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Effectiveness Indicators – Revenue/Call, Sales/Call 
Turaj Seyrafiaan  
In the last issue (December 2010), the concept of “Effectiveness Indicators” was discussed and we reviewed a 
major key indicator in Call Quality and Quality Index.  In this issue we tackle another key indicator that 
represents the effectiveness of the centre – as part of the overall contact centre strategy - in generating revenue 
(assuming revenue generation is a key mandate for the centre). 
Profit Centre vs. Cost Centre 
As discussed in earlier issues, traditionally call centers were managed in order to minimize the costs.  The 
reason for that seemed simple and obvious; taking the calls and providing service on the phone appeared to be 
of no additional value to the organizations.   The call centre activities were concentrated around providing the 
after sale services and at best would be considered as revenue protection (a necessary evil!!).  It was many years 
later that organizations started realizing the value of their contact centers in not only protecting revenue but also 
in generating revenue from both new and existing customers.  This new realization brought a new operational 
concept to the contact centre environment: “invest more in the centre in order to generate more revenue”!   
In today‟s environment, contact centers operate in two distinct modes: Profit Centre vs. Cost Centers.  In a 
profit centre environment, the centre is operated similar to an independent or self sustaining business unit.  The 
budgetary and operational decisions are taken with focus on generating revenue for the organization.  Although 
revenue generation may not be the sole purpose of the centre, its management is responsible to operate – and 
perhaps expand – using internal funds.  In a cost centre environment, the budgetary focus continues to be on 
minimizing the costs.  Majority of the operational decisions will be scrutinize in order to find the lowest cost 
approach with less regard for their value to the centre or the organization.  In fact in most cases it would be very 
difficult to quantify the value of these decisions in a tangible manner. 
Which one of these two approaches is right for your centre?  Well, the answer depends on the role of the centre 
within the organization (for example “Technical Help Desk” vs. “Sales & Services”) and the overall mandate 
for the centre.  There are advantages and disadvantages to both approaches.  In a revenue centre, the 
management has broader control over its internal decisions, but with the control comes broader responsibilities 
and accountability in making the right decisions.  On the other hand, in a cost centre environment, there is 
constant pressure in maximizing the efficiency of the operation (which is not entirely a bad thing) while the 
management may feel they have none to very little control over decisions that would impact their centre.   
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The dividing line between the two approaches is not always clear but it is extremely important for the contact 
centre management to decide on an approach since it will determine and establish the contact centre priorities.  
 
Revenue/Call 
In those centers with opportunity to sell products and services, an aspect of effectiveness can be measured in 
terms of revenue per call ($/Call).  As it sounds, this metric provides the average Dollar amount of revenue 
being generated by each call (can be calculated at the agent, team or centre level).  When compare to the overall 
revenue targets by the centre (or the team or agent) it can also provide meaningful information such as: “are the 
numbers moving in the right direction?” and “what is the gap between actual and target”.  Analyzing the 
revenue per call against cost per call can also provide information about relationship between revenue and 
selling costs.  Please note that cost per call presents only the contact centre costs and does not include other 
costs such as cost of goods sold, marketing and/or fulfillment. 
It is normal for many centres to introduce revenue per call as part of agents overall performance, however, there 
is a risk of over emphasizing the importance of this metric.  Agents, as well as contact centre management, may 
sacrifice other key (and sometimes basic) aspects of the operation (such as Resolution or Quality) in order to 
improve their overall performance results.  Have you ever called to ask for assistance with regard to a product 

and/or service and they tried to sell you other products and services to remedy the shortcoming of the first 

product and/or service?  Or perhaps all you wanted to do was a change of address and they tried to upgrade 

