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Staff Retention 
By Colin Taylor 
I was chatting earlier today with a conference organizer who wanted to get my opinion as to what the „hot‟ buttons were regarding 
potential conference topics that they could offer. This was reminiscent of other similar calls I have fielded over the years and one of 
the top 3 topics I have always suggested is staff and agent retention. This was a „hot button‟ topic twenty years ago and still is one 
now. 
 
So how is it that the same issue that „dogged‟ call centers two decades ago is still a „front burner‟ issue today? I think there are a 
number of factors that contribute to this: 
 

 The nature of turnover and staff attrition is such that you are never done this process, 
 Successive regimes have built up and eroded successful programs that addressed this topic, 
 Regular and expected fluctuations in employment levels and labor availability „hid‟ the problem for periods of time. 

Addressing turnover and attrition is a never ending process. With labor costs representing approximately two-thirds of your center 
operating costs, it is a battle you need to wage and a battle you really want to win. In this article we address a number of mis-
conceptions and truisms regarding staff attrition and turnover. We also present a number of actionable steps that you can take within 
your own center to address this issue. 

One of the first challenges that most organizations experience when trying to improve agent retention is that they do not have a good 
understanding of the „real‟ cost to the organization of attrition and staff turnover. Turnover impacts on centers in a number of ways;  
 

 The center Operating Budget, 
 Center wages, 
 Center Morale, 
 Service quality delivered to customers 

While all of these are important it is the last one on this list that can do the most damage to a brand, a business and the contact center. 
So how do you mitigate attrition, so that while it will always be with us, it has a minimal impact on the four areas highlighted above? 
First we need to ensure that we are all talking about the same things, so lets define the terms that we will be employing in our 
examination of staff retention; 

Attrition: a reduction in numbers size or strength 
Turnover: change or movement of people in and out of an organization. The aggregate replacement of workers. 
Churnover: change or movement of people/staff within an organization. 
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The first two of the above definitions are from Dictionary.com and the last one is of our own creation, but is in common usage in the 
call and contact center industry. Turnover represents a dichotomy in most centers; on the one hand it is bad, to be avoided and treated 
like the plague, yet at the same time it is method for introducing new blood and new ideas into the center. Regardless of the dichotomy 
turnover happens in all centers. It has been estimated that 5% of the active American workforce is unemployable (this percentage is 
likely similar in Canada and other developed nations) and yet prior to the most recent recession we saw some states reporting 
unemployment levels of under 3%. This suggests that at least 2% of the workforce working shouldn‟t be…are any of them in your 
center? 
 
It is important to measure turnover correctly. Many organizations cheat themselves by inaccurately measuring their turnover and 
„churnover‟.  To correctly calculate your turnover, take the total staff who left the call/contact center as a percentage of the total staff 
compliment.  So if 50 staff left the center throughout the year and the center employs 50 staff, the turnover is 100%. Some Managers 
erroneously only examine the positions replaced, so for example might say that 25 staff who were in place at the beginning of the year 
are still there at the end of the year so only 25 positions were filled with new agents and therefore a 50% turnover level. This is an 
inaccurate result however. Other incorrect practices include not counting staff who left during the probationary period or who do not 
complete their training. Yet another method of artificially reducing the turnover is not including staff that move internally (churnover). 
It is important to accurately calculate your turnover, if we are to determine the ‟real‟ cost of turnover for your organization. 
 

Impact of Productivity 

 

Attrition/Turnover is a result of the Selection, Recruiting, Hiring, Training and Deployment process for new staff. Knowing where you 
experience turnover in this process can help to identify and then address ways and means to improve the affected process. With the 
cost of a new hire from selection, through hiring, training and deployment running from $5,000 (US) to $10,000 (US) it is of critical 
importance to understand where the process is dysfunctional and can be improved. 
 
Agents in any center will move through a productivity continuum from their first day on the job. In many centers it will be six months 
or more before a new agent achieves the productivity of an experienced (6 month plus agent). So in short it will take 6 months for a 
new agent to attain the productivity of the agent they are replacing.  
 
Now each center will be different as their calls/contacts and businesses are different, but this can explain why simply applying 
headcount metrics often yield inaccurate results in many centers. I would encourage everyone to map this curve for your own center. 
Identifying this curve will allow you to determine the „lost productivity cost‟ associated with a new hire that should be a part of your 
cost of attrition calculation. 

