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Operational Indicators – Financial Metrics  
Cost per Call / Cost per Minute, Operating & Capital 
Expenditure / FTE 
By Turaj Seyrafiaan 
 
In the last three issues we discussed various operating indicators.  Those indicators were measuring and representing the 
efficiency of the operation.  In this issue, we step beyond the pure operation point of view and will look at some of the 
financial indicators and metrics that are a part of call and contact center operations.   
 
As more and more contact centres are treated as a separate business unit, it becomes necessary for contact centre 
management to deliver expected services while improving their bottom line financial results.  Failing to provide services 
within a given budgets or financial targets puts pressure on the management team to reduce services, offer lower quality 
service or both!  Even without such financial pressure, providing services at a high cost creates opportunities for other 
centres (outsourcers) to offer better financial results (i.e. profit) to the organization and as a result, make the internal 
contact centre redundant.  As contact centres evolve, it is the responsibility of the contact centre management to 
understand their financial results (cost of providing services) and continuously improve it.   
 
While overall financial requirements and results are indicated and discussed as either Capital or Operating Expenditure, a 
more granular, detailed and specific indicators are required to understand and measure the improvement in the efficiency 
of the contact centre.  The most common indicators are Cost per Call and Cost per Minute. 
 

Cost per Call 
 

This is an overall indicator representing an average cost for each call (this indicator can be expanded to Cost per Contact 
to include all types of contacts including emails and chat).  This indicator can be calculated based on historical data or for 
the current year.  What is included in the cost varies from centre to centre depending on what items have been included in 
the Operating Expenditures (We will talk more about Operating vs. Capital Expenditure later in this article).  In majority 
of cases, the costs include salaries (Agents, Supervisory, Management and support staff), technology (software licensing 
and maintenance) and telecommunications.  Other organizations may include less evident costs such as benefits, Real 
Estate/rent and utilities to provide the total (and more complete) cost of delivering / receiving a contact. 
   

Inside this Issue              
Operational Indicators – Financial Metrics ............................................................................................................................................ 1 
The Customer Experience and the Call Center....................................................................................................................................... 3 
Inside TRG ................................................................................................................................................................................................10 
Should you Outsource your QA Monitoring? ........................................................................................................................................12 
Case Study .................................................................................................................................................................................................14 
Testimonials ...............................................................................................................................................................................................15 
 
 

mailto:tseyrafiaan@thetaylorreachgroup.com�


 

Copyright, The Taylor Reach Group, Inc. October 2010 2 
    

 
Cost per Call provides a valuable piece of information as well as providing a reality check about the operation.  As this 
indicator provides the average cost for each and every call, it brings the focus not only to how that money is spent and 
how to improve the service delivered (combination of AHT and service level), but also how many contacts are being 
made and if they can be reduced.  Analyzing the numbers could also point to a less costly method or channel that can 
provide the same (or similar) level of service with the same customer satisfaction.  As an example it is widely accepted 
that Self Serve contacts (automated) are less costly than a live contact and hence typical push to provide more and more 
automated services.  (When doing such comparisons, one must consider the potential negative impact on customer 
satisfaction and eventually on customer loyalty). 
 

Cost per Minute 
 

As mentioned before, Cost per Call provides an average cost for each and every call or contact.  This number can be 
broken down for different channels (if present) to provide a more accurate data, but what about different types of contacts 
within the same channel?  For example one call might be a simple update of address while the next call has to do with 
obtaining a mortgage or car insurance!  In these cases, calculating and presenting the average cost may not offer 
meaningful data as average handle time for each call will be greatly different.  In these situations Cost per Minute would 
be a much better indicator as it provides a common base for comparison and operational improvement.  By definition, 
Cost per Minute is not dependant on AHT and only provides data with regard to cost structure of the centre (people, 
technology and telecommunication) and the impact of the occupancy rate (the higher the rate, the lower the cost per 
minute). 
 
Which one of these two indicators should be calculated, reported and used?  The answer depends on the variety of the 
calls at the centre and the desired details and accuracy.  If AHT is consistent across different call types (minimum 
variance), then Cost per Call can provide complete information while easier to calculate.  On the other hand, for centres 
with a full range of call types (simple to complex) and call lengths (short to long) it is better to use Cost per Minute. (One 
can always calculate costs for each specific type of calls based on its AHT).   
 
