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Workforce Management Demystified  
By Turaj Seyrafiaan 
 
Do you have a Workforce Management team in your call center?  If the answer is no, then how do you properly plan for the 
incoming calls and schedule your agents?  If the answer is yes, is the process efficient and effective?  What is Workforce 
Management anyway?  In this article we try to answer some of these questions. 
 
Workforce Management, often referred to as WFM, is an essential part of the operation in any contact center.  The effective 
use of the available staff can enhance the service level realized and minimizes the wait time and frustration for the 
customers.  At the same time, a timely and flexible schedule can increase employee satisfaction and ensure that staff are 
available for various tasks when needed while minimizing the overall operating costs by reducing labor costs during the 
down times.   A complete WFM process is required to create planning document, call volume forecasts, agents’ schedule and 
intra-day adjustments.  In short, Workforce Management is all about having the right number of agents at the right time!! 
 
So, what is involved in a complete WFM process?  A complete process includes four major stages: Planning, Forecasting, 
Scheduling and finally Intra-Day.   It is imperative for call center managers to understand that all these activities are essential 
in creating a robust WFM process and one step cannot be a substitute for another! 
 
Planning 
As the name implies, the Planning stage is where it all begins.  Using high level forecasting techniques, call centers can come 
up with their expected annual work-load (work-load is the total time required to handle the customer calls, i.e. call volume 
times average handle time).  From here, the center can calculate the overall staffing requirements (which includes 
shrinkage), hiring timelines, training requirements and timelines as well as vacation allocation and last but certainly not 
least, the total budget. 
 
Shrinkage is the difference between the total number of staff versus the number of agents being on-line answering the calls.  
In North America, shrinkage typically ranges between 20% to 40%.  This means that a typical contact center must employee 
up to 40% more agents to ensure adequate coverage for the incoming calls.  At first, to an outside observer, this number 
may appear to be high since this represents the ratio of staff that are not on-line and therefore are not providing value to 
the center!!  But let’s consider what is included in shrinkage:  shrinkage includes any and all off-line activities that a contact 
center has to endure daily throughout the year.    
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 Typically these include lunch and coffee breaks, training, coaching, team meetings, holidays, vacations, ad hoc projects and 
finally absenteeism.  Shrinkage factor varies from center to center depending what is included in the calculation as well as 
overall operation of the center and we may observe higher shrinkage factor In European contact centers as agents receive 
more vacation days. 
While discussing the planning stage, it is important to talk about the planning document.  This is where all the information 
(relevant to the Workforce Management) is documented.  A comprehensive planning document provides a high level picture 
of the operation which includes monthly work-load, overall staffing (as well as hiring and training plans) and the expected 
operating expenses. 
 
One factor that is missed in many centers planning is the impact of other departments (such as Marketing or Finance) and 
their activities in generating incoming calls.  The time-lines for any major activities that would impact the work-load should 
be discussed and its impact must be considered during planning stage. 
 
Forecasting 
Forecasting is a combination of art and science!! During this stage, the historical call patterns are analyzed and combined 
with the other relevant information, such as sales growth, to generate detailed forecast for the incoming call volumes and 
AHT.  A typical forecast, predicts call volumes for any given day-part intervals (majority of centers use 15 or 30 minutes 
intervals) for the forecasting period.  While forecasting stage is based on the historical call patterns, there may be certain 
requirements for a final adjustments based on the latest information as well as changes in the environment (such as 
economic downturn or increased activities due to a special event). 
The forecasting analysis is typically based on one or combination of the two major forecasting methodologies: Time Series 
and Explanatory.  As the name indicates, Time Series methodology assumes that there is a certain cyclical pattern (derived 
from historical analysis) that can be used to predict the future call volumes.  Explanatory, on the other hand, is based on 
regression analysis assuming linear relationship between call volumes and certain external drivers (e.g. billing calls are 
directly related to the number of bills being sent out).   
The details and complexity of these methodologies have forced many contact centers to look at outside vendors to purchase 
a WFM software.  Although for larger centers the expenditure can be easily justified, the risk is in not truly understanding 
the methodology being employed which will result in poor forecasts.  Smaller centers, on the other hand, have a different 
problem!  The high cost of the software cannot be justified, while the center does not have the expertise and qualification to 
develop their own forecasting procedure.  As a result many small centers simply do not include forecasting in their overall 
WFM portfolio or perhaps rely on very crude estimates based on last year data and expected growth!!  
Another reason that smaller centers use to justify their lack of forecasting process is that their call volume is very volatile 
and cannot be accurately forecasted.  We should note that best in class call centers can forecast their call volume within 3% 
of actual for 95% of their daily intervals regardless of their size. 
 
