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Advocacy and the Customer Experience 
 
In many organizations their own systems, processes and procedures doom the ‘Customer Experience’ to be substandard. The 
contact center often acts as if their mandate was to protect the company from its customers. Multiple transfers, long hold times, 
recapturing customer information, restating company policies all can contribute to a negative customer experience. 
 
But what if the contact center agent was the customers’ advocate within your company? After all, who knows the company better: 
its policies, systems, processes and protocols?  
 
What if instead of , “thank you for calling ABC Inc., my name is John, can I have your account number?’ we heard, “Hello my 
name is John and I will be your advocate in helping you resolve your inquiry today to your satisfaction. How can I assist you?” 
 
What would you think?, How would this make you feel?...Well I suspect that once you got off the floor, you might think that just 
maybe here was a different kind of contact center. 
 
It was Maya Angelou that said “people will forget what you said, people will forget what you did, but people will never forget how 
you made them feel.” We cannot underestimate the power of a positive feeling towards our contact center, our company or our 
brand. Nor can we disregard the damage and erosion that can be caused by negative feelings. If we are advocates we can influence 
these feelings and support the customer experience. 
 
What if the advocate was actually and meaningfully empowered to help resolve your issue? What if the outsourcer you employed 
would take financial responsibility for this empowerment if the client didn’t agree with it? 
 
What could this approach do to your Customer Satisfaction, Customer Loyalty, repurchase, churn and the entire Customer 
Experience? 
 
Could it be that the contact center could resolve more issues, faster and ultimately cheaper? Of course we will all need to overcome 
skepticism, not just our own, managements, but also that of our agents and most importantly our customers. Customers and 
Operators alike have become quite jaded… 
 
 
 “Your call is important to us…please hold” 
 “How can I help you?” 
 “In order to serve you better”  
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All of these have become late night talk show punch lines. 
 
If we truly become advocates, our customers will spend the balance of the call waiting for the ‘other shoe to drop’. Over time and 
with repetition our customers will appreciate that our advocacy approach is borne out of our sincere and genuine desire to help 
them. What a novel concept, Customer Service that ‘serves the customer’. 
 
Of course I feel a little like the boy who pointed out that the Emperor had no clothes on or perhaps more appropriately like Tom 
Cruise in the movie “the Color of Money” whose contrarian re-visioning of the sports agent industry was wildly applauded by all 
for his strategy and who was all but, run out of the business by the same people. 
 
Can this happen? Can we serve? Can we be advocates? 
Each of us must answer this question, but some have already begun this journey. 
 
If we wish to take this path what are steps we must take?  
 
First identify all of the barriers or potential barriers that limit an agent’s ability to be an advocate: this includes at least some of the 
following: Systems, Processes, procedures, policies, technologies, hiring, training, management, goals, objectives, quality 
assurance, forecasting, scheduling to name only a partial list. In fact you need to reassess every aspect of an agent’s interaction 
with the company and ensure that all contact points are aligned to empower the agent and allow them to serve the customer. 
 
Certainly there will be challenges, but there can also be huge rewards: 

• Vertical leading loyalty, 
• Near 100% CSAT, 
• Cost reductions…yes reductions, 
• Significantly reduced staff turnover, 
• Significantly improved customer loyalty, 
• Significantly improved employee morale, 

 
We need courage to embark on this journey and it will not always be easy. But what of merit is easy? The choice is yours…I have 
made my choice. 
 
Let us know what you think of this article, please visit www.thetaylorreachgroup.com or send us an email at 

info@thetaylorreachgroup.com.       
 

Impact of a recession on Contact Centers 
 
Given the recent events on Wall Street and in Congress this article is likely more applicable today than when it was originally 
written last fall. 
 
The US economy is generally thought to be in a recession today the Canadian economy is slowing and many fear is heading 
towards a recession as well. In the face of declining consumer confidence and spending many companies and organizations are 
looking to reduce expenses and improve efficiencies to help them weather the upcoming economic storm. What are the prospects 
for those of us employed in the contact center industry given the uncertain economic times? In this article we will examine the 
prospects for call and contact centers in the coming uncertain economic and potentially recessionary times. 
 
Call and contact center were born from efficiency initiative: by gathering all of the staff that dealt with customers in one place a 
company was able to provide centralized management of staff, gained the ability to employ premise based technology such as 
Automatic Call Distributors (ACD’s) and provide more consistent responses to customer and prospect inquiries. All of these 
elements drove improved staff effectiveness and operational efficiency.  
 
As companies  realized the value of call centers as a lower cost method of providing customer service and support many of the 
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traditional channels for customer service were scaled back or eliminated…when was the last time you went to your cable 
company’s office to speak to someone about your bill? The consolidation of service delivery channels spurred even more growth 
in call and contact centers. 
 
