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Self Service – Of Cents & Sensibility Part 1 

 
By: Colin Taylor 
A 1% improvement in customer satisfaction in utilities is worth 4.6% in market value growth so says Claes Fornell of the University 

of Michigan, producers of the American Customer Satisfaction Index. So if good service pays such high dividends: why is there so 
much poor service around? 

Most customers encounter loyalty-eroding problems and situations when they engage with customer service, according to the 
Harvard Business Review; 

 56% report having to re-explain an issue, 

 57% report having to switch from the web to the phone, 

 59% report expending moderate-to-high effort to resolve an issue, 

 59% report being transferred, 

 62% report having to repeatedly contact the company to resolve an issue, 

 After 2-3 self service attempt failures customers will not try it again 

Service failures not only drive existing customers to defect—they also can repel prospective customers. Research shows: 

 25% of customers are likely to say something positive about their customer service experience 

 65% are likely to speak negatively 

 23% of customers who had a positive service interaction told 10 or more people about it 

 48% of customers who had negative experiences told 10 or more others 

If this is the experience with live agents who have been hired and specifically trained to assist customers, why would any 
organization want to offer self service? So why do organizations want to employ self service? Traditional service with live agents or 

personnel is labour intensive. It costs a lot to deploy staff in a call center, in retail or even in a full service gas station. If we ever 
remembered the nostalgic service from multiple attendants we could find ourselves in a state of shock (as was the case in Back to 

the Future) or fear, as was the case in a recent CarMax television ad. 

View the ad here. CarMax TV Ad 
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Costs Savings, Productivity & Technology 

Having said that, fear is not a primary driver of self service. Self service is pursued for other reasons. It is cheaper to have 
customers serve themselves than to pay someone else to do this. The multiple attendants we saw in the CarMax video have been 

replaced by an intercom button to press if we have a problem pumping our own gas.  

If we offer web based FAQ‘s and customers can find what they want by themselves, it eliminates a call and or a live retail 

transaction, along with the associated labor costs. In this situation agents can and should then deal with more important, complex 
or urgent issues improving overall productivity. 

Of course we can all be guilty of wanting the latest, greatest technology, technology envy perhaps. I recently upgraded my 

BlackBerry. It wasn‘t that there was anything wrong with my old Blackberry, but the new one did have a faster internet connection 

and an upgraded keyboard. It was the also quite cool in my estimation. So I upgraded. In truth the main reason I did so was that it 
was cool. When asked why, I pointed to the internet speed and keyboard. In doing so I proved that old chestnut that people act 

upon emotion and rationalize with intellect. So if there is technology out there and we have read how it helped a similar 
organization, then we may want to try it in our shop. 

So Self service can be less expensive, more productive and leverage cutting edge technologies. Cheaper, faster and sexier…what 

can go wrong? 

Self Service almost 100 years Old 

Before we go any further let‘s take a look back — Self service as a concept is almost 95 years old. 
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 memorable name ―Piggly Wiggly.‖ 

In 1961, Bell System developed a new tone dialling methodology (touch tone or DTMF- Dual Tone Multiple Frequency). In doing so 

Bell created the technological basis for the IVR or Interactive Voice Response system. It would take until the mid 80‘s for the IVR to 
become commercially viable for call center applications. One of the first commercial uses in Canada was the Moosehead joke line 

that was created to support the launch of Moosehead beer in Ontario. 

Invented by IBM, the first ATM was introduced in December 1972 at Lloyds Bank in the UK. Again it wouldn‘t become a daily event 

for a decade. 

1979: Michael Aldrich invented online shopping by allowing people to purchase product from his computer store, via his Usenet site. 
This was many years before the worldwide web became a reality.  

The term ―Web 2.0″ was coined in January 1999 by Darcy DiNucci- denoting inter-operability. This is user centricity, and information 
sharing that gave birth to web self service. It took another 6 or 7 seven years to reach the masses. 

More Volume and Less Success 

So with self service existing for years and years what percentage of self service interactions are successful today? According TSIA 
only 39% of self service transactions were successful in 2010. But this is only half the story. The level of successful transactions has 

declined from 48% in 2003!  
 

