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Multichannel customer contact 
is a fact of life. Unfortunately, so are 
organizational silos and divided 
ownership of the many media 
that your 
customers 
use, or want 
to use. In an 
increasingly 
c o m p l e x 
c u s to m e r 
interaction 
environment, there’s no time like 
the present to establish a corporate 
body and processes to compre-
hensively define and pursue your 
offerings. This organization must 
establish a clear strategy and have 
the power to govern technology 
investments and their application 
across the enterprise. 

Readers of this jour-
nal run contact centers 
of varying sizes in sup-
port of different indus-
tries from all corners 
of the globe. Because 
of this diversity, we 
naturally view success 
from a number of different angles. 
Through it all, though, there is one 
objective that we share: We want 
contacts handled start to finish by 
the resource that gets it. Doing so 
is good for our bottom line, and 
is even better for our customer. 

Despite our efforts, we will not 

always be successful. 
Routing problems can 
certainly contribute to 
this when confused 
customers press the 
wrong buttons. Yet 
once the customer 

gets to the right place, 
we still are not “home free.” Many 
calls require support from, and 
occasionally a transfer to, a higher 
skilled resource. These “escalated 
calls” can range anywhere from 
2% to 25% of traffic (and even 
more in some very specialized 
operations). In 
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FMLA has created 
a great deal of 
confusion and 
frustration in the 
workplace. Step 
carefully to avoid 
potential landmines.

By SuSAn HASH

It has been nearly two decades since 
the Family and Medical Leave Act (FMLA) 
was enacted. While organizations have 
improved their understanding of the 
law, managers, for the most part, are still 
challenged when it comes to properly 
administering it in the contact center. 

Contact centers have long been 
plagued by high absenteeism due to a 
stressful work environment, low pay and 
inflexible work schedules. Research by 
MetLife found that, although call center 
employees may represent only 20% to 
25% of a company’s full-time employees, 
they account for more than 60% of its 
total short-term disability claims and 

family and medical leave absences. 
FMLA, which provides eligible 
employees with up to 12 work weeks 
of unpaid leave  in a 12-month period, 
was designed to protect employees’ 
jobs when they need to take extended 
medical leaves for serious medical 

conditions, including pregnancy, or to 
care for family members. When FMLA 
leave is misused or abused, service 
levels, customer satisfaction and staff 
productivity are adversely impacted. 

“FMLA is definitely the law that most 
frustrates employers,” 
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says Jerome Pinn, an FMLA compliance attorney 
with Wimberly Lawson Wright Daves & Jones, 
PLLC. Managers are often uncertain about how to 
interpret the law since local family leave laws vary 
from state to state and different courts around the 
country have conflicting interpretations regard-
ing FMLA. “There are some areas that are unclear 
even now, 18 years after the law has passed,” says 
Pinn. “It’s a dangerous law for employers, and very 
difficult to comply with.” 

Mistakes can be expensive—it costs employ-
ers an average of $78,000 to defend an FMLA 
lawsuit, regardless of outcome, according 
to the U.S. Department of Labor’s Wage and 
Hour Division. And the U.S. Equal Employment 
Opportunity Commission reports that employees 
who successfully sue for wrongful termination 
based on FMLA-protected absences receive, 
on average, between $87,500 to $450,000 in 
damages. Employees who sue and win not only 
receive their lost wages, which are doubled, but 
the employer also typically pays the plaintiff’s 
attorney fees. And the employer is not the only 
one who can be held responsible, says Pinn. 
Managers and supervisors can be sued directly 
and held personally liable for paying damages 
under certain circumstances. 

Common Mistakes That Can  
Put Your Company at Risk

Unfortunately, most frontline supervisors and 
managers have not been adequately trained in 
FMLA compliance, exposing the organization and 
the individual to potential lawsuits. The follow-
ing are a few of the mistakes that attorneys see 
managers make far too frequently.

Terminating employees who are on protected 
leave. FMLA leave is often confused with other 
types of leave that are available to employees, 
including short-term disability (STD) and work-
ers’ compensation, says Melissa Fleischer, Esq., 

president of HR Learning Center LLC. For instance, 
when an employee takes time off for medical 
reasons, his manager may assume that he is 
out on short-term disability leave. Then, when 
the employee reaches the STD benefit period 
limit and does not return to work, the manager 
may terminate him without realizing that the 
employee is still eligible for FMLA leave. 

How can you prevent this type of oversight 
from happening? “Many managers don’t know 
that it is actually the employer’s right to designate 
the leave as FMLA,” says Fleischer, it’s not up to the 
employee to decide whether or not to count it 
as FMLA time. If the reason for the leave qualifies 
under FMLA, the employer can designate it as 
FMLA leave, even if the employee is also taking 
another type of leave, and it will count against 
the employee’s 12-week FMLA entitlement, she 
explains. Of course, the employer would have 
had to set forth in its FMLA policy that FMLA 
leave would run concurrently with other types 
of paid leave.

Disciplining employees for taking FMLA leave. 
“Managers are prohibited from disciplining 
an employee for the FMLA time that they 
take,” Fleischer says. “You cannot terminate an 
employee or send a disciplinary letter for being 
absent on certain days, if those days were FMLA-
protected. Even if the time was not designated 
as FMLA leave, if it meets the definition of a seri-
ous health condition under the FMLA, then it 
would constitute protected leave as long as the 
employee is eligible and hasn’t exhausted his or 
her 12-week leave.”

Not understanding the definition of “serious 
health condition.” Managers often have difficulty 
determining when an employee has a serious 
health condition. Under the FMLA, a serious 
health condition is “an illness, injury, impairment, 
or physical or mental condition that involves 
either inpatient care or continuing treatment by 
a health care provider.” “Managers need to under-
stand that ‘serious’ is a misnomer,” says Fleischer. 
“The definition set forth in the DOL regulations 
is what is controlling, rather than whether the 
impairment meets the definition of what most 
people consider to be ‘serious.’” 

Therefore, she explains, under the DOL regula-
tions, if the employee has been incapacitated for 
more than three full consecutive days, and has 
seen a doctor once within seven days of the first 
day of incapacity, and they receive a prescription, 
then the impairment  meets the definition of  a 
serious health condition. Or if the employee saw a 
doctor twice within certain time periods and did 
not receive a prescription, it can constitute a seri-
ous health condition. Under the DOL regulations, 
even if the employee is not out of 
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work more than three days but is 
just out for any period of incapacity because 
of a chronic health condition, such as asthma, 
or for pregnancy or for long-term conditions 
for which treatment is not effective, such as 
the terminal states of a disease. These can all 
constitute a “serious health condition” within 
the meaning of the FMLA.    

Managers need to be careful not to dis-
cipline or terminate an employee when 
they are out for a “serious health condition” 
if the employee is FMLA eligible and has not 
exhausted his or her 12-week FMLA entitle-
ment, Fleischer says. 

Failing to reinstate the employee to the same 
or similar position at the end of the FMLA leave. 
Contact centers that have been operating in 
a strict cost-containment mode over the past 
few years may find it difficult to fill staffing 
gaps when full-time agents are taking FMLA 
leave. Having a floater or extra staffing to cover 
agents who are out may be an added expense 
for the operation, but it’s better than losing the 
calls or terminating the employee and being 
faced with a lawsuit, says Pinn. 

A home-agent program also can provide 
an effective and flexible solution to ensure 
adequate staffing (see “Finding the Value in 
Home Agents,” Pipeline, February 2011). 

A Well-Drafted Policy Can Help 
to Manage FMLA Absences

Employers are sometimes reluctant to 
notify employees of what’s available to them 
because they’re afraid it will increase their 
FMLA usage, says Pinn. “They may think that 
they’re playing it safe by not sharing that infor-
mation, but they’re actually interfering with 
the employee’s FMLA rights,” he points out.

According to DOL regulations that took 
effect in 2009, employers are required to pro-
vide employees with a general notice about 
the FMLA, which must be visibly posted in 
the workplace break room or other common 
area. The information must also be included 
in employee handbooks, whether printed or 
available electronically.

Having a well-written FMLA policy that 
clearly spells out what employees are entitled 

to, what notice they must provide, their right 
to reinstatement at the end of the leave, and 
who is an eligible employee will ensure that 
both supervisors and employees understand 
how and when FMLA leave takes place, says 
Fleischer.

In addition, an FMLA policy allows manag-
ers to put in place critical provisions to help 
manage FMLA and to safeguard against 
prolonged absences. “The FMLA provides 
employers with choices about three important 
elements of their FMLA policy,” Fleischer says. 
She recommends that managers include the 
following provisions in their policies:

Ensure that FMLA leave runs concurrently with 
other paid leave. Employers can and should 
choose to have FMLA run concurrently with 
other paid leave, such as sick leave, says 
Fleischer. Having it run concurrently will help 
you to avoid situations where employees are 
taking back-to-back leave; for instance, being 
out for 12 weeks on short-term disability and 
then immediately taking another 12 weeks 
of FMLA leave.

Count FMLA leave on a rolling 12-month 
period. The FMLA allows eligible employees up 
to 12 weeks of leave in a 12-month period. The 
regulations allow employers to choose one 
of four different methods for calculating that 
12-month period. For instance, the 12-month 
period can be based on:

●● the calendar year, 

●● any fixed 12-month period (e.g., a fiscal 
year or one required by state law), 

●● the 12-month period measured 
forward from when an employee first 
takes FMLA leave, or 

●● a rolling 12-month period looking 
backward from the date when an 
employee takes FMLA leave.

If you choose to count FMLA leave on a 
calendar year basis, you could set yourself up 
for lengthy absences. For example, an agent 
could request to take her 12 weeks of leave 

through the end of December. Then when the 
new calendar year starts on January 1st, she 
would be immediately eligible for another 12 
weeks and could be out for 24 consecutive 
weeks. 

“The only method that is beneficial to 
employers is the rolling 12-month period 
looking backward,” says Fleischer. “When an 
employee comes to you and requests to take 
FMLA leave, you can look back 12 months from 
that day, count how much FMLA leave they 
have taken, and then you’ll know how much 
they have left or whether they’ve exhausted 
their 12-week entitlement.”

If an employer fails to choose a method 
in advance and let its employees know how 
FMLA leave will be calculated, then the option 
that provides the most beneficial outcome 
for the employee will be used. Therefore, 
employers should make sure to set forth in 
their policy that the 12-month period will be 
calculated on a rolling 12-month basis looking 
backward, she says.

Define your policy on child-rearing and 
adoption leave. While FMLA regulations allow 
employees to take FMLA intermittent leave for 
serious medical conditions, it is not guaran-
teed for employees who request time off to 
care for a newborn child or to care for a child 
after the placement of a child for foster care 
or adoption. In those cases, the 
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To be eligible for FMLA benefits, an 
employee must: 

●● work for a covered employer; 

●● have worked for the employer for a 
total of 12 months; 

●● have worked at least 1,250 hours in the 
previous 12-month period; and 

●●  work at a location in the United 
States or in any territory or possession 
of the United States where at least 
50 employees are employed by the 
employer within 75 miles.

Who Is Eligible for FMLA?
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employee must get the employer’s approval. If 
you want to ensure that employees are not using 
intermittent or reduced-schedule leave to care 
for a baby after its birth or placement for foster 
care or adoption of a baby, then you will need to 
clearly spell that out in your policy.

How to Reduce FMLA Abuse
Intermittent FMLA leave can be extremely 

disruptive in a call center environment—and 
when it’s abused, it’s a source of considerable 
frustration for managers and the frontline agents 
who have to take on the extra workload.

“We see a lot of contagious FMLA usage in call 
centers, especially with mental health conditions 
or migraines,” says Pinn. “Migraines are not sup-
posed to be contagious, but when employees see 
that their coworkers aren’t working, they tend to 
think, ‘I’m going to take advantage of this, too.’”

“The bottom line is that people who abuse any 
policy are problem employees—and that gener-
ally is a consequence of poor hiring, poor man-
agement or poor jobs,” says Michael Tracy, owner 
and managing principal of OMNI Employment 
Management Services, LLC. “When those dynam-

ics are in place, FMLA happens to be an 
easy law for people to abuse.”

Many times, the biggest contributor 
to the utilization and abuse of FMLA is 
the contact center’s attendance policy, 
says Ken Cope, absence management 
leader at Hewitt Associates. “Because of 
the nature of the work, when employ-
ees start running into situations where 
they’re late by two or three minutes, 
the attendance policy dictates that 
they be written up, so FMLA becomes 
the vehicle for protecting those few 
minutes as job-protected time.” 

If a center is experiencing a high 
amount of intermittent FMLA leave, 
Cope recommends that managers 

review their attendance policy and process and 
make sure that it’s in sync with the FMLA policy 
and how it’s being administered. 

What are some policies that you can enforce 
to avoid the potential for abuse?