Scheduling 
After forecasting the number of incoming calls for each interval, the next step is to determine the number of agents required 
for each interval.  Based on Erlang “C” equation, given the number of calls, AHT and target service level, one can easily 
calculate the number of required on-line agents for each day-part interval.  Keep in mind that these are the warm bodies in 
the seats and does not include staff on breaks, coaching and/or team meetings (i.e. shrinkage). 
During the scheduling process, all the available resources are matched against the requirements of the center to create a 
master schedule.  Agent skills, languages etc are all mapped separately and rolled-up into the Master Schedule. The Master 
Schedule would indicate the start/end/break time for every individual for the desired period.  Depending on the availability 
of resources, a center may have to under-staff or over-staff at certain intervals to create the most efficient schedule.  This 
problem becomes even larger for smaller centers, centers with fixed schedule and centers with limited choice of workforce 
options (full time / part time / remote).  Again, scheduling software, as part of a complete WFM portfolio, can assist 
significantly in creating efficient schedules and again high cost may prevent smaller centers to try to obtain one (although 
recently number of vendors are providing hosted services at much more attractive terms). 
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One major factor in creating effective schedules is to consider all off-line activities such as coaching and team meetings as 
part of the schedule.  There are two main methodologies for doing this:  first is to create the master schedule without them, 
look for time periods where there is surplus of agents (over-staffed) and assigned them to those off-line activities.  The 
second method is to include those off-line activities as part of the basic requirements and allow the software to schedule 
proper number of agents.  In this method, it is imperative that the off-line requirements be added during the intervals with 
low call volume where surplus of agents is expected. Similarly, centers that complete non-queued work activities such as 
email or white mail processing can take the same approach. 
Final decision about scheduling is to determine what length of time should the schedule cover and how far in advance to 
publish a schedule.  A long schedule published several weeks prior to the actual dates will be much less accurate than a 
short one being published closer to the date as there are always changes (both in forecasts and available resources) that will 
impact the effectiveness of the schedule.  [The difference between scheduling assumptions and actual data is called ‘melt 
factor” and obviously it increases as we move further from the date when the schedule is published].  At the same time, 
earlier publication of schedule can enhance agents’ satisfaction significantly while shorter time-lines would create 
dissatisfaction.  For these reasons, it is important to find a balance between agents’ satisfaction and scheduling 
effectiveness.  In most centers this balance is achieved by providing a two weeks schedule, two weeks prior to its start.  
Intra-Day 
Even with the best laid plans and calculations, it is necessary to track the operation of the queue (call volumes, service level) 
and adjust the staffing to ensure that the center is providing the best service level possible, while maintaining a reasonable 
occupancy rate.  The Intra-day team (could be just one individual) is responsible for tracking and reporting the operational 
indicators, re-forecasting the daily volumes (usually twice a day), reassigning staff to and from various off-line activities and 
maintaining the overall target service level. 
A well trained intra-day team will have a significant impact on the daily results and can make a difference between achieving 
the target results versus long delays for customers and/or high number of idle staff (low occupancy rate).  At the same time, 
we must realize that intra-day activities cannot replace proper planning, forecasting and scheduling but rather complement 
the entire process. 
Workforce Management is an important aspect of any call centers.  It is unfortunate that due to lack of full understanding of 
the process many centers, especially smaller one with fixed shifts, feel that the procedure cannot be helpful to them and as 
a result simply ignore the process and accept the outcome!!! 
 
Let us know what you think of this article, please visit www.thetaylorreachgroup.com or send us an email at 

info@thetaylorreachgroup.com.  
 