So we have a dichotomy here… people are more eager to deal with virtual agents according to 
Harvard Business Review, we are certainly more accustomed to interacting with technology than we 

were in 2003. Yet the success of self serve technology is declining. So why is this happening?  

In part this is caused by attempts to implement more complex self service interaction opportunities 

and a frequent failure to properly plan and understand what the customer is willing and able to do.  

In the past few decades we have seen a huge increase in self service transaction volumes even 

though fewer being deemed successful than we had in 2003, there are many, many more 
transactions today. 

Airport Kiosk Check in introduced in 1995 and now represents 95% of all passenger check ins at 

Continental Airlines. It costs the airline less than 5% of the cost of a live ticket agent to process a 
passenger at a kiosk . Forresters reports the costs at $3.02 per live agent processing and $0.14 to 

$0.32 per kiosk processed check in.  

http://en.wikipedia.org/wiki/US_Patent_Office
http://en.wikipedia.org/wiki/Clarence_Saunders_(grocer)
http://en.wikipedia.org/wiki/Piggly_Wiggly
http://en.wikipedia.org/wiki/Bell_System
http://en.wikipedia.org/wiki/IBM
http://en.wikipedia.org/wiki/Lloyds_Bank
http://en.wikipedia.org/wiki/Michael_Aldrich
http://en.wikipedia.org/wiki/Online_shopping
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Mobile airline check in, introduced in 2009 and ticket purchase are the new self service options on the horizon, with most airlines 

supporting this self service channel. 25% of airlines offer online check in today, rising to 81% within 3 years . 

There are a number of Utilities employing self serve kiosks to deliver services to unbanked (those without bank accounts) and under 
banked (those that do not have access to online banking and therefore cannot employ other self service channels) customers. Some 

of these utilities include: Pacific Gas & Electric, Southern California Gas, San Antonio Water Systems, Arizona Power Service and 
Memphis Light, Gas, and Water.  

The first self service gas station in North America was in Winnipeg MB in 1949. Pay at Pump or prepay required by Law in BC. NJ 
and Oregon prohibit customers operating gas pumps…thereby making full service mandatory. Today there are 135,000 gas stations 

in North America, only 9% of these in Canada and more than 80% are self service. 

Self service in the grocery industry was introduced almost a century ago. Yet true self service was much slower to evolve. Only 16% 

of supermarket transactions were completed via self-checkout in 2010 (down from 22% a year ago). Supermarket self-checkout 
being phased out by a number of US companies such as Albertsons and Big Y. 

So why are adoption and utilization rates are declining for grocery self check out? As with most failures in self service, the problem 

isn‘t the self service itself. In the case of grocery self service, the problem isn‘t really self check out. It is coupons and bags. The 
systems are not well configured to support various sizes and shapes of coupons. Plus the location and method for placing the bags 

causes frequent problems. It is not the technology. It‘s the process! We need to focus on the ―Why‖ before the ‗How‘ 

 

Customers accessing Web based content increased from 2.5 million in 2008 to more than 10 million in 2010. Interaction Volumes 

are growing annually by 20% or more according to TSIA. More than 60% of your customers who phone have tried to find the 
information on your website FIRST. More than a third will be on your website when they call! 

http://thetaylorreachgroup.com/snapshotz/
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According to Forrester Research, the cost of the average Web self-service session is just $1 USD, compared to $10 USD for an e-

mail response and $33 USD for a telephone call. Many utilities have expanded their Web-based menus to customers and include 
more services such as bill payment, bill presentment, eBill signup, view payment history, view energy usage and bank drafting 

signup. These six services are available on Web sites at least 70 percent of utility organizations across North America. 
For some utilities (PPL Electric- a Pennsylvania utility with 1.4 million customers) process more Web and IVR Self Service 

transactions than they do live calls – 630,000 Web self service, 400,000 IVR self service and 975,000 live calls over the same 5 
month period of 2010.  

Starbucks now has 3 million customers using mobile prepaid to pay for their coffee. Apple and Facebook are able to charge 30% 
commission vs. the 2-3% credit card players charge. ‗Mobile money‘ is the second highest priority for Google.  