your entire services? 
One of the recurring challenges in establishing revenue per call environment can be determining who can claim 
what revenue. In some center all revenue or sales are attributed to the Sales department regardless of where they 
occur. If the sale is made in the call center then the revenue should be „credited‟ in some manner to the call 
center. 
In a mixed sales and service environment it would be more crucial to train agents to recognize situations when 
there is an opportunity to sell and situations when there is no opportunity!  At the same time, it would be great if 
we could measure the effectiveness of the agents (teams and/or centre) in closing the deal when that opportunity 
presents itself. 
Close/Call 
As mentioned above, Revenue per Call provides the Dollar amount generated by each call.  There is, however, 
risk of comparing results from different individual or different teams as they my not have the same opportunity 
in terms of total Dollars.  In addition, the metric does not clearly indicate the effectiveness of individuals and/or 
the selling process.  In order to quantify this aspect of the operations, number of centre use “Close per Call” 
ratio as a key performance indicator.  This ratio, while removing the impact of Dollar value of the sales, 
indicates the success rate of the centre (agents and/or teams) in being able to complete a sale cycle.  In 
calculating and analyzing this metric, one must recognize that not all calls have an opening for a sale.  If 
possible, it would be more accurate to consider only the calls that present that opportunity.  (Depending on the 
communication and IT setup, it may be easier for some centers to capture and track their sales calls while other 
centers may have to rely on sampling and/or quality listening to collect such information). 
The Bottom Line 
Revenue per call, and to certain extend close per call, highlight a different and perhaps more tangible aspect of 
any contact centre.  This is a direct outcome of the operation which is easily understood and this may be the 
reason for the occasional obsession with improving it.  However, like every other indicator, revenue per call or 
close per call must be considered as part of the bigger picture.  No one should focus entirely on one or two 
metrics without respect to other indicators.  A contact centre with all internal processes is like an automobile 
with all its mechanical parts.  A good manager, like a good driver, must hear and see (and feel) the entire system 
while trying to achieve the most out of a given situation.     
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Knowing this negative impact on the operation, many contact centers have created a set of standards and 
measurements dealing with this attribute.  Error Rate, measures the ratio of the errors made over number of 
transaction (typically shown per 10s of thousands).  Clearly the higher the error rate, the higher the cost and 
therefore the higher priority in fixing the problem.  Improving the error rate can partially be achieved by using 
automated verification.  For example making sure that street address matches the postal code, or all the digits 
for a credit card have been entered.  On the other hand the contact handling process, as always, is in the hand of 
Representatives‟ who can improve the ratio by ensuring their quality of their work.  This can be measured by 
call quality listening and scoring, and be improved by coaching and training. 
 
Call Quality 
 
The second impact of lower quality is directly felt by customers and reflected in their overall satisfaction (keep 
in mind that there are other factors affecting the overall customer satisfaction).  For example, customer may feel 
that he or she was rushed through the call, his or her spending was not appreciated or that Representative was 
rude.  On the other side the contact center management may feel that Representative did not follow the call 
handling procedure or perhaps broke certain policies and regulations or did not use the opportunity to up-sell 
and/or cross-sell!  
In some respect Call Quality can be compared with product quality coming out of a manufacturing line as it is 
measured against certain pre-determined quality specifications.  The difficulty, however, is to define and 
measure those specifications.  While certain characteristics of a contact – such as Representative knowledge of 
products and services – can be defined, other (behavioral) aspects such as friendliness and empathy is hard to 
measure as they are defined by each individual customer!  A call judged as friendly by one customer may be 
considered too rigid by a different customer while a third customer may consider the same call as 
unprofessional!!!   
The solution to this dilemma revolves not only around the Represenatives‟ experience (in recognizing and 
responding appropriately to each contact) but also in focusing on the final outcome and the role of the center as 
a link between customers and the organization.  This role has progressively evolved from simply answering the 
calls to becoming the major factor in building customer relationship.  A high quality call is not the one that 
blindly follows scripted actions and announcements but rather the one that enhances the relationship with the 
customer! 
 
Quality Listening and Quality Score 
 
Assuming that an organization knows what is important to its customers and how to enhance the relationship 
between the organization and its customers, how do we measure and report the associated call quality?  The 
process starts with developing a Quality Document that clearly explains what are the desired outcomes for each 
contact type as well as how to achieve those outcomes.  This quality document must follow the same steps that 
are outlined within the call handling process to ensure that customers have similar experience dealing with the 
center regardless of their issue or which agent they are talking to.  The quality document must also provide 
various examples for each step in the process as well as a simple score that clearly links back the actions to 
building relationship with customers.  For example, if a Representative activity damages the customer 
relationship, it must be scored as poor.  If it does not damage the relationship but not enhancing it either, then it 
can be considered as satisfactory.  Other grade of scores, such as Good and Excellent can be defined similarly 
for each individual action.   
Based on such document and definitions a quality Scoring form can easily be developed.  Quality scoring form 
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is then used within the quality listening process to measure and score individual calls and CSRs.  Although the 
numbers and procedure for listening and scoring calls are varied from organization to organization, the single 
success factor is on-going consistency.  Quality listening cannot be a onetime activity. 
While individual quality reports for each agent can be included in their performance measurements and be used 
for coaching and training, at the center level the results must be combined, analyzed and acted upon in order to 
increase the call quality (as a result increasing customer satisfaction and enhancing the relationship while 
reducing the overall operating costs).   
Including quality score as one of the KPI can signal the commitment of the management to increasing quality of 
calls. 
 