Require employees to provide a medical cer-
tification from a health care provider to support 
their need for FMLA leave. A word of caution: An 
employee’s direct supervisor or manager should 
never call the employee’s doctor, says Fleischer. 
“Managers are prohibited by law from calling the 
employee’s doctor. When the employee submits 
his or her medical certification for FMLA, manag-
ers can authenticate it or seek clarification, but 
they’re not allowed to actually call the employee’s 
doctor. An HR representative or a health care 
provider who works for the employer may do 
so, but managers may not.”

Require employees to provide recertifications 
every so often (no more often than every 30 days). 
The burden of having to obtain recertifications 
from their doctor, at their own expense, may 
be enough to curb some of the FMLA misuse. 
However, “the problem is that the law allows 
employees to go to their own doctors,” says 
Pinn. “And doctors typically want to support their 
patients.” If FMLA abuse is suspected, the law 
allows employers to request a second opinion 
from a doctor that they choose, but then a third 
doctor—who must be mutually selected by the 
employer and employee—would be required to 
provide the tiebreaking decision. Keep in mind, 
though, that it’s rare to get two doctors to over-
turn another doctor’s diagnosis, says Pinn. The 
employee is still eligible for leave until you get 
the third doctor to override the initial diagnosis.

Create a policy that prohibits employees from 
working a second job while on leave. “We fre-
quently see employees moonlighting for another 
employer while they’re supposed to be on FMLA 
leave,” Pinn says. “The law actually allows them to 
do that unless you have a policy that prohibits it.”

A Word of Caution about  
No-Fault Attendance Policies

If your center uses a no-fault attendance policy 
that assigns points for absences and tardiness, 
make sure that you and your management team 
track and document each occurrence, especially 
if the employee is reporting absences to a super-
visor or team leader instead of HR. “If a single 
occurrence or a single point is given in error 
for FMLA-protected leave, and the employee is 
terminated, you might lose the case,” says Pinn. 

“If managers are involved in tracking absences, 
they need to know—and they’re allowed to 
know—why a person is not at work that day,” 
he says. “Many managers think that they can’t ask 
employees why they’re out with medical reasons, 
but when you’re dealing with FMLA, an employer 
is entitled to know why a person is not there. They 
can ask medical questions, such as: Are you going 
to the doctor? What did the doctor say? How long 
do you think you’ll be out? Those are questions 
that determine whether that person is eligible for 
that absence or not.” In addition to being vigilant 
about documentation, make sure that you keep 
HR in the loop when you’re tracking absences.

Be Careful about  
Communicating with Employees

The FMLA allows retaliation claims—so not 
only can employees sue if you don’t give them 
their 12 weeks of FMLA leave, but if you give them 
the 12 weeks and then terminate them, they can 
claim that it’s because they took FMLA leave. 
Keep in mind that managers and supervisors 
can be named in FMLA lawsuits, so try to keep 
your emotions in check when dealing with FMLA 
leave—even if you suspect that an employee is 
abusing the policy. 

“Don’t let your emotions get the better of you 
when dealing with these situations because, if 
you do, it can be used against you later,” Pinn 
says. “An employee can make the allegation that 

KEn CoPE JErry Pinn MiChAEL TrACy

Don’t let your 
emotions get 
the better of you 
when dealing with 
FMLA absences. 
If you do, it 
can be used 
against you later 
in a possible 
retaliation lawsuit.

Many times, 
the biggest 
contributor to 
the utilization 
and abuse 
of FMLA is 
the contact 
center’s 
attendance 
policy.

Organizations can 
minimize their 
expenses related 
to FMLA abuse 
by hiring the 
right people and 
creating a work 
environment that 
is positive. 
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The global human capital consulting and 
outsourcing solutions provider. Offers 
FMLA resources for employers (reports, 
webcasts, background information) on 
its website, as well outsourcing solutions 
that include employment attorneys whose 
full-time responsibility is to interpret FMLA 
regulations, address employers’ compliance 
and abuse concerns, and facilitate the 
programs in the field.

HR LEARnIng CEnTER

www.hrlearningcenter.com 

A full-service workplace employment law 
training, human resource consulting and 
human resource training firm specializing 
in the areas of workplace employment law 
and sexual and unlawful harassment. HR 
Learning Center offers onsite FMLA training 
and online webinars: “Top 10 FMLA/ADA 
Mistakes Employers Make” and “Final FMLA 
Regulations and Amendments: Learn How To 
Comply!” (http://tinyurl.com/FMLAtraining)

oMnI EMpLoyMEnT MAnAgEMEnT 
SERvICES, LLC 

www.omniemployment.com

A human resource consulting and 
outsourcing firm that offers a shared 
services approach to HR management or 
Total HRSolutions, in which each client is 
assigned an experienced HR consultant who 
functions as their HR director, as well as a 
dedicated a payroll/benefits administrative 
professional who manages all ‘help desk’ 
and administrative support associated 
with payroll, benefits administration, and 
related employee services. Also conducts 
professional development workshops and 
offers HR-related content via online articles 
and a blog.

WIMbERLy LAWSon WRIgHT 
DAvES & JonES, pLLC

www.wimberlylawson.com

A labor and employment law firm providing 
representation to businesses, nationally and 
internationally; also offers FMLA seminars, 
an annual Labor and Employment Law 
Update conference, and frontline supervisor 
training on FMLA.
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his manager got angry when he asked for FMLA 
leave and later he lost his job. It opens up potential 
retaliation lawsuits.”

The safest approach is to communicate with 
employees in writing, says Fleischer. If you discuss 
FMLA leave with an employee over the phone, 
then it will be your word vs. the employee’s should 
a problem arise. Always try to create a paper trail. 
“If you communicate with the employee in a well-
written letter, there can be no question that you 
told the employee that, if they fail to return by 
the end of the FMLA leave, they lose their right to 
reinstatement,” she says. “The letter should always 
be reviewed by HR, as well as by legal counsel.”

More FMLA Changes  
to Keep Your Eye On

In December 2010, the U.S. Department of 
Labor’s Wage and Hour Division announced a 
collaboration with the American Bar Association 
to launch a referral service for employees with 
FMLA complaints.  The referral service will connect 
workers with FMLA complaints with access to local 
attorneys to help them sue their employers for 

FMLA violations, and will provide workers with 
information about the Wage and Hour Division’s 
determination regarding violations at issue and 
back wages owed.

That could definitely increase the amount of 
FMLA-related lawsuits, says Pinn. Often, when 
an employee contacts the local DOL, the DOL 
will usually call the employer to discuss whether 
the complaint falls under FMLA and, if so, urge 
the employer to reconsider. In some cases, the 
employee will be reinstated and the problem is 
resolved. “But if, instead, the DOL refers the person 
to a plaintiff’s lawyer,  the plantiff’s lawyer has every 
incentive to sue the employer if they can, because 
they can recover their attorney’s fees if they win.”

The DOL’s Wage and Hour Division also is cur-
rently conducting a survey on how employees 
are using FMLA. The survey is intended to provide 
insight into how families use FMLA leave, as well as 
information on regulatory changes, among other 
things, according to the Labor Department.

“That could be an indication that regulatory 
changes might be coming, so keep your eyes and 
ears open,” says Fleischer.

Definition of Serious Health Condition

“Serious health condition” means an illness, injury, impairment, or physical or 
mental condition that involves either:

Inpatient care (i.e., an overnight stay) in a hospital, hospice, or residential 
medical-care facility, including any period of incapacity (i.e., inability to 
work, attend school, or perform other regular daily activities) or subsequent 
treatment in connection with such inpatient care; or

Continuing treatment by a health care provider, which includes:

(1) A period of incapacity lasting more than three consecutive, full calendar days, and any subsequent 
treatment or period of incapacity relating to the same condition that also includes:

●● treatment two or more times by or under the supervision of a health care provider (i.e., in-
person visits, the first within 7 days and both within 30 days of the first day of incapacity); or

●● one treatment by a health care provider (i.e., an in-person visit within 7 days of the first day 
of incapacity) with a continuing regimen of treatment (e.g., prescription medication, physical 
therapy); or

(2) Any period of incapacity related to pregnancy or for prenatal care.  A visit to the health care 
provider is not necessary for each absence; or

(3) Any period of incapacity or treatment for a chronic serious health condition which continues 
over an extended period of time, requires periodic visits (at least twice a year) to a health care 
provider, and may involve occasional episodes of incapacity.  A visit to a health care provider is 
not necessary for each absence; or

(4) A period of incapacity that is permanent or long-term due to a condition for which treatment 
may not be effective.  Only supervision by a health care provider is required, rather than active 
treatment; or

(5) Any absences to receive multiple treatments for restorative surgery or for a condition that would 
likely result in a period of incapacity of more than three days if not treated.

Source: Department of Labor Wage and Hour Division, Fact Sheet #28: The Family and Medical Leave Act of 1993

Where to Find FMLA 
Training and Resources
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“World class” is a term that is bandied about 
and bounced around a lot in conversations about 
contact centers, but what does it really mean? It 
is often used but rarely demonstrated or clearly 
described. Contact center professionals eager 
to improve their operations don’t need to hear 
“world class”; they need to understand it—to 
see and feel it in the form of actionable best 
practices embraced by leading customer care 
organizations.

All contact centers today face the same chal-
lenges. Let’s take a look at what world-class 
centers do differently.  

THEY GO BEYOnD THE TRADITIOnAL 
METRICS TO FOCuS On THOSE THAT 
DRIVE CuSTOMER LOYALTY

Many of the most common contact center 
metrics and numbers are about the center’s 
“availability”—not the impact on the customer 
experience. Metrics like service level, average 
speed of answer, abandon rate, et. al., are all 
important measures, but they don’t have much 
to do with quality or “value” from a customer 
standpoint. Nonetheless, those metrics are the 
ones we see at the top of most contact centers’ 
scorecard, and they are the metrics that execu-
tives frequently ask about. Sadly, this quantitative 
focus drives a continual evaluation of the scores, 
along with ways to ensure that the center gets 
the “right score”—with little focus on customer 
impact. 

While world-class centers certainly don’t 
disregard such availability metrics, they focus 
even more on such measures as first-contact 
resolution, quality, customer satisfaction and 
agent adherence to schedule. And they are 
successful in communicating the importance 
of such metrics to senior management. 

These are the measures over which agents 
have direct control, and the ones that bring the 
contact center much closer to the customer—
and vice versa. 

THEIR quALITY PROGRAM  
IS BuILT AROunD THE VOICE  
OF THE CuSTOMER 

In most  contact centers, the quality moni-
toring process is half-baked. That is, the center 
does a decent job of measuring how well agents 
comply with internal requirements and policies 
during customer interactions, but fall short on 
measuring a very critical component—how the 
customer felt about the interaction.

In world-class contact centers, the customer 
is considered a key judge of quality. This is not 
to say that these centers do away with their QA 
team; rather, they have the team focus on both 
components of quality: internal compliance and 
the actual customer experience. This is done 
by having QA specialists rate agents on how 
well they carried out essential call requirements 
(greeting, accuracy of information provided, 
etc.) and combine that score with results from 
post-contact customer surveys in which callers 
rate the agent on things like courtesy, empathy, 
professionalism and ability to resolve the issue at 
hand. Such “voice of the customer” (VOC) based 
quality programs mark a true shift in how contact 
centers gauge performance and how much they 
value customer insight and feedback.

By implementing a VOC-based quality 
monitoring program, contact centers are able 
to uncover what truly drives positive customer 
experiences and what detracts from them, and 
they are able to increase agent buy-in to the 
quality process, which, in turn, often results in 
higher quality interactions. When an agent sees 
that the center cares enough about customers 
to incorporate their direct feedback into qual-
ity monitoring scores, the agent also begins to 
value the customer more. And, certainly, agents 
are more open to coaching that includes real 
customer feedback than coaching that includes 
only their supervisor’s take on their performance.    

THEY EnSuRE HIGH LEVELS OF 
AGEnT EnGAGEMEnT AnD RETEnTIOn

Everybody knows that happy employees 

beget happy customers; however, happiness is 
often not enough to build and sustain customer 
loyalty in today’s highly competitive business 
arena. World-class contact centers know that 
to truly engage customers and drive business 
results, the center must truly engage its agents.

When truly engaged, agents do not merely 
want to do a good job; rather, they feel com-
pelled to do a great one. Fully engaged agents 
aren’t just satisfied with their job; they are loyal to 
the organization for which they work, committed 
to its customers and its mission, and inspired to 
continuously improve. 

To maintain high levels of engagement on 
the front line, the best contact centers do the 
following types of things: 

●● Regularly reward and recognize agents 
when they perform well and achieve 
key objectives/goals.

