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Fast Facts- Help or Helpless Desk  
By Colin Taylor 
A new study, “Help Desk Efficiency Report 2010,” from 1E, a software/services company found a remarkable number 
dysfunctions in the Help Desk of the 1,000 plus IT professionals who participated in the study.  
Amongst the challenges: 

* 44% of users feel that ordering software from their Help Desk is inefficient and time consuming, 
* 2/3rds of users will wait a week or more for the software requested, 
* Half will follow up to see the status of their request, 
* 15% of software requests are never fulfilled, 
* 37% still must contact their Help Desk by Phone, 
* The call to a Help Desk can cost $75.00, 
* 33% say they have 5 or more applications on their system that they never use, 
* 69% of users do not know what the software they request costs, 

While the results of the study are interesting in and of themselves, and it is not surprising that 1E provides services and 
solutions to improve the operational efficiency of Help Desks. Yet the statistics are concerning… more than a third of 
users must phone the help desk.  
I am all in favor of call centers but haven’t they heard of email? I would think that an email would create a superior audit 
trial. That audit trail could be employed to see what happened to the 15% of software requests that are never fulfilled. 
What happened to these requests?...” Thank you for calling the help desk, we are busy right now please call us back at 
another time”. Or perhaps it is not the request that didn’t get fulfilled; perhaps the individuals were no longer around and 
could not be fulfilled. Of course if the email request was mapped to the ERP application then perhaps the one week delay 
cited by more than 66% of participants could be reduced and the half of respondents who can’t work without their 
software would have other options besides staring at the walls or calling the help desk to follow up on their request.  
It’s no wonder that a call to the help desk can cost $75 given all of the efficiency actions identified above, well that and 
the 5 applications that are never used…IT has to recover those software license costs from somewhere. 
Of course as with most studies the results are designed to shock, surprise and garner attention. That is certainly what the 
sponsors are hoping for. But there are many of highly effective and efficient help desks out there.  
These effective help desks have developed or embraced solutions that make the environment more productive and more 
enjoyable to all involved. 
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The following three examples of low hanging fruit can all contribute to reducing the cost of a help desk request; 

• Establishing a web form on the intranet directly linked to the asset management application that submits the 
equipment request and matches it with the appropriate approvals. This can knock days off the delivery time. 

• By standardizing desktop images based upon class of employee the set up and configuration can be completed 
quickly and efficiently.  

• By ensuring that each discrete user class is matched to its functional requirements the surplus applications can be 
eliminated and costs saved. 

Let us know what you think of this article, please visit www.thetaylorreachgroup.com or send us an email at 
info@thetaylorreachgroup.com.  

Why Is A Strategy For The Contact Center Necessary? 
By Colin Taylor 

Johnson and Scholes (Exploring Corporate Strategy) define strategy as follows: 
 

"Strategy is the direction and scope of an organization over the long-term: which achieves advantage for the 
organization through its configuration of resources within a challenging environment, to meet the needs of 
markets and to fulfill stakeholder expectations". 

 
All businesses have a strategy, many by definition and constructed to reflect their own business realities, customers and 
markets. Some strategies are undocumented and driven by entrepreneurial zeal, but every bit as much of a strategy as 
those defined. In short a strategy provides the organization with a goal and direction towards that goal that it aspires to 
realize through the conscious and determined efforts of its staff and stakeholders.  
 
So is a strategy required for elements within the organization such as customer service or contact centers? I would suggest 
that yes. A strategy or strategic plan is essential for the contact center to support the organization as it works to realize the 
corporate goal. 
 
Companies in developing their strategic plans define who their customers are; and their primary audience focus on how to 
create value that underpins the strategy: The Customers come first or the Employees come first or their shareholders come 
first. If the focus is on the customer then the contact center will be critical to interacting and serving customers needs and 
requirements. If the focus is on employees, it is often extrapolated to explain that happy employees will work harder and 
deliver superior service to customers. Even in the cost conscious shareholder value creation model customers must be 
serviced. The reality is the contact centers are the most common communications channel between customers/consumers 
and the organization. The contact center plays a critical role in supporting the corporate strategy and influencing customer 
satisfaction. 
 
So how to develop a strategy or strategic plan for the contact center? First acknowledge that as contact center leaders we 
do not have a ‘blank canvas’ to work with. The corporate strategy has already been defined and is evident in the Mission 
Statement, Vision and Values documents. In reviewing these documents we can gain an insight into the strategy, the 
customers served, the manner in which value is created, the goal and objectives of the strategy and the values which are 
the touchstone for making difficult decisions. So the development of contact center strategy is completed in the context of 
the corporate direction.  
 
Second we know that our role is to interact with the customers in a manner that supports the corporate strategy. Lastly we 
know what the Vision for the future is. We know where the company is going. Our challenge as contact center operators is 
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develop a roadmap and plan to support the evolution of the contact center in lock-step with the evolution of the company 
towards its Vision. 
 