The issue of the Cost per Call vs. Cost per Minute becomes more important when dealing with outsourcers as it may 
become the main cost parameter in the contract.  It has been said that Outsourcers typically prefer Cost per Call, as this 
framework allows them to concentrate their improvements on AHT, and as a result increase their profit margin.  Cost per 
minute (along with an agreed Service Level) does not provide the same framework for outsourcers to improve on the 
profit margins by reducing the AHT. However a Cost per Minute model could encourage the unscrupulous outsourcers to 
increase Handle time to increase profit margins. 
 

Operating vs. Capital Expenditures 
 
Traditionally, in any organization, a business unit must handle two different set of expenses.  The larger and infrequent 
items such as purchase of Real Estate, furniture, desktop computers and major software are treated differently both in 
terms of P&L (Profit and Loss) reporting and for taxation purposes.  These expenses are considered and reported as 
Capital Expenditure.  The ongoing and recurring expenses such as salary and benefits, utilities and smaller infrequent 
items are categorized and reported as Operating Expenses.  What is the difference between the two?  Well, the answer lies 
at how each of these is treated.  By default, majority of the larger items are one time or perhaps infrequent expenses and 
are for physical items that have an expected life longer than a year (such as a desktop computer).   In effect, even though 
an organization may have incurred the total cost at the beginning (incurring the cost should not be mistaken with payment 
options), the benefit from the item lasts much longer.  For that reason, such costs are amortized or spread over the 
expected life of the item and only certain portion of the cost (depreciation) is included in the Profit and Loss statement.   
Operating Expenditures, on the other hand are those expenses that occur on a regular basis (on-going) for the services 
(and products) that are consumed regularly (such as agents salary).  These types of expenses do not have an expected life 
and are directly related to the operation of the business unit.   
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In simple term, Capital Expenditures, are the money that is invested in creating a business entity (be it a contact centre or 
a manufacturing unit), while Operating Expenditures are the cost of operating that entity day in and day out.   The overall 
cost used in calculating the Cost per Call or Cost per Minute is usually based on the Operating Expenditures and does not 
include the Capital Expenditures, the exception to this treatment would be where outsourcing or a ‘carve out’ where assets 
would be purchased by the outsourcer. 
 
In today’s call center environment there is less clarity between Capital and Operating Expenses due to the rise of cloud 
computing, SaaS and hosted solutions. All of these developments allow companies and call centers to forgo capital 
expenditures to secure and employ a vendor’s solution and instead pay a fixed monthly rate per user. Heretofore these 
costs would have been Capital purchases, but today become Operating Expenses. 
 

Full Time Equivalent (FTE) 
 

One last operational indicator, although not specifically financial, is the Full Time Equivalent or FTE for short.  As 
discussed in previous issues, many contact centres hire part time employees to complement their full time work force.  
Although having part time employees provides flexibility in work force management, counting the number of agents 
directly as a head count does not provide an accurate picture (especially in terms of salary).  For this reason, and for the 
purpose of planning and financial reporting, majority of centres use the working hours to convert the number of part-time 
staff into equivalent of a full-time employee (for example if two agents each work half the time, for the year, they would 
be considered as one Full Time Equivalent or FTE).  In these cases, the operating budget is based on the total FTE for the 
year and the contact centre management can decide how and when to utilize the total budget.  It should be noted that 
typically in a contact centre, staffing (salary, payroll expenses and benefits) can account for up to 75% of total operating 
expenses. 
 

The Bottom Line 
 
The overall operation of any business is dependant on its ability to successfully manage its limited financial resources.  
The above indicators are used to assist contact centre management to understand and improve the final financial results.  It 
is important to understand the costs the center incurs and what choices and options the center and organization have in 
relation to reducing these costs. Poor service isn’t always less expensive than superior service. A best-in-class 
organization can provide excellent customer service while operating within reasonable and sustainable financial results. 
 
 
Let us know what you think of this article, please visit www.thetaylorreachgroup.com or send us an email at 

info@thetaylorreachgroup.com.  

The Customer Experience and the Call Center 
By Colin Taylor 

Like culture, all companies deliver a Customer Experience. Also like culture, it isn’t always what the company intended. 
It is often a poor customer experience.  

Not surprising, few companies do. And all of us who don’t have a Customer Experience model in place are in good 
company. According to a  recent Forresters’ report  while 90% of executives said that the customer experience was very 
important or critical, only 11% consider themselves to be very disciplined in their approach to customer experience. 

http://www.thetaylorreachgroup.com/�
mailto:info@thetaylorreachgroup.com.�
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Copyright, The Taylor Reach Group, Inc. October 2010 4 
    

Let’s look at an interaction with a call center from the customers’ perspective 

 

As you can see from the above illustration the customer expectations and emotions rise and fall as the call progresses. All 
of us who have listened, monitored or taken live calls know this to be true. What are the ‘pain points’ on the call we 
looked at earlier? 