 
 

 
In the above model you can see that in Month 1 the new agent only has 50% the productivity of an experienced agent. If the cost for a 
new agent is $2000/month, then you will need to budget an addition $1000 in month 1 to deploy additional agent labor to maintain 
your service level. In Month 2 this cost declines to 40% and the incremental additional cost to hold your SL is $800, in Month 3 
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productivity is at 70% so the incremental productivity top up is at $600, Month 4 is $400 and Month 5 is $200. In month 6 the new 
agent performs as well as an experienced agent.  

Calculating the Costs 

 

This exercise hasn‟t even included reduction in revenue generation (sales), cost of errors, cost of escalations and transfers etc. The 
incremental cost in this model is not insignificant, it totals $3,000 in additional labor expense required to maintain you service level, 
simply because 1 agent left. Now if 20 staff leave…you are quickly at $60,000 in incremental costs. How many of us have this 
incremental production maintenance cost in the operational budget? 
 
The reality is that each organization is different and will have different costs depending upon their business and more specifically their 
inputs; Agent rate, benefit load, recruiting costs, the impact on the center of „back filling‟ the agent position- this is the agent 
productivity costs we just completed (to schedule an agent to cover the shift of the agent who has left or is in training). There is also 
an impact on the quality assurance team; new staff are, in most centers the recipients of far more monitors than veteran agents, this 
represents a cost. So let‟s complete an exercise to identify the cost for your own centers… 
 

1. First identify the starting agent hourly wage in your center.  
2. Now add the recruiter, supervisory, Quality Assurance, and Contact Center Manager hourly rates  
3. Identify the percentage of the hourly rate that reflects the cost of benefits offered. For example if the medical, dental, and all 

other employee benefits is $3.33 per agent hour and you pay agents $10 per hour then this is a 33% benefit load. 
4. Next put in the number of hours your HR and/or recruiting staff will work on sourcing and hiring a new hire. This cost should 

be based on the following...# of interviews/hr and the # of interviews per hire. 
5. Extrapolate the number of hours for agents to back fill the agent position, the lost productivity times the hourly costs 
6. Multiply the recruiter rate by the recruiter hours and the same for the Supervisor, QA and CC Manager and lastly the 

Training costs (hours * agent hourly rate + trainer costs (hourly rate * hours)) - be sure to include trainer prep time, HR staff 
time to complete forms etc. 

 
It is important to include all costs in this calculation such as Advertising or Posting costs; Interview costs- if there multiple interviews 
with multiple attendees, you must account for each of the attendees‟ time for all of the interview meetings.  
 
The Quality Assurance cost needs to be calculated. A center that completes 4 monitors per agent per month on average, may do 16 per 
month on „new‟ agents will need to adjust their QA labour and customise to fit your centers practices. Remember to add the „back fill‟ 
agent hours and rate. If you are replacing an advanced agent you may wish to increase the hourly rate. 
 
For the training costs this table illustrates the process. 

 
 
The variables associated with this calculation include the length of the training program, the amount of trainer preparation time 
required (this model includes 2 days) and the amount of Team Leader/Supervisory time required in support of the training required. In 
this actual client model the cost is more than $8000! Of course the larger the class size will reduce the costs by amortizing the trainer 
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expense over a larger staff, but larger class sizes tend to produce  poorer performers. 
 
Turnover, churnover and some staff loss is inevitable. You must plan and budget for it.  
Building a budget with zero attrition will never be correct and it will force you to be asking for more money very early in the fiscal 
year. 
You must: 

– Include a defendable turnover estimate, 
– Include the cost of back-fill, recruitment, training etc. 
–  

Start with your actual turnover rate for the most recent year, complete the same calculation for the two years previous. The average 
and/or result of this calculation becomes your baseline. If you are taking no measures to address or reduce your turnover, just employ 
this number. If you are making systemic changes then you will need to identify „conservative‟ improvements and remove these from 
the rolled up costs. I must emphasize the importance of being conservative. In all budgeting it is better to be conservative than to try 
and pin down a number too precisely. Management would rather be pleasantly surprised by you coming in under budget, as opposed 
to asking for additional funds. 