 

Floral distributor executive wins Snapshotz call centre audit draw 
 
The winner of a draw held in Toronto for free usage of the Snapshotz call centre audit tool is 
Amas Tenumah, Vice-President, Operations for Teleflora, a floral distribution network.  
Tenrmah receives a single-user license for Snapshotz that will be applied in the Teleflora 
Oklahoma City call centre. 
 
Value of the prize is pegged at $4,520. The draw was Held to mark the recent partnership of The 
Taylor Reach Group, Inc (Taylor Reach), Toronto, and Customer Service Audit (CSA), a New 
Zealand firm and developer of Snapshotz, described as the only software- as- a- service call 
centre audit and assessment tool in the world. Taylor Reach is the certified distributor for Snapshotz in North America. 
 
According to Taylor Reach Chairman and CEO Colin Taylor, the draw attracted a large response particularly among airline, 

Winner of the draw for 
free usage of the 
Snapshotz call centre 
audit tool is Amas 
Tenumah, vice-president, 
operations for Teleflora. 
 

http://www.thetaylorreachgroup.com/
mailto:info@thetaylorreachgroup.com.
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bank and not-for-profit centres. Winner Tenumah is a customer experience fanatic and a self-described "contact centre 
geek" specializing in contact centre operations & customer access strategy. He has spent the last decade managing contact 
centre operations for companies like Coca-Cola enterprises, and Convergys Corporation.  In his current role at Teleflora, he 
brings a unique perspective to the world of customer experience that he shares regularly. He resides in Oklahoma City. 
 
 
Teleflora has been connecting customers with florists for longer than 75 years. Headquartered in Los Angeles, CA, Teleflora 
has more than 18,000 member florists throughout the U.S. and Canada, with an additional 20,000 affiliated florists outside 
North America. 
 
As a service organization rather than a florist, Teleflora strives to make it easy to select beautiful florist-delivered products by 
investing in the most modern technology, seeking continuous innovation and improvement in services, and providing top 
people in the business so orders will be placed easily and filled by a Teleflora florist quickly and professionally. 
 
Teleflora operates four contact centres including the Oklahoma City facility with a total of 450 seats. One centre is located in 
Canada just north of Toronto. 
 
 

What Call Center Metrics mean to Customers 
By Colin Taylor 
 
In the daily operation of our call and contact centers we throw around metrics and performance measures like they were 
candy. It has been said that call centers produce more data and more measurement opportunities than is possible in almost 
any other communications channel. But while we know what each of these acronyms stand for our callers and customers 
may have a slightly different perspective based on their experience. So with ‘tongue planted firmly in cheek’, I present a 
customer translation for commonly used call center metrics; 
 
SL – call center operators know this as Service Level; the percentage of calls that are answered within a define period of 
time. To our customer however this metric becomes ‘Sucks Less’ – the better the call center SL the less the service being 
realized sucks. 
 
AHT – We know this as Average Handle Time or the time it takes to complete an interaction with a customer. For the 
customer however it can be the Average Hang-up Time- this is the time it takes to change the customer’s optimism at having 
reached a live agent to completely sour and make them want to hang up and ‘forget the whole thing’ 
 
ASA – Average Speed of Answer, but from the customers perspective this is all too often the wait time Anticipating Surly 
Agent. It is not that the customer wants to speak with an unhappy or surly agent; it is just that all too often that seems to 
occur. I am reminded of the Monty Python skit ‘the Argument’.  In the skit both the ‘argument’ and the ‘complaints’ sections 
can ring frighteningly true to some call center operators. 
 
FCR – The current ‘holy grail’ of call center metrics the much sought after First Contact Resolution. We know that if we can 
resolve a customer inquiry on the first call they will need to call back (saving costs) and in addition a successfully resolved 
inquiry can lead to high satisfaction, repurchase and loyalty. Of course most centers strive to resolve the inquiry to the 
customer’s satisfaction. In center where resolution of any kind is acceptable then resolving an inquiry to the company’s 
satisfaction can be FCR as well. In this latter case from a customers point of view FCR becomes Forced Company Response. 
 

mailto:ctaylor@thetaylorreachgroup.com
http://www.youtube.com/watch?v=teMlv3ripSM
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QA- Quality Assurance is an overarching strategy to assess and improve agent interactions with customers through 
monitoring, review and coaching. Unfortunately it can also be construed as Quality Absent in a customers mind when they 
have a call where quality is weak or missing. 