In the past ten years an increased focus on efficiency has led to organizations working diligently to try to further reduce expenses 
in their contact centers and/or generate revenues to help offset or defray these expenses. The drive for ever increasing efficiency 
has led to a dramatic increase in outsourcing and offshoring of customer service and technical support activities, an increase in 
technologies to support self service and service automation within contact centers. 
 
What is the prognosis today for contact centers in recessionary times? They say that those who ignore history are condemned to 
repeat it and in this case the past presents strong themes which will govern the call/contact centers in the near term. The recurring 
themes have been: efficiency, technology and outsourcing, all three of these themes will continue to govern the landscape as we 
move forward into an economic slowdown or recession.  
 
All three of the themes (efficiency, technology and outsourcing) will continue to combine and drive changes in contact centers. 
Companies faced with uncertain economic prospects will tighten their belts and look for ways to reduce costs. This cost reduction 
exercise will lead to increased examination of outsourcing as a potential solution. Outsourcing can, when it is well researched and 
executed can reduce operational costs and at the same time maintain or even improve service quality. Offshoring the call or contact 
center activities can further reduce the costs, but carry a significantly increased risk of service and quality erosion. Outsourcing can 
reduce costs through three primary organizational traits: labor arbitrage (they operate in lower cost environments and pay less than 
in-house centers), technology (they employ state of the art technologies that in-house centers may find difficult to fund) and 
process management (outsource agencies only provide outsource services and as such they have developed very robust operational 
model and highly efficient processes that are often absent form in-house centers). 
 
They primary reason for an organization elected not to outsource their call or contact center activities is political, they have 
determined that they must serve their customers directly. Such organizations will look to technology as a driver for increased 
efficiency. Where once technology and the desire for efficiency motivated companies to create call centers to centralize and 
simplify service management, today technology and the desire  for increased efficiency now leads companies to promote tele-
working and home based agents. Home agents can access all of the tools that are generally available in a contact center and are 
delivered via the internet, often through a secured VPN. The voice can be delivered through the internet and/or through assuming 
the agents home phone line. Home or virtual agents reduce or eliminate the need for ‘bricks and mortar’ contact center saving the 
company on real estate and operating costs and further since the most common model is to employ home agents as ‘independent 
contractors’ the company eliminates their benefit and burden costs associated with employees, finally home agents have reduced 
expenses versus agents who work in a contact center: no transportation costs, reduced meal and wardrobe expenses and this often 
leads to lower labor related costs. Technology also can play a role in improving efficiency and reducing costs through the 
increased use of self-service options and non telephone contact channels. We are all familiar with the dreaded Interactive Voice 
Response  (IVR) system, that prompts us to enter one for this and two for that yet never somehow actually seems to have the 
information we seek nor any easy or logical way of getting to a live agent. IVR’s are ubiquitous today and are increasingly being 
replaced by voice enabled systems and systems such as Bells’ Emily that mimic a live agent interaction. More and more companies 
will direct inquiries to the web and reduce or eliminate access to live agents. Alternate communication technologies will also see 
increased use in poor economic times as they offer lower costs while still providing a level of service. These technologies include 
email integrated into the contact center, web chat and even SMS messaging. 
 
Companies and centers’ under economic pressure may intentionally degrade the quality of service they provide: increasing the 
average speed of answer, the abandon rate or the resolution rate and laying off staff. These tactics can reduce costs, but it is a 
dangerous strategy to risk customers’ ire in this way. 
 
Some companies will degrade service and, many companies will adopt or pursue Outsourcing, home agents, and technology 
enhancements and a few organizations may seize upon service as a key differentiating factor separating their contact center from 
those of their competitors. We have seen this happen already in the UK where a major bank in their television ads focuses on the 
fact that their contact centers are in the UK and not offshore. In the ‘Book of Five Rings’ it states “in chaos there is opportunity” 
and economic slowdowns and recessions can create chaos in contact center and service focused organizations. With most of the 
companies scaling back, degrading service, increasing automation there is likely a great opportunity for other firms to increase and 
improve service quality, and promote this as a key element of their value proposition. These same companies can employ outbound 
tele-sales and direct marketing to target competitors’ customers and increase share while the competitors have ‘hunkered down’ to 
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ride out the storm. 
 
Regardless of the tact your company elects to pursue in recessionary times, your contact will likely change and continue to evolve 
and each company must determine their own equation to calculate the impact on their company and brand of reduced service, 
increased automation on their customers’ loyalty. Regardless of the strategy employed we will be experiencing the Chinese 
blessing or curse of “living in interesting times”. 