Impact on Wages 

 

Any increase in „churn‟ (attrition, turnover, churnover) will result in additional staff in the center. This new staff will bring in 
perceptions from outside of the center regarding wages paid etc. In addition the staff that remains will often feel that they should be 
paid more money if it appears to them that they are the experienced and veteran staff. Both these events create pressure to increase 
wages and compensation even though quality and productivity are declining 
 
The higher the turnover rate, the higher the pressure to increase wages within the center. You can resist this pressure of course, though 
this can actually increase turnover. In most centers with high turnover see wage increases higher than those with lower turnover. It can 
be a vicious cycle...Higher Turnover => Management pressure to reduce turnover =>the easy answer is to spend more money by 
granting raises=> raises applied across the board=> staff that feel disadvantaged and experience lower morale=>increased turnover. 
The key here is that „across the board raises‟, selective and tactical rewarding of superior performers can be advantageous. 
 
The addition of new staff will dilute both the production and quality. Productivity is diluted as new staff will be as proficient of the 
staff that left. Quality will decline as the new staff will make more mistakes as they learn. 
 

Impact on Quality 

 

New staff erodes service quality in almost all situations. Most centers strive to compensate for this by increasing the number of agents 
monitors. In previous calculation we identified and incorporated those increased costs. Knowing the cost certainly does help, by 
benchmarking the degree of service erosion, but unless the coaching is likewise ramped up, do not expect to see a significant 
improvement. Of course to increase the coaching and monitoring will require additional labor, which is trained and proficient in 
providing these services. Ask yourself if you have these additional resources? And if not where will you source these staff resources? 
Or who needs to know that service will erode during this period without additional resources? 
 
A common solution has been to enlist supervisors and team leads to provide the additional QA resources. But what is the real cost of 
doing this? Reduced supervision, poor agent management and control: all of which reduces the operational effectiveness and 
efficiencies of the center. The quality issue is often best addressed by increased agent training and a slight increase monitoring.  Of 
course if your quality monitoring is outsourced, your service provider should be able to increase the number of monitors they 
complete, either as a whole or only focused on new agents. 
 

Impact on Morale 

 

In a high turnover environment expect to have morale issues. It is human nature to feel worse when there are problems around us. As 
productivity and service quality decline there is often an increase in tardiness and absenteeism. 
 
High turnover, attrition and a high change environment make people uncomfortable and nervous. This leads to morale issues. Staff 
will tend to keep their heads down if they are concerned over being fired. They will talk amongst themselves about the negative 
aspects of the organization, their boss and the company. This self focused dialogue can become a fire storm that feeds itself. As a 
leader you must interrupt this firestorm. Hold a staff meeting- review the situation, ask for their input. Be transparent if there have 
been layoffs or planned redundancies share this with the staff, including the timetable. If turnover is the problem, let the agents know 
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that you are working to solve this. Show your agents that you care about them, about the company and about the products and services 
and customers you support. Ask for their input. If you are at the bottom, there is nowhere to go but up. 
 
By recognizing the impacts of turnover, and churnover can have and identifying the costs to the organization you will have the first 
pieces of the puzzle in working to solve this challenge in your center. 
 
Let us know what you think of this article, please visit www.thetaylorreachgroup.com or send us an email at 

info@thetaylorreachgroup.com.  
 

The evolution of a Business Process Outsourcer  
By Colin Taylor 
 
As many of our regular readers will know I have been in this business for more than a few years, having started by selling magazine 
subscriptions through outbound calling for a Toronto based Service Agency in 1976. The industry has changed significantly since this 
time. The essence of the services being delivered are virtually unchanged, but the technologies has changed immensely. Even the 
business model of those engaged in the outsourcing has evolved and today continues to do so. 
 
Selecting an outsource call centre service provider can be a confusing. We have answering services; call centre service companies, 
fulfillment and mailing companies that offer call centre services and BPO (Business Process Outsourcing) organizations. Over the past 
twenty years or so the lines have blurred. It used to be the answering service organizations had no interest in calls longer than 30 
seconds and didn‟t possess technology tools such as ACD‟s. But the mass acceptance and use of voice mail significantly reduced the 
traditional market for the answering service, so many shifted their focus to provide more traditional call centre services. A similar shift 
occurred beginning in the late eighties as direct marketing services companies who already offered services such as lettershop, list 
management, fulfillment services saw that call centres offered another opportunity to serve their customers. Against this backdrop 
were the „pure play‟ call centre outsource services providers, didn‟t need to shift into the market space, they were already there, but 
did feel it becoming increasingly crowded.  
 
This crowding of the market put pressure on the „pure play‟ vendors to look at how they could expand their customer relationships and 
diversify their revenue streams. At the same time there was growing acceptance of outsourcing of a broad range of business services: 
transcription, data entry, account management, HR, finance, fulfillment, etc.  The big challenge to these firms then is the same as any 
call centre service vendor today who wants to move towards becoming a BPO. In this article we will examine some of the challenges 
that you will face if you seek to embark on this journey. 
 