 
Metrics aren’t the only area where customer can reinterpret the meanings of the acronyms. IVR – Interactive Voice 
Response that tried and true tool for call streaming and allocation can become Indifferent Voice Response when no matter 
what the customer enters (or says) the path and result all seem to keep them cycling over and over through IVR Hell. 
 
Announcement messages can be particularly frustrating to customers;  
“Your call is important to us please hold”- Is it just me or does this sound like a form of oxymoron? Logic would appear to 
suggest that if my call actually was important I wouldn’t have to hold, would I? 
 
“We are experiencing higher than normal call volumes…” there is any number of possible endings to this message but all 
suggest that the customer plan on a long wait or call back later. I am reminded the words over Dante’s entrance to Hell, 
“Abandon All Hope Yee Who Enter”. Perhaps this might be a more fitting announcement message. The one thought that 
goes through my mind when I hear the “higher than normal volumes’ message, especially if I call the same center many 
times and always hear this message, is that if the calls (and customers) were really important, then the company would have 
done a better job forecasting for demand and staffing to meet this demand. 
 
What suggestions would you add to the list above? Let us know and will publish an updated list in the future. 
 
Let us know what you think of this article, please visit www.thetaylorreachgroup.com or send us an email at 

info@thetaylorreachgroup.com.  
 

Upcoming Events  

 

On September 26-28, 2011, Federated Press is holding their annual Re-Inventing Customer Service conference in 
Toronto.  

 Event Topics 

 Case Study: Creating A 3-Year Vision To Drive Your Company To Excellence  
 Leadership: How To Champion Employee Engagement  
 Creating Great Customer Experiences  
 Continuous Improvement: This Is Not A Project!  
 Customer Experience and Customer Satisfaction: Planning the Journey and Executing the Plan  
 Panel: Is the Customer always Right?  
 Doing More With Less Without Sacrificing Customer Service  
 Measuring Customer Satisfaction: Listening To Your Front-line People  
 First Contact Resolution: Then and now  
 Talent Management: Plant the seed for tomorrow's leaders  
 The Future is Here: Behavioral & Personalized Customer Experience  
 Build A Consistent Customer Experience That Matches Your Brand  
 What No One's Telling You About Customer Service and Social Media  
 Technology-driven improvements  
 Knowledge Sharing: Breaking Down The Silos  

http://www.thetaylorreachgroup.com/
mailto:info@thetaylorreachgroup.com.
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 Panel Discussion: Changing The Face Of Customer Service  
 Preventing Complaints Before They Happen 

IQPC – 6th Annual Call Centre Week Canada 
Date: September 26th-29th, 2011 
Location: TBD, Toronto, ON 
 
 

 

 

The 

 

Download 

Recently The Taylor Reach Group partnered with Customer Services Audits, the creator of the Snapshotz 
Online call center audit. The following is the current Snapshotz Online Update  

Industry voices sharing thoughts, Free Stuff, do not miss out! 

Snapshotz Online throws up potential to clawback productivity and $ losses 

There were 20 organizations covering a range of industries that completed their second Snapshotz Online 
review in the 3rd week of June.  The industries included insurance, debt collection, manufacturing, retail, IT 
integrators and support services and the public sector.   
 
Amongst the trends emerging that caused a loss of productivity and significant actual $’s were : 

 100% review and realignment of quality control approaches: There is a constant need to review 
standards or measures to calibrate with changing needs of customers, processes within the 
organization. 

 Reports: Unread / unused reports amount to between 12 -15%. Understanding who gets what report in 
the centre and improving productivity and reducing waste through reducing the number of reports 
produced. 

The Snapshotz Online Assessment has also enabled the centres to provide scope for new CRM, phone process 
automation and knowledge management systems to name a few projects being developed using the outputs of 
the Snapshotz Assessment. 
  