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

Toyota Just Doesn’t Get It- Poor Design = Poor 
Experience 
Colin Taylor 
I like to think of myself as having patience, though it has been said that I don‟t always suffer fools well. I was having a 
happy retail experience, well at least as happy as one can have when you leave $1,200 with the dealer. I did need new 
front brakes, so all in all I was quite happy and content, when the service advisor choose to make me even happier. “Here” 
he said as he handed me a post card, “register on this site and you could win a thousand dollars”. I joke that would only 
leaves me $200 in the hole and he laughed as well. 
Back at the office I went to the „clubtoyota.ca‟ web site and attempted to register. I input my VIN # and all other 
requested information and hot enter. The first try is returned an incorrect postal code. I had added a space where none was 
required/accepted. It would have been nice if they told me this, but no biggie, I corrected and continued. Still got the 
„correct your postal code‟ message two more times, before the website displayed the „please phone our call centre‟ 
message. While I was getting frustrated, I thought a $1,000 is still a $1,000, so I dialed the phone.  
After negotiating the auto attendant menu and holding for 35 seconds I was connected to an agent. After explaining my 
challenges on the site, she explained that I may have been entering the wrong address and it had to match my home 
address. I thought of my retweet yesterday of Seth Godin‟s post regarding frustration with poorly designed websites - 
Here. If the site had mentioned that the address had to match my home address and not the one registered with the dealer, 
I could have navigated it. The agent then told me that if I had moved since I bought the vehicle, then my home address 
wouldn‟t have worked either and it had to be my home address when I bought the vehicle.  
Now I know why Toyota is promoting this web site and giving away thousands of $$. They want to ensure that their 
database is accurate and current. Who knows Toyota may have a recall (sorry a low blow, but I couldn‟t resist). They also 
understand the concept of relationship management and want to be able to connect with me through as many touch-points 
as possible. 
Of course by the end of the 4 minute call with my address corrected and verified by the agent, I said good-bye and 
attempted to login to the site. Once again an incorrect postal code message and after I verified that what I was entering 
was what the agent had said it should be i was once again asked to call the Toyota call centre. 
Perhaps not surprisingly, the generosity and goodwill of the dealer by offering me a chance to win $1,000 had evaporated. 
I was out 30 minutes of my time, had seen my satisfaction with Toyota fall from a reasonable 8 out of 10 when first 
handed the card by the dealer to now a 2 out of 10 now. I wondered to myself was the company (Toyota) just dim when 
they created a site to register, reward and recognize customers or was their intention to demonstrate how to tick off 
customers who were relatively happy before receiving such a gift? 

http://www.thetaylorreachgroup.com/
mailto:info@thetaylorreachgroup.com.
mailto:ctaylor@thetaylorreachgroup.com
http://www.clubtoyota.ca/
http://sethgodin.typepad.com/seths_blog/2010/12/tragically-stuck-with-the-status-quo.html
http://sethgodin.typepad.com/seths_blog/2010/12/tragically-stuck-with-the-status-quo.html
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I suspect that their intentions were and are honourable. I suspect that no one paid attention to the website or web design. A 
few well placed instructions could have eliminated my call and frustration. 
At the end of this process, my opinion of Toyota has taken a beating (and I now own my third consecutive Toyota 
vehicle), my respect for them as an organization has diminished (how many blindfolded monkeys does it take to make a 
website) and to make matters worse, it cost me time, but also cost Toyota money; 6 failed web interactions, one 4 minute 
call and the downstream damage done by one unhappy customer tweeting to the world.  
I suspect that a better effort in building the website would have cost a whole lot less. This is the case with so many 
organizations that fail to extend their customer experience vision to all touch-points or fail to align all contact points to the 
vision. 
Let us know what you think of this article, please visit www.thetaylorreachgroup.com or send us an email at 
info@thetaylorreachgroup.com.  