The key of an effective call or contact center strategic plan is to support and align with the overall strategy for the 
business. Implementing this sounds fairly straightforward but can be fraught with challenges and problems. For example 
what is the appropriate service level target for the defined primary customer group versus a secondary customer group, 
who, while not primary is still a significant source of revenue? How can you reduce the costs to serve one customer 
segment while increasing resource allocation and delivering superior value to another? How does your agent or 
representative model map to these distinct groups? Can everyone serve both customer segments? Can they do it well? 
How do you embrace new Customer Satisfaction (CSAT) goals to support the strategy? Are you even sure that your 
current metrics, such as internal quality are providing accurate customer satisfaction data? 
 
The first undertaking that the center operator must complete is to ensure that they understand fully and in detail the 
corporate strategy. Too often contact centers launch initiatives to improve customer satisfaction, or reduce costs only to 
discover later that the corporate goal wasn’t an across the board CSAT improvement; or that the cost reduction initiatives 
undermine revenues and repurchase from the primary customer segment. Sit down with the management and review the 
mission, vision, values statements and any additional detail and specifics that the manager can provide.  
 
In the context of the two examples cited above what is meant by customer satisfaction? In which segments of the 
customer base should satisfaction be improved, why and how? What is the intention for the remaining customer 
segments? How will the segmentation of customers to allow a focus on the primary customer group? What is the impact 
for example on the queuing structure and methodology? Is the CSAT of the remaining segments to remain unchanged, 
decline or increase? What is the budgetary impact anticipated with these changes?  
 
Regarding cost reduction what are the boundaries associated with this change? Is this change really desired to improve the 
profitability of customer transaction? If profitability is the real goal then the actions taken to reduce costs cannot at the 
same time reduce sales conversion (the percentage of the customers who buy), nor reduce average order size or frequency. 
The establishment of boundaries limits the range of options open to the operator and also supports alignment between the 
two strategic plans.  
 
Alignment is critical. Without both strategic plans being in synch, they can be working in opposite directions, and the 
attainment of both of the plans objectives and goals can be compromised. As the primary communication channel between 
customers and the organization the call or contact center can have a disproportional impact on the overall performance of 
the company in attaining its stated goals and objectives.  
 
Alignment goes beyond the Vision statement and the future state end goals of the organization. The center must be 
aligned with the core Values established as well. If the company has determined that its value creation model focuses on 
an Employee First strategy then the contact center must ‘walk the talk’. In an Employee First strategy, the premise is that 
happy employees will create happy customers who will continue to patronize the company and buy its products and 
services.  
 
How can an operator embrace an Employee First strategy in an ‘always on’, high change and structured contact center 
environment? What do we do with our existing metrics? Is Average Handle Time (AHT) an effective or even an 
appropriate metric in this environment; or does it simply encourage representatives to feel conflicted. For example “Does 
the company want me to satisfy the customer or get off the phone quickly?” Such conflicts are not aligned to employee 
satisfaction (ESAT). Where there is conflict there will also be confusion and frustration. This hardly sounds like a 
successful Employee First strategy. So examine the metrics and KPI’s to ensure that what is measured is what you want to 
attain. 
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The steps outlined so far focus on immediate operations in the center: how the center has to change on a call by call basis. 
But what about a long range view. How do these changes impact on the incoming demand in terms of volumes of calls, 
emails, chats and self service? The operator needs to make and challenge assumptions regarding how these changes affect 
and impact demand. This is important. It is the forecasted demand, along with service level and AHT that determine the 
labor costs and budgets.  
 
In concert with reviewing the demand the operator also needs to revisit other key aspects of the center operational model: 
people, process, technology and methodology. Aligning to the corporate strategy impact requires changes in how the 
center operates. The wise operator looks at how the operations of the center can be changed to improve overall alignment. 
How can we change the processes to align better with the strategic goals? Is there a technology available that better 
manages demand or facilitates better segmentation and cost management? These could be structural changes in terms of 
how the contact center operates today, who it serves and how it serves those customers.  
 
Structural change is almost certainly required to align and support the attainment of the results set out in the corporate 
strategic plan. Albert Einstein said that “Insanity is doing the same thing over and over again and expecting different 
results.” If what the contact center was doing today delivered the results sought by the strategic plan then the strategic 
plan would not have been created. 
 
To review, there are 7 steps that must be completed before a contact center strategic plan can be developed. Complete 
each step fully before articulating the contact center strategic plan 

7 Steps to a Contact Center Strategic Plan 

1- Understand fully the corporate Strategy, 
2- Understand customer segmentation and priorities, 
3- Identify the impact of customer segments and priorities on queuing management, 
4- Understand applicable boundaries, 
5- Examine your metrics and KPI’s 
6- Review and revise your demand forecast 
7- Examine you operational methodology for structural changes 

With the 7 steps created you can articulate a contact center strategy with the knowledge that it will support the business 
goals; and move the organization one step closer to the realization of the corporate strategic plan. 

For more information on developing a contact center strategic plan visit our website at 
http://www.thetaylorreachgroup.com or contact the author. 