More and more Snapshotz reports are being viewed by ‘C” level managers and even the board indicating the 
value that contact / service centres form within the organization.  
 
The ease of readability and comparison of periods and the ability to dive down to detail if required makes 
Snapshotz Reports a good communication tool for management. 

  

 

  

Industry Voices: Lyn Salele'a, Senior Manager Contact Centre, Sovereign Insurance               

http://newsletter.customerservicesaudit.com/redir.aspx?p1=df28526a5ead08a0cb1f1355e3d80fc6738130abb5d6504ae4dd7f7d3c1485c2
http://newsletter.customerservicesaudit.com/redir.aspx?p1=df28526a5ead08a0cb1f1355e3d80fc6738130abb5d6504a0117856ade30fc8d
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Is this something you can relate to? So you are not alone and perhaps you would like to comment? 

Lyn's biggest challenge and successes in the past month were: 

Challenges: 
The up coming changes to way in which financial services such as ours will conduct our business and interact 
with our customers from a Regulation perspective have required us to review and change many of our 
processes from 1 July 2011.   
  
Successes: 
Our main success for the month would definitely be getting all of our teams through Regulation training 
without losing anyone.  The level of knowledge and understanding required to ensure that an agent remains 
compliant and is not perceived to be giving advice in our new world, has been a huge task and we are poised to 
put our new knowledge into action from 1 July. 
  
The biggies over the next 3 months: 
Staff retention is always a huge issue for all of us in the contact centre industry and with the movement of 
existing staff into other areas of the business, attracting new and highly skilled people in the current 
environment is always a challenge. 
The ever growing world of technology and the many new ways of engaging and interacting with our customers 
although exciting, will be a challenge and keeping ahead of (or trying to get ahead of) will be an issue we 
continue to work through over the coming months. 
Do you wish to comment?  
 

 

Have you picked up any new ideas this month that you can apply profitably in your centre?  
The Goodman Fielder Dairy and Meats contact centre played host to the Snapshotz Online Monthly bites in 
June. What a selection of wonderful cheeses we had to take back home with us! There were valuable lessons 
for managers at all levels from Davin Brown’s presentation of challenges he faced and overcame in the supply 
chain environment.  

The experienced Tracey Clarke, Advice Line Manager, Career services gave us several insights and approaches 
we could adopt in our contact centres especially around dealing with “compassion fatigue” after the quakes in 
Christchurch as well as giving us approaches and guidelines for peer review. 
  
Developed in NZ but gaining ground around the world, Snapshotz is the cheapest tool to keep track of the 
entirety of the customer experience. Check out the website http://customerservicesaudit.com/ See sample 
reports generated as well as other links such as customers experiences Customer Experiences 

     Snapshotz Online has multiple applications – audit, planning, training, comparison of teams and 
performance, review and reporting.  

    For more information contact Colin Taylor @ 416-979-8692 x200 
  

Why does 'Tunnel Vision exist amongst clever Contact Center 
people?                                                            

mailto:info@customerservicesaudit.com?subject=Yes%20I%20would%20like%20to%20contribute%20See%20my%20comments%20below
mailto:info@customerservicesaudit.com?subject=Yes%20I%20would%20like%20to%20contribute%20See%20my%20comments%20below
http://newsletter.customerservicesaudit.com/redir.aspx?p1=df28526a5ead08a0cb1f1355e3d80fc6738130abb5d6504ac772594414d62c66
http://newsletter.customerservicesaudit.com/redir.aspx?p1=df28526a5ead08a0cb1f1355e3d80fc6738130abb5d6504a63682b9fbe576955
http://newsletter.customerservicesaudit.com/redir.aspx?p1=df28526a5ead08a0cb1f1355e3d80fc6738130abb5d6504a63682b9fbe576955
http://newsletter.customerservicesaudit.com/redir.aspx?p1=df28526a5ead08a0cb1f1355e3d80fc6738130abb5d6504acaf760bde3ebbefd
http://newsletter.customerservicesaudit.com/redir.aspx?p1=df28526a5ead08a0cb1f1355e3d80fc6738130abb5d6504afaa39dd40d8da1f9
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By: Colin Taylor 

There can be many causes that can create situations of ‘tunnel vision’ here are 03 causes: 

Lack of time:  

The old saw that “meetings are a nice alternative to work” rings true in many organizations and contact centers are not 
exempt. Days filled with meetings, limits interaction with direct reports, free time to review news stories, white papers, and 
technology articles etc. it also reduces time to speak with industry peers, to attend conferences or seminars.  