BPO is typically categorized into back office outsourcing - which includes internal business functions such as human resources or 
finance and accounting, and front office outsourcing - which includes customer-related services such as contact center services.  

Having been down this path myself I know how difficult it can be, when you look to diversify your range of services. For example 
what services should you offer? Ideally these services should be ones that can be completed by your existing resources during low call 
volume periods or staff with similar skills (and similar base compensation). The services should, wherever possible allow you to 
increase „share of wallet‟ of existing customers by offering ancillary services that they purchase elsewhere. For a traditional call or 
contact center these services can include service such as data entry, transcription, forms processing, small volume fulfillment, white 
mail management etc. Of course for most organizations that have call centre roots these other offerings would follow the creation of 
separate service teams for Customer care, versus Technical Support, and interactive services groups. At Watts we diversified into a 
broad range of services which ultimately included: contact centre (customer care, tech support, interactive), pick and pack fulfillment, 
distribution services, lettershop, laser printing, database management, coupon redemption, and list management.  

http://www.thetaylorreachgroup.com/
mailto:info@thetaylorreachgroup.com.
http://www.eliasonfamily.info/blog/?p=995
mailto:ctaylor@thetaylorreachgroup.com
http://en.wikipedia.org/wiki/Back_office
http://en.wikipedia.org/wiki/Human_resources
http://en.wikipedia.org/wiki/Finance
http://en.wikipedia.org/wiki/Accounting
http://en.wikipedia.org/wiki/Contact_center
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In the case of most large scale BPO operations they separate their services to reflect service offerings set out in the following chart. 
This chart illustrates the ease and/or challenges of outsourcing various function from the perspective of „closeness to the business‟  
and the „internal knowledge intensity‟ requirements. It is interesting to note that the services rated „low/low‟ are increasingly 
commoditized in terms of pricing. 

 
Of course it can be quite challenging for a traditional call or contact centre operator to diversify outside of their usual practice area and 
comfort zone. It is one thing for a call centre outsourcer to add data entry employing the same staff in off hours and quite another to 
decide that they should be offering outsourced HR services. In many cases effectively adding these other (unrelated) services require 
the addition of new core competencies within the organization. These competencies can be grown internally. Though this is a long and 
tedious process and more commonly are added through either the acquisition of a company providing these services; or the acquisition 
of an experienced Subject Matter Expert (SME), who possess detailed operational knowledge of this business and has a successful 
track record in building this competency to operational viability. In order to succeed in any meaningful manner creating, a new 
business unit requires significant funding of personnel and technology…this is not for the faint of heart.  
 
You will need to manage the new business unit as a standalone business, that will likely lose money for a time, assume 12 months, 
before it turns a profit. This isn‟t always an option or an attractive option to the traditional call/contact center service provider. Service 
extensions more closely related to the core business are often more attractive and usually turns a profit more quickly 
 
For a call or contact center operator service extensions can include adding outbound or technical support to your existing inbound 
customer service offering. Interactive services can be added directly leveraging existing technology or partnering with a service 
provider. These vertical extensions can be successful without a significant investment in additional personnel expertise or technology. 
Extending your services into other elements of clients processes could include data entry, fulfillment services, imaging, check 
processing etc. 
 
 
Let us know what you think of this article, please visit www.thetaylorreachgroup.com or send us an email at 

info@thetaylorreachgroup.com.  
 

http://www.thetaylorreachgroup.com/
mailto:info@thetaylorreachgroup.com.
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Inside TRG
 
Busy Month 
It has already been a busy month so far. In the past four weeks TRG consultants have been working in call centers and contact centers 
across Canada, including centers in Halifax, Quebec, Montreal, Hamilton, Winnipeg, Saskatoon, Edmonton and Vancouver. Our projects 
include working with eCommerce, Not for Profit and environmental call centers. Other projects include IVR redesign for a US mobile 
communications organization, and a major Bank. The Canadian economy has rebounded faster than in the US, but our level of activity in 
the US has increased dramatically over the past three months and we are looking forward to engagements in Arizona and California. 
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TRG attending Call Center Week 
Colin and John will be attending Call Center in Las Vegas at Caesar‟s Palace June 14 to 18th if you are interested in meeting or getting 
together during the conference just drop John or Colin an email. 
 