Inside TRG
 
6th Annual Call Center Conference and Expo in Istanbul 

Colin Taylor spoke at the 6th Annual Call Center Conference and Expo last month in Istanbul, Turkey. Colin spoke 
on Strategy and specifically on “Customer Roadmap, Customer Experience and Customer Satisfaction: Planning 
the Journey and Executing the Plan. The event put on by IMI Conferences was first class. There were about 300 
attendees, 25 or so exhibitors and a suite of International speakers, including yours truly. Meltem Karateke 
(President of IMI Conferences) and her team did a great job organizing the event. The schedule was maintained, the 
food, venue and organization was very good. They keep their speakers on schedule and well organized in terms of 
travel both to Turkey as well as to the venue (the Conference Center). 

http://www.thetaylorreachgroup.com/�
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Colin Speaking in Istanbul 1 

 
The speakers were universally good with themes of “Extreme Customer Satisfaction” and ‘Customer Experience). 
It was really refreshing to get away from the habit in the US of featuring speakers who have paid for the privilege 
or have paid to have the clients shill for them in case studies, and hear from experts educating rather than selling. 
The event was unique each day opened with one of the finalists for the ‘Most Talented Call Center Award’ here is a 
link to a bit of the second runner up act. 
For those of you unfamiliar with the Turkish Call Center industry here are a few interesting facts from the October 
2010 Karya Research Report: 

* There are more than 1000 call centers in Turkey, 
* There are over 41,000 agent positions 
* The annual growth rate is 18.9% 
* The market size is estimated at $1 billion with 45% of this market served by outsource firms, 
* 52% of Agents are 18-24 years old 
* Almost 40% of agents are university graduates 
* The largest sectors are Telecom and Finance 
* The fastest growing sector is the public sector which grew 47% in the past year  

 
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 Taylor Reach CEO Colin Taylor. 

 

http://www.youtube.com/user/colinsataylor#p/u/0/cMosGDqM62o�
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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. Download a copy here. 
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 issues, 
• 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 your 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.  
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 . 
ICCE Conference in Miami 

John Cockerill attended the ICCE during October. While there John interviewed a number of industry experts on 
the current state of the call center industry, industry trends and the role of social media in call and contact centers. 
We are publishing these video interviews on out YouTube channel/ http://www.youtube.com/user/colinsataylor 

The first interview is with Amas Tenumah of Teleflora discussing Call Center trends, the return of CRM and the 
role and capabilities of Social Media. Watch the video interview here . Additional interviews will be loaded over 
the next number of weeks so stay tuned. 
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Interim Management Services available from Taylor Reach 
Running a call or contact center can be a challenge at the best of times. But this task can become significantly more 
difficult when there is a vacancy at the top of the call or contact center operation. Regardless of the cause of the 
vacancy: leave of absence, restructuring, center consolidation, or other organizational changes. The operational 
effectiveness and efficiency can begin to suffer within days without an effective leader. Morale and culture soon 
follows. 
What is an organization to do in this situation? Promote a junior member of the call center team? Unless they have 
been groomed and trained for this role, the experience can overwhelm them and contribute to further erosion of 
service and frustration for all involved. 
Recruit a replacement is likely the best option, but it could take months to find the right candidate. How do you 
keep the center running effectively meanwhile? 
The answer for many firms is interim management; people with the experience to hit the ground running fast to 
keep your organization, call and contact center operating smooth while you look for a permanent solution. Taylor 
Reach provides experienced Call and Contact Center experts who possess 15, 20, 25 or more years of experience 
building and running call centers, contact centers and customer service operations. 
To stop the bleeding and to get your center back on track contact Taylor Reach today 
 
Contact Numbers for Taylor Reach 
With our move to our current location (55 Nugget Ave, Suite 217, Toronto ON M1S 3L1), we 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 

   

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 

National Consumer Electronic Retailer 

The Challenge: 
A national retailer specializing in Consumer Electronics operating numerous contact centers was constantly striving 
to improve the efficiency and effectiveness of their operation. The challenge to Colin Taylor and his team was to 
improve the efficiency of the process without sacrificing the quality of service or satisfaction of the customers who 
called the center.  
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The Process: 
Colin and his team of consultants began by examining the transactions and transaction types processed within the 
center. The engagement assessed the people in the call centers, their skills and competencies, the processes, 
procedures, operational methodologies, technology application, quality and service practices and business 
objectives.  
The Solution: 
The client employed processes and procedure that had been proven effective for many years. By examining the 
work flow and process flow in detail the consultants identified processes and process elements/steps that were not 
aligned with the contact center objectives.  
 
By vetting and re-engineering the process maps, procedures and operational methodology we ensured that the 
objectives of the organization could be met. New processes were recommended that streamlined the process and 
reduced the points of failure substantially.  
The Result: 
The retailer reduced its AHT by more than two minutes per call and improved its customer satisfaction. The re-
engineering process improvement and the associated reduction in AHT combined to total just less than $1,000,000 
in annual operational cost savings!   

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, 
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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, 
 Technology Selection & Purchase Management 

 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 
 Interim Management Services 

 

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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