●● Train and develop staff using a diverse 
range of methods that captivate and 
educate—e.g., e-learning, role-playing/
simulations, on-the-job learning, 
mentoring, etc.

●● Empower agents to make key decisions 
that enhance the customer experience.

●● Expand agents’ roles—giving them 
opportunities to work on intriguing off-
phone projects and committees.

Nothing enhances the customer experi-
ence more than interacting with an agent 
who is knowledgeable, professional, efficient, 
motivated and happy. That’s how “world class” 
happens.

That’s it for this month, but that is certainly 
not the end of the discussion on what world-
class centers do differently. Next month, I’ll share 
several additional practices and strategies that 
separate the elite customer care organizations 
from the rest of the pack. 

What World-Class Contact 
Centers Do Differently 
How top-performing centers achieve high customer 
engagement while keeping costs in check.

Tips, ideas and strategies from an executive perspective.Executive Connection

part 1

Tim Montgomery 
is Founder and CEO 
of Cooney Solutions 
Group, a consulting 
and outsourcing 
solutions provider.

servicefirst@cooneysolutionsgroup.com 

(210) 687-2714

http://www.cooneysolutionsgroup.com
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I wanted to scream 
and hang up the 
phone! All I wanted 
was to transfer my 
household phone 
number to my new 
mobile phone. The 
mobile phone dealer 
made it sound like 
a straightforward 
process. But after 

speaking with eight different agents from both 
the landline and mobile phone companies and 
spending a combined six hours on the phone 
with their customer service departments, I real-
ized that this process was going to be anything 
but simple.

Taking a walk in your customer’s shoes can 
provide key insights into the service you pro-
vide. In this scenario, my role as the customer 
allowed me to experience first-hand some of 
the best—and worst—customer service I have 
ever seen. Even though I have spent 20 years in 
the telecom industry, this experience certainly 
reinforced some of the key principles that I teach 
during my call center seminars. The following are 
examples taken from my experience to illustrate 
seven essential lessons in customer service.

LESSOn #1: THERE IS A FInE LInE 
BETWEEn HOnESTY AnD BASHInG 
YOuR OWn COMPAnY

When I first called my mobile phone company 
to have my home number switched to my cellular 
phone, I spoke with an agent named “Guy.”  He 
immediately said, “Eight out of nine times, this 
process fails!” I said that I would still like to pro-
ceed, since everyone has my old home number 
but I’m usually more available via cell phone. The 
agent agreed to help and actually provided a lot 
of useful information. But, as a customer, I lost 
some of my faith in the mobile phone company 
due to that comment.

I encourage the agents I train to tell the truth 
and acknowledge the obvious. But, agents have 
to be careful not to bash their own company since 

that can cause customers to lose faith in the firm.

LESSOn #2: AGEnTS CAn BE 
“BRAInWASHED” BY CuSTOMER 
COMPLAInTS

This agent’s negative comments regarding his 
own company also highlight another common 
ailment in call centers: the agent brainwashing 
effect. This occurs when veteran agents hear the 
same customer complaints every day and believe 
those complaints happen more often than they 
actually do. 

I recently worked with a client where only 15% 
of their customer base called each year. But those 
calls make up 100% of what the agents hear. 
So their agents believed that those complaints 
happened 100% of the time to 100% of the 
customer base.

It is important for call center managers to 
counteract the agent brainwashing effect by 
sharing success stories with their agents, and 
also providing a “big picture” perspective on 
the percentage of customers who actually call 
customer service in any given year.

LESSOn # 3: ALWAYS COnFIRM YOuR 
CuSTOMER’S nEEDS

The mobile phone agent told me that I had to 
call my home phone provider to move the pro-
cess forward. He said I should ask for a “number 
swap.” In other words, to move my home phone 
number to my cell phone, I also had to move my 
cell phone number to my home phone. He also 
added that, to do this, there would be multiple 
service charges, from both phone companies.

I called my home phone company. I spoke with 
a wonderful agent named “Karen” who listened to 
my request and asked a simple question, “Since 
you just got your mobile phone, how many 
people have that number?” I said, “No one.”

So, Karen suggested I simply switch my home 
phone number to a new number, instead of try-
ing to move my new cell phone number over. 
She could still reserve my old home number, so 
the mobile phone company could take it and 
put it on my new cell phone. Doing this would 

eliminate a service charge and move the process 
along faster.

As a customer service trainer, I really appreci-
ated how Karen used one simple question to help 
me save time and money. I’m glad she recapped 
my basic needs, even though I thought I knew 
what I wanted.

As a result, I was happy to have accomplished 
the second step in the number transfer process. 
I had a new home phone number and my old 
home phone number was on reserve, ready to 
be transferred to my cell phone.

LESSOn #4: YOuR AGEnT’S “HELP 
DESK” CAn OnLY HELP IF THEY ARE 
ASKED THE CORRECT quESTIOnS

Imagine my surprise when I picked up the 
phone in my house and found that it had reverted 
to my old home number! I was livid. I called my 
home phone provider again and spoke with 
an agent named “Susan.” She could not explain 
why my home phone had reverted back to its 
old number or how it could be fixed. She kept 
putting me on hold, saying that she had to call 
her help desk to get instructions. After spending 
more than 45 minutes on the phone with her, 
she proudly announced that I should just call my 
mobile phone company and have them port the 
number onto my new cell phone. 

I told her that agents at both the home and 
mobile phone companies warned me against 
doing this. They told me that my home phone 
service would be cancelled completely if I did 
not get my home phone number switched first. 
I emphasized that I wanted to keep my home 
phone service, as well as have a cell phone. She 
again said her help desk told her this was the 
correct procedure. But after speaking with her 
about the process, I realized she had asked her 
help desk the wrong questions and, therefore, 
had gotten the wrong answers.

I’m glad I caught her mistake, since I would 
have lost my home phone service and would 
have been forced to pay reconnection charges 
to get it hooked up again.

Performance Matters

Seven LeSSonS in CuStomer ServiCe

Online Resource

View Available CCP Training Resources at:
http://tinyurl.com/CCPTraining

Taking a walk in your customers’ shoes can reveal critical insights into 
process disconnects and service failures.

Mike Aoki 
Reflective Keynotes

http://tinyurl.com/CCPTraining
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LESSOn #5: THAnK YOuR 
CuSTOMERS FOR THEIR LOYALTY

During my conversation with Susan, I repeat-
edly emphasized that I wanted to keep my home 
phone service and my home Internet service, 
which is also provided by my home phone com-
pany. But this agent never acknowledged me as 
a customer. She never used a “loyalty statement,” 
such as, “I’m glad you want to stay with us for your 
home and Internet service.” Since many people 
are now cancelling their landline service and 
using their cell phones exclusively, I was surprised 
she didn’t thank me for remaining a loyal home 
phone user. As a customer, I want to feel appreci-
ated and valued. Instead, this agent acted like I 
was an interruption to her day.

I asked Susan to connect me with the mobile 
phone company’s customer service department, 
so we could work together to solve this problem. 
Instead, she transferred me to the mobile phone 
company’s sales department, where I could buy a 
new cell phone. When I mentioned I had bought 
a phone from their company last week, and just 
wanted to get a number switch done, that sales-
person transferred me to their customer service 
department.

LESSOn #6: GO THE ExTRA MILE
I then spoke with an agent named “Alex.” He 

said he could not change anything from their 
end. As long as the home phone number was still 
active, porting it to my cell phone would result in 
the immediate cancellation of my home phone 
service. But he was willing to stay on the line with 
me while he conference called me through to my 
home phone service provider. Once connected, 
Alex spoke directly with the home phone agent, 
to have the problem corrected. 

Alex went the extra mile to help me. I really 
appreciated that and was very impressed by the 
mobile company’s service. Having your agents go 
above and beyond a customer’s expectations is 
a great way to build client loyalty and referrals.

LESSOn #7: DOn’T GIVE CuSTOMERS 
ExCuSES

I thought everything was fine. My old home 
number had been safely switched to my cell 
phone and I was able to use my new home phone 
number to make and receive calls. 

But, there was one more problem: Callers told 
me they couldn’t leave a voice message on my 
new home line. So I called my home phone pro-
vider and spoke with an agent named “Maria.” She 
said my voicemail was reset due to the number 
change. Without investigating further, she added 
that it would be working by 5 p.m. that day. 

But, several days later, it still wasn’t working. 

So I made my eighth customer service call that 
week to get my home voicemail fixed. I spoke 
with another agent, “Dave,” who said that my 
voicemail never had been set up properly in the 
first place. He reset my voicemail and within two 
minutes, it was working fine. 

In other words, Maria could have fixed it days 
earlier, if she had bothered to investigate the 
problem rather than give excuses. Maria’s actions 
may have shortened her call and allowed her to 
hit her average handle time requirements, but it 
also forced me to call back and waste another 
agent’s time to solve this issue. That’s the opposite 
of “first call, final call” resolution.

Finally, after speaking with eight agents and 
spending six hours on the phone, I had my home 
and mobile phones set up properly. As a cus-
tomer, I hated this whole process. But as a trainer, 
I’m glad it happened because it highlighted key 
lessons on what to do and what to avoid when 
providing customer service.

Mike Aoki is President of the call 
center training company Reflective 
Keynotes Inc. 

 
mike.aoki@reflectivekeynotes.com 
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There is no better place to put the desirable traits that 
returning veterans retain than in the contact center industry.

For the last two issues of this magazine, 
I’ve harped on about Web 2.0, social media 
and social networking. As much as I like 
that stuff, it’s time to shift gears and talk 
about an issue that is the polar opposite 
of a discussion regarding the latest trendy 
software. In this issue, I’m going to harp 
on about the contact center industry’s 
opportunity, and responsibility, to help 
our veterans get back to work.

While the statistics change with each 
month that the Iraq and Afghanistan 
conflicts continue, the Bureau of Labor 
Statistics (BLS) estimates that there are 
currently 2.8 million veterans with a 
service-related disability in the United 
States. As far as the veterans of Gulf War 
go, 21% have a service-related disability 
and, as of the end of 2009, 20.5% of all 
Gulf War veterans were unemployed. I’m 
sure that number has increased since then.

Veterans to Work (www.veterans2work.
org) is a 501 (c)(3)not-for-profit organiza-
tion that works to find jobs for veterans 
and service-disabled veterans with a par-
ticular emphasis on finding those jobs in 
the contact center industry. Many if not 
most of our returning veterans retain the 
discipline, dedication, professionalism, 
teamwork, ability to perform under pres-
sure, and desire to serve that they acquired 
during their military service. I believe there 
is no better place to put these desirable 
traits to work than in the contact center 
industry.

Why the contact center industry? 
Many of our returning veterans are com-
ing home with devastating injuries that, 
frankly, they probably wouldn’t have 
survived in previous wars. But, survive 
they did and they now need a way to 
be, and feel like, productive members 

of society. Some of them may no longer 
be mobile, but they still possess the skills 
and attributes listed above, which can be 
applied to customer service in a home-
agent scenario. Technology is no longer 
a barrier to having agents work at home, 
and in the case of the veteran workforce, 
I don’t think remote management should 
be an issue with these motivated, profes-
sional individuals.

If there is an issue with bringing veter-
ans, disabled or not, to the contact center 
industry it is probably the industry’s own 
collective psyche. Let’s face it friends, 
the contact center is not now, nor has 
it ever been, an industry given to think-
ing outside the box. Most members of 
this ultra-conservative industry will do 
anything to avoid being different from 
the rest of the pack. I offer as evidence my 
recent experience responding to postings 
about agent job availabilities on LinkedIn. 
In every instance that I’ve seen a posting 
regarding hiring and job opportunities, 
I’ve posted a comment suggesting that 
the hiring manager, who is usually the 
one posting the job opportunities, contact 
Veterans to Work and consider filling open 
positions with returning and unemployed 
veterans. The net result so far has been a 
stunning silence. No response to my com-
ment, no contact with Veterans to Work.

I hope to take advantage of my bully 
pulpit with this magazine to encourage 
the contact center industry to tap into the 
many benefits of putting veterans to work. 
For those of you with ties to the company 
purse strings, there are financial benefits 
to hiring unemployed veterans, disabled 
or otherwise. The Work Opportunity Tax 
Credit (WOTC) provides tax credits—not 
deductions—of $2,400 to $4,800 per 

employee for many veterans, so there 
are financial as well as social benefits to 
hiring veterans. And finding veterans for 
your contact center workforce is as easy 
as contacting Veterans to Work. 

Veterans to Work (V2W) was founded 
by contact center industry and Vietnam 
veteran John Reynolds. John summed 
up V2W in the following way: “V2W is 
Americans doing what Americans do best. 
We work hard to do well for ourselves, 
then we help others.” V2W has more than 
2,000 customer service-qualified veter-
ans ready to go, set up in a home-based 
office or otherwise prepared to go to work. 
Ninety-seven percent of these workers 
have a high school diploma and most have 
had additional specialty training. Twenty-
eight percent have a bachelors degree 
or higher. If these veterans don’t fit your 
employee profile, V2W has an additional 
112,000 veteran resumes on file.