Why can Apple and Facebook charge these exorbitant commissions and why is Mobile money # 2 on the Google ‗To Do‘ List? – The 

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

Mobile operators worldwide have achieved an average customer e-billing adoption rate of 56.8 percent while traditional telcos lag at 

just 17.2 percent. In August 2011, EFMA (European Mobile Association) published a report after surveying 150 European banks with 
McKinsey on mobile banking. Their findings are that banks believe mobile will fundamentally change retail banking within five years 

(70%), and yet the majority have fewer than ten employees working on mobile and have yet to make any change in their 
operations to exploit this capability. 

How do you begin to address Mobile solutions? First look at the web reporting and analytics. You must look beyond the overall 
mobile vs. non-mobile usage performance for the entire website. If you examine this you will likely see somewhere around 5% of 

your website visitors are coming from mobile devices. Look at My Account Login information, Pay a Bill and ‗Contact Us‘ pages. 
Mobile Watch reports that mobile devices are accounting for 20-25% of all web visits during major utility outage events. Mobile 

devices can account for upwards of 50% of ―Contact Us‖ page visits. And guess what? If your website isn‘t able to serve customers 
in a mobile-optimized and highly-usable way, 100% of those ―Contact Us‖ visits through a mobile device will generate a phone call 

to your call center. 

The second item to look at is, of course is your actual customers. If you use a customer satisfaction survey, you can add a question 

or two about customer‘s mobile/communication preferences and willingness to complete transactions via mobile-optimized interfaces 
(mobile website, native downloadable ‗smartphone‘ application or via SMS texting). 

PG&E mobile bill payment application has seen double-digit growth month-over-month since its release, and the application is now 

one of the most downloaded free financial applications available through the Apple app store. 

Forrester analysis found that 70% of online consumers are willing to replace paper bills and statements. 

Mobile operators worldwide have achieved an average customer e-billing adoption rate of 56.8 percent while telcos lag at just 17.2 
percent. There are interesting attributes associated with eBilling customers…eBilling Customers are; 

 

 22% more likely to pay on time when using online banking, 

 6% more likely to pay on time if they use company payment website, 

 64% less likely to phone call centre for online bankers, 

 39% less likely to phone call centre for website payers, 

Numerous studies have identified the savings when compared to traditional paper bills: eBilling can save 40- 50 cents per bill instead 
of paper billing. eBilling can also ramp up quite quickly. A Whitby utility reached 15% penetration in 6 months. QuestarGas hit 50k 

paperless customers in just 6 weeks. 
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Info Trends Research shows that the majority of customers still wish to receive traditional mail invoices,  

However other channels are receiving increasing levels of interest- with 45% preferring email and 27% on website and 6% by text 

message/SMS, voice mail or social media. The totals here exceed 100% due to the ability to select more than one preferred 
channels. When Gen Y respondents are examined we find that 51% wish to receive their bill electronically versus 44% of the 

general population. 

It‘s not just paying their bills on line, Gen Y respondents also want to receive their invoices electronically… by email, SMS, download 

or browser based. 

 

 

Interactive Voice Response systems that 

tried and true tool for call streaming, 
processing 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. 

Although intended to improve customer 

satisfaction, a survey taken by Amplicate 

in 2010 found that 88% of people hate 
IVR‘s. IVR‘s have changed over the years 

from simple call routing: press 1 for this 
and 2 for that and messaging, to a self 

service tool- listen to FAQ‘s, report an 
outage based on phone number, from 

purely touch tone to speech enabled and 
today to intelligent AI enabled virtual 

agents – think Emily for Bell or Ted for 

United Airlines. Speech enabled IVR‘s can 
create more customer alienation than touch tone IVR‘s . This is a result of the higher emotional involvement in yelling into a 

telephone versus pushing buttons harder and faster. 

The most commonly reported problems with IVR are:  

1.) Menu options are either too short or too long 

2.) There is an imbalance between functionality and usability 
3.) Customers can‘t find a menu option that meets their needs 

4.) Menu options are focused on company needs rather than customer needs 
5.) The IVR menu options use jargon that is not readily understood by customers 

6.) There is no way for customers to start over if they make a mistake 
7.) Error messages blame the caller 

8.) Multiple language options may not be justified by the customer 

demographic profile 
9.) More than five seconds of dead air can cause users to hang up and call back 

Yet in spite of the challenges experienced with some IVR applications, the overall IVR market size is now over $2 billion. Customers 

are now more eager to have interactions with these virtual agents and more satisfied with the outcomes says HBR (Stop trying to 
delight your customers). 

