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Staff Retention Part 3 Improving Retention Today
By Colin Taylor
In our last article we dealt with the issue of turnover by asking the question “Are your Supervisors driving your turnover?” It has been
said the people join companies, but quit Supervisors, and as we saw this can certainly be the case.
In this article we look at what you can do today in your center to reduce attrition. There are many ideas, methods, tools and tactics that
you can employ to reduce attrition that require time to implement, develop the business case, ROI calculations and secure funding and
management approval. But what can you do today, right now, at little or no cost that will actually improve retention in your center
immediately? In this article we will address a number of options that are open to you and that have proven successful for other
organizations. Specifically we look at rewards and recognition, ways you can involve, engage and otherwise motivate your agents,
today.
There are a number of proven techniques that can improve staff retention and we address these under the headings:
 Understanding Rewards and Recognition
 It‟s not just the Money
 Recognition is over rated
 Motivating without money
 Building Community
 Challenges equal Opportunities
Before we examine how to improve retention it is critical we have an understanding of what the current situation is. Do you know
what your turnover rate is? Do you know why people are leaving your center? We have worked with many managers that have
answered yes to these questions. Only to later to have them ask to revise their answers. It is critical that you know or at least believe
you know the answers to these questions as we begin drill down through the challenges of retention management.
All centers today employ rewards and recognition within their centers, some with robust unified programs and others moving through
a series of one-off tactics. Many of the centers however in both of these camps do not have a good grasp of human nature or what truly
motivates people.
The recent recession caused many call centers to scale back. They thinned the ranks of management, fewer VP‟s per square inch, and
reduced or froze headcount and budgets. So doing more with less really has become doing more with none. On top of the budgetary
and economic issues, we have seen a change in the agents working in the centers.
Gen X and Gen Y employees are different. They have different expectations, motivations and a different view of what is important.
They represent new challenges in engagement and motivation. You need to approach Gen Y employees differently in order to engage
with them.
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Finally remember that tactics are short term. One off campaigns, contests and incentives are quickly forgotten. Wherever possible you
want to develop Reward and Recognition programs and incentives that are strategic. That is to say they support and align with the
goals of the center and those of business. Strategic and structural programs endure and become a part of the fabric of the center.
Having said this, don‟t discount the value of using money as an incentive...It is still the right size, shape and color, but it should not be
the only tool in your rewards and recognition arsenal.
One fact that many centers have reported is that their staff has become more transient. Staff is not career focused…some just want a
job and not a career. Some may be working in the center until they find a job. What does that say about their perception of the call
center and the company?
Turnover is a fact of life and will always be a concern to call center operators. And like it or not our Supervisors are likely not as well
selected or trained as we would like them to be. All of these factors were true in call centers 20 years ago, so has anything really
changed?
Time and time again you hear experts and pundits espouse that recognition is all you require to have a happy and engaged
workforce...unfortunately that isn‟t correct.
Recognition is wonderful and makes those being recognized feel special and valued, but alone it is not enough to solve retention
issues.
By themselves recognition programs have a number of shortcomings: Event and time based programs end, „First past the post‟
generally results in the same cadre of agents winning all of the time- remember our Mastery agents...they should be winning all the
time! If you cannot win, you will quickly give up trying. In this situation the reward program that was implemented to motivate and
incent agents is actually a disincentive.
The key to long term success and ease of management is to implement programs that are aligned with the objectives of the center.
So what is meant by alignment? Well programs that support the attainment of the objectives and goals established for the center. For
example if one of the centers objectives in 2010 is to improve First Call Resolution by 5%, then an incentive or recognition program
tied to FCR or reducing repeat callers or increasing the percentage of customers who identify “fully resolved” on the post call survey
are all examples of aligned programs. Programs that recognize those who achieved a 10 second reduction in AHT is not aligned with
the objective unless its‟ scope is expanded to include a while improving FCR. In fact in the AHT example it is quite likely that this
program would actually reduce FCR at least in the near term as agents rush callers off the phone and struggle to find faster ways of
doing things.
Similarly programs that incent sales can be great, but if that is not a center objective it is not aligned. Look at it this way – There are a
lot of achievements that can be seen as positive improvement in a call center, but not all of them will be aligned with the stated and
published business objectives of the center; reduce AHT, reduce costs, increase sales, improve center profitability, reduce calls, reduce
cost per contact, increase FCR, increase CSAT, improve ESAT etc. All of these can be identified as call center business goals. But
none of these operate in a truly independent manner. We know that a call center is an interconnected web of processes, people,
technology and methodologies and many of these elements are connected...some in obvious and others in far more subtle ways. We
know this intuitively.
A couple of real world example of non-aligned incentives: One services company set the center objective to reduce costs...this is likely
one goal we are all familiar with. So the center management decided to offer and incentive for agents who attained an AHT of under
200 seconds. For each call they handled under 200 seconds they had their name entered into a draw for prizes. At first the results
appeared stunning almost every agent reduced their AHT from 220 -230 seconds to sub 200. On the third day however that the center
manager noticed that the call volume was rising significantly above the generally accurate forecast. They were at a loss to explain
why. On day four it twigged...they found through monitoring that they were getting lots of complaints from customers reporting that
when they called in the agent would hang up on them before they were finished. Closer scrutiny found that yes; in fact the agents were
hanging up on customers. In fact some even told the customers that they would have to call back because the agent had used up all of
their time for the call – Ouch
Now a real outbound example, one company had an inside sales team that sold new business to a large prospect database. Now the
database had been cobbled together from multiple sources and had a lot of holes in the information, missing addresses, postal codes
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etc. The manager determined, reasonably, that if they had better information in the database then they would have fewer orders with
incorrect and/or inaccurate information which required rework. So the Manager implemented an incentive program that paid the rep
$.50/ updated record. This worked, in fact it worked so well that once the agents realized that they could make as much if not more
incentive dollars by simply updating records versus selling the service, they stopped selling...Now I ask you what should be the
primary role of an inside sales team?
We know that other companies and organizations struggle with the exact same issues as we do. How do these firms motivate their
staff? Before we dive any deeper on what programs could be deployed, let‟s look at some of the recognition and reward programs that
other organizations are employing.















