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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 
customer‟s point of view FCR becomes Forced Company Response. 
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 
customer‟s mind when they have a call where quality is weak or missing.   
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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.  
 Customer Experience & the Call Center 

 

 

 
The call center doesn‟t define the customer 
experience, but can be held accountable to deliver 
it. 
In this presentation Colin Taylor shares how you 
can mitigate conflicting messages and expectations 
and align your call center with the desired and 
expected customer experience. 

 

Customer Have Choice

Customers Have Choice

 

Customer Experience Definitions

“The Experience of the customer when 
buying or servicing the product or 
service you have sold them”

“The designed interaction between a 
customer and your organization”

 

Is Customer Experience Important?Is the Customer Experience Important?

 

What Experience are we Supporting?

 
 
View the entire presentation here 
Let us know what you think of this presentation, please visit www.thetaylorreachgroup.com or send us an email at 

http://thetaylorreachgroup.com/2007/04/03/peaks-spikes-valleys-and-troughs-how-to-manage-your-contact-center-in-a-high-change-environment/
http://thetaylorreachgroup.com/2006/11/23/is-your-call-important/
http://www.thetaylorreachgroup.com/
mailto:info@thetaylorreachgroup.com.
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http://slidesha.re/r3nhuW
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http://www.addtoany.com/add_to/linkedin?linkurl=http%3A%2F%2Fthetaylorreachgroup.com%2F2011%2F09%2F28%2Fcustomer-experience-the-call-center%2F&type=page&linkname=Customer%20Experience%20%26%20the%20Call%20Center&linknote=
http://www.addtoany.com/share_save
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info@thetaylorreachgroup.com.  
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Consumers believe service on the way down 
A new study has found that more than half of Australians believe customer service levels have declined in the 
past five years. 
The study by consultancy AMR and customer feedback platform Feedback ASAP, is based on a survey of 521 
Australian consumers. According to the report, 58.5% of respondents believe customer service has declined in 
the last five years, while only 17.4% say it has improved. 
Complaints from consumers predominantly focused on poor staff attitudes, problems with 
overseas call centres, and a lack of professionalism and product knowledge. “The research 
showed that poor staff attitudes are a standout factor in consumer dissatisfaction,” AMR 
Melbourne general manager Mary Forgie says. “In particular, people found attitudes from 
young workers in retail particularly wanting.” 

Originally published by callcentre.net 

 

Self Service Trivia 

In 1917, the US Patent Office awarded Clarence Saunders a patent for a “self-serving store.” Saunders invited 
his customers to collect the goods they wanted to buy from the store and present them to a cashier, rather than 
having the store employee consult a list presented by the customer, and collect the goods. Saunders licensed the 
business method to independent grocery stores; these operated under the name “Piggly Wiggly.” 

In 1961, Bell System developed a new tone dialing methodology (touch tone or DTMF)- giving birth to the 
IVR.  

Enhancements in speech recognition helped to 
commercialize IVR‟s in the 90‟s. 

Invented by IBM, the first ATM was introduced in 
December 1972 at Lloyds Bank in the UK.  

1979: Michael Aldrich invented online shopping 

The term “Web 2.0″ was coined in January 1999 by Darcy 
DiNucci- denoting inter-operatibility, user centricity, and 
information sharing that gave birth to web self service 

Successful self service engagements have dropped from 
48% in 2003 to 39% in 2011- TSIA 

Kiosk Check in introduced in 1995 now represents 95% of all passenger check ins – Continental Airlines 

http://www.callcentre.net/
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The first self service gas station in North America was in Winnipeg MB in 1949- Wikipeadia 
Pay at Pump or prepay required by Law in BC -Wikipeadia 
NJ and Oregon prohibit customers operating gas pumps…thereby making full service mandatory 

Combined market for all types of mobile payments is expected to reach more than $600B globally by 2013 

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

info@thetaylorreachgroup.com.   

Barbados as a call center location 
I had the opportunity recently to meet with Senator Darcy Boyce, Minister in the Office 
of the Prime Minister, of Barbados when he was in Toronto on a trade mission. The 
focus of my meeting with the Senator and his team was to gain a better understanding of 
the call center industry and environment in Barbados.  