 

In next month‘s newsletter we will continue our look into self service and examine Customer Perceptions related to self service, the 
impact of self service on the call center, the self service adoption process, ebilling and IVR best practices. 
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Let us know what you think of this article, please visit the post page here to make a comment, or send us an email at 

info@thetaylorreachgroup.com.  

Sales is Good Service whether you offer a Product or 
Service, or be a Private or Public Organization 

 By: Colin Taylor &  Deepak Selvaratnam,  

All organizations exist because they have a product or service that their customers need, like, use and/or enjoy. Our companies are 
no different. Our customers like and enjoy our products, services and capabilities. 

 
“Everyone makes their living selling something” Robert Louis Stevenson 

All of us sell every day, since we were young we sold our parents on what we needed for our birthday or to attend school, we have 
sold our significant other the importance of the latest action movie while downplaying the latest romantic comedy. We have sold our 

bosses at various points in our careers that ‗we really are‘ too sick to come into work. We sell constantly. We sell our capabilities to 
a prospective employer and our charm and good looks to object of our hearts attention. 

The word sell actually originated from the Scandinavian root ‗selzig‘ which literally means serve. 

If we sell a new service that allows our customer faster internet access at a reasonable cost…would the customer say we helped 

them? 

Having said this many people often draw a line between Sales and Service. ―Service is helping people and Sales is trying to sell them 
something‖. This is true as far as it goes…Service is helping people, but Sales can also be helping people as well. 

When a traumatized mother of an infant contacts a nursing help line, the support agent assists the mother with the infants gastric 
condition as well signs her on to the program for first time mothers. The mother benefits immensely through interacting with other 

first time mothers and nursing advise offered by this organization was this not selzig? 

We have established our call centers to make it easier for our customers to use our services. If customers are experiencing service 
or technical problems they may be unable to employ our services or they may be frustrated in trying to do so. By offering assistance 

through the call center to the customer service or technical issues we are really enabling easier use of our products and services. 

―Our sales efforts will fall short, if we ever forget that the act of ‗selling‘ useful products and services that meet a customer need, 

when done well, is the ultimate customer service,‖ 
If we can remember this and truly deliver on this we will generate sales revenues and or goodwill by services delivered and also 

deliver service that will satisfy and please our customers 

Let us know what you think of the article, make a comment at http://www.thetaylorreachgroup.com or contact the authors. 

#fiveideas The Results are In- Read the Post and 
Vote on the first Topics 

 

By: Colin Taylor 

Last month I asked for your help – I wanted to find out the topics that resonate with you the call or contact center operator. I 
promised that once you voted for your favorite I would write the article post. Well you did your part and I did mine, you can read 

my #fiveideas post-Why the Quality Listening program Should Not be a Performance Review here, and below. 

Background on #fiveideas – 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, 

http://thetaylorreachgroup.com/2011/11/10/self-service-%e2%80%93-of-cents-sensibility-part-1/
mailto:info@thetaylorreachgroup.com.
mailto:ctaylor@thetaylorreachgroup.com
http://www.thetaylorreachgroup.com/
mailto:ctaylor@thetaylorreachgroup.com
http://thetaylorreachgroup.com/2011/11/08/why-the-quality-listening-program-should-not-be-a-performance-review/
http://www.addtoany.com/add_to/linkedin?linkurl=http%3A%2F%2Fthetaylorreachgroup.com%2F2011%2F11%2F08%2Ffiveideas-the-results-are-in-read-the-post-and-vote-on-this-weeks-topics%2F&type=page&linkname=%23fiveideas%20The%20Results%20are%20In-%20Read%20the%20Post%20and%20Vote%20on%20this%20Weeks%20Topics&linknote=
http://www.addtoany.com/share_save
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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 are last months polling results-

 

We have a new #fiveideas poll underway today- Vote Today 
Vote for your favorite idea and I will write about in the next issue- Vote here 

 

Below is the resultant article based upon your #fiveideas votes, I hope that you enjoy the article and discussion that follows it. 