Rotating Trophies for Top Performers each month.
Decorating agents‟ workstations whenever they meet their daily and/or monthly goals.
Managers calls: where the center Supervisor and Managers take the reps calls for an hour while the Rep coaches the
manager.- The Scooter Store
Reps pick songs and select management staff who must perform them.- Freedom Communications
Call swapping- If an agent gets 100% QA score on 3 calls, The manager takes 3 calls for the rep.- Galileo Processing
Top performers each month have their Manager pick them up every day for a week and drive them to work
Earn a chocolate for a perfect call or a call resolved in X minutes. Each resolution (or perfect call) gets a round of
applause from the whole center.- Wipro BPO
80/20 Elite Team, the Pareto principal rewards the top 20% of agents. They get a separate lounge, flex shifts, first choice
of time off and are groomed for management roles. This is run and reviewed each quarter. – Wipro BPO
Placing a rose on the seat of an agent who has gone above and beyond.
Campaign pins, like military ribbons or scout badges placed on the agents nameplate on their workstation.- Embarq
Producing „Baseball‟ cards of your star performers- Embarq,
We rely on Dr. Bob Nelson book “1001 Ways to Reward Employees”, it has been invaluable.- The McNaughton Group,
Earning points for every call with FCR over 90, points redeemed out of a catalogue
Call center radio, top performers get to pick the songs that will play in the lunch and breakrooms

There are lots of good ideas here, but most are tactical, one-offs and some you can see that are a part of larger, over arching program.
Many of these tactics could however be integrated into a strategic program. One other thing you will notice is that almost all of these
reward on the „best‟. We know from experience that these types of programs do little to motivate or engage the „rest‟.
Tactical versus strategic- how can we move beyond the individual recognition event? The answer is to move beyond the tactical and
develop an aligned culture and community that delivers superior service? This requires structure and design, both of the real world
examples I cited earlier shared the design flaw that the managers didn‟t think through the process. They also didn‟t appreciate that
agents are smart....if there is a way to „game‟ or cheat a system, they will find it and exploit it.
So how do we build an enduring structure in our call center that will support engagement, motivation and allow us to deploy aligned
reward/recognition programs that succeed in meeting the objectives of the center and the business? But what happens if we can
design an environment where the agents push us? What happens when the agent is proactive, rather than reactive? But what happens if
we can design an environment where the agents push us? What happens when the agent is proactive, rather than reactive?
Structural design focus creates a push model where staff is motivated to succeed and grow. Structure must be designed and aligned
with the objectives we wish to obtain. It is a lot of work to keep staff motivated and engaged. It seems that we are always introducing
new programs, pushing the agents to perform, pushing our goals.
So where do we begin our structural design? At the beginnings, by looking at how the agent perceives their role and the progress they
make over their career.
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Agent Career Progression