   

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

Canadian Do Not Call Registry Starts in September  
Canadian Do Not Call Registry Starts in September  
By Jim Emerson  
The Canadian Radio-Television and Telecommunications Commission will launch a nationwide do not call list in Canada on 
Sept. 30, which will be mandatory to use for purging consumer telemarketing lists.  
DM News 

Update September 30, 2008 

The Canadian DNC Registry was launched today and the web site promptly crashed. One of the likely contributors to the site 
crash may have been that the toll free number that had been provided on the sight was incorrect. Not a great start. –TRG 

Offshoring good option for repetitive tasks 
Despite a trend by Australian businesses to retain customer service functions in Australia, the trend toward offshoring low-level, 
repetitive tasks is likely to continue.  
 
Callcentres.net director Dr Catriona Wallace said most Australian contact centres have a lower staff turnover, and their staff are 
better educated and encounter fewer linguistic hurdles (the most common problem leveled at offshore centres) but there simply 
are not enough people for the Australian market. In a full job market Wallace says it is unlikely that many Australians will want 
to do the simple and lower-paid work.  
 
\"By offshoring, not the premium service work but the high-volume transactional work, then the Australian contact centre job 
will be escalated to being a more sophisticated, problem-solving, relationship-based service work," she said. "This makes for 
more interesting and probably higher-paid work." Wallace predicts more work for Australian companies will go to the 
Philippines, where the risk of a query being lost in translation is low.  
Callcentres.net 

 

Poor customer service costing business  
Poor customer service continues to plague businesses, with a new study showing almost half of consumers are unable to have 
their problems solved by their service providers.  
 
The survey, commissioned by IT vendor BMC Software found 42% of respondents said their suppliers could not adequately 
solve their problems, while 20% had issues with inexperienced staff manning their calls. The survey said six out of 10 consumers 
had changed a supplier in the past year.  
 
Customer churn was estimated to cost local businesses $1.5 billion a year, with telecommunications companies the biggest losers. 
The study said telephone, mobile phone and broadband companies suffered the most from customer turnover, ahead of electricity 
providers, banks and insurance firms. Seventy-nine per cent of respondents singled out pricing as the main factor for leaving a 
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company, followed by a lack of incentives to stay loyal (48%).  
Callcentres.net 

 

Only 43 percent of Execs think their phone customer service is good 
 
According to a 2007 Forrester survey of executives, 57% of respondents thought that their company’s phone customer service 
was average, below average or poor. 

Ask the Experts
How do you deal with marginal performers? 

Recently while speaking at a conference I was approached by the manager of a call center who lamented that more than 20% of her staff 
are marginal performers. They know what they have to do to keep their jobs and ensure that they don’t do anymore than the minimum 
required. She asked what can I do with these staff so they don’t have a adverse affect on the other staff? 

 

Expert Answer 

Toxic staff- We have all worked with or for such people. They don’t enjoy what they do and want everyone else to know it. They can sink 
morale in a center faster than you could possibly imagine. There are a number of strategies you can take when dealing with these marginal 
performers, though none is fool-proof. 

Terminate them- The most obvious strategy, but not always easy to do. You will be amazed to see just how consistently a person can stay 
on the razors edge without providing grounds for dismissal. Sometimes you just need to bite the bullet and fire them, with the associated 
cost for the good of the center. In other centers, where unions are active this simply might not be an option. 

Direct incentives- Tie their compensation to their individual contribution. If money motivates them then this approach can have some 
traction, if they are willing to ‘buy-in’ to the process. If they won’t ‘buy-in’ then you are likely dead in the water. 

Team Incentives- The beauty of this approach is that it is their peers and not management that places the pressure on the sub-par 
performer. When the rest of the team realizes that their income is being adversely impacted by one individual you can see the power of 
peer pressure. Some times the poor performer comes around, sometimes they quit, and some times there is no impact at all. 

Put them in charge of something- Sometimes a poor performer is simply bored and doesn’t care who knows it. Placing them in charge of a 
research or benchmarking project can sometimes provide the degree of engagement required to bring them back to the fold. You must be 
careful in this approach however as not to be seen as rewarding ‘bad behavior’ or you might end up with a room full of poor performers. 