In the interest of full disclosure, I am 
also a veteran of the armed forces, so this 
issue is personally important to me. If you 
are a veteran, you know what I mean, but 
whether you are a veteran or not, I hope 
you will consider looking at the veteran 
workforce before you make your next hire. 
Not only is it good business, it’s the right 
thing to do. For more information on V2W 
visit www.veterans2work.org or call John 
Reynolds at 415-925-1515. 
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most centers, it is a small minority 
of traffic, so it is easy to overlook the importance 
of them. Yet what happens during that escalation 
can have a great impact on your enterprise. 

A Lack of Visibility
We see contact centers handle these escalated 

calls a number of different ways. Most ask that 
agents contact a team lead or a supervisor for 
guidance. This is most commonly done in an 
informal manner, with no specific procedure for 
the contact (IM, phone, walk-up, etc.), no tracking 
of these cases, and no reporting of volume or 
content of escalations. This informal network of 
specialists will generally produce an adequate 
answer to the query, but little else. 

Do not confuse this approach with an escala-
tion desk. An escalation desk is a more formal-
ized structure to handle these cases, and at a 
minimum will include the following:

●● Specific instructions on how to contact 
the desk—this is usually done by calling 
a queue where service levels and current 
conditions are tracked. 

●● Specialized training for staff manning the 
queue on how to find answers quickly.

●● A schedule for manning the escalation 
desk throughout the day.

●● Documentation of all calls to the queue—
who called, what was the reason, what 
was the outcome, etc.

●● Reports that are run weekly or monthly 
showing call volumes, service levels, call 
reasons, etc. 

When first presented with this idea, it is easy to 
see the effort without visualizing the opportunity. 
More training is needed, set up work must be 
done regarding queues and reports, schedules 
must be produced, and perhaps the most over-
whelming concern of all is that agents must 
change behaviors. With all the other priorities 

that cross our desks, it is easy to understand why 
many would follow the “if it ain’t broke, don’t fix 
it” axiom.

Seeing the Possibilities
Before invoking that axiom, though, ask your-

self: If it was broke, would you know? The truth 
is, contact centers without formalized escalation 
desks have little to no insight regarding these 
calls. They are not in a queue, so you don’t know 
how long the calls take to get answered. They 
are not routinely monitored, so quality and con-
sistency are unknown. Content is not tracked, so 
the amount of duplication cannot be quantified. 
It could be that the informal escalation process 
really is broke, but no one knows it.

Dig a little deeper, and you begin to see that 
the opportunity for improvement is dramatic. In 
building your case for it, you can count on the 
following benefits: 

●● Process improvement: The documentation 
coming from the escalation desk is the 
very best source for improving knowledge 
management content and ongoing 
training programs.

●● Higher customer satisfaction: Escalations 
may represent a small percentage of calls, 
but they represent a high percentage 
of “moment of truth” calls. It is during 
these longer, complex and sometimes 
emotional calls that customers make their 
decisions regarding loyalty.

●● Efficiency: Agents waiting at a supervisor’s 
desk, or calling around to a bunch of 
different numbers to find someone 
available, is simply a waste of time and 
money. A properly managed queue 
gets the answer much more quickly and 
economically.

●● Training and coaching support: Reviewing 
escalation calls by agent and by type 

provides you with the best input possible 
to develop training and coaching 
programs that are truly targeted to the 
needs of each individual.

●● Career growth: Manning the escalation 
desk for a few hours a day is a great way 
to evaluate someone who shows interest 
and promise for higher level assignments. 

That is a far-reaching list of benefits which 
is hard to duplicate with other opportunities. 
Without an escalation desk, you are missing out 
on most (if not all) of the potential.

Getting Started
If you don’t yet have an escalation desk, getting 

one in place might sound like a daunting task. One 
oft-cited obstacle is the lack of a system designed 
for this, but that concern does not hold up to 
scrutiny. A real simple and effective tool can be 
crafted with just a moderate amount of Excel 
expertise (see the sidebar at the top of page 15 
for an example).

Minimal reliance on IT is one key ingredient 
to getting your escalation desk moving quickly. 
Another is understanding that this is one initiative 
where you can and should stage the implementa-
tion. Start with just a few teams—enough to 
require no more than two people on the desk 
during the core hours of the day. As a pilot, this 
requires less change management than a full-
scale rollout. It also gives you an opportunity to 
work out the kinks before moving forward.

If you are like most centers that have tried it, 
you’ll be hooked once you start looking at the 
initial reports (the sidebar at the bottom of page 
15 illustrates what this might look like). Escalation 
desk reports naturally exclude the simple and 
basic transactions and provide data on the con-
tacts that have the most impact. Armed with infor-
mation on these “cream of the crop” opportunities, 
your coaching, training and process improvement 
projects will hit the mark like never before.

page 1

Agility Factor
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Acme Company—Escalation Call Summary

March-11 # 
Escalated 

calls

Escalated 
call %

Service 
level

Abandoned 
rate

Transfer calls Guidance calls # of opportunities

Total calls 
answered # % # % Coaching Training Process 

imp.

187,605 9,312 4.96% 93% 0.72% 1,622 17.42% 7,690 82.58% 2,312 533 2,655

Acme Company—Escalation Calls

3/7/2011
Agent Type Cause Resolution Coaching 

Opportunity
Training 

Opportunity
Process Imp. 
Opportunity# Account

2 2345678-9 Jim S. Transfer Request from 
customer.

Customer took 
issue with 
price increase 
and wanted to 
voice concerns. 
Provided options 
to customer 
and forwarded 
concerns to 
Marketing.

No No No

3 3456789-0 Erik Z. Guidance Erik was unable 
to provide the 
customer with a 
clear explanation 
of the benefits 
of the new 
service program 
being touted by 
Marketing.

Focused on 
the automated 
aspect of the 
new service since 
this particular 
customer is very 
tech savvy.

No Yes—we need 
to consider 
providing agents 
with a process for 
comparing current 
services with new 
opportunities.

A comparative 
tool would help 
isolate benefits 
on a customer-by-
customer basis.

4 4567890-1 Linda H. Conference Problem finding 
information on 
website. Linda 
misunderstood the 
page the customer 
was on.

After determining 
the starting point, 
we were able to 
point out where 
the right link was. 
Customer satisfied. 

Yes—improve 
listening skills. Did 
not address with 
Linda. 

No Consider 
implementing 
“desk share” 
technology so 
agent can see 
customer’s screen.

5 5678901-2 Susan H. Guidance Susan wanted 
verification that 
the info she was 
providing was 
accurate. 

Gave Susan 
validation and she 
returned to the 
customer. 

Yes—Susan was 
looking at the 
right knowledge 
management 
screen, but still 
needed assurance.

No No

A well-designed CRM system might help, but it is not a necessity. An escalation desk 
can run effectively with something as simple as an excel spreadsheet. Below is an 
example of how one might look.

Escalation reports focus entirely on the more complex contacts that you receive and, therefore, offer insight that you 
cannot get elsewhere. Here is one example of how you might want to report on the calls that touch the escalation desk:

Help! I Don’t Have a CRM System  
for Reporting on Escalated Call Activity!

What Kind of Reporting Can I provide?

http://www.serviceagility.com
mailto:jaym@serviceagility.com
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Vegas.com
A contact center with a culture as 
unique as the city it promotes.

By Susan Hash, Contact Center Pipeline

In an industry known for high attrition, contact 
centers with single-digit turnover rates are rare. 
That’s why, when we heard that Vegas.com’s 
contact center enjoys a remarkable zero percent 
turnover rate, we had to take a look inside the 
unconventinoal culture of this high-performing 
center.

With more than 2.5 million unique visitors each 
month, Vegas.com is the largest city destination 
travel website in the world. It offers extensive, 
constantly updated information and a full range 
of travel products including hotel rooms, air-hotel 
packages, show tickets, tours and golf. The com-
pany’s contact center operates 24/7, 365 days a 
year, handling sales and support contacts via 
phone, web chat, email and SMS for more than 
70 different Las Vegas hospitality and entertain-
ment brands. 

Vegas.com’s contact center is staffed by 100 
full-time agents who are motivated, dedicated 
and enthusiastic about the company, as well as 
the city in which they live and work. Obviously, 
working at a travel destination firm for a fascinat-

ing and sexy city like Las Vegas has its appeal, 
but what is it that drives staff longevity year after 
year?

Senior Director of Contact Center Operations 
Robert Cate and his management team play a key 
role in creating a workplace culture that fosters 
staff loyalty. It may be Cate’s leadership philoso-
phy of “blending ethereal human management 
principles with the real world of technology” that 
is the secret ingredient which, as he puts it, “turns 
‘Doing Customer Contact’ into ‘Doing Customer 
Contact Right.’” He believes that, if you hire the 
right people, then you can trust your staff to do 
the right thing for the company and your custom-
ers. And Vegas.com agents live up to the faith 
that management puts in them on a daily basis. 
Unlike the typical call center environment, agents 
are given an enormous amount of autonomy in 
determining when and where they work. Since 
implementing a home-agent program four years 
ago, the contact center’s performance has soared. 
And while interactions and revenue have tripled 
in that time, the center hasn’t had to hire a single 

agent. “We’re doing the work of about 180 agents 
with just under 100,” Cate says. 

Home Agents, Flex Scheduling:  
A Winning Combination

Running a 24/7 contact center that supports 
70 different brands—each of which is run-
ning its own promotions on different days and 
times—would be a scheduling nightmare for 
most managers. How can you cover high-volume 
periods that take place throughout the week 
without messing up your agents’ lives? Cate real-
ized early on that creating a flex schedule model 
where agents had several start times a day would 
never fly in a brick-and-mortar operation. “Agents 
would be wildly inconvenienced by it and they 
would resent it,” he says.

The need for “pinpoint scheduling,” as well as 
a desire to improve agent satisfaction prompted 
Cate to explore the home-agent model. “I 
thought that if I could develop a program that 
the agents could get behind and be vested in, 
then everything else would come later,” he says. 
“It sounds cliché, but happier agents make more 
productive agents, and more productive agents 
make more money, and so on.”

The pilot program launched in 2006 with 20 
home agents. “With the performance gains that 
we saw from those 20 people, we decided that 
it would be operationally irresponsible not to 
extend this to everybody in our organization,” 
Cate says. The program was expanded to about 
50% of staff the following year, and then, in 2008, 
the center began operating with a full-scale 

Left: Senior Director of Contact 
Center Operations Rob Cate

rob CATE

Since 
implementing 
a full-scale 
home-agent 
program four 
years ago, the 
contact center’s 
performance 
has soared.

http://tinyurl.com/CCP-InsideView
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home agent workforce.
Here’s how the program works: In addition to 

the standard equipment that exists in the center’s 
brick-and-mortar site, all agents are also issued 
laptops and provided with high-speed Internet 
access in their homes. While some centers require 
remote agents to provide their own equipment, 
Vegas.com decided to absorb the cost (about $2k 
per laptop) to ensure that the computers have 
the proper security controls in place and are PCI 
compliant. The center doesn’t have to pay for the 
agents’ Internet access since Vegas.com’s parent 
company, the Greenspun Family of Companies, 
also owns a local cable company. 

Agents are responsible for scheduling their 
own shifts. Each week, the center posts a forecast, 
and agents pick the blocks of time that they want 
to work. Some choose to work a traditional eight-
hour shift; others prefer to pick an hour or two 
spread out through the day. The center uses a 
performance stack ranking system to determine 
which agents choose first. Seniority doesn’t fac-
tor much into the decision since the majority of 
the staff has worked for the company since the 
beginning.

Many managers would be skeptical about 
whether a system where agents schedule 
themselves would really work—and Cate is often 
questioned about its practicality. “The agents 
schedule themselves much more aggressively 
than anything that I could have come up because 
they know their unique needs—their schedules 

for their kids, concerts, appointments, etc. Also, 
because we’re a commissioned-based sales force, 
the agents have skin in the game. They want to 
be here when the phones are ringing.”

Invest in  
the Supporting Technology

Vegas.com’s success is largely built upon its 
people and culture, but technology adds another 
key piece to the puzzle. Cate acknowledges that 
the company’s willingness to invest in a system 
that supports the home-agent environment was 
a huge factor in its success. 

The center’s IP-based call center suite 
(Customer Interaction Center from Interactive 
Intelligence) helps to ensure a high level of staff-
ing flexibility. For instance, when call volume 
starts to spike, it notifies those agents who are 
not logged in via SMS so that they can jump on 
the phones for a few minutes to clear the queue.