According to Emeline Taitt, Director of Investment Promotion & Facilitation, Invest 
Barbados, “Barbados is very active in the call centre industry and is the home to some of 

the USA‟s largest companies. We have fourteen companies presently in Barbados employing over 2000 persons 
and of course, we are desirous of expanding this base. We already have the skilled human resources to support 
this industry”. The Financial Services sector is well represented in Barbados with more than 4,000 organizations 
operating in the country. With corporate taxes as low as 2.5% it is not a surprise why they and increasingly call 
centers are choosing Barbados. Companies including Manulife, Glidan and NCO Financial Systems are already 
operating in Barbados and benefiting not only from the low tax rate and structure (no VAT, import duties of 
freeze on funds transfer for registered International businesses). It is interesting to note that the bank of Nova 
Scotia (Scotiabank) was operating in Barbados before it had an office in Toronto.   

Barbados is a call center friendly location as evidenced by low staff turnover, in part due to the 10% 
unemployment rate, reliable telecommunications with dual fibre on the Caribbean loop and reliable power. The 
power company has a legal liability and can be fined is the uptime drops below a predefined threshold. This 
makes Barbados significantly different then some other Caribbean locations I am familiar with. Barbados has a 
very high literacy level (97%) which makes Barbados one of the top 5 countries for literacy in the world.  

If you are looking for a Caribbean/LATAM location for a call center I would recommend that you have a closer 
look at Barbados. 

 

http://www.thetaylorreachgroup.com/
mailto:info@thetaylorreachgroup.com.
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5 Good Call Center Ideas – #FiveIdeas 
 

By Colin Taylor 
I have often heard that just one good idea can change everything. It can make a conference worth attending, 
change the course of history or even make a meeting worth attending. Now I can‟t guarantee that we can change 
the course of human history or even make a meeting productive, but hopefully the ideas I share can make the 
reading worthwhile, though you will need to be the judge of that. Now if one good idea can do so much, what 
can we achieve with 5 Ideas?- The mind boggles. 
The objective of this post is to share some brief ideas and thoughts around call and contact center management 
and operation and ask for your feedback on which ones you would like to see a deeper dive into. I will listen to 
the wishes to the people, at least those who vote and deliver a detailed follow up to the 5 Ideas topics within a 
few days. 
Here is the first in our series of 5 Ideas for your call/contact center 
Idea 1 
Forecasting and History may not repeat itself. 
Forecasting is arguably (and yes, I would be open to a debate on this), the single most important support 
activities to equip the call/contact center operator with this understanding to meet the centers‟ goals and 
objectives. The ability to forecast cannot accurately be completed by „bumping up‟ last year‟s volumes or by a 
Workforce management (WFM) application. The ability to actually construct a forecast from scratch is an 
essential tool in any center managers‟ toolkit. Historical volumes, daily distribution, Erlang algorithms, service 
level, handle time and abandoned calls are the building blocks of a forecast. However, the key to long term 
success is often meticulous record keeping. 
Idea 2 
Maybe, just maybe, those folks in marketing aren’t there solely to make your life difficult. 
Marketing has often been purported to be the bain of the call center operator. They visit new campaigns upon 
the call center without proper disclosure or notice. Any of us who have had to ask our customers where they 
saw this ad and ask if they could email a link or fax a copy have cursed the marketing department. The truth 
however is that marketing exists to sell and promote our products and services which is a good thing and to gain 
more customers which is essential for any call center to continue to operate. The key to building a productive 
and cooperative relationship with marketing starts with communications and breaking down the „silo walls‟ that 
separate the call center and Marketing. 
Idea 3 
Turnover is good. 
Every call/contact center needs some turnover. It is important to get „new blood‟ into any center periodically. 
Turnover that is so high you can barely finish the new hire paperwork before you begin the termination 
paperwork however is great way to stay busy, but not a smart strategy to achieve your customer satisfaction or 
customer experience goals. In most centers the problem of turnover has been omnipresent and a truism, like 
death or taxes. The truth too often is that the people being recruited into the center should never have been hired 
in the first place. Creating a skills and competency map that matches the skills demonstrated by your best 
performers is just the first step to improve your hiring process and reducing your turnover. 
Idea 4 
If you want to pursue Certification, does that make you Certifiable? 
Certifications can be important. Certifications can be significant in confirming a level of attainment and 