• Service Level – waiting too long to get the call answered, 
• “Unexpectedly high call volume” – unexpected volume or poor forecasting/scheduling, 
• Policies etc. 

At all of the key points during the call the agent has an opportunity to support the brand messages and to meet the 
customer expectations or not. Of course it is far simple to suggest that the agent could have done x or y. The truth of the 
matter is that it is the company that makes the decisions that impact the service delivery.  

The agent can really only work within the parameters the company sets out. It is the company that determines the grade of 
service that they want the call center to meet. It is the company through the center management that forecasts the calls and 
contact volumes and sets the schedules for the number of agents on shift. It is the company that establishes policies and 
procedures that the agents must adhere too. 

Now let’s not place on the blame on the call center and its management solely. It is the marketing group that creates and 
sends the messages that create the customer expectations which leads the customer to place calls into the call center with 
these expectations. 

So how can we ensure that your customers receive the experience we would like them to have? An experience that builds 
loyalty; An experience that supports repurchase; An experience that reduces customer churn and attrition. 

Before starting to architect the Customer Experience, let’s start by defining it 
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The key elements of any Customer Experience related to the contact center must include: 

1. The ease of access – to information, to purchase, to inquire, to complain or to fix a problem, 

2. The speed of access – Service level, hoops customers have to jump through – how many times do they have to 

enter their account number etc. time to return an email or resolve a trouble ticket? 

3. The quality of interaction- Where they able to get done what they wanted too? Was it easy, was it efficient, 

logical? 

Customer Experience is the experience that a customer has when interacting with a company. This includes how they 
chose to interact with us and how easy it is for them to complete the interaction. 

IBM defines Customer Experience as “The designed interaction between a customer and your organization”. The key 
element of this definition is the design element. The message here is regardless what your customer experience is and 
regardless whether it is good or bad, it is what you have designed through your actions, processes and procedures. 

With this definition in hand can now look at how we can design our desired customer experience. 

To do this we need to start at the beginning. Few companies today are looking at the customer experience holistically. For 
those that do consider the question of Customer Experience, it is often only a marketing concept...how should our stores, 
marketing and advertising look and feel to support the brand.  

The call centre is generally not connected organizationally to Marketing and most often resides under Operations or Sales. 
This distance between silos can mean that the Marketing group has little understanding of what takes place in the call 
center. This despite the fact that centers are the single most common communications channel an organization can have 
with its customers. Purdue University found that 92% of customers judge an organization based upon the interactions they 
have with a company’s call center.  

So how can we as call center executives join the dots between the desired customer experience and customer satisfaction 
to deliver the result through our call centers? Like with any travel, once you have a destination in mind you can then 
develop a roadmap to get you to where you are going.  

But we have a few challenges in developing a roadmap...For one thing we do not know where we are starting from.  

We know that most companies have not defined and documented their customer experience. So how can we expect to 
know where we are at now and how we are doing? 

The first step in our process is to assess and determine where we are now; we need to understand what the customer 
experience is today. 

First, we need an inventory of the channels, methods and touch-points through which our customers interact with us: 
phone, email, chat, mail, in-store etc. Do all of the touch-points end in a common single CRM that tracks each ’touch’ the 
company has with their customers? What about marketing initiatives: email blasts, SMS, print media, daily specials, white 
mail, etc.  

Second, we need to analyze the customer satisfaction metrics (CSAT) and reports we have in place for each of these 
channels. You are not alone if you don’t have metrics to report on all of these channels; - this is the first step you will 



 

Copyright, The Taylor Reach Group, Inc. October 2010 6 
    

need to complete! On what channels do you measure CSAT, and where is it not measured?  

Let’s examine the channels where no CSAT measurement is taking place. Is this because a conscious decision has been 
made not to measure it? Have we determined that we can’t measure it? Has it been determined to be unimportant or has 
the idea of measuring CSAT on this channel not been considered? Remember that old management tenet, “you can 
manage what you can’t measure’. 

With your CSAT data in-hand, ask yourself is the data comparable? Are you asking the same question for each channel or 
do you ask different or somewhat different questions? If you are asking about satisfaction with the company or brand on 
one survey and asking if they were satisfied with their last call center interaction or agent, you are asking two separate and 
distinct questions. Unless the questions are the same you can’t aggregate the results. So if you are not asking the same 
questions then you have your second take away. 