Hiring/Recruiting

Career Path/ACM

Recognition

Agent Employment

Successful Career

Job Description

Peer Feedback

Monetary Comp

This simplified fish diagram above shows and agent career progression with a call center. At the left they go through the hiring and
recruiting process. They start and become familiar with the details of their job and role. They are introduced to the ACM (Adequacy,
Competency, Mastery) or other career path and understand where they can progress to. They receive and provide peer feedback
helping them improve. Their improved results are recognized. They move up a level and receive increased compensation. Hopefully
they continue on to have a successful career with the call center. To understand how this framework can be the underpinning of a
successful structure let‟s examine each of the elements in the career progression.
Hiring & Recruiting
Good bye mirror test. Previous experience is not a reason to hire anyone. Bernie Madoff has 30+ years as a successful money
manager. Anybody want to hire him? Hire people who are best equipped to succeed. Doing so reduces turnover, especially in the early
stages. The best way to achieve this is to employ skills and competencies: map your best agents...don‟t hire others cast offs....there is
generally a reason why they aren‟t working there anymore. Don‟t take someone's word that they have attention to detail or can
type...test them. Where you can‟t test them, taking pride in a job well done, establish specific interview questions that will be used by
all interviewers...such as tell me about something you did really well and are proud of...who did you tell, how did you explain it to
them, why did do this, how did you do this differently than others might have. Of course interview questions are subjective and
present more risk than an objective test, but if we ask enough questions related to a topic area and approach the questions from a few
different angles you tend to be able to weed out those who are making it up on the fly.
Job Descriptions
Almost every center I have been in and I have been in thousands have job descriptions. But fewer than 10% actually have accurate job
descriptions that reflect what is done in the role. Your job description must detail specifically what the position entails, state what the
performance metrics will be employed to measure agent performance, tell them what performance they will need to attain and
maintain, tell them who they report to, any dotted line relationships and cite the roles and positions that this job is a prerequisite for. If
you are employing ACM share with them the matrix showing what they need to attain to move up the food chain.
When agents know what is expected, how it will be measured and where they can move to if they succeed most will work towards this
goal. Their motivation comes from within and not from the outside. Do not fall into the habit of creating new job descriptions for all
special projects or short term assignments. Each job description should include a reference to special projects and of course the “other
duties as management may assign” clause. A special project or new responsibilities do not necessarily require a new job description.
These are just changes in job tasks not changes in the job.
Career path/ ACM
A McJob- can be defined as one that doesn‟t lead anywhere. Is this what your staff believes? You need to show them where they can
go, within the center and beyond. You must Define, document and publish the career path. When you have a map, it is easy to work
towards a goal. Share your ACM model, or other defined career path. Share the career flow options with the agents. Let them know
that your role as their manager is to help them succeed, because the more they succeed the more you as the manager will succeed.
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Peer Feedback
People can become jaded just listening to their supervisor telling them what they need to do and how to improve. The context changes
instantly when the guidance is coming from a peer or a mentor. A peer feedback program empowers staff to share their knowledge.
The agents and mentors will also learn through coaching. Coaching and mentoring benefits both the giver and the receiver.
If you employ a Voice of The Customer (VOC) program or call logging or recording in your call center it is quite easy to leverage this
facilitate Peer feedback. In short a Voice of the Customer or VOC program employs call recordings either random or based upon
specific themes to provide senior management with insight into the types of calls and details of the calls being received in the center.
These calls maybe scored by your QA group or not. To leverage your VOC or base call recordings segment calls by agent and provide
these to all members of a Peer group. Your peer group could be all agents in the center if it is small, or a specific existing team or you
might wish to create a new peer group specifically for this purpose so that you can mix supervisors teams and/or include SME‟s in the
group. Regardless of the peer group constitution, once you have distributed the calls to the peer group you meet once a week to
provide feedback to one agent.
If you have 6 people in the peer group and review 3-5 calls per week this will represent approximately 1 hour of „off-phone‟ activity
that needs to be included and planned for in their schedule. The objective of each meeting is to review the agent calls. Now since all
agents will be likewise assessed on a rotation basis, people tend not to be overly critical, rather they focus on constructive
suggestions…how else could you have answered that question…when I had that question, I replied with…, have you tried… all of
these informal coaching sessions can be very productive. In fact often these are seen by the agents as more beneficial than their