 
TRG Sponsoring ContactBabel the US Contact Center Decision-Maker's Guide 
The US Contact Center Decision-Maker's Guide, the major, primary research-driven report about the US's contact center industry is to be 
published this fall. TRG is pleased to once again be a sponsor of this high quality report, “This is likely the highest quality report available 
to most call and contact center operators on the US contact center market”, said TRG CEO Colin Taylor. 
 
Drawing upon years of primary research and analysis, ContactBabel has identified contact centers' seven greatest business concerns: 

 Improving Quality and Performance 
 Maximizing Efficiency and Agent Optimization 
 New Media and the Customer of the Future 
 Increasing Profitability 
 Choosing a Location 
 HR Management and Improvement 
 Choosing a Strategic Direction 

 
This 250 page report will be available in Q4, 2010. If you are interested in receiving a copy please contact Colin Taylor or John Cockerill. 
 
 
Contact Numbers for TRG 
With our move to our new location (55 Nugget Ave, Suite 217, Toronto ON M1S 3L1), we have upgraded our telephone system. Our new 
hosted pbx provides seamless call management for all consultants regardless of their location. So if you need to contact one of the Taylor 
Reach team you can call them on our toll free number 877-979-8692 and enter their extension number. If you are looking for assistance or 
would simply like to discuss what we could do to assist you with your contact center here is the list of our senior consultants and their 
extensions; 
 
Colin Taylor -  Toronto  ext- 200 
John Cockerill -  Toronto  ext- 201 
JD Fairweather- Atlanta  ext- 204 
Gloria Kurant- New York ext- 206 
 
6th Annual Call Center Conference and Expo in Istanbul 
Colin Taylor will be speaking at the upcoming 6th Annual Call Center Conference and Expo in Istanbul, Turkey, Oct 25th and 26th. Colin 
will be speaking on Strategy and specifically on “Customer Roadmap, Customer Experience and Customer Satisfaction: Planning the 
Journey and Executing the Plan. For more information on the conference click on the following link 
http://www.istanbulcallcenterexpo.com/index.php?page=index&lang=eng  
 
Surge Occurring in Multi-Channel Spending Budgets 
A whitepaper by Parature cites a TSIA study that suggest that Customer Service technology spending will decline in contact centers by 
12% while Multi-Channel spending will increase by 8%. Of course multi-channel includes a number of activities that can be included in 
contact centers such as email, chat, self service etc. but what this illustrates is a continued and accelerating shift to multi-channel.  This 
forecast mirrors a trend we have seen in our own practice. In the past year we have completed four projects where we assisted clients in 
sourcing and/or deploying new multi-channel technologies, operating models and processes and procedures.  
 
 
 
 
 
 
 

http://www.istanbulcallcenterexpo.com/index.php?page=index&lang=eng
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Case Study 
In this regular column we review the successes that TRG is part of.  
 
Improved Service Quality, Reduce Cost and create a Profit center at Specialty Retailer  
The Challenge:  
An International specialty retailer never expected Ecommerce to become large and successful. What started out just a few short years ago 
as a couple of people answering phones in support of the website grew to more than 50 people. The call center was increasingly viewed as 
a cost center. Management was reluctant to keep adding staff to what was seen as adding little value to the company  
The Process:  
A Strategic Assessment end-to-end review of each of the 'moving-parts' within the call center infrastructure was conducted to establish a 
baseline and identify priorities. The engagement assessed the people in the call centers, their skills and competencies, the processes, 
procedures, operational methodologies, technologies, quality and service practices and business objectives. The results were compared to 
proven operational practices. The comparison gap and the business objectives were analyzed to find the high value high return projects and 
tasks that could be completed by the management themselves.  
The Solution:  
TRG recommended and implemented a number of initiatives including redesigning the operational model, empowering agents, introducing 
multiple channels (email, chat and IVR) and shifted from a call center to a contact center.  
The Result:  
The center went from a cost center in 2008 to more than million dollars profit in 2009. Productivity improved by 54%, while the cost per 
contact declined by 47%. At the same time reduced call handle time, improved first call resolution, increased answer rate by 33%. The 
Service Level attainment improved by over 50% in the year. With the work still in progress we anticipate even more improvements in 
2010.  