With comparable data you can chart the CSAT across all communication channels. Look at the results and what do you 
see...If you are like the majority of organizations you see a much lower level of satisfaction than we would like to see... 
almost two thirds of 15 verticals surveyed  had a customer experience average  scores of 70% or less.  

The CSAT score is the customers’ opinion of the service interaction quality for the interaction they have just completed. 
In the same way our internal quality assessment scores are our satisfaction with our agents being able to address all of the 
elements that we think should be important to both the customer and the company. In the vast majority of organizations 
these two assessments measure two distinct elements. They are not the same. 

Sad or not the scores that our customers have given us are their opinions of the service we provide. This is the customer 
experience we have now. This is the result of the service model we have designed and put into place. 

The last step in defining the current customer experience is to look at what messages we are providing to our customers 
and prospects. To gain an understanding of what these messages are look at the company Mission Statement and 
Company Values...are you speaking of ‘World Class Customer Service’ or ‘Committed to quality’ or satisfaction or 
customers are a priority etc.  

Keep in mind that it has been said that the accuracy of a Mission Statement is inversely proportional to its length. That is 
to say that the longer the mission statement the less likely it is to be true, or realised to be true. It has also been said that 
“If the mission statement doesn't fit on a T shirt, it's too long.”  

Next meet with the Marketing people and review their current marketing campaigns and messages...do the company 
mission/value/vision statement and the marketing messages match the customer experience we are delivering? 

It is important that when examining the marketing and brand messages that we see the emotional aspect to most messages. 
People make decisions on emotion – then rationalize with intellect. What this means is how the messages make them feel 
has a great deal to do with how a customer will feel about a brand, a product or a service interaction. In call and contact 
centers we often focus narrowly on what can and can’t be said. Maya Angelou said “I’ve learned that people will forget 
what you said. People will forget what you did. But people will never forget how you made them feel.”  

This can be a two edged sword. If our advertising and marketing make them feel warm and fuzzy about our brand and 
products. This is good and will be remembered. Many centers employ scripts or provide little latitude to empower the 
agents to make decisions to satisfy customers. Customers are also likely to remember how angry, frustrated, stressed and 
unhappy interacting with the call center made them feel. In too many organizations the Marketing department and the call 
center are working in opposite directions even though the success of the company is their shared objective. 
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Marketing = Promise

Product = Delivery

A Customers’ Progress

The 
Customer 

Experience

 

In the diagram above we can see the shift from the promise that Marketing makes to product delivery and the service 
supported by the call center. When considered in terms of how a customer perception is shaped the excitement or 
anticipation starts high and often degrades with the reality of delivery and after sales service.  

Let’s look at a hypothetical organization with the following Mission Statement; 

“To deliver World Class Customer Service to our Customers, by providing access to our products and services the way 
our customers want them, when they want them, while providing a positive, enjoyable and productive environment to our 
employees and delivering superior returns to our Shareholders” 

From this Mission Statement we can see what the company values: 

• World Class Customer Service, 
• Unfettered access to products/services- based on time and based on channel, 
• A productive, enjoyable and positive environment for staff, 
• Superior returns for Shareholders 

As we continue down the process we have set out a few minutes ago we would then meet with Marketing to discover the 
attributes of the Brand. The following is a reasonable set of attributes associated with our hypothetical brand; 

Accessible, 
Cares about Customers, 
Daring, 
Different, 
Energy, 
Fun, 
Glamorous, 
Stylish, 
Trendy, 
Youthful, 
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By looking again at the original emotional call flow we reviewed earlier we can now match the experience to the desired 
Brand attributes 

Brand Attributes Delivered- Aligned Corrective Action 
Accessible No- long wait times, IVR front end Improve Service level 

target and performance- 
Improve forecasting and 
scheduling, add more staff. 
Offer more channels 
(Inbound calls, emails, 
chats, SMS, Social Media, 
Mail etc.), 7 x 24 hour 
access 

Cares about Customers Not apparent- understaffed, long 
wait times, unfriendly policies 

Improve access, agent 
hiring. Training to reflect 
desired attributes 

Daring Perhaps, but not in a good way. 
More ‘daring’ to deliver sub-par 
service while claiming to be 
committed to superior service 

Lose IVR,  

Different Experience is the same as phoning 
your wireless provider 

Lose IVR, Dedicate agent 
to resolve customers 
problem 

Energy Not Evident Agent profile, hiring and 
training 

Fun Not Evident Agent profile, hiring and 
training 

Glamorous Not Evident  
Stylish Not Evident  
Trendy Not Evident  
Youthful Not Evident Agent profile, hiring and 

training 
World Class Customer Service No- poor access, understaffed, 

undifferentiated 
Be Accessible, set and met 
superior service levels, set, 
measure CSAT- Offer 
customer to call back and 
speak to same agent. 