traditional coaching sessions with their Supervisor or the QA team as they know that their peers are also „do-ers‟. You know what they
say….”those who can‟t do teach”
This peer feedback should not replace your existing quality program. Rather it should augment it. Organizations that have
implemented Peer Feedback in addition to their existing quality programs have seen much faster improvement in agent skills.
Recognition
The first step in building a structure is recognizing what is important to the center. In most centers what is important includes:
Performance, Improvement, Leadership and Coaching/mentoring. Performance is likely the single point on this list that your senior
management will discuss with you, but the fact of the matter is that without the other three points in place it is much harder to achieve
improvements in performance.
So you will need to provide recognition in all of these areas. Before deploying any recognition or reward programs in any of these
areas identify the metrics to employ and be sure that they will give you the information required. If you cannot identify specific
metrics that are objective, I would suggest you pass on the program. Any program that is based on a subjective assessment will be
tainted. Next you must look at other unplanned for outcomes that could occur and if there are any ways for the agents to „game‟ the
system.
Don‟t just recognize the best...the losers can get bored and stop trying. So recognize the top performing team in FCR, CSAT, Quality,
Sales, Tickets closed etc, as well as the most improved Team in these areas, Ask the teams perhaps to nominate one member of their
team for a leadership award based on predefined criteria (could be a weighted combination of their teams FCR, CSAT and Sales
Revenue). Recognize peer contributions; who provided the most coaching who is not in the QA team? How many sessions did they
participate in? What was the average or aggregate improvement of the agents coached etc.
There are so many ways to recognize the winners which are cheap and easy...preferred parking, pick your shift, wall of fame, lunch
with the CC Manager or CEO, ride along with sales or service for a day, certificates, posted in reception, identified on the readerboards (LCD‟s), billboards, newspaper, on the website, on the intranet site, the company Facebook page a twitter to all.
If we look beyond no cost low cost incentives and rewards there are a huge number of options available to you. Trips, hotel stays
visits to other offices, cash, dinners, conferences etc. These rewards will tend to fall into two categories: Work related and non work
related. Both of these can have value- the work related ones (trips to other offices, conferences, seminars, dinner with the CEO) all
allow the recipient to learn.
This learning will help them to improve their understanding of the company or of the call center industry. Both of which can pay
dividends in their positions, equipping them better to win future rewards. The non work related rewards (trips, hotel stays, dinners,
cash etc.) both improve the recipients‟ quality of life, albeit briefly, but also allow them to share their reward with their significant
other. This is also a chance to show off. This improves the recipients desire to win again. Thereby increasing their motivation to win
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future rewards. Both of these approaches can work well, I prefer business related rewards as they not only reward the individual but
also benefit the call center and the business. This provides a better match to the career path of an individual than a dinner out possibly
can.
One of the more interesting rewards we were involved with was a quality award at an outsourcer/BPO who was working with Ford.
The reward for the highest quality score average at the end of each year was the use of a Ford vehicle for the next year- at no cost.
A caution however on „big ticket‟ rewards, obviously „big ticket‟ incentives can cost a lot, and can represent a significant portion of
your incentive budget. Personally I would prefer to run a number of smaller incentives rather than 1 big one. Big rewards tend to be
won by the top agents…really as it should be, but very quickly less skilled agents will give up trying and pretty soon you can find
yourself having just two or three motivated agents chasing this prize and 40 who have given up and are not motivated.
When giving monetary rewards, be sure that these are structured as re-earnable rather than as permanent rewards. In some centers they
pay a bonus of $.50 or a $1 per hour to all monthly reward winners or those who exceed threshold levels the next month. This
however is re-earnable, which is to say that if I win 3 months in a row I will get the bonus, but if I fail to do win or achieve the
threshold the next month, I don‟t get the bonus and my compensation drops down to my base level.
Of course despite all of the discussion around strategic structures and rewards there is a place for tactical rewards. That is to achieve
tactical objective. An example of this would be to increase staffed hours during a known volume peak period. Where a bonus maybe
paid to all agents who pick up 10 extra shifts in a month. Tactical goals will by definition be short term and allow you to realize the
goal in this period.
So as you finish this article what I would hope you take away from this recognition review are that there are numerous inexpensive
ways to motivate your staff, that retention and motivation isn‟t just about money, that you need to structure your retention, rewards
and recognition program to recognize what is important and lastly that structure, transparency, alignment and engagement can help
you to reduce attrition 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.