“In 2005, we threw out our old system and 
bought a brand-new system that was not 
beholden to old TDM switches or legacy applica-
tions. Moving forward it was 100% IP, 100% new 
technology and a server-based environment. Not 
a lot of managers have that opportunity, because 
their companies have so much invested in the old 
systems,” he says. “I have a system that allows me 
to do literally anything that I’ve ever wanted to do, 
and an organization that is courageous enough 
to allow me to do that—and those two together 
are pretty powerful.”

A Call Center Environment  
That’s Fun and Exciting

Although agents can work conveniently from 
the comfort of their own homes, they actually 
enjoy coming into the center, and most make a 
point of being there for a few hours every day. 
Why? Quite simply, the center is where the action 
is.

Visiting celebrities and Vegas entertainers make 
frequent trips to Vegas.com’s offices to spend time 
with contact center staff and share highlights 
about their shows—and sometimes even jump 
on the phones to talk with callers. “Almost every 
day here, something unique is happening,” says 
Cate. “You never know who’s going to be here. 
So for people just to stay at home and not be 
a part of the culture is not practical. It’s part of 
their training.”

That’s right: Hanging out with visiting celebri-
ties is considered part of the staff’s education. 
“Our training is a little bit different,” Cate admits. 
The center does provide online training on system 
updates and the typical call center modules, but 
all of the agents have been with the company 
since the system was rolled out, so there are really 
no knowledge gaps when it comes to contact 
center processes or using the tools. Instead, much 
of the staff’s training focuses on the products that 
they support. 

“A lot of the training that we do involves going 
to see a show, staying in a hotel or eating at a res-
taurant. We have a concept here that says ‘live the 
brand.’ Our brand is Vegas, so by going to a club 
or spending some time in a casino, we’re actually 
strengthening the culture of our company,” Cate 
says, adding that “it’s a tough job.”
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A likely response is: “We’ve tried, and it doesn’t 
work. Even customer interaction through the 
web is out of our control.” Or perhaps: “It’s not 
worth the trouble; we’re heads-down handling 
the voice contacts and email in our center and 
that’s enough. It’s most of the company’s volume 
anyway.” I hear you. But as new channels gain 
traction or “take off,” the center has a high stake 
in initiating the collaboration that is critical to 
ensuring that your company takes care of your 
customers. Nobody knows them better than you 
do. So bring that knowledge of the customer 
experience to your leadership and say it’s time 
for a common vision of how we interact.

All “Channels” Are in Play
Before we dive into questions of strategy and 

governance, it’s fair to ask: “What do we mean by 
multichannel customer contact? For that matter, 
what’s a channel?” Unfortunately, it’s not a one-
size-fits-all term, but recognizing that can be a 
start to ensuring effective collaboration with your 
colleagues. A “channel” can be:

●● a marketing channel—meaning the 
way in which we deliver a message to a 
customer or prospect

●● a communication channel for customer 
interactions—e.g., voice calls, email, chat

●● a sales and/or delivery channel—e.g., a 

branch or storefront, the web, the contact 
center and the associated fulfillment 
mechanisms

Which of these “channels” need to draw the 
contact center’s attention? They all do, in some 
form or fashion. Customers don’t care about the 
internal workings of your organization or the 
means through which you establish ownership 
for the various mechanisms through which they 
interact. They simply want a consistent, high-
quality experience no matter which “door” they 
enter. That means:

●● Know who they are, what they prefer, their 
relationship with your corporation and 
interaction history 

●● Speak with one corporate “voice” (uniform 
brand messaging, product/service 
information, customer-specific data)

●● Understand the spectrum of services with 
which they might interact (and how to 
navigate through the corporate maze to 
access them)

●● Provide effective and consistent user 
interfaces across self-service and assisted 
service options

●● Establish performance levels that are 
in line with the choice of media—for 
example, immediate response for real-
time contact; reasonable delay for the rest

●● Make their transition from one “channel” 
(or department) to another as seamless as 
possible

In short, they want you to present a united 
front to the outside world. It’s a deceptively simple 
request that is not so simple to achieve. Disparate 
organizational units march to their own drum 
beats with different agendas. It’s challenging 
to agree on funding and prioritization, yet it’s 
absolutely crucial to make that happen—both 
for the sake of the customer experience and for 

Tech Line

page 1

Pursue strategy and governance to  
Ensure Multichannel Technology optimization

Figure 1: Multichannel strategy considers many factors

By Lori Bocklund, Strategic Contact

mailto:lori@strategiccontact.com
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making effective use of our increasingly scarce 
corporate resources.

Set the Stage with Strategy
A key step in creating that unified front is to 

create a comprehensive multichannel strategy. 
As you take stock of the current environment 
for customer interaction, current “ownership” 
and organizational responsibilities are a piece 
of the puzzle that will emerge. That insight will 
point you at the crossfunctional team that needs 
to come together to pull off this daunting task: 
finding a way to bring all these channels into a 
cohesive strategy to support the customer needs 
and expectations while also delivering value to 
your company.

Start with a discovery process that takes inven-
tory of the ways customers currently interact for 
various contact types, as well as the technology 
in place to enable these interactions. Gather the 
critical business drivers that the strategy must 
consider, along with the elements of corporate 
strategy and operational goals that will influence 
channel priorities. This information helps to cre-
ate a common understanding of the starting 
point and begins to lay the groundwork for the 
opportunities that lie ahead. As Figure 1 shows, a 
multichannel strategy must consider self-service, 
assisted service and proactive service—all critical 
elements of a comprehensive view.

Figure 2 shows the key steps to building a mul-
tichannel strategy. Ideally, a crossfunctional team 
conducts these steps together. The process moves 
through discovery to requirements to vision, and 

then dives deeper into how to bring that vision 
to reality. Ultimately, the team maps contact 
types and applications to the various media, 
conducts gap analysis, and prioritizes initiatives 
to define a plan and timeline. An outgrowth of 
that effort is the planning for impacts—on the 
internal people, processes and technology, as well 
as the customer. In a perfect world, your team 
pitches that cohesive multichannel strategy to 
a crossfunctional steering committee that has 
ongoing strategic responsibility.

Multichannel Governance  
Controls the Action

An exquisite crossfunctional, cross-channel 
strategy is of little use without a means to 
establish and sustain dialog, decision making 
and collaboration. It’s far too easy for the collec-
tive to turn to their respective turfs and conduct 
business as usual. Let’s face it: Collaboration can 
feel like giving up control, power, resources and 
autonomy. And it’s hard to gain agreement on 
priorities and the myriad decisions on people, 
processes and technologies when the number of 
eligible voters increases. It’s easier to simply run 
one’s own shop, full speed ahead. But a modest 
uptick in organizational coordination is the price 
of admission to serve the customer in excellence 
and be good stewards of corporate assets.

A multichannel steering committee assumes 
the mantle of responsibility for making intelligent 
investments in people, processes and technolo-
gies. They also oversee optimization of the qual-
ity and consistency of the customer experience 

across all channels while ensuring appropriate 
standards of operational efficiency. See Figure 3.

This committee can get—and keep—every-
one on the same page, working toward com-
mon goals. They’ll define what is worth doing 
by linking proposed initiatives to strategic goals 
and identifying clear business benefits. They’ll 
prioritize resources—both people and money—
and provide managerial oversight over approved 
projects. They’ll surface interdependencies across 
channels and departments to ensure that the 
requisite “connective tissue” gets put in place for 
end-to-end service delivery. And they’ll hold the 
responsible parties accountable for results and 
mitigate risks to the project and the corporation. 

As with the multichannel strategy, a gover-
nance structure doesn’t just happen in response 
to good intentions. It demands focused attention 
to these critical success factors:

●● Visible endorsement and support by 
senior management to champion the 
strategy, build coalitions to support it, and 
create the desire for change 

●● Representation from all stakeholders 
with customer-facing responsibilities 
to establish a broad base of support, 
leverage distinct perspectives, institute 
peer review for major initiatives, and 
effectively promote the initiatives across 
the organization

●● Understanding of and allegiance to 
common goals and vision to pursue 

page 20

Collaboration across departments is critical to provide a quality 
customer experience and effective use of resources.

Figure 2: Multichannel Strategy Planning Process
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a comprehensive strategy that delivers 
appropriate value to the corporation and 
the customer 

●● Documented policies and procedures 
that govern project submission, 
evaluation, rating/ranking, approval, 
monitoring and post-implementation 
assessment to ensure pursuit of the right 
projects in the right way and instill trust 
and confidence in the process

●● Oversight of investments and resource 
allocations across all customer contact 
channels to set priorities that yield the 
greatest benefit to the corporation as a 
whole and leverage common tools and 
processes

●● Performance management to measure 
tangible contributions to business 
goals—like improvements in customer 
satisfaction, first-contact resolution and 
retention—while balancing business and 
customer requirements

●● A formal change management process 
to overcome resistance to change and 
dramatically increase the likelihood that 
projects will succeed (on time, on budget) 
and realize the expected benefits

Cross-Channel Tools  
Enable the Strategy

The multichannel strategy and associated gov-
erning body must carefully consider the enabling 
technologies that support the customer-facing 
interactions. These technologies start with three 
foundational elements that are crucial for estab-
lishing a framework against which all service 
delivery mechanisms and the associated business 
processes hang.

The organization’s customer relationship 
management (CRM) system captures customer 
profiles, preferences and interaction history. It 
needs to be accessible across all channels to lend 
context to the here-and-now communication 
and provide the personal touch that customers 
have come to expect. With the social world of 

Facebook, Twitter and more, CRM has never been 
more important.

Traditional channel reports capture results for 
selected key performance indicators (KPIs)—e.g., 
contact volumes, service levels, first-contact reso-
lution, customer satisfaction. They’re important 
elements of a multichannel metrics strategy. But 
now it’s time to dig a little deeper to understand 
what is really happening across channels and 
within each channel. Cross-channel analytics trace 
customers’ paths through complex interactions 
to pinpoint bottlenecks that prevent customers 
from completing self-service tasks successfully 
and/or drive repeat contacts. It maps results to 
specific experiences that influence customer 
satisfaction and identifies at-risk customers for 
proactive engagement. It generates the hard 
data that supports business cases for channel 
enhancements, process improvements and train-
ing initiatives.

Finally, a knowledge management or wiki sys-
tem provides a store of information for providing 
consistent responses to customer queries and 
issues, whether through self- or assisted service. 
It’s the tool that equips the company to “speak 
with one voice” regarding the product/service 
offerings and customer-affecting policies and 
procedures. 

While those three tools lay the foundation, 
many other technologies may come into play. 
Our next Tech Line article will address a spectrum 
of options to consider in planning.

Everyone Gets What They Need
A carefully constructed strategy, an effective 

governing body and the right foundational 
tools make it possible to optimize the customer 
experience while delivering on the organization’s 
business objectives. Customers have the means to 
interact with the company using their preferred 
channel and enjoy consistent content and ser-
vice quality. Finely tuned self-service offerings 
increase customer success rates, lower service 
costs and boost customer satisfaction. And close 
collaboration across departments improves end-
to-end service efficiency and reduces errors, failed 
hand-offs and customer frustration. It really is a 
“win-win” and an excellent argument to counter 
any fears that may surface as you pursue cross-
functional multichannel success.

Tech Line | Pursue Strategy and Governance to Ensure Multichannel Technology Optimization
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Figure 3: Multichannel governance requires ongoing crossfunctional engagement

Evidence of Our Multichannel World
The overwhelming majority of respondents to our 2010 Multichannel Customer Contact survey 
(http://tinyurl.com/2010MultichannelSurvey) support (or have plans to support) voice, email, fax, voicemail, 
IVR and web self-service. More than half support (or have plans to support) proactive outbound alerts, social 
media and web chat with nearly half giving the nod to mobile applications. They’re at least waist-deep, and 
often neck-deep, in the multichannel world. Most companies get there a channel at a time with responsibility 
for channel management spread across many departments. It’s time to bring some cohesion to that world.

http://www.strategiccontact.com
mailto:lori@strategiccontact.com


For more information and to
download a sample report, visit
www.ServiceAgility.com or call us
at 215-679-5250 to learn how less
truly is more.

www.ServiceAgility.com

Improve Customer Satisfaction.
Reduce Costs.

Six Month Payback. Guaranteed.

Finally, a consulting product that is speci�c, objective and guaranteed to

produce results. Our Agility Factor Assessment focuses on six commonly

overlooked areas of contact center performance and uncovers the

opportunities you have to reduce customer and agent workload. As you

shed unnecessary and inef�cient processes, costs go down while customer

satisfaction and loyalty go up. We deliver Agility Factor results in one

month, and we guarantee that implementation of our recommendations will

provide payback for the project in less than six months.

Higher Customer Satisfaction. Lower Costs. Let’s get started.