Why a Quality Listening program Should Not be a 
Performance Review 

By: Colin Taylor 

Let‘s look at the numbers. In a customer service call center where the quality assurance program requires the evaluation of 4 calls 
per month. The average agent will handle approximately 1,600 calls in the month. This means that the 4 calls evaluated represent 

only a quarter of a single percentage point. Or put another way we are evaluating and assessing only one out of each 400! How 
representative was the second Tuesday of August? To employ that Tuesday in August of last year as being representative of the 

past fifteen months likely doesn‘t make sense. Neither does basing an opinion of an agent‘s performance on every 400th call. No 

https://www.surveymonkey.com/s/WJ5QFC8
mailto:ctaylor@thetaylorreachgroup.com
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mater how we try to examine these individual call assessments, the sample size is just too small to have meaning. This is the 

fundamental problem with attempting to employ quality assurance scores as mini-performance reviews.  

 

 

Attempting to use your quality reviews as a performance assessment tool 

misses the primary objective of quality management. Quality assurance is 
about assuring the quality of the service being delivered. To who is this 

assurance being made? The answer is to senior management. The practice 
of assessing quality allows center management to gauge the performance of 

the center and individual agents within the center. The value to the center 

and senior managers in knowing the relative performance of the center and 
comparing and contrasting the performance with previous months is 

significant. But perhaps the ability to identify how individual agents are 
performing is more valuable. By knowing where agents are at can help us 

direct our efforts to improve the overall performance and quality of the 
center. 

The objective isn‘t just to identify problems and what agents are doing wrong, but also to identify what they are doing well. Both the 
areas for improvement; through coaching leading to improved individual performance and sharing best practices improves the 

overall performance of the center.  

Performance reviews have a place and time, and that is your regularly scheduled performance review. The agent‘s individual 
performance reviews may play a small role here specifically related to improvement over time as their skills improved. Remember 

that a failure of an agent to improve or be able to overcome performance deficiencies is as much a censure of the coaching and 

skills development staff, recruiting and staff selection and processes as it is of the agent in question. 

The correct positioning of the Quality program, its strengths and weaknesses, function and goals is key to gaining a well functioning 
center. This positioning needs to be known by both the senior management but also the agents. So that each can recognize their 

contributions and how all can help with the centers success.  

Participate in the #fiveideas and vote on the call center topic you would like addressed in the next post. You can vote here 

 

Comments 
In response to the above post we received a number of comments which are worth sharing.  

 Kate Francis 

November 9, 2011 at 8:38 am 

I do disagree, Colin. Despite only looking at a minuscule percentage of calls, I have found that call scores are consistent and 

representative of the service offered. 

This should be used as a tool, along with coaching and training, to ensure that maximum performance is achieved. 

 

 Colin 

November 9, 2011 at 10:52 am 

Kate, 

Thank you for your comments. In my post I am not suggesting that there isn‘t value in quality listening, simply that you cannot put 
too much stock into the results. I have seen center where the results were in fact representative and also centers where they were 

not. Often if the coaching and training is effective then even the 1/4 of 1% scores will improve. I agree that quality listening is a tool 
and needs to be supported by effective coaching and training to gain performance improvements. 

Thank you for sharing your point of view. 
Colin 

https://www.surveymonkey.com/s/WJ5QFC8
http://thetaylorreachgroup.com/2011/11/08/why-the-quality-listening-program-should-not-be-a-performance-review/comment-page-1/#comment-2657
http://thetaylorreachgroup.com/2011/11/08/why-the-quality-listening-program-should-not-be-a-performance-review/comment-page-1/#comment-2659
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 Sean E. Sammler 
November 9, 2011 at 9:18 am 

When a baseball pitcher hits the batter (HB) with the ball, it‘s just one pitch, right? After all, a starting pitcher throws about 90-
pitches a game, 30 games a year, for about 2700 pitches a season. If only ―a quarter of a single percentage‖ of those pitches end 

up hitting the batter, that‘s less than 7-batters a year hit by that pitchers bad pitch. The career pitching record for most hit batsmen 
is 205 by Hall-of-Famer Walter Johnson. The season record is 54 by Phil Knell in 1891, and the game record is six, held by Ed Knouff 

and John Grimes. 