mailto:ctaylor@thetaylorreachgroup.com
http://www.addtoany.com/add_to/linkedin?linkurl=http%3A%2F%2Fthetaylorreachgroup.com%2F2011%2F10%2F17%2F5-good-call-center-ideas-5ideas%2F&type=page&linkname=5%20Good%20Call%20Center%20Ideas%20%20%E2%80%93%20%235ideas&linknote=
http://www.addtoany.com/share_save
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professionalism that sets those certified apart from the rank and file. Think of passing the Bar, or getting your 
iron ring. Or they can be little more than diploma mills or the participant ribbon for attending. Certification of 
anything to be effective must be tied directly to standards that can be objectively measured and analyzed. Any 
certification that appears to be based upon „smoke, mirrors‟, years of experience or any consultants‟ expert 
opinion should be treated with suspicion. Before you invest in any form or certification ensure that the 
underlying objectivity can be proven and confirmed, that is unless you are looking for a diploma mill 
certification. 
Idea 5 
Quality Coaching is not a performance review. 
Many call/contact centers view quality coaching as a mini-performance review. The coaching session takes a 
single call or contact out of the hundreds the agent completed that week, and scores the contact against a set of 
criteria. Too often this becomes an exercise in „catching them doing something bad‟. Center management may 
then be puzzled as to why performance and morale aren‟t improving given the additional coaching the agents 
are receiving. The truth of the matter is that we cannot even know if this call or contact is representative of the 
agent, the sample size is too small. Explaining what the quality criteria is to the agent is likely redundant as they 
are already aware of the standards. What needs to occur in an effective coaching session is to understand why 
they took the approach they took, what they would change if they could, examining the contact with perfect 
20/20 hindsight, and lastly to identify what they did well (catch them doing something well). 
Vote for the Idea you would like to hear more about at Vote Here  

Using “The Power of Small Wins” to Reduce New Hire Employee 
Turnover 
By: Bob Cowen, Snowfly 
 
If your call center operates as a profit center (sells, renews, retains, upgrades, converts, collects or solicits), improving retention of 
newly hired agents will have an immediate impact on your bottom line.  Reducing the ongoing cost and effort of hiring and training 
new agents is one benefit but the real payoff is that KPI‟s go up and rookie mistakes go down. 
 
For those unfamiliar with the concept of “the power of small wins,” it is discussed in the Harvard Business Review article “The 
Power of Small Wins” by Teresa M. Amabile and Steven J. Kramer (see www.HBR.org to purchase and download a copy).  The 
article contains excellent examples and lessons.  It‟s fairly easy to grasp the concept of the power of small wins; Snowfly Incentives 
founder Brooks Mitchell, Ph.D. describes it as “rewarding the daily homework” in his article New Ways To Curb Employee 
Tardiness, Absenteeism and Turnover by Using Employee Selection and Online Games.  In part of his very educational tutorial, Dr. 
Mitchell discusses rewarding early tenure to retain new-hires thus bridging the gap in the new job morale curve.  The same principle 
applies to solving many other challenges.  When a call center is a profit center, the consequences of new hire employee turnover 
multiply.  The question is: how to apply the power of small wins to reducing new hire employee turnover at call centers that are profit 
centers? 

Step into your shoes:  
Near the end of every year, you receive numerous solicitations from charities for donations.  Many arrive by mail and some via phone.  
Because a presidential election is not too far down the road, I can assure you that the volume of phone calls will significantly increase.  
These are just two examples of the many opportunities to sell you a product or service when they call you.  There are numerous other 
pitches thrown your way when you call your bank, airline, insurance company, cable company, etc.   If you count all of the “no, 
thanks” that you give and if you answered all of the inbound calls (rather than letting them go to voice mail), think of the total of all of 
the “no, thanks” you would utter. 
Step into my shoes:  
Let me suggest that you spend a few hours sitting with and listening to the calls of one of your recently hired agents.  It‟s important 
that you see his/her emotional state when doing this.  How many “no, thanks” or similar rejections per hour do you hear?  Could you 
remain positive and encouraged?  Remember that the recently hired agent started the job with high expectations and then they find that 