Announcing the

Agility Factor Assessment
from Service Agility.

info@ServiceAgility.com | 215.679.5250

Layout3.qxp:Layout 1 8/10/09 9:43 AM Page 1

http://www.serviceagility.com/assessment
mailto:info@serviceagility.com


Contact Center Pipeline22 MAR 2011

Littered with such odd terms as Erlang C, rostered staff factor and trunk load, it’s no wonder that 

workforce management (WFM) can be so perplexing for contact center professionals. The trouble 

is, there is no way to succeed and create lasting customer advocacy without mastering this highly 

challenging aspect of contact center management. 

Management ROI

Five WFM best Practices
Effective techniques for getting jiggy with your staffing.

Greg Levin 
Greg Levin LLC

Follow Greg at
http://twitter.com/Greg_Levin

They have a dedicated, well-trained WFM specialist/
team in place. 

With WFM being so complex, and so crucial 
to the contact center’s success/survival, most 

top contact centers have invested in a dedicated WFM guru or, 
even better, an entire team of WFM nerds to focus on all the data, 
calculations and praying required to staff the center effectively 
day in and day out.

Yes, having such a dedicated specialist/team in place costs 
money, but not as much money as severely under- or over-staffing 
the contact center on a routine basis—the result of having already 
busy frontline managers and supervisors unfamiliar with WFM 
intricacies attempt to handle forecasting and scheduling duties.  

If you don’t already have skilled WFM nerds on staff and you 
aren’t one yourself, hire some from outside or try to lure some 
from a neighboring contact center by hanging a giant poster of 
Danish mathematician and queuing theory inventor A.K. Erlang 
outside your building. 

They forecast down to the 30-minute interval level. 
One of the reasons so many contact centers suck or are 

merely mediocre is that they forecast only at the daily 
and weekly level. In other words, they look at historical 

data and make predictions based on the call volume (and expected AHT 
and after-call work) that is typically received over the course of a day or 
week. The problem with this approach is that these centers’ reports may 
show that the center is meeting its service level objective over the course 
of each day, but what it’s not showing is how many callers “fell through the 
cracks” during spikes in call volume that occurred at certain hours, or how 
overstaffed the center might have been during sporadic lulls in volume. 

By forecasting at the half-hour level—or at least the hourly level (still 
not ideal)—contact centers are able to better match staff to the inherently 
dynamic workload it must contend with every day. When a center sees 
that it has achieved its service level (and abandonment) objectives after 
forecasting down to 30-minute intervals, they can be confident that the vast 
majority of callers reached an agent within an acceptable timeframe—and 
that the center wasn’t wasting resources—throughout the day.

They factor into schedules all relevant non-phone work and events that impact agent availability/customer accessibility. 
A very key element of scheduling is factoring in all the non-phone work and activities that take agents offline or away from their 

phone and, thus unable to handle calls. Some such work and events are highly predictable, such as scheduled breaks and training; 
others are less predictable but not impossible to foresee and factor in, such as agents conducting research offline, making necessary 

outbound calls or taking a few unscheduled moments from the phone to stick pins in customer voodoo dolls.
Smart contact centers know that, while the volume forecast may call for 40 agents to handle it, all 40 scheduled agents won’t be online all the time 

due to the factors described above. It will be more like having only 27 or 28 agents taking calls a lot of the time, thus additional staff will need to be 
scheduled. Centers that merely calculate base staff requirements without considering the “shrinkage” effect will often find themselves understaffed, 
agents overwhelmed and customers overheated. 

How Top Contact Centers Master WFM

Workforce management is all about deciphering historical data, foreseeing the future, making educational guesses 
and getting jiggy with staffing to ensure that the contact center has the right number of bodies in place with the right 
brain makeup to effectively handle a persistent mad attack of customers.

What do nearly all of the leading contact centers have in common when it comes to WFM? I have come across 10 
common best practices—but I am only going to share five of them with you here—that way you might feel compelled to 
purchase my ebook, Full Contact: Contact Center Practices and Strategies that Make an Impact. I’m crafty like that. 

mailto:greg@greglevin.com
http://twitter.com/greg_levin


They forecast and schedule for ALL contact channels the center handles. 
Too many contact centers do a good or at least passable job of forecasting/scheduling for phone contacts, but neglect to do the same 

for the other channels they handle, namely email and chat. There is a name for these centers, but I’m trying to limit the amount of profanity 
contained in this article.

Smart contact center professionals realize that, while e-contact volume may not be as heavy as call volume, customers who receive poor, 
inefficient service online can cause just as many problems for the company as unhappy callers can—even more, in many cases. After all, an online 
customer who is slighted or ignored is just a few mouse clicks away from creating a virtual public relations and brand nightmare for an organization. 
Angry rants on popular social media sites like Twitter or Facebook can turn an ignored email or a poorly handled chat session into an attack on your 
company that goes viral, and infects many other existing and would-be customers.

Brand damage aside, failure to effectively forecast/schedule for email and chat can cause expensive 
increases in operational costs. For example, customers who become impatient with long delays in 
email responses are quite likely to contact the center via phone to check the status of their query 
and/or rip the contact center a new orifice out of frustration. So now the center is handling repeat 
contacts via multiple channels and coping with increased toll-free costs and decreased agent avail-
ability due to long customer rants. Not a fun situation for anybody involved, unless your center has 
made it a habit of hiring masochists, which isn’t a bad idea if you are looking to reduce turnover.

Workforce management is all about deciphering historical data, 
foreseeing the future, making educational guesses and getting 

jiggy with staffing to ensure that the contact center has the 
right number of bodies in place with the right brain makeup to 

effectively handle a persistent mad attack of customers.

Full Contact: Contact Center Practices and Strategies that Make an Impact, by Greg Levin, 
is available at: www.contactcenterpipeline.com/p-39-full-contact.aspx
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They track forecast accuracy against an established goal and continually work to improve the variance. 
Forecast accuracy is a critical performance metric—arguably the most important metric with regard to workforce management. There 

is no better way to determine how many members of your WFM team should be fired than by measuring forecasting accuracy against 
an established goal.

By constantly tracking the percent variance between the number of calls (or chats) expected to arrive during a given period and the number of said 
contacts that actually arrive, the contact center can develop solid data on which to base schedules and, most importantly, continuously improve the 
center’s ability to handle contacts efficiently and cost-effectively. 

While many centers historically have failed to track forecast accuracy, recent research indicates that this is changing. In a 2010 study conducted by 
ICMI, 83.4% of respondents reported measuring forecast accuracy against an established goal, compared to just 55.9% of centers doing so in 2008.  

Many top contact centers provide alluring incentives for WFM team members, rewarding them for consistently meeting/exceeding the center’s 
forecast accuracy objective. For example, in one large financial services center in Tampa, for every day that a WFM specialist nails the target, nobody 
is allowed to throw pieces of their leftover lunch at the specialist as they are leaving to go home.  

Greg Levin is Principal and Founder 
of OFF CENTER, and is author of the 
ebook, Full Contact: Contact Center 
Practices and Strategies that Make an 
Impact.

greg@greglevin.com 

(512) 212-4577
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Forecast Focus
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Training dates for 2011 now available at:
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Routine exams 
will help keep your 
workforce manage-
ment results stable 
and predictable. 
Forecasting, schedul-
ing and staffing may 
be perceived as a 
mysterious process, 
but it’s actually a per-
fect example of “what 

goes in, must come out.” 
When you put your methods and practices 

to a series of tests and they pass, the results will 
be strong and have high confidence levels. If 
any of these tests fail, you will have insight on 
what needs attention. This is important, especially 
when forecast results are wrong, because you 
don’t want to waste time being tangled up with 
indecision about whether your forecast was bad 
or if there is a real anomaly in the call volumes. 
When the proper due diligence takes place in 
testing and the methods are trusted, decision-
making becomes simpler and quicker when even 
subtle changes in call volumes occur (and they 
surely will occur).

WFM assessments can be conducted in house 
or by an independent consultant. If you hire an 
outside consultant to perform your assessment, 
they will be able to apply concentrated levels of 
full-time focus and can typically complete the 
interviews, observation and testing within four 
business days, with another two to three days to 
write up the results. They will need access to your 
WFM personnel for some Q&A, and also will need 
access to your schedules, forecasts, reports and 
a few of your agents. With today’s collaboration 
tools, these assessments can be easily completed 
remotely and no longer require a disruptive on-
site visit, which helps with the cost.

You can also perform a self-exam. Rather than 
taking seven days away for a strictly regimented 
assessment, I recommend that you use a six-
month cycle, repeating the assessment twice 

a year. I also recommend breaking each WFM 
discipline into five separate categories and rotat-
ing them within each six-month period. This will 
help to keep the review burden to a minimum 
with a loose and flexible schedule. Let’s take a look 
at what you’ll want to review in a WFM checkup.

Get Organized!
The first thing to tackle in preparation is the 

basic decisions for each discipline: the who, when, 
how much, and why approach you want to take. 
For your first assessment, make it as easy as pos-
sible and keep limits to how extensive you allow 
the exam to reach. Then, when you repeat the 
self-exam, you can be more inclusive and branch 
off into deeper participant levels.

Why is it happening, and what needs to be 
included? The WFM processes, methodologies 
and results should be a direct reflection of your 
company’s mission statement and goals. During 
the first week, take steps to get reacquainted 
with these goals because this will shape the 
kind of results that you will be looking for. For 
example, if your company mission is to be the 
lowest-cost provider in the industry, and the 
company demonstrates this by not hiring when 
the center is understaffed, then spending hours 
determining how to meet a 90% service level 
goal will be a waste of your time. But this would 
be a good time to study your customer patience 
levels with abandonment rates and bring that in 
line with your scheduling tolerances, especially 
in lower-volume time periods. It’s also a great 
time to optimize flexible scheduling options. Each 
center will have unique goals, and your job is to 
make sure that the WFM behaviors are acting in 
accordance with them. Every discipline should be 
a direct, clear reflection of the company’s mission, 
and this should be evident in the self-exam by 
spending time on the things that matter, not just 
the low-hanging fruit.

How much is the easiest decision to make 
in the first self-exam: very little. The first time 
around, you will be establishing guidelines, creat-

ing documentation and setting up the baseline 
for future reviews. Don’t be afraid to stop at a 
superficial, cursory review while you take the 
steps to build the exam process, checklists and 
results. Setting everything up takes a lot of time, 
but, fortunately, it only has to be done once and 
then you can reuse the format going forward.

Who needs to be involved? A representative for 
the key players on both the sending and receiv-
ing ends. Do not attempt to include 100% of 
your entire population for the first assessment. 
Instead, select a few agents to participate in the 
scheduling section, one or two forecasters, and 
an executive-type who receives WFM reports 
and who will be communicative and participate 
in a helpful manner with your first review. Once 
you decide whom to include, be sure to share 
that information with them, utilizing their avail-
able scheduled time when possible so that your 
progress is not unnecessarily held up by others.

When does it happen? As you go through the 
assessment, you will learn that some areas will 
have greater pain points and will require more 
time than those that are running smoothly. But in 
the meantime, the following is a sample schedule 
to help get you started.

 I. FORECASTING METHODS GOAL
The forecast has high confidence levels, the 

methodology is stable, and the results are pre-
dictable.

What to look for: Reforecasting occurs fre-
quently enough. The trend, growth, exception, 
model and distribution is accurate. The forecast 
variation is within proper range for the volume. 
Raw ACD data is normalized and documented. 
Future external factors are considered, and there 
is a communication link with marketing, sales or 
other business units that could impact forecast 
results.

II. SCHEDULING PRACTICES GOAL
Schedules suit the lifestyles of the agents and 

do a good job serving the customers. Properly 

How to keep your WFM results healthy and catch potential 
disorders before serious symptoms appear.

The Workforce Management Checkup

Tiffany LaReau
Human Numbers

http://www.humannumbers.com
http://tinyurl.com/CCPTraining
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skilled agents are available when needed, and 
someone is available during all open operating 
hours.

What to look for: Agents are satisfied with their 
schedule options and understand the schedule 
bid process. Schedule inflexibility percentage is 
minimized, service goals cannot be improved 
with current staff, and vacation administration 
is handled fairly and occurs proactively.

III. STAFFING MODELS GOAL
The models provide adequate information to 

make hiring decisions, and they are kept up to 
date.

What to look for: Staffing model includes a 
comparison of actual vs. forecasted calls, actual vs. 
required staff, a hiring plan if understaffed, a cor-
rect attrition rate, and a breakdown of workload, 
shrinkage hours and payroll hours with overtime.

IV. REPORTING ANALYSIS GOAL
The right reports are going to the right people 

at the right time.
What to look for: Only the reports that are of 

value are being generated and are issued in cor-
rect frequencies to the right distribution groups. 
The report recipients understand the data shown 
on the reports they receive, and they have access 
to updated reports when they want them. Reports 
are clearly labeled, and the format is consistent.