While it‘s unreasonable to base a career solely on bad pitches – especially if I‘m only seeing ―a quarter of a single percentage‖ of 

that pitchers throws – and only some of them might be considered bad pitches – what am I missing with the other 99% I‘m not 
seeing. 

I agree quality listening should not be a performance review, as you‘ve described it, however, it should be a guage to identify 

potential problem areas. In baseball, the batter dusts it off and takes first base, in the business world; when you throw a bad pitch 
that hits the customer, they usually hang up and never calls back again. 

 Colin 

November 9, 2011 at 11:02 am 

Sean, 
I like the analogy of ‗bad pitches‘. I am not suggesting that quality listening should not be done. In fact I am strong believer that a 

strong quality program incorporating quality listening, coaching training and customer feedback is a must for any center. I agree 
that as a gauge or even to take an ‗if there‘s smoke, there‘s fire‖ approach makes a lot of sense. Viewing quality listening as an early 

warning system can be very helpful. What often isn‘t helpful and what can set an agent, a team or even a center back, is trying to 
leverage this very slight insight into an agents calls and judge them solely based on the 3 or 4 calls in question. You still coach and 

train, you just don‘t turn the quality review into a performance review.  

Another valuable approach that can improve our insight into the agents within the parameters of a quality listening program can 

include; 
- getting the agent to record the calls 

- ask the agent only to record their best or worst calls 
- have peers assess the agents calls 

All of the above approaches can broaden our perspective and add value to our quality listening and program. 

Thank you for joining the discussion. 

Colin 

 Larry Streeter 
November 9, 2011 at 7:19 pm 

Colin, 

Great article and I agree. In my experience, Quality Monitoring programs are most effective as a means of reinforcing new employee 
and ongoing training with your contact center staff.  

Think about it. What better way does an organization have to follow up on a new procedure the staff were recently trained on. By 
making simple adjustments to the monitoring program, the QA staff can provide feedback to the training organization as to their 

effectiveness, plus provide the CC managers with the coaching opportunities were skills monitored were shown to be less than 
desired. It can be an effective tool in the performance evaluation, but only as it relates to the learning capacity of the employee and 

their ability to translate that into action. 

But in an organization focused on delivering a consistent, awe-inspiring customer experience, it‘s the feedback from customers that 

should play a significant role in the evaluation of the employee. This feedback, in the form of transaction surveys, should drive the 
employee coaching sessions. Reading the thoughts from the customer as to how well they were served while listening to the 

recorded call is a very powerful way to help the employees understand what you‘re looking for in their performance. 

http://www.symon.com/
http://thetaylorreachgroup.com/2011/11/08/why-the-quality-listening-program-should-not-be-a-performance-review/comment-page-1/#comment-2658
http://thetaylorreachgroup.com/2011/11/08/why-the-quality-listening-program-should-not-be-a-performance-review/comment-page-1/#comment-2660
http://www.linkedin.com/in/larrymstreeter
http://thetaylorreachgroup.com/2011/11/08/why-the-quality-listening-program-should-not-be-a-performance-review/comment-page-1/#comment-2661
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Coupling the ―internal‖ data from a QA program with the ―external‖ voice of the customer sentiment, you‘ll have a complete 360 

degree overview of your rep‘s performance! 

 Colin 

November 10, 2011 at 1:20 pm 

Larry, 
You make some really good points, thank you for sharing them with us. 

Being able to connect the customer feedback – the external satisfaction measures to the quality listening – our internal stand in for 
customer satisfaction, is certainly powerful indeed. In my experience the results often are a surprise to the center as well. Many 

times we discover that what we had thought was important to the customer really isn‘t. This level set is critical if we are going to 
make require ‗course adjustments‘ in our Customer Experience journey to Customer Satisfaction. 