Most Challenging Callers 
Colin Taylor 
While working on a call center consulting engagement with one of the largest garbage companies in the country we 
encountered what was likely the most difficult customer I have ever experienced. We were working in a mid- sized call 
center and discussing their customers. The company serviced urban, suburban and rural customers in the city and many of 
the surrounding towns.  
There was one famous or perhaps infamous customer; an elderly women in her eighties with a mouth like a sailor whose 
favourite noun, verb and adjective was a certain four letter Anglo-Saxon word that she added to virtually every sentence. 
She called almost every week and complained that the company had neglected to pick up her trash. The agent in the center 
would check the system and had on numerous occurrences sent a route supervisor to check and every time the trash had in 
fact been collected. This woman was well known to carry or have in her possession one or more firearms and we were 
told even the local Sheriff was afraid to confront her. So week in and week out there were calls of complaint, but the 
agents, the call center supervisors and manager, wrote this women off as a „kook‟ and a foul mouthed, gun toting „kook‟ 
as a result her complaints became the stuff of legend. 
It remained that way until one day she called again. The call went something like this…”You *#%!ing, idiot, you missed 
the *#%!ing trash again, If you *#%!ing morons don‟t pick up the *#%!ing garbage from XYZ street today I will get my 
gun and come down and pay you *&$holes a visit” 
Now this call wasn‟t really different from tens (perhaps hundreds) of other calls the center had received from this 
customer, including the threat of violence (which explains in part why the Sherriff had experience with this individual). 
What was unique was the mention of the street name. Previous calls had focused on missing the pickup and not the 
specific location. The call center always looked up the customer and verified the pick up at the identified address. 
Unfortunately, in part due to the nature, attitude, aggression and language used by the customer the agents didn‟t probe to 
clarify their assumptions they just worked to get off the call as soon as possible. But now there was a new street location 
and when the center manager called back and while receiving similar abuse, she was able to confirm a full street address 
that differed from the one on file. It turned out that the new address belonged to a company that didn‟t have a contact 
listed. It turned out that this woman owned the company and owned not one, not two, but seven other locations. After 
perfuse apologies the additional addresses were associated with the elderly women and became a part of the process to 
confirm any future reported missed pickups. 
So in the end the customer finally received the service she deserved and the volume of abusive calls to the call center 
declined. But the real learning in this process was to not pre-judge customers. If an agent could have seen past the bad 
language, and aggressive attitude they could have asked probing questions and solved this mystery. 
Of course call center agents should not have to take abuse or be threatened just to do their job. Many centers instruct their 
agents to warn a caller to censor their language and attitude or be disconnected. There wasn‟t a similar policy in place 
when we began working with this company, though one was created during our engagement. 

http://www.thetaylorreachgroup.com/
mailto:info@thetaylorreachgroup.com.
mailto:ctaylor@thetaylorreachgroup.com
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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
 
ContactBabel the US Contact Center Decision-Maker's Guide Now Available 
 

“The US Contact Center Decision-Makers‟ Guide, 2011″, the major annual report studying the performance, 
operations, technology and HR aspects of US contact center operations, is now available for download, free of 
charge. 
A detailed structured questionnaire was asked to hundreds of contact center managers and directors, and the result 
is the 4th edition of the largest and most comprehensive study of all aspects of the US contact center industry. 
The topics covered in the 260-page PDF report include: 
• Salaries and bonuses 
• Attrition, absence and recruitment 
• Technology implementation and plans 
• The customer of the future 
• Strategic directions 
• Outsourcing 
• Investment and headcount plans 
• IP, virtual contact centers and homeworking 
• Location ratings 
• Quality, complaints and customer satisfaction. 
Tables and analysis are segmented by vertical market, contact center size and other relevant groupings, so you can 
fully understand the parts of the US contact center industry that are of most interest to you. 
A free PDF copy of the entire 260-page report is available 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, 

http://www.thetaylorreachgroup.com/
mailto:info@thetaylorreachgroup.com.
http://tinyurl.com/674mc2b
http://thetaylorreachgroup.com/services/reports-and-white-papers/multi-channel-contact-center/
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• 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 Center 
– Email and Chat: Emerging Contact Center Technologies. You can download your copy here . 
 
Call Center Channel on YouTube 
Taylor Reach has established a call center channel on YouTube on the channel you can view interviews with: 
Michael Biondo, Barb Bleiler, Thomas Dalton, Milan Katz, Stephen Gaskin, Rosetta Carrington Lue, and Amas 
Tenumah. You can also find case studies and more. Visit the channel here.  