V. INTRADAY AND REAL-TIME 
MANAGEMENT GOAL

Reliable practices are in place, which allow the 
center to quickly respond to changes in volumes, 
handle times and staff absences. Discretionary 
shrinkage (e.g., meetings or training) is planned 
in advance and is in sync with the staffing model.

What to look for: Overstaffed periods with 
extra capacity is able to be occupied in produc-
tive shrinkage such as training, a program for 
schedule swaps exist for the agents, real-time 
data is monitored throughout the day, and a 
backup plan is in place in case of emergencies 

(e.g., disaster recovery).

Follow Up and Write Final Report
The last week is reserved for follow up and 

writing the final report. Follow up would include 
extra time needed for any of the five key disci-
plines that were still pending after the end date, 
because sometimes the answers aren’t imme-
diately available and people have to get back 
to you. The final written report should include 
your conclusions about how each of the five 
disciplines are currently performing, any problem 
areas and pain points that exist, and plans or 
suggestions to improve in the next six months, 
with a proper balance and emphasis on things 
that are most critical, most important and most 
helpful. It should also identify any additional train-
ing, resources, toolsets, equipment or software 
required to achieve these improvements. In 
extreme cases, it may also be helpful to include 
the consequences of what may occur if changes 
are not made or needs are not met. But tread 
lightly here; this is not the place for exaggeration 
or end-of-the-world threats. Keep your credibility 
intact by simply stating the facts, with a cause-
and-result outcome.

A professional consultant will know what to 
look for, how to test the results, and will write 
a report that can be used to provide detailed 
information on what is working well and what 
can be improved. An employee performing a self-
exam should be experienced in WFM, capable 
of objectively evaluating each process without 
prejudice, and be able to produce conclusions 
after each exam that will identify developmental 
goals. Since the self-exam will reoccur twice a 
year, it will be helpful if the previous results are 
retained with each cycle, so that the progress you 
make is documented with each improvement.

There are benefits to both approaches: A pro-
fessional consultant will already know what to 
investigate, and will be able to alert you to areas 
that you may not have considered before. On the 
other hand, an internal employee will be very 
intuitive about the current pain points that your 
center experiences, especially with scheduling 
practices, because they live in the same world as 
the agents who have to work those schedules.

Tiffany LaReau is an independent 
Certified Workforce Manager at 
Human Numbers, a firm that provides 
contracted forecasting and 
scheduling services.

Tiffany@HumanNumbers.com

(678) 494-1506

WFM Check-Up Schedule

Disciplines to Review begin end

Get Organized! 4.01.2011 4.07.2011

I. Forecasting Methods 4.08.2011 5.19.2011

II. Scheduling Practices 5.20.2011 6.30.2011

III. Sta�ng Models 7.01.2011 7.29.2020

IV. Reporting Analysis 8.01.2011 8.31.2011

V. Intra-Day & Real-Time Mgmt 9.01.2011 9.23.2011

Follow-up & Write Final Report 9.26.2011 9.30.2011
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There is one thing 
certain to be found 
in every contact cen-
ter—metrics. From 
average handle time 
to call quality, metrics 
drive the perfor-
mance of every call 
center. Unfortunately, 
many contact center 
metrics remain inter-

nally focused on managing costs, putting the 
center in the difficult position of being treated 
as an expense to an organization rather than an 
investment in the overall customer experience. 

Many contact centers today are reposition-
ing themselves as a critical component to the 
overall customer experience—using voice of 
the customer programs and metrics as important 
drivers of this change. It has long been proven 
that using voice of the customer data to influence 
business performance will increase market share 
and outperform the competition. 

Today, almost 60% of North American compa-
nies have a formalized voice of the customer pro-
gram and nearly 50% of them tie compensation 
back to customer metrics. There is no doubt that 
tying measurements to a compensation program 
will accelerate the pace of change. From the CEO 
to the front line, all employees are motivated by 
what is measured and rewarded. The challenge is 
how to use a compensation system to effectively 
facilitate change without disrupting performance. 

Organizations must strive to ensure that their 
business strategies, measurement systems and 
compensation models are in sync and able to 
deliver the intended results—namely to improve 
the customer experience and drive business per-
formance. Tying customer metrics to compensa-
tion requires a delicate balance between the goals 
of achieving improved business results with the 
objective of motivating employees to improve a 
higher level of performance. If the compensation 
system is tilted too much toward the goals or 
objectives on either side of the scale, it may offset 
the balance of the system. Any imbalance may 

jeopardize the positive effects a solid compensa-
tion model can have on a customer experience 
management program and the expected busi-
ness and financial results.

Practicing the Fundamentals
The first principle to successfully tying cus-

tomer experience metrics to compensation is 
selecting a metric or metrics that are easy to 
understand. Motivating potentially tens of thou-
sands of employees to rally behind a customer 
measure requires extensive communication, at all 
levels of the organization. Metrics that are easier 
to explain will be adopted earlier. If employees 
don’t understand the metric, then tying com-
pensation to it will have little impact on their 
behavior.

Secondly, employees must clearly under-
stand how they can personally impact a target. 
They must strongly believe that any change in 
their behavior will positively impact results. If 
employees don’t think they have the necessary 
skills, tools or opportunity to make the required 
improvements, their response toward the overall 
customer experience program will be negative. 

Tying an appropriate amount of compensa-
tion to the metric is a third important principle. 
If there is too much compensation tied to a 
metric, employees will look for opportunities 
to manipulate the measure and their behavior. 
If you tighten your agents’ average handle time, 
you encourage them to shorten their calls and 
be more efficient. However, customer callbacks 
start to increase and you realize that agents are 
not resolving customer issues or inquiries on the 
first call, so first-call resolution rates decrease. 

Too much emphasis on a metric within a com-
pensation model can lead to poor employee 
behavior, yet not enough emphasis may discount 
the metric as unimportant. In my opinion, any 
metric that is worth less than 5% of an employee’s 
performance scorecard is not worth the effort. 
Alternatively, any metric that is valued at more 
than 25% of the overall compensation model risks 
disproportionally influencing employee behavior.

Selecting the Right Metric 
Many companies today argue over what is the 

right metric to use in a compensation model to 
stimulate customer experience improvements. 
They agonize over the choice, alternating met-
rics year-over-year depending on who sits at the 
helm. Some executives choose a metric such as 
Net Promoter Score simply because it has gained 
a lot of media attention in the last few years. 

Customer experience metrics should be 
designed specific to your organization—reflect-
ing its strategy, goals and objectives. Any metric 
or combination chosen will have its own advan-
tages and disadvantages. Regardless of the many 
choices and possible combinations, my advice is 
to pick a metric and stick with it  for several years 
to allow the collection of important longitudinal 
data that will be essential for historical trending 
and data analytics. Having consistent, histori-
cal data to statistically prove a link between the 
customer experience and business performance 
ensures that investments in improving the cus-
tomer experience will be realized.

Setting Effective Targets
Every employee in the organization should 

have a customer experience metric on their 
performance scorecard, specific to their area 
of responsibility. This approach ensures that 
employees understand that improving the 
customer experience is “everyone’s responsibil-
ity.” Furthermore, setting an overall corporate 
goal, such as a customer loyalty score or index, 
reinforces the message that employees must all 
work together to ensure an improvement in the 
end-to-end customer experience. 

Customer experience metrics and targets are 
an effective strategic tool for change within an 
organization. Setting shared targets, for example, 
across functional departments, can allow an orga-
nization to motivate groups to work more closely 
together and break down barriers that might 
have prevented a more collaborative approach. 

Setting targets is one of the trickiest parts of the 
process associated with linking customer experi-
ence metrics to compensation; it is a balance 

Tying measurements to a compensation pro-
gram will accelerate the pace of change.Leading Thoughts

Linking Customer Experience 
Metrics to Compensation

Set the stage for a customer-focused environment. 
Employees are motivated by what is measured and rewarded.

Janet LeBlanc 
Janet LeBlanc + 
Associates
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between art and science. Many employees, even 
at the senior management level, exhibit strong 
emotions toward any target being imposed on 
them—“That’s not fair. The target is too high. I’ll 
never be able to achieve that target. My target is 
higher than his/her target”—making the whole 
process even more challenging. 

Ideally, a target should stretch employees to 
achieve a higher level of performance. Targets 
set based on a best-in-class performance allow 
an organization to reward its top performers. For 
those employees who are average performers, 
it is better to lean toward the upside and focus 
on the positive aspects of customer experience 
improvements rather than to risk demotivating 
employees with targets that they don’t believe 
they can achieve. On some occasions, it may be 
appropriate to set a target simply to maintain 
a current customer experience performance 
level. If disruptions in the market are expected 
to occur, an organization has limited funding 
for new improvements, or the current customer 
experience performance level is already at a best-
in-class standard, then setting a target to maintain 
current performance is a valid approach. 

To set credible, actionable and achievable 
targets, consider the following:

●● Set targets that reward employees for 
achieving a meaningful performance 
improvement. The target must be set 
outside the margin of error to prevent 
rewarding employees for a simple random 
sampling error in the survey results. 

●● Consider the “end goal” or benchmark 
performance that you want the 
organization to ultimately achieve across 
all customer experience interactions. For 
example, set a target of 9 out of 10 for all 
performance ratings by customers as a 
long-term objective.

●● Once the end goal is established and 
clearly communicated, determine what 
percentage improvement is expected to 
close the gap (e.g., 15%) between current 
performance and benchmark standards. 

●● Use a 1 decimal convention for reporting 
and target setting to prevent employees 
from focusing on minute changes in the 
actual numbers.

●● Ideally, use one full year’s worth of data to 
establish the baseline before setting the 
target.

●● Establish a standard (e.g., 8.5 out of 10) 

when improvements are not required, but 
rather target performance is set simply to 
maintain current performance. 

Ensuring Quality Data
 Compensation metrics must be based on 

trustworthy data. If the sample size is too small 
or any sample bias is present there will be push 
back from employees about the reliability and 
validity of the program. Once employees suspect 
poor quality data, it will be difficult to maintain 
ongoing support for their program. 

It is common to have some slight unexplained 
variance within your measurement program. 
These variances may cause confusion and cre-
ate a level of distrust associated with the data. To 
overcome this challenge, use a “band of perfor-
mance,” such as a stretch target or best-in-class 
goal, to focus employees on moving the metric 
in the right direction rather than having everyone 
obsess about a specific number.

Sometimes organizations gather a handful of 
customer feedback surveys and tie these limited 
results directly to an employee’s compensation. 
Although minimal customer comments and 
feedback can effectively be used for coaching 
purposes, it is not recommended as part of the 
overall employee compensation model. A sample 
size of 100 or more is needed when tying metrics 
to individual employee performance scorecards.

Knowing When to Launch
Customer experience metrics need to have 

a strategic link to compensation. Once the 
organization is educated on what the customer 
metric is, why it is important, the rationale for any 
changes as a result of the new metric, and how 
employees can influence improvement, then it’s 
time to launch. Depending on the size of your 
organization, this communication and change 
management process could take several months 
or years. 

The fundamental principle underlying the deci-
sion to formally link a customer experience metric 
to compensation is whether there is strong sup-
port from a large mass of employees who believe 
they understand what needs to change and that 
they can effectively influence that change in order 
to achieve the expected results. 

Using a shadow target—one that has no finan-
cial gain associated with it—is a very effective 
method to ready an organization for change 
while allowing it time to learn about the metric 
and what activities are needed to achieve an 
improvement goal. 

Implementing a Customer 
Experience Dashboard

Creating a customer experience dashboard to 

provide regular reporting and tracking is essential 
to the overall success of a program. Employees 
will want to follow their progress and monitor 
whether changes in their behavior or the imple-
mentation of an action plan had any measurable 
improvements. Once an organization is able to 
see evidence of improvements, whether large or 
small, it will feel more confident about its ability 
to influence change. 

Promoting success stories is an effective 
method for keeping employees engaged. Ideally, 
an organization should link customer experience 
improvements to not only voice of the customer 
data but also to internal performance or process 
metrics. When a company can see measurable 
improvements to internal measures that are 
highly correlated to key customer drivers, it 
should see evidence of change in the percep-
tion of customers about the experience. Tracking 
improvements across an organization confirms 
that customer experience action plans are work-
ing and being well received by customers. 

Establishing a Governance 
Structure

Effectively managing the policies and practices 
of a compensation model reinforce the impor-
tance and credibility of a program. Establishing 
a governance committee to oversee policies is 
a responsible approach. This governing body 
will strive to maintain consistency and ensure 
transparency and accuracy in the overall program. 
Implementing a sound management approach to 
compensation practices is integral to effectively 
balancing the benefits and positive impacts of a 
performance measurement system. 