All of this leads the manager little option but to continue to rely on the status quo in operations as this is the only environment the 
manager is comfortable and knowledgeable about. 

Conflicting objectives:  

Often contact centers are asked to deliver multiple objectives simultaneously: improve customer satisfaction and reduce 
costs, or increase first call resolution, but don’t spend anything on additional training. These examples of conflicted 
objectives are frequent occurrences in contact centers today.  

Mission Statements focus on “providing world class customer service”, but the contact center receives no budget to deliver this! 

Unclear objectives:  

Centers are often charged with broad mandates to “deliver excellent customer care” but benchmarks and standards are not 
defined to allow the contact center to know how success will be measured! 

Each of the leads the contact center management to revert to what they are most comfortable and to those things that they 
can quantify without ambiguity.  

Further they tend to focus on the short term as there is no clear long term vision or plan. In short, this is what they have 
done before and what they are doing now.  

This approach is not conducive to looking forward or acting proactively. To the contrary this approach ensures that the 
management focuses on the past. The end result is bright contact center executives but then make dumb decisions. 

mailto:ctaylor@thetaylorreachgroup.com
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Case Study 
 
In this regular column we review the successes that TRG is part of.  
 

Assisted an Environmental organization to overhaul and revise its service delivery nationally 

 

The Challenge: 
This well known environmental organization was charged with managing a national program to remove environmentally unfriendly 
products from the environment. Both Financial and non-financial rewards were available to participants who completed the process. While 
most of the inquiries and even enrollments could be made over the web the call center function was still of critical importance to ensure 
enrollees completed the process. In an effort to share responsibilities and to engage people nationally a distributed network of eight call 
centers were established across the country, all operated by local non profit and charitable organizations. Unfortunately the centers 
employed disparate processes and procedures, some of which were required to support governmental requirements. In addition the centers 
only operated during business hours and after hour calls were directed to voice mail. With a view to improve the operational effectiveness 
and throughput through the process Colin Taylor and his team at the Taylor Reach Group were asked to help them with this task. 
 
The Process: 
Colin and his team of consultants began at the beginning, visiting each of the eight centers, mapping major processes and documenting 
improvement opportunities. Stakeholder interviews were held, calls were recorded and monitored.  
 
The Solution: 
The Taylor Reach team surfaced a number of improvements to service quality including; employing an outsourced call center provider to 
handle calls during off (non business) hours, weekends and even in overflow situations where the local center had no availability. In 
addition a new communications model was developed to improve communications with the participants in an environmentally friendly 
manner. The communication plan was designed to improve participant communication and reduce the number of enrollments abandoned 
and left incomplete. 
 
The Result: 
With the introduction of the outsourced call center hundreds of additional calls were able to handled each day, with voicemail eliminated 
to local centers were able to deploy additional resources on serving customers instead of chasing their voicemail messages. The new 
communications strategy by email and automated outbound improved the connectivity between the organization and participant, 
improving speed to completion and customer satisfaction.  
Testimonials 
Colin is a rock-solid business professional with a deep knowledge of the contact center industry. With honesty, integrity, and 

excellent interpersonal skills, Colin will tell you what you need to hear, rather than what you want to hear. His exceptional 
communication abilities allow him to deliver a message without the nonsense, and he is a trusted listener and advisor to 
colleagues and subordinates alike.  He really understands what “partnership” is all about.  He is a hands-on leader, who 

completely understands the requirements, committing and delivering on-time/on-budget projects by rolling up his sleeves and 
getting the job done.  He will do whatever it takes to complete the project and do so with style.”   

 Vice President, ING Bank 
 
 
 

“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 
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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, 
 Interim Management (Ops, Exec, Sales)

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