Looks after Employees Center will have high occupancy and 
likely lots of unhappy customers- 
this does not describe Looking after 
employees. 

 

Profits for Shareholders Possibly well aligned – Poor service 
can (but doesn’t always) cost less. 
But the profit can be at the expense 
of brand erosion. 

 

 

With the ‘current state’ of our Customer Experience picture in hand, we can next look to the experience we wish to create.  
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Do the Mission/Vision/Value and Marketing messages support the Customer Experience we want to create? 

What descriptions and phases would we use to define this experience?  

What descriptions would our customers use to define this experience? 

Now describe how we want a customer to feel following an interaction? 

The answers to these questions become the starting point of aligning the contact center with the brand message. 

We are now equipped with a number of building blocks that we will need to develop our customer experience roadmap. 

Look at complaints. Map the processes required to support delivery of desire customer experiences. Identify policies and 
procedures that are in opposition to the identified customer experience descriptors?  Identify all processes, policies and 
procedures that are not aligned with the desired Customer Experience and raise these with management for discussion, 
review and revision. 

To summarize the steps in designing a Customer Experience Roadmap are as follows; 

1. Know what the current experience is, 
2. Know how you are measuring the experience, 
3. Understand your policies, processes and any negative customer impacts, 
4. Plan changes and tests, 
5. Measure improvements/reductions as a result of tests, 
6. Roll out positive changes and continue other tests,  

Or displayed graphically 
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Let me know if you would like more information on this topic please email me directly at 
ctaylor@thetaylorreachgroup.com  or visit our website at http://www.thetaylorreachgroup.com  as we have a number of resources 
which may assist you in the process of implementing Customer Experience mapping and measurement 

 

Inside TRG
 
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  
 
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 Q1, 2011. If you are interested in receiving a copy please register here. 
 
Freebies and Giveaways 
Taylor Reach recently published a 20+ page eBook on Agent Retention in Call and Contact Centers and we already have more than 300 
downloads, and lots of compliments.  
 

Free Agent Retention eBook Available  

Labor represents two thirds of the operating costs in most call centers. Managing Attrition, staff retention, turnover is an essential to all 
centers. 
Created by; The Taylor Reach Group, Inc. the new eBook “How to Improve Staff Retention in Your Call Center” is the result of thirty plus 
years of hands on Operational management experience by its author Colin Taylor. Similar content has been delivered at countless 
workshops Colin has completed around the globe. The average price for these workshops is over $1,000 per attendee. You can gain the 
same insights today for zero cost. 
In the eBook you will discover; 
• The reasons why turnover and attrition are never-ending processes, 
• The significant impact turnover can have on your agent productivity, 
• How to calculate the ‘real’ cost of attrition in your center, 
• The impact of turnover on Wages, Morale, Quality, and the Customer Experience, 
• How to assess you centers’ agent career process, 
• Leadership strategies that lead to reduced attrition, 
• How to employ Rewards and Recognition to gain the best result, 
• How to motivate Gen X versus Gen Y, 
• How to Align your hiring and training process to deliver the desired results,  

To receive your complimentary copy of “How to Improve Staff Retention in Your Call Center” please register here.  

mailto:ctaylor@thetaylorreachgroup.com�
http://www.istanbulcallcenterexpo.com/index.php?page=index&lang=eng�
http://thetaylorreachgroup.com/services/reports-and-white-papers/contactbabel-the-us-contact-center-decision-makers-guide/�
http://thetaylorreachgroup.com/services/reports-and-white-papers/how-to-improve-staff-retention-in-your-call-center/�
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We are also offering our acclaimed Multi-Channel Contact Center primer, Toward a Multi-Channel Contact Centre – Email and Chat: 
Emerging Contact Centre Technologies. You can download your copy here. 

 

 

 

 

 
Guaranteed ROI 

60 Minute 
Discovery Free! 

http://thetaylorreachgroup.com/services/reports-and-white-papers/multi-channel-contact-center/�
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The International Contact Center Expo and Conference provides a unique opportunity to interact and network with industry 
leading operations, technology, and customer care executives from global companies representing many industries. You’ll get 
access to the most recent contact center products and services as well as tactical content that directly impacts your 
productivity. There’s no better place to share information, network and get a first-hand look at business-enhancing contact 
center solutions.  
 Best rates are available now – Register Today   
If you attending the ICCE event and would like to meet with Taylor Reach please send John Cockerill an email. John will be 
attending this event and would love to meet with you. 