Get them out of the center- If they are toxic to others in the center and you can’t motivate or terminate, then get them out of the center. 
They can still be on your payroll, but move them somewhere else and get them working on a solitary project where they cannot 
contaminate other staff. This will not solve your problem, but will work fairly well to quarantine it. 
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Inside TRG 
Contact Babel 2008 North American Contact Center Report 

TRG has negotiated an agreement with Contact Babel, the publisher of the definitive annual contact center report for North America, and 
we are pleased to announce that TRG will be making copies of the 2008 North American Contact Center Report available at no charge to 



 

Copyright TRG, All rights reserved September 2008  Page7 

Customer Reach Subscribers. If you would like to order your complimentary copy please send an email with 2008 Contact Report in the 
subject line to info@thetaylorreachgroup.com and we will be happy to send you, your copy. 

Customer Reach circulation reaches 11,000 

With this issue Customer Reach has exceed a circulation of more than 11,000 copies, not including pass along readership. Customer 
Reach is consistently rated by it’s readers as relevant and applicable, with more than 50% of readers’ attributing change in their contact 
center to the publication. 

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

TRG assists Health & Fitness Technology Company manage surging call volumes 

TRG helped an established Health and Fitness technology company adjust their operational model to deal with surging call volumes, long 
wait times and unsatisfactory service levels.   

The Challenge: 

This very successful heath and fitness technology company achieved a great coup when they secured agreement to roll their technology 
out to a 10,000 location fitness chain. However the as the installations rolled forward so did the calls to the contact center. The callers 
were less comfortable with technology than was expected and required longer and more frequent calls to make them feel comfortable. The 
call volumes surged and the wait times kept increasing. Training was scaled back in an effort to get agents on the phones quicker. But this 
of course contributed to even long handle times and further reduced the service levels. The result of the disjointed training process was 
that some staff could handle some types of calls and other staff could not. In the month before TRG was called in to assist the center 
abandoned 72% of their calls, lost the center manager and had a service level of less than 16%. 

The Process: 

TRG analyzed the center data and assessed the staff, training process, volumes and service expectations. TRG developed a demand 
volume forecast and reviewed with senior management. It was obvious, that the company could simply not hire and add staff quickly 
enough nor could it provide enough training to new staff given the continuing increase in call volumes.  

The Solution: 

TRG recommended a novel solution. Changing the contact center from an answer and solve model to a triage model would allow the 
agents to handle cases that fit with their knowledge, training and skill base. At the same time it was essential that new staff were hired and 
properly trained to be able to service 100% of the call and case types received. To gain time to effect this hiring and training process TRG 
recommended the tactical use of an outsource agency. Within 24 hours of the outsource triage model being approved and within 48 hours 
of arriving on-site the TRG sourced the outsource agency, established call flows to deliver calls to the outsourcer, facilitated the required 
data connectivity to allow the outsource firm to create new cases in the client CRM system and had provided training to the outsource 
agency staff.  The outsource firm received the calls directly from the client queue, opened cases and registered them on the CRM. The 
client agents shifted to an outbound focus selecting cases they were trained to deal with from the case list. At the same time TRG 
established desired skills and competency maps for the client, extended these skills and competencies and developed and provided the 
associated assessment tests to the staffing agency being used by the client and scheduled a two-day initial training for 50% more staff than 
the center had before TRG’s arrival. The agency administered the assessments and provided the staff as scheduled 3 days after receiving 
instructions from TRG and 5 days after TRG arrived on-site. For this first time in company history they didn’t experience agent attrition 
through the training process and over then next two weeks the staff was rotated through the call center as well as through the training and 
installation departments to deliver the best possible training and understanding of the products.  

The Result: 

The service levels began to improve immediately with 79% of calls being answered the first day by the outsource agency. This would 
meet the 80% goal everyday thereafter. The non-serviced calls (abandons and voicemails) declined from almost 70% the day preceding the 
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outsourcing implementation to under 3% a day later. The backlog of cases went from over 400 to zero within 7 days. The staff through the 
enhanced training secured universal capabilities to answer all case types within two weeks and their First Call Resolution increase by three 
fold. All told TRG was only on-site for two and a half weeks and yet we helped the client significantly improve their service quality, 
service performance, load forecasting, training, first call resolution and customer satisfaction. All of this was achieved at a lower cost per 
call than was being achieved before TRG arrived. The clients summarized their satisfaction with TRG’s efforts, by remarking that they 
wished they had called TRG sooner.   

Classifieds 
Services, Offerings and Opportunities for Contact Center and Call Center professionals. 
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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 info@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,  

 Customer Satisfaction Consulting,  

 Contact Center Technologies,  

 KPI and Best Practices, 

 Quality Monitoring & Assurance, 

 Outsourcing/Offshoring Assessments, 

 Total Cost of Ownership Assessments, 

  Service to Sales Migrations,  

Award winning service...Reach Beyond!  

Phone or email John Cockerill today at 416-979-8692 ext. 201 

By email at  jcockerill@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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