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 

 

http://thetaylorreachgroup.com/services/reports-and-white-papers/how-to-improve-staff-retention-in-your-call-center/
http://thetaylorreachgroup.com/services/reports-and-white-papers/how-to-improve-staff-retention-in-your-call-center/
http://thetaylorreachgroup.com/services/reports-and-white-papers/multi-channel-contact-center/
http://www.youtube.com/user/colinsataylor?feature=mhum#p/u/5/6CCcNLBC2Do
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Case Study 
In this regular column we review the successes that Taylor Reach is part of.  

 

TRG helped an established not-for-profit organization identify and catalogue knowledge within the 

organization.  

The Challenge: 

This large international not-for-profit organization had a problem; in an effort to manage and disseminate 
knowledge and information across its global infrastructure it had deployed an intranet solution and encouraged 
stakeholders to post and identify best practices, processes and documents on the site. All stakeholders could post 
and share, but there was no version control nor centralized management or vetting and approval structure in place. 
As a result a few years and a few reorganizations later the intranet was no longer serving its designed purpose. 
There was a large volume of very good, helpful and accurate information, but there were also older version of 
documents, and multiple answers to the same questions. In fact the system was in such bad shape that it was seldom 
employed by its intended population and actually created more problems and questions for the contact center than it 
answered. The contact center often simply passed the question on to someone else in the organization as they had 
no confidence in the quality of information on the intranet. Addressing this challenge and constructing a 
knowledgebase was one of the central recommendations included in the TRG Strategic Assessment of the 
organizations contact center infrastructure.  
The Process: 

TRG and the client identified key knowledge sources within the organization and identified more than 100 
Knowledge Managers. These were the people who created; vetted and maintained specific areas of knowledge. In 
addition we identified Knowledge Owners, the people within the organization who commissioned the creation or 
documentation of new knowledge and who signed off on all knowledge created within their areas of management 
and control. Hundreds of stakeholder interviews were conducted and existing knowledge was checked for currency 
and accuracy.  
The Solution: 

TRG worked with all departments within the organization to document and catalogue all points of known 
knowledge documented today. Vetted each point of knowledge through the Knowledge Manager and the 
Knowledge Owner and developed work flows to ensure the ongoing management of current and future knowledge. 
FAQ‟s were developed for all stakeholders to use, but with specific focus and benefit to the contact center. TRG 
supported the organization in its design and ultimately deployment of SharePoint 2007 to manage the 
knowledgebase moving forward.  
The Result: 

The FAQ‟s allowed the contact center to answer questions accurately and with confidence. This process 
significantly improved the operational effectiveness of the center. The knowledgebase created by this process was 
designed to be self managed through work flow processes which will ensure the ongoing accuracy and currency of 
information.  

 

Testimonials 
“Colin provided ING Direct Canada with consulting services. He was on budget; on time and the work was 
outstanding. We needed Colin to fine tune the work to our specifications and this was completed well within our 
time lines and the work produced was outstanding. I am happy to recommend or Colin as he has the following 
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attributes:  
1. Honesty and integrity- “tells you what you need to hear vs. want to hear.” 
2. Commits and delivers on time lines.  
3. Ensures he completely understands requirements and regularly “checks in.”  
4. Excellent interpersonal skills.  
5. Deep and outstanding knowledge of the Contact Centre industry.  
6. Is a trusted resource and one can bounce ideas/thoughts with him.  
7. “Rolls up his sleeves” and gets the job done. Nothing is beneath him.  
8. Excellent communicator and delivers a message without the nonsense.  
9. Really understands the word “partnership.”  
10. Finally, more than just a contact centre professional; he is a rock solid business person!” 
Senior Executive ING Canada  
 

“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  
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“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 
 
Follow Taylor Reach on LinkedIn 
 

 
 
On Twitter @colinsataylor 

 
 
Visit our YouTube Call Center Channel 

   
Visit us on facebook at Call Center Consulting 
 

 
 
 
 
 
 
  

http://www.linkedin.com/companies/the-taylor-reach-group-inc?trk=fc_badge
http://www.youtube.com/
http://www.youtube.com/user/colinsataylor?feature=mhum
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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, 
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 Interim Management Services 
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Phone or email John Cockerill, President today at 877-979-8692 ext. 201 
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Phone or email Colin Taylor, Founder & CEO today at 877-979-8692 ext. 200 

By email at  ctaylor@thetaylorreachgroup.com  
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