If legislation does not go through to make numbers permanent, we’re going to take regulatory action to make sure that numbers do stay
permanent because we realize that that’s what consumers want,” said Mitch Katz, public affairs specialist at the FTC. “We’re doing what
it takes to scrub the list so that only appropriate numbers are on there and dead numbers, if you will, come off.”
The DMA supports eliminating the current rule’s five-year registration period.
“The public has voiced its strong support for the registry and the DMA wants to help consumers make informed decisions on how they
can be contacted by businesses selling valuable products and services,” Jerry Cerasale, SVP of government affairs at the DMA said in a
statement. “Those legitimate marketers who rely on the FTC’s no-call registry as means of keeping their own lists as accurate as possible
will greatly benefit from the new provisions that will be implemented as a result of the final legislation.
DM News
English worker in India fired for not being English enough
A British worker of Indian (as in the subcontinent not as in Native-American) descent was sent home from a work trip to India because his
boss in India said his accent was "not English enough" according to the Times. His boss in India replaced him with someone who spoke
better English. The worker, Chetankumar Meshram filed a racial discrimination claim with the Northamptonshire Racial Equality Council
in the UK and won his case last week. Telling his story, Chetankumar said "I was called into a meeting with my boss, who told me I was
to be replaced with a better English speaker. I know I speak with an [Indian] accent but my job out there is to give technical advice, not to
give expertise on how to communicate. It was an embarrassing and humiliating experience.”
NACC

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
2011 as public safety agencies look for ways to collaborate and share information during critical situations.
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Ask the Experts
Will return next month
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Inside TRG
New Office
Well it was a hectic month, but we are finally now ensconced in our new offices in downtown Toronto. The Ajax location was great for
us and certainly Colin didn’t mind the 10 minute commute, but we simple outgrew the location. When the chance came to move to the
same building as two of our operating companies (Telepoll and Teleffective) we jumped at the opportunity. They say that any move is
stressful and this one was no different, arranging for movers, packing up, painting and wiring the new space etc., but it was following the
move that the real work began: unpacking, rebuilding our servers and installing a new phone system (ShoreTel). Our new office is in
downtown Toronto and is two blocks from the CN Tower and the Rogers Center. The address is 19 Mercer Street, Suite 302, Toronto
ON M5V 1H2. Our main phone number is 416-979-8692 and our fax number is 416-977-8817.
New Services
Over the past year we have continued to innovate the contact center consulting business through a number of new service offerings.
These offerings have included:
Managed Services: These services starting at $1,000 per month, provides clients with access to seasoned call/contact center executives,
who possess more than 20 years of ward winning center operational experience in every faucet of call or contact center operations.
Because this is a continuous service program and we invest time to understand your center, we learn and progress together over time.
This service has been characterized as “Contact Center Execs on call”, “the litmus test”, for strategic planning and budgeting and simply
as “coaching”.
Pay for Performance Consulting: No more buying a pig in a poke, you determine what we are paid based on the value you derive from
our work. This approach may sound simple, but it has certainly raised the ire of many traditional consultants. We are comfortable
allowing you the client to set our remuneration and see this as the fairest and easiest way to build an effective relationship with a
consulting firm.
Annual Contact Center Health Check: How healthy is your center? Are your ‘best practices’, really the best? Are you leveraging your
technology to its maximum advantage? Are selecting and retaining the best staff? If you are unsure of the answers to any of these
questions then you should consider a ‘TRG Annual Center Health Check’. We assess your center against more than one key indicators or
center performance and provide you with a written report and recommendations for improving the health of you center.
If you would like more information on any of the above services please give us a call or drop us an email at
info@thetaylorreachgroup.com .
Looking for a Good Read?
Check out Colin Taylors Blog: Call Center Perspectives at http://callcenterperspectives.blogspot.com
Looking to expand you contact center networking?
Join Colin Taylor’s LinkedIn network, just send Colin an email ctaylor@thetaylorreachgroup.com and he will send you an invitation.

Reinventing Call Centre Management
Colin Taylor is speaking at, Reinventing Call Centre Management on March 18 & 19 in Toronto. Now you have fair warning to either
attend or book something else to save you from attending. Colin will be speaking on Leadership Strategies for High performance call
and contact centers. For more information on the conference you can visit http://www.federatedpress.com/pdf/RCCT0803-E.pdf
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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.

Classifieds
Services, Offerings and Opportunities for Contact Center and Call Center professionals.
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Available soon at www.amazon.com
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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
19 Mercer Street,
Suite 302,
Toronto ON
M5V 1H2
Phone - 416-979-8692
Fax - 416-977-8817
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), home based and outsource centers.

Delivering Operational Innovation to your Contact Center
Contact Center Consulting,

Quality Monitoring & Assurance,

Customer Satisfaction Consulting,

Outsourcing/Offshoring Assessments,

Contact Center Technologies,

Total Cost of Ownership Assessments,

KPI and Best Practices,

Service to Sales Migrations,

Award winning service...Reach Beyond!

Phone or email Colin Taylor today at 416-979-8692
By email at

ctaylor@thetaylorreachgroup.com .

Offices in Toronto, Atlanta & Australia

TRG are proud members of:

The Taylor Reach Group, Inc.
E-mail:

info@thetaylorreachgroup.com

www.thetaylorreachgroup.com
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