Join in the dialogue here 

5 Good Call Center Ideas – #FiveIdeas 
 

 By Colin Taylor 

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 second 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, 

http://thetaylorreachgroup.com/2011/11/08/why-the-quality-listening-program-should-not-be-a-performance-review/comment-page-1/#comment-2662
http://thetaylorreachgroup.com/2011/11/08/why-the-quality-listening-program-should-not-be-a-performance-review/
mailto:ctaylor@thetaylorreachgroup.com
http://www.addtoany.com/add_to/linkedin?linkurl=http://thetaylorreachgroup.com/2011/10/17/5-good-call-center-ideas-5ideas/&type=page&linkname=5 Good Call Center Ideas  %E2%80%93 
http://www.addtoany.com/share_save
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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 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 

Call Center Strategy – Hope is Not a Strategy. 

Call centers are busy places, phones ringing, chats popping, display boards flashing and people are busy serving customers, 
coaching agents, in trainings or meetings. Often it seems that we are too busy managing the ‗day to day‘ operation that we have no 

time for planning. What do you do about your call center strategy when you are too busy ‗fighting fires‘ to worry about fire 
prevention? Often times it is the strategy that is left behind. This is not a sin of commission, but more of omission, the strategy will 

get created…I just need some free time. In the days, weeks and months that follow, there is no strategy in place, just hope an 
perhaps prayer. Unfortunately neither is a strategy. 

 

Vote for the Idea you would like to hear more about at Vote 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 
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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 

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

 

Assisted an National Consumer Electronic Retailer Reduce Cost and Improve Efficiency 
The Challenge: 

A national retailer specializing in Consumer Electronics operating numerous contact centers was constantly striving to improve the 
efficiency and effectiveness of their operation. The challenge to Colin Taylor and his team was to improve the efficiency of the 

process without sacrificing the quality of service or satisfaction of the customers who called the center.  

The Process: 

Colin and his team of consultants began by examining the transactions and transaction types processed within the center. The 
engagement assessed the people in the call centers, their skills and competencies, the processes, procedures, operational 

methodologies, technology application, quality and service practices and business objectives.  

The Solution: 

The client employed processes and procedure that had been proven effective for many years. By examining the work flow and 
process flow in detail the consultants identified processes and process elements/steps that were not aligned with the contact center 

objectives.  
 

By vetting and re-engineering the process maps, procedures and operational methodology we ensured that the objectives of the 

organization could be met. New processes were recommended that streamlined the process and reduced the points of failure 
substantially.  

The Result: 

The retailer reduced its AHT by more than two minutes per call and improved its customer satisfaction. The re-engineering process 

improvement and the associated reduction in AHT combined to total just less than $1,000,000 in annual operational cost savings!  
 

Testimonials 
―Colin's years of Call Center experience have resulted in him becoming one of the premier experts in this field. He has helped 
countless companies improve their Call Center and Customer Service processes, and his monthly Newsletter provides valuable 

information and advice for all of those who are lucky enough to subscribe. In one place, you can find industry happenings, statistics, 
advice on problems/questions, case study information and much more. It's invaluable, and an easy on-line read, which makes it 

even more valuable in my view. I would recommend contacting Colin if you find that you are having problems providing the service 

you want in your call center. Although his business is recommending and providing call center solutions, he will not hesitate to be 
honest with you and tell you that with a few changes, you can manage everything on your own. This is an honesty that I value 

highly.‖  
Senior Customer Service Executive, Readers Digest Asia 

 

Colin is 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 
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done.  He will do whatever it takes to complete the project and do so with style.‖   

 Vice President, ING Bank 
 

 ―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, 

 Technology Selection & Purchase Management 

 Quality Monitoring & Assurance, 

 Outsourcing/Off-shoring Assessments, 

 Total Cost of Ownership Assessments, 

 Service to Sales Migrations,  

 RFP and RFI Development and Management 

 Site Location Selection, Analysis and Research 

 Interim Management Services 

 

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

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

By email at  jcockerill@thetaylorreachgroup.com  

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

By email at  ctaylor@thetaylorreachgroup.com  

 

Offices in Toronto, New York, Atlanta & Australia 

TRG are proud members of: 

     

The Taylor Reach Group, Inc. 

E-mail:  info@thetaylorreachgroup.com 

www.thetaylorreachgroup.com      
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