Should you Outsource your QA Monitoring? 
The Taylor Reach Group Inc. (Taylor Reach) offers 3rd Party Quality Monitoring Service (3PQM) to selected clients.  

Major issues for many centers is time, or lack of time required to complete the ‘call monitoring’ consistently, objectively and regularly. 
While all supervisors acknowledge that monitoring is important they are usually so pressed for time that listening is a “if I can” activity. 
How often has your team failed to meet the minimum number of monitors in a month?  

Also because each supervisor does the listening and scoring as discrete tasks there is often no roll up of the agent’s scores team or group 
levels; and virtually no historical tracking of overall center performance. In short with no roll up or historical tend tracking your Quality 
program is little more than mini-performance review of the agent.  

Of course each Supervisor will score differently and often will treat individual agents differently as well. This is bias. The bias can be 
favoritism, or discrimination. Internal Quality Monitoring is fraught with challenges including the conflicted role of the Supervisor as both 
the Assessor and the Coach. This duality can actually lead to reduced performance [1].  

3PQM services solve these and other problems associated with listening and scoring calls by providing an independent and objective point 
of view to all the people involved. 

 
[1] Meyer, Kay and French (I965)  
  

Why Trust Taylor Reach? 
    Taylor Reach’s 3PQM service provides your company with: 

• Scoring Calls consistently, regularly, and objectively  
• Objective Measurement  
• Coaching Guidance  
• Reporting Hierarchy: Agent, Supervisor, Manager, Center Levels  
• Objective and Impartial Feedback  
• Surfacing of Systemic Center Based Opportunities for Improvement  
• Recording and Assessment of Data  
• Custom Reports and Reporting Frequency  
• Experienced Multi Lingual Assessor Team 

http://www.internationalcontactcenter.com/?utm_campaign=content&utm_medium=external&utm_source=customer%20reach%20newsletter&utm_content=&utm_term=&MAC=ius_crn_0810�
mailto:jcockerill@thetaylorreachgroup.com?subject=ICCE%20�
http://www.listbox.com/login/compose/edit-message.html?draftId=8793F106-B178-11DF-B363-398D7E697F76#_ftn1�
http://www.listbox.com/login/compose/edit-message.html?draftId=8793F106-B178-11DF-B363-398D7E697F76#_ftnref1�
http://www.internationalcontactcenter.com/?utm_campaign=banner&utm_medium=external&utm_source=customer reach newsletter&utm_content=&utm_term=&MAC=ius_crn_0810�
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3PQM Benefits  
Benefits of The Taylor Reach Group’s 3PQM Program includes: 

• Timeliness – calls are monitored and feedback provided to the company immediately.  
• Objective – Feedback is always based upon defined and documented standards. Accepted as more credible by the agents.  
• Consistency – All calls (for all teams) are evaluated in a consistent manner without personal bias either pro or con.  
• Improved efficiency – Call center supervisors can deal with issues and exceptions and agent coaching.  
• Regularity – Calls are always pulled, monitored and scored. No excuses, no exceptions. Never miss a goal or deadline 

again.  
• An objective look at the agent and customer reactions during the calls, which leads to feedback to the company with 

suggestions for revising and improving the Quality process.  
• Continuous Improvement – Provides hard quantitative evidence for continuous quality improvement program. A complete 

historical record, sortable by agent, supervisor, team, attribute etc. provides the means to ‘slice and dice’ the data to identify 
points of operational and systemic improvements.  

• Reduce Costs – more calls in less time, better reporting and more supervisor hours focused on the agents. 

This is a quality focused program approach, not just an agent monitoring program, putting better information into managements’ 
control. 
Read a Case Study Here 
 
This virtual service is available to centers of all sizes and locations, with or without their own recording solutions. 
For information or a quote please contact ctaylor@thetaylorreachgroup.com 
 
Contact Numbers for TRG 
With our move to our current 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 
Turaj Seyrafiaan -  Toronto  ext- 211 
JD Fairweather-  Atlanta  ext- 204 
Gloria Kurant-  New York ext- 206 
Bill Polston-  Chicago  ext- 209 

http://thetaylorreachgroup.com/case-studies/outsourced-quality-monitoring-3pqm/�
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Case Study 
In this regular column we review the successes that Taylor Reach is part of.  
 