Operational Indicators – Average Handle Time (AHT)
By Turaj Seyrafiaan
Have you ever wondered what is behind any of the contact center operational indicators? Why do we measure what we measure and
what do they mean? In this article we tackle one of the most important indicators; Average Handle Time or AHT for short. AHT is
the total amount of time (on average) that an agent spends on a contact. In a call center environment (voice), AHT includes Talk
Time, Hold Time and After Call Work time (ACW). As the name indicates it is the historical average for thousands, perhaps millions
of calls handled by the center over a reasonable period of time.
Many of today‟s efficiency measurements go back to the early days of Call Centers when the role of the center was simply to answer
telephone calls. Call centers were viewed and operated as a cost center and the operating philosophy was to maximize the efficiency
(no mention of effectiveness), thus reducing the operating costs. As a result, efficiency measurements such as AHT, Service Level,
Occupancy Rate, ASA (Average Speed of Answer) and Calls per hour became the necessary indicators to manage any given call
center. AHT became the main indicator when managers realized its impact on Service Level, staff requirements and the operating
budget. The Lower the AHT, the lower required staff and therefore the lower operating expenses!
Improving AHT – Process
So, how do we lower the AHT? This is the amount of time that an agent spends on a file (talking to the customers and doing the
necessary after-work), so improving the agent‟s performance seems to be the most reasonable route. In fact we have seen contact
centers managers who set a new AHT target based on their budget and then asked their agents to reach the new target. “Let‟s motivate
our agents and reward them to go through the calls faster! That should do it”. Unfortunately that will not work (not really). Agents
will reduce the AHT in many ways (sometimes via truly undesirable behavior) to reach those targets and associated rewards, as they
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were asked. The overall results, however also include, lower quality calls, reduced sales and/or increased call volume.
So what is the solution? Since AHT is the outcome of the “Contact Handling” process, the solution must focus on optimizing the
process itself. To do that one must begin by understanding the current state of the process using the process map of the contact flow.
Such maps can indicate the areas of the Contact Handling process that can be streamlined, re-positioned or perhaps even eliminated.
The first focus, however, must be given to the effectiveness of the Contact Handling process and to creating a smooth exchange
between the agents and the customers. Next would be using the available technology to assist agents in moving through the process
more efficiently. Technologies such as CTI (Computer Telephony Integration) with Screen Pop – when installed and operated
correctly - can significantly impact the process and enhance the efficiency of the Contact Handling process without sacrificing the
quality/effectiveness of the contact by eliminating the “who are you” step in the process and saving the associated 20 seconds or so.
Lastly, effective use of a comprehensive knowledge base can assist agents not only by providing the necessary but sometimes obscure
knowledge about the center‟s products and services, it can also provide templates and frequently used commands completing a
customer request, speeding up the process and further reducing AHT.
Improving AHT – Agent Performance
Optimizing the Contact Handling process by streamlining it and using the appropriate technology can go very far in improving the
operational results. However, like every other process in the contact center environment, Contact Handling is performed by the agents
and here is where the agent‟s Training and Coaching as well as the center‟s Rewards and Recognition program can lead the agents to
reach the potential for the optimized AHT. Keep in mind that AHT for the center is not a target but rather a mathematical outcome
(sum of all agents). In order for each individual agent to reach their potential best performance, it is necessary for the management to
be able to measure not only the individual AHT but also the breakdown between talk time, hold time and after call work time (ACW).
Assuming that the center‟s ACD (Automatic Call Distributor) is programmed properly and agents are familiar with and employing
properly the use of “Make Busy” and/or “Not Ready” stages, the above numerical data for each agent can be easily calculated. Such
data can point to the areas for improvement for each individual agent (no two agents are alike) to work with their coaches and to
enhance their performance which will lead to the overall improvement of the results for the entire team and the center.
When Better Is Worse?
Although lowering the AHT seems to positively impact the overall budget, it is not always the case. In fact many centers have faced
the opposite! To find the reason, one must look beyond the pure efficiency and start looking at the overall effectiveness picture. The
customers contact a center to receive a desired service or product (from simple information to account maintenance to product
ordering and billing issues). If such services are not provided fully – for example a required mailing address or fax number is left out
– the customer has no choice but to call back!!! The overall impact: even though the AHT has been reduced, the overall numbers of
contacts are increased. This increase not only can nullify the effects of AHT reduction, but increases the overall work-load of the
center and in turn the overall staff requirement and operating budget!! In few cases, contact center managers claim their achievement
in creating an efficient contact center and blame those increased call volumes for their budgetary problems.
Bottom Line
AHT is one of the most important operational indicators for any contact center. It is a key input in scheduling and calculating the
required staffing. In a contact center with large volume of calls a small reduction in AHT can result in a significant reduction in
operating costs. As mentioned AHT is the outcome of the Contact Handling process and as such any attempt to reduce the AHT must
start at optimizing the process. Such enhancement must be considered as part of the overall contact center performance to ensure that
the quality of customer service is not diminished or better yet it has improved.
Let us know what you think of this article, please visit www.thetaylorreachgroup.com or send us an email at
info@thetaylorreachgroup.com.