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

 

http://www.amazon.ca/Excel-Call-Centers-Bill-Jelen/dp/1932802266
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Testimonials 
“Colin's years of Call Center experience have resulted in him becoming one of the premier experts in this field. He has helped countless 
companies improve their Call Centre and Customer Service processes, and his monthly Newsletter provides valuable information and 
advice for all of those who are lucky enough to subscribe. In one place, you can find industry happenings, statistics, advice on 
problems/questions, case study information and much more. It's invaluable, and an easy on-line read, which makes it even more valuable 
in my view. I would recommend contacting Colin if you find that you are having problems providing the service you want in your call 
centre. Although his business is recommending and providing call centre solutions, he will not hesitate to be honest with you and tell you 
that with a few changes, you can manage everything on your own. This is an honesty that I value highly.”  
Senior Customer Service Executive, Readers Digest Asia 

 

“Colin is one of the leaders in the Contact Center industry. He really understands the key drivers of this business. He always showed me a 
better way to understand each side of this very complex business. He really helped me to develop my knowledge and view of Contact 
Centers.”  
EDS 
 
“Colin's vision, direction and management style was motivational and inspiring as he grew the business. Working along with him on many 
new and exciting ventures I admired his ability to build strong relationships with customers and suppliers, his strategic and visionary 
thinking, business savvy, and his supportive nature for his employees.” 
Customer Care Manager, BMO 
 
“John was retained by Advantex to lead a prototyping effort to outsource the sales cycle of a new business concept. John and his team 
worked diligently on this Proof of Concept, proving that business could be sold over the phone; this was an important step forward for 
Advantex, in terms of validating the opportunity to decrease the cost of sales, as well as confirming that it was a viable alternative to feet 
on the street. John took a complex offering, which worked in person, and broke it down to a workable over-the-phone pitch. John was a 
pleasure to work with every step of the way on this POC.” 
VP Advantex 

 

“Colin's depth of knowledge greatly enhanced the results. His recommendations made good business sense, and created a good outcome 
for the company and the employees. I trusted the research and the deliverable he and his company provided in a timely manner.” 
Customer Service Executive, Rodale  
 
“Colin understands the complex service requirements needed to support large multi-channel companies and he is able to articulate those 
needs to a range of audiences. Once the needs are defined, Colin has the ability to create a roadmap and structure for a given project, 
communicate the plan effectively, and deliver the desired results within the defined timelines. Colin is a creative thinker and has deep 
industry knowledge that would make him an asset to any company that engages in his services.” 
Senior Contact Center Executive, Best Buy 
 
“John is a true pleasure to work with. A leader in every sense of the word. John has the ability to motivate, guide, and instill confidence - 
All within a 3-4 minute phone call. You can always depend on John to give a swift and direct cure to any dilemma you may get stuck in.” 
Outsource Service Provider 
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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 
55 Nugget Ave, 
Suite 217, 
Toronto  ON 
M1S 3L1 
Phone - 416-979-8692  
Fax     - 416-642-2644 
The Taylor Reach Group, Inc. provides Strategic and Operational customer interaction consulting services that deliver Operational 

Innovation breakthroughs in Contact Center operations. Download our corporate brochure at 

http://thetaylorreachgroup.com/pdf/taylor_reach_group_corporate_brochure.pdf  

Award winning service and more than 200 years of industry experience serving ‘Fortune 1000’ companies. Extensive North American 

and International experience with both captive (in-house), remote agent and outsource centers. More than 14,000 agent desktops 

worldwide employ TRG designed operational business models. 

Delivering Operational Innovation to your Contact Center 

 Contact Center Consulting,  
 Customer Satisfaction Consulting,  
 Contact Center Technologies,  
 KPI and Best Practices, 
 Contact Center Performance Assessments, 
 Commissioned Research,

Quality Monitoring & Assurance, 
 Outsourcing/Offshoring Assessments, 
 Total Cost of Ownership Assessments, 
  Service to Sales Migrations,  
 RFP and RFI Development and Management 
 Site Location Selection, Analysis and Research 

 

Award winning service...Reach Beyond!  

Phone or email John Cockerill, President today at 877-979-8692 ext. 201 

By email at  jcockerill@thetaylorreachgroup.com  

Phone or email Colin Taylor, Founder & CEO today at 877-979-8692 ext. 200 

By email at  ctaylor@thetaylorreachgroup.com  

 

Offices in Toronto, New York, Atlanta & Australia 
TRG are proud members of: 

     
The Taylor Reach Group, Inc. 
E-mail:  info@thetaylorreachgroup.com 

www.thetaylorreachgroup.com      
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