Assisted an eCommerce Contact Center Reduce Cost and Improve Efficiency 

The Challenge:  
An International specialty retailer had never expected Ecommerce to become large and successful. With stores in Canada, the 
United States and around the world, this retailer had enjoyed great success in the 'bricks and mortar' environment. 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 serving customers. 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 by 
TRG consultants 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 ‘Best 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 assessment results were set out in an 86 page report that identified more than 90 specific recommendations. 
Working in concert with senior management at the specialty retailer identified more than 30 specific recommendations to be 
initiated. These recommendations included both ‘low hanging fruit’ that could be captured without assistance from the 
consultants and complex projects that required skill sets and experience that the client did not possess internally. 
The Solution:  
TRG recommended and implemented a number of initiatives including redesigning the operational model, demand 
management, improved forecasting, empowering agents, introducing multiple channels (email, web chat and IVR) and shifted 
from a call center to a contact center. Specifically TRG researched technology solution providers to deliver ‘cloud’ based 
technologies that could support the call center. Vendors were vetted and selected to offer email management, hosted IVR and 
web chat capabilities. While previously an auto attendant had processed and streamed calls into the call center there was no 
ability to conduct data dips to assist customers. By added a robust solution customers gained the ability to track their orders 
through the IVR in addition to on the website. Email had long been a communication channel for the call center, however 
there was not an formal or integrated system in place, the center had simply employed Outlook. While a great tool this email 
system made managing email assignments, allocation, escalation, and reporting a difficult, impossible or manual process. The 
new email management system provided end to end tracking and reporting and included a ‘suggestion engine’ that suggested 
responses to the agent based upon key words and responses previously sent. The improvement in response time and quality 
was significant. Chat was a completely new channel that allowed customers to interact with the center while on the website 
and could be delivered on a lower cost basis. The customer feedback and satisfaction with chat has been very positive.  
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! 
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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 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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	Operational Indicators – Financial Metrics
	Cost per Call / Cost per Minute, Operating & Capital Expenditure / FTE
	The Customer Experience and the Call Center
	By Colin Taylor
	Like culture, all companies deliver a Customer Experience. Also like culture, it isn’t always what the company intended. It is often a poor customer experience.
	Not surprising, few companies do. And all of us who don’t have a Customer Experience model in place are in good company. According to a  recent Forresters’ report  while 90% of executives said that the customer experience was very important or critica...
	Let’s look at an interaction with a call center from the customers’ perspective
	/
	As you can see from the above illustration the customer expectations and emotions rise and fall as the call progresses. All of us who have listened, monitored or taken live calls know this to be true. What are the ‘pain points’ on the call we looked a...
	 Service Level – waiting too long to get the call answered,
	 “Unexpectedly high call volume” – unexpected volume or poor forecasting/scheduling,
	 Policies etc.
	At all of the key points during the call the agent has an opportunity to support the brand messages and to meet the customer expectations or not. Of course it is far simple to suggest that the agent could have done x or y. The truth of the matter is t...
	The agent can really only work within the parameters the company sets out. It is the company that determines the grade of service that they want the call center to meet. It is the company through the center management that forecasts the calls and cont...
	Now let’s not place on the blame on the call center and its management solely. It is the marketing group that creates and sends the messages that create the customer expectations which leads the customer to place calls into the call center with these ...
	So how can we ensure that your customers receive the experience we would like them to have? An experience that builds loyalty; An experience that supports repurchase; An experience that reduces customer churn and attrition.
	Before starting to architect the Customer Experience, let’s start by defining it
	The key elements of any Customer Experience related to the contact center must include:
	1. The ease of access – to information, to purchase, to inquire, to complain or to fix a problem,
	2. The speed of access – Service level, hoops customers have to jump through – how many times do they have to enter their account number etc. time to return an email or resolve a trouble ticket?
	3. The quality of interaction- Where they able to get done what they wanted too? Was it easy, was it efficient, logical?
	Customer Experience is the experience that a customer has when interacting with a company. This includes how they chose to interact with us and how easy it is for them to complete the interaction.
	IBM defines Customer Experience as “The designed interaction between a customer and your organization”. The key element of this definition is the design element. The message here is regardless what your customer experience is and regardless whether it...
	With this definition in hand can now look at how we can design our desired customer experience.
	To do this we need to start at the beginning. Few companies today are looking at the customer experience holistically. For those that do consider the question of Customer Experience, it is often only a marketing concept...how should our stores, market...