https://www.surveymonkey.com/s/5CallCenterIdeas1
mailto:rcowen@snowfly.com
http://hbr.org/2011/05/the-power-of-small-wins/ar/1
http://hbr.org/2011/05/the-power-of-small-wins/ar/1
www.HBR.org
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almost all they hear is “no” (sometimes not spoken very courteously). 
Where does this lead:  
You know the answer; many of your agents become discouraged and start down a self-fulfilling slippery slope that leads out the door.  
They question their abilities and decision to join your organization; discouragement sets-in because they are steeped in negative 
rejections numerous times per hour.  It‟s a shock to their system (ego): am I cut out for this; is this what I want to do for the next few 
years; how do the others do this day-in and day-out; I feel so unproductive.  Within the big picture, the few “yes, thanks” that are 
received become lost in the overwhelming sea of “no, thanks.” 
Small wins to the rescue:  
Most organizations don‟t review their employees frequently enough, especially newly hired agents.  Yes, it can be a labor intensive 
process but so is replacing employees.  Remember your days in grade school, high school and college?  You received continuous 
feedback from grades, quizzes, papers and final exams.  Good feedback reinforced your study habits.  You always knew where you 
stood long before you received your final grade.  Going into your final exam, you knew exactly what you must score to get a specific 
final grade for the course.  You may not have realized it but you were the recipient of “the power of small wins.” 
What to do:  
The simple answer is to amplify the incentive reward for every positive event for newly hired agents until they have accepted the fact 
that the day is usually going to be filled with negatives and frequent rejections.  An “event” does not need to be a sale; it could be 
simply asking for the sale or some precedent activity.  Offer constructive and positive guidance when you see that a better job can be 
done.  Encourage and reward employees for “bonding” activities with more tenured agents; rewards should be given to both the new 
and the tenured agents.  View examples of the new job morale curve and create one that reflects your organization.  This will be a very 
educational lesson.  If you measure turnover annually, reducing new hire turnover will have a compound affect on your annual rate.  
However, measuring turnover quarterly or monthly results in greater accountability and responsibility for those who can affect it. 
What not to do:  
Don‟t accept high turnover of newly hired agents as just the nature of the business.  Simple, inexpensive, cost effective solutions are 
readily available when you understand the principles of “the power of small wins” or as Snowfly likes to say “reward the daily 
homework.” 
About Snowfly 
Snowfly is the leading provider of Internet based employee incentives, recognition and loyalty programs and has extensive expertise 
with home based agents. Snowfly‟s web site: www.Snowfly.com.   
 

 

Inside TRG
 

Free Agent Retention eBook Available – $1000+ value  
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 

file:///C:/Users/Tyler/AppData/Local/Microsoft/Windows/Temporary%20Internet%20Files/Content.Outlook/DFMPE5L0/www.Snowfly.com
http://customerresponsesummit.com/
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same insights today for zero cost. 
In the eBook you will discover; 
• The reasons why turnover and attrition are never-ending processes, 
• The significant impact turnover can have on your agent productivity, 
• How to calculate the „real‟ cost of attrition in your center, 
• The impact of turnover on Wages, Morale, Quality, and the Customer Experience, 
• How to assess you centers‟ agent career process, 
• Leadership strategies that lead to reduced attrition, 
• How to employ Rewards and Recognition to gain the best result, 
• How to motivate Gen X versus Gen Y, 
• How to Align your hiring and training process to deliver the desired results,  

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

 

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. 

 

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/


 

Copyright, The Taylor Reach Group, Inc. June 2010 11 
    

 

 

 

   

Case Study 
In this regular column we review the successes that Taylor Reach is part of.  

 

Assisted a Major Financial Institution Implement an Outsourced Quality Program  

The Challenge: 

 
Guaranteed ROI 

60 Minute 
Discovery free  
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Our client a large financial institution was faced with inconsistent quality monitoring activities. The bank had previously implemented a 
number of ineffective quality monitoring improvement initiatives. When they contacted The Taylor Reach Group (Taylor Reach) the client 
wanted to implement an effective and consistent quality monitoring process that would standardize the quality measurement across 24 call 
centers. 
 
The Process: 
Taylor Reach and the client reviewed and revised the Quality guidelines, scoring matrix and reporting requirements. In addition technical 
challenges had to be overcome including how to access call recordings, storage, retention requirements and policies. Finally Taylor Reach 
had to pass a rigorous security assessment for both physical and logical security. 
 
The Solution: 
With guidelines revised and approved, new reporting was developed to assess not only the agent performance, but also the team, center, 
and Line of Business.  The reporting would roll up from an individual agent up to the Senior Vice President. With the technology access, 
security approval and protocols in place, Taylor Reach conducted an in depth calibration process with the client to ensure that the quality 
of the assessments and their consistency was constant. 
 