Inside TRG
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. The following is an excerpt from the conference website.
Welcome to the Contact Center Exchange
Building on the success of our inaugural Call Center Exchange, we now present to you the Contact Center Exchange, being held June
13 – 15, 2010 in Las Vegas, Nevada. As 2010 reveals itself to be a year for transformation within call centers, executives are incorporating
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more social media and technology into strategy, looking at outsourcing trends as a means for reducing costs, and developing a more
proactive strategy for addressing customer concerns. Call center executives are sourcing knowledge, tools and solutions that allow them to
meet the challenges of an evolving industry while still focusing on core competencies such as agent management, increasing in customer
satisfaction and overall optimization of contact center operations.
Join your peers at the 2nd Contact Center Exchange to discuss growing trends and emerging ideas that will assist you in re-engineering a
strategy that reflects the economy and the latest technology, while increasing the quality of service to meet the needs of your customers.
For more information on the conference click here
Guaranteed ROI

60 Minute free
Tele-Consult
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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 John Cockerill Turaj Seyrafiaan JD FairweatherGloria Kurant-

Toronto
Toronto
Toronto
Atlanta
New York

ext- 200
ext- 201
ext- 211
ext- 204
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 25 th 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

Case Study
In this regular column we review the successes that TRG is part of.
Assisted a Major Utility to design its Contact Center from the ground up to support In-Sourcing of
Customer Care
The Challenge:
One of the largest utilities in Canada had some years earlier outsourced 100% of the customer service and customer care operations. As
time progressed the outsourced became increasingly less desirable and presented significant challenges in delivering the level and quality
of care desired by the client. As a result the utility determined that they wanted to in-source their customer care call center and asked Colin
Taylor and his team at the Taylor Reach Group to help them with this task.
The Process:
Colin and his team of consultants began at the beginning, defining with the client their desired requirements, locations, staff ratios and
operational models. TRG worked with the client to define the scope of work and establish parameters for the execution of the project.
The Solution:
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Specifically TRG: conducted research to assess availability of Turn-key centers within the defined location area, developed site selection
target markets, confirmed interest and availability suitable for the client and customized the proprietary TRG 130 point site selection
model to meet the client‟s needs, issued the RFP, received and scored responses and presented our findings. Based upon the clients‟
desired service approach TRG developed a contact center strategy and operations and staffing model. The new centers would also require
the appropriate technology to manage inquiries from their millions of customers. TRG worked with the clients to develop requirements
and desired functionality, developed the RFP, the scoring and assessment methodology and managed the entire selection process until the
short list was revealed to the final two proponents.
The Result:
As a publically regulated utility the client was required to submit all of TRG work for examination an scrutiny by the regulator and
interveners. At the end of the process the client has secured approval to proceed and is in the process of implementing the TRG
recommendations for the sites selected, technology selected, and the contact center, customer strategy developed for the client by TRG,

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 Center 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
center. Although his business is recommending and providing call center 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 - 416-412-1171
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/Off-shoring 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, 60 Minute Free Tele-consult, ROI Guaranteed...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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