	The call centre is generally not connected organizationally to Marketing and most often resides under Operations or Sales. This distance between silos can mean that the Marketing group has little understanding of what takes place in the call center. T...
	So how can we as call center executives join the dots between the desired customer experience and customer satisfaction to deliver the result through our call centers? Like with any travel, once you have a destination in mind you can then develop a ro...
	But we have a few challenges in developing a roadmap...For one thing we do not know where we are starting from.
	We know that most companies have not defined and documented their customer experience. So how can we expect to know where we are at now and how we are doing?
	The first step in our process is to assess and determine where we are now; we need to understand what the customer experience is today.
	First, we need an inventory of the channels, methods and touch-points through which our customers interact with us: phone, email, chat, mail, in-store etc. Do all of the touch-points end in a common single CRM that tracks each ’touch’ the company has ...
	Second, we need to analyze the customer satisfaction metrics (CSAT) and reports we have in place for each of these channels. You are not alone if you don’t have metrics to report on all of these channels; - this is the first step you will need to comp...
	Let’s examine the channels where no CSAT measurement is taking place. Is this because a conscious decision has been made not to measure it? Have we determined that we can’t measure it? Has it been determined to be unimportant or has the idea of measur...
	With your CSAT data in-hand, ask yourself is the data comparable? Are you asking the same question for each channel or do you ask different or somewhat different questions? If you are asking about satisfaction with the company or brand on one survey a...
	With comparable data you can chart the CSAT across all communication channels. Look at the results and what do you see...If you are like the majority of organizations you see a much lower level of satisfaction than we would like to see... almost two t...
	The CSAT score is the customers’ opinion of the service interaction quality for the interaction they have just completed. In the same way our internal quality assessment scores are our satisfaction with our agents being able to address all of the elem...
	Sad or not the scores that our customers have given us are their opinions of the service we provide. This is the customer experience we have now. This is the result of the service model we have designed and put into place.
	The last step in defining the current customer experience is to look at what messages we are providing to our customers and prospects. To gain an understanding of what these messages are look at the company Mission Statement and Company Values...are y...
	Keep in mind that it has been said that the accuracy of a Mission Statement is inversely proportional to its length. That is to say that the longer the mission statement the less likely it is to be true, or realised to be true. It has also been said t...
	Next meet with the Marketing people and review their current marketing campaigns and messages...do the company mission/value/vision statement and the marketing messages match the customer experience we are delivering?
	It is important that when examining the marketing and brand messages that we see the emotional aspect to most messages. People make decisions on emotion – then rationalize with intellect. What this means is how the messages make them feel has a great ...
	This can be a two edged sword. If our advertising and marketing make them feel warm and fuzzy about our brand and products. This is good and will be remembered. Many centers employ scripts or provide little latitude to empower the agents to make decis...
	In the diagram above we can see the shift from the promise that Marketing makes to product delivery and the service supported by the call center. When considered in terms of how a customer perception is shaped the excitement or anticipation starts hig...
	Let’s look at a hypothetical organization with the following Mission Statement;
	“To deliver World Class Customer Service to our Customers, by providing access to our products and services the way our customers want them, when they want them, while providing a positive, enjoyable and productive environment to our employees and del...
	From this Mission Statement we can see what the company values:
	 World Class Customer Service,
	 Unfettered access to products/services- based on time and based on channel,
	 A productive, enjoyable and positive environment for staff,
	 Superior returns for Shareholders
	As we continue down the process we have set out a few minutes ago we would then meet with Marketing to discover the attributes of the Brand. The following is a reasonable set of attributes associated with our hypothetical brand;
	Accessible,
	Cares about Customers,
	Daring,
	Different,
	Energy,
	Fun,
	Glamorous,
	Stylish,
	Trendy,
	Youthful,
	By looking again at the original emotional call flow we reviewed earlier we can now match the experience to the desired Brand attributes
	With the ‘current state’ of our Customer Experience picture in hand, we can next look to the experience we wish to create.
	Do the Mission/Vision/Value and Marketing messages support the Customer Experience we want to create?
	What descriptions and phases would we use to define this experience?
	What descriptions would our customers use to define this experience?
	Now describe how we want a customer to feel following an interaction?
	The answers to these questions become the starting point of aligning the contact center with the brand message.
	We are now equipped with a number of building blocks that we will need to develop our customer experience roadmap.
	Look at complaints. Map the processes required to support delivery of desire customer experiences. Identify policies and procedures that are in opposition to the identified customer experience descriptors?  Identify all processes, policies and procedu...
	To summarize the steps in designing a Customer Experience Roadmap are as follows;
	1. Know what the current experience is,
	2. Know how you are measuring the experience,
	3. Understand your policies, processes and any negative customer impacts,
	4. Plan changes and tests,
	5. Measure improvements/reductions as a result of tests,
	6. Roll out positive changes and continue other tests,
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