The Result: 
Within weeks changes were noticed, first by the front line staff and supervisors, then within a few 
months by senior management. By increasing the transparency and consistency of reporting, managers 
knew within 20 days how their supervisors and teams were performing and which supervisors were 
actively coaching and mentoring their agents. The scores and results were clear to everyone in the 
management hierarchy. The result of this attention showed everyone that quality was important to the 
institution.  
 
For more than five years the program continues to support the quality and improvement of the agent performance in all of the call centers. 
The program has been an unqualified success and has been recognized by senior officers of the organization as a key to ensuring 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 
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 
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Centers.” 
EDS 
 
“Colin's vision, direction and management style was motivational and inspiring as he grew the business. Working along with him on many 
new and exciting ventures I admired his ability to build strong relationships with customers and suppliers, his strategic and visionary 
thinking, business savvy, and his supportive nature for his employees.” 
Customer Care Manager, BMO 
 
“John was retained by Advantex to lead a prototyping effort to outsource the sales cycle of a new business concept. John and his team 
worked diligently on this Proof of Concept, proving that business could be sold over the phone; this was an important step forward for 
Advantex, in terms of validating the opportunity to decrease the cost of sales, as well as confirming that it was a viable alternative to feet 
on the street. John took a complex offering, which worked in person, and broke it down to a workable over-the-phone pitch. John was a 
pleasure to work with every step of the way on this POC.” 
VP Advantex 

 

“Colin's depth of knowledge greatly enhanced the results. His recommendations made good business sense, and created a good outcome 
for the company and the employees. I trusted the research and the deliverable he and his company provided in a timely manner.” 
Customer Service Executive, Rodale 
 
“Colin understands the complex service requirements needed to support large multi-channel companies and he is able to articulate those 
needs to a range of audiences. Once the needs are defined, Colin has the ability to create a roadmap and structure for a given project, 
communicate the plan effectively, and deliver the desired results within the defined timelines. Colin is a creative thinker and has deep 
industry knowledge that would make him an asset to any company that engages in his services.” 
Senior Contact Center Executive, Best Buy 
 
“John is a true pleasure to work with. A leader, in every sense of the word. John has the ability to motivate, guide, and instill confidence - 
All within a 3-4 minute phone call. You can always depend on John to give a swift and direct cure to any dilemma you may get stuck in.” 
Outsource Service Provider 
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Customer Reach® is published 10 times per year by The Taylor Reach Group, Inc. Customer Reach® may not be reproduced without 
permission. 
 

Subscription requests can be directed to info@thetaylorreachgroup.com or to;  
Customer Reach 
55 Nugget Ave, 
Suite 217, 
Toronto  ON 
M1S 3L1 
Phone - 416-979-8692  
Fax     - 416-412-1171 
The Taylor Reach Group, Inc. provides Strategic and Operational customer interaction consulting services that deliver Operational 

Innovation breakthroughs in Contact Center operations. Download our corporate brochure at 

http://thetaylorreachgroup.com/pdf/taylor_reach_group_corporate_brochure.pdf  

Award winning service and more than 200 years of industry experience serving ‘Fortune 1000’ companies. Extensive North American 

and International experience with both captive (in-house), remote agent and outsource centers. More than 14,000 agent desktops 

worldwide employ TRG designed operational business models. 

Delivering Operational Innovation to your Contact Center 

 Contact Center Consulting,  
 Customer Satisfaction Consulting,  
 Contact Center Technologies,  
 KPI and Best Practices, 
 Contact Center Performance Assessments, 
 Commissioned Research, 

 Quality Monitoring & Assurance, 
 Outsourcing/Off-shoring Assessments, 
 Total Cost of Ownership Assessments, 
  Service to Sales Migrations,  
 RFP and RFI Development and Management 
 Site Location Selection, Analysis and Research 

 

Award winning service, 60 Minute Free Tele-consult, ROI Guaranteed...Reach Beyond!  

Phone or email John Cockerill, President today at 877-979-8692 ext. 201 

By email at  jcockerill@thetaylorreachgroup.com  

Phone or email Colin Taylor, Founder & CEO today at 877-979-8692 ext. 200 

By email at  ctaylor@thetaylorreachgroup.com  

 

Offices in Toronto, New York, Atlanta & Australia 
TRG are proud members of: 

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

www.thetaylorreachgroup.com      
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