Setting the Stage  
for Higher Performance

Linking customer experience metrics to 
compensation and the overall performance 
management system is a proven approach to 
rapidly shifting an organization toward being 
customer-focused. By measuring, monitoring and 
rewarding customer experience improvements 
and linking customer experience metrics to co  
mpensation, organizations can set the stage 
to create the positive environment needed to 
elevate employee and business performance to 
a higher level.

Janet LeBlanc is President of Janet 
LeBlanc + Associates, a consulting firm 
specializing in customer experience 
design and execution.

janet@janetleblancassociates.com 

(613) 730-2709

http://www.janetleblancassociates.com/
mailto:janet@janetleblancassociates.com


Contact Center Pipeline28 MAR 2011

Idiom: a phrase or expression that has a different 
meaning than the literal definition of the individual words.

I have had this idiom tossed my way any 
number of times by my parents, my children, 
my husband, my bosses and my colleagues. 
Perhaps you, too, have experienced the notion 
that “the ball is in your court.” 

Apparently this expression’s origin can be 
traced to sports. I must confess that, for some 
reason, I have always related this to basketball. 
However, it comes from tennis (latter half of 
the 1900s), which, of course, makes more 
sense. But the intended message is really 
sports neutral—“It’s your responsibility now; 
it’s up to you.”

When “the ball is in your court,” what hap-
pens to it depends on you—your skills, your 
understanding of the game, your experience 
level, the tools you use, etc. I, for one, have 
no understanding of tennis; every time I’ve 
played it became more like a game of “fetch.” 
So let’s put a business context this. 

Imagine that the customer experience 
is, in fact, the “ball” and that the contact 
center is the “court.”  The customer experi-
ence is currently the Big Kahuna of strategic 
planning. The trouble is that clarity around 
exactly what it is that folks are looking for 
could be improved some. This is the time to 
improve that clarity. This is the ball lobbed into 
management’s court. Define exactly what is 
longed for by your customers, what is being 
promised by your brand, and what is required 
of the people charged with delivering the 
goods.

In defining the elements of the customer 
experience, think in terms of key areas 
(people, process, technology, etc.) and be as 
specific as possible. Specificity brings clarity. 
Let’s take a closer look at three key areas.

PEOPLE
How good are your customer experience 

athletes? Are the players right for the team? Is 
the coach skilled? These are critical questions. 
No matter how good whatever you’ve got 
is, the wrong people will remain just that… 
wrong! 

Figuring out who the right people are is 

not a simple task. First and foremost, iden-
tification and documentation of the “core 
competencies” are required. Do your agents 
need to be computer literate? What level of 
speaking and writing skills is required? What 
about language skills, educational require-
ments and experience in specific areas? 
Whatever matters to your operation must be 
identified to ensure staff alignment to the job 
requirements for delivering on the customer 
experience. 

I’m certain that each of us can relate to hav-
ing to “deal” with an organization whose lack 
of specificity in terms of a core competency 
definition has led to the customer interfacing 
with a nonresponsive or even hostile indi-
vidual. This type of person damns the fate 
of the customer experience and, ultimately, 
the brand and profitability. Hiring the “wrong” 
folks might “cost less.” But the true cost to the 
enterprise far outweighs lower hourly rates. 

Message to contact center leaders: When it 
comes to hiring the right people… the ball 
is in your court!

PROCESS 
Process is another “court” of concern. The 

customer is launched into whatever processes 
exist in the organization. As consumers, we 
are often subjected to processes which make 
no sense to us—unnecessary “approval” 
escalations or delays in response due to an 
operation full of silos built to support internal 
needs rather than the needs of the customer. 

Streamlining processes delivers the most 
powerful rewards all around; efficiency and 
experience are often the big winners. Focus 
on specifying the most frequent, critical and 
complex processes in your organization and 
get to work. 

Spread the work—your frontline staff 
knows infinitely more about how things 
work in your contact center than anyone else. 
Include them in the improvement process. 
Put the process discovery ball in their court. 
My guess is that there is lots of juice in your 
process lemons!

POSITIOn
What about “position”? We all know that 

the position of the athlete on the court plays 
an enormous role in the game; the position 
of the athlete in rankings plays a role in the 
revenue, the quality of the tools, etc. 

When it comes to the contact center, I 
categorize position as “visibility,” that is, how 
the contact center is viewed by others in the 
company. Is it as valuable asset or necessary 
evil? Valuable assets always receive more in 
terms of budget and prestige. The ball is in 
everyone’s court when it comes to position-
ing the contact center as a valuable resource. 

Some organizations’ treatment of the con-
tact center is… for lack of a better word… 
bad. Here are some examples—when other 
departments “don’t talk to customers” (this 
reality emerges by default rather than design 
in most cases) leaving the front line to toggle 
between internal resources and the customer 
for answers; when staffing requirements are 
cut while demand and performance expecta-
tions remain the same; when systems are slow 
and cumbersome or training is constantly 
being cancelled; and when necessary infor-
mation is distributed inefficiently to the front 
line via many channels and by many people. 
This list goes on. This is the time for a close 
look at the contact center’s visibility. Take 
control of the game by stepping up to make 
sure that the contact center’s contribution is 
respected and that it enjoys the benefits of 
being on the valued-asset list.

Bottom line: The ball is in your court (that 
means everyone) when it comes to under-
standing the requirements for and delivering 
on, the customer experience. Play Ball!

Idiom Insights

The quality of your customers’ experience is in your 
hands. Improve your game by defining and delivering on 
the critical elements.

The ball is in your Court

Kathleen Peterson 
is the Chief Vision 
Officer of PowerHouse 
Consulting, a 
call center and 
telecommunications 
consulting firm.

kpeterson@powerhouse1.com

(800) 449-9904

http://www.powerhouse1.com
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P h o e n i x ,  A Z  •  M a r c h  1 3 - 1 6 ,  2 0 1 1
JW Marriott Desert riDge

A m e r i c a n  Te l e s e r v i ce s  A s s o c i a t i o n

How do you catapult your contact center from good to great and from 
great to excellent? We’re offering practical, proven solutions for every-
one—executives and top-level stakeholders, campaign managers, HR 
executives, compliance officers and marketing operations managers.

ata2011convention.org 
317.816.9336

register today!

UPCOMInG EvEnTS

Hear and Learn how 
Corporate America is 
responding to Emerging 
Customer Response Channels –
(i.e. Social Media, web 2.0, video, mobile)

May 10th & May 11th, 2011
Hollywood, Florida
The Westin Diplomat Resort & Spa

www.CustomerResponseSummit.com

Traffic Administrator
Frontier Communications Rochester, NY

sr Call Center ops Manager
United Health Group Richardson, TX

Call Center Manager
American Red Cross Tucson, AZ

Call Center Manager
MDT Direct Fort Lauderdale, FL

operations Coordinator
The Home Depot Hazelwood, MO

Call Center Manager
Pentagon Federal Credit Union Omaha, NE

Check out the careers section, as well as the Pipeline Directory 
and other topics that we’re confident you won’t want to miss. 

CAREERS @ ContactCenterPipeline.com

Also be sure to visit the CCP LinkedIn Group for 
more job postings. http://tinyurl.com/ccpLinkedin

This month’s job postings include:

Find more Contact Center Industry events on our 
website at: http://tinyurl.com/CCpevents

ADVErTisEMEnT

Sponsored By:

http://www.justcareers.com
http://www.ata2011convention.org
http://www.callcenterjobs.com
http://www.contactcenterpipeline.com
http://www.customerresponsesummit.com
http://www.contactcenter2011.com
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Look.Listen.be.
443 742.1291
wandasitzer@looklistenbe.com
www.LookListenBe.com

Look.Listen.Be. is a consulting company 
providing no-nonsense training solutions 
and customized answers for contact 
centers. With more than 20 years in the 
customer service and sales industry, 
Wanda Sitzer coaches management 
teams and the frontline to elevate 
their interactions and maximize their 
performance.

OPTION 3 - Original Purple
(C=100 M=97 Y=27 K=24) and BlackrCCsP Professional 

Education Alliance
708 246.0320
librarian@the-resource-center.com
www.the-resource-center.com

The Resource Center for Customer 
Service Professionals (RCCSP), 
celebrating its thirteenth year of service 
to the contact center community, 
provides access to world’s largest 
network of call center, help desk, and IT 
support center training and certification 
providers: the RCCSP Professional 
Education Alliance. 
Experience the industry’s most 
comprehensive training curriculum. 

CallCenterJobs.com
CallCenterJobs.com is a leading 
“niche” employment resource for 
experienced Call Center and Customer 
Service professionals. CallCenterJobs.
com boasts the largest collection of 
QUALITY job openings in the industry 
(not temp positions or staffing company 
postings) and is the ultimate recruitment 
advertising solution for call center related 
businesses.

TelePlaza.com
“The MOST Tele-Relevant information in 
the LEAST amount of time.”

TelePlaza is a comprehensive online 
directory that provides more valuable 
and relevant call center content than any 
other “niche” industry Web site and is 
the ultimate resource for locating quality 
contact center information. TelePlaza 
offers more industry specific information 
than the search engines AND more call 
center supplier listings than any other 
online industry search site.

Cooney solutions group 
(Csg) 
210 687.2714 
servicefirst@cooneysolutionsgroup.com
CooneySolutionsGroup.Com

Cooney Solutions Group (CSG) is 
revolutionizing the Business Process 
Outsourcing (BPO) industry. Founded 
by two of the most experienced and 
respected experts in contact center 
customer service management – and 
further supported by a “dream team” 
of advisors – CSG offers world-class 
outsourcing solutions for organizations 
committed to delivering unparalleled 
quality and customer experiences.

Fresh Perspectives
210 913.0868
beverley.mcclure@freshperspectivesllc.net
www.freshperspectivesllc.net

Drawing upon a 30-year career with 
customer service champion USAA, and 
expertise as a certified coach, Beverley 
McClure founded Fresh Perspectives, 
LLC.  As an executive coach, consultant, 
facilitator and speaker,  Beverley provides 
clients with fresh insights, actionable 
solutions and accountability partnerships 
to facilitate knowledge transfer and 
results-based behavior change.

reflective Keynotes inc.
905 567.8432
info@reflectivekeynotes.com
www.reflectivekeynotes.com

Reflective Keynotes Inc. specializes in 
helping inbound contact centers improve 
their sales results. Our workshops, 
webinars and keynote speeches provide 
key insights to help your Agents close 
more sales and help your Managers 
coach more effectively towards sales 
results.

great brook
978 779.6312
www.greatbrook.com

Great Brook enhances its clients’ 
organizational effectiveness through 
improved feedback management and 
the application of that feedback for 
operational improvement and strategic 
competitive advantage. We assist 
organizations design and improve their 
feedback programs through our unique 
Survey Design Workshops, Feedback 
Audits, and targeted Survey Mentor 
services.  

CenterCore
800 686.0821
inquiry@centercore.com
www.centercore.com

CenterCore uniquely designs workstations 
optimizing space and resources providing 
40% more workstations and workspace. 
CenterCore provides technology ready 
and innovatively designed products 
focused on the contact center industry. 
CenterCore customizes its products fitting 
end user’s needs.  CenterCore provides 
unique solutions for space planning and 
design challenges.  

MTb5
866 WIn.MTB5
TCandDawn@mtb5.com
www.mtb5.com

Mastering the big 5 is a leadership 
development company which enhances 
Contact Center Supervisors, Managers, 
and Directors ability to successfully lead 
diverse teams through books, workshops 
and onsite consulting. MTB5’s System 
of Success results in major performance 
gains and expense reductions, with 
launches in 5 nations in only 2+ years.

Powerhouse Consulting
800 449.9904
info@powerhouse1.com 
www.powerhouse1.com

PowerHouse Consulting, Inc. is an 
internationally-recognized consulting 
firm specializing in Contact Centers and 
Telecommunications. Our services include 
Strategic Planning, Contact Center Assess-
ments/Solutions, Telecommunications/
IT Assessments, Workforce Optimiza-
tion, Outsourcing Management, Custom 
Training, and Procurement Management. 
Collaborating with more than 350 clients, 
our seasoned consultants work with 
organizations of different sizes, varying 
budgets, different industries to bring quick, 
practical, and cost-effective solutions.

Moxie software
888 462.3484
cimsales@moxiesoft.com
www.moxiesoft.com/cim

The Customer Engagement Spaces brings 
together all the components needed to 
deliver multi-channel experiences and 
is optimized for collaboration—both for 
content creation and to jointly work with 
customers to improve products, services, 
and experiences. The engagement 
solutions available are Knowledgebase, 
Chat, Email, Community, Social Media, Co 
Browse, Click to Call, and Phone.

http://www.looklistenbe.com
http://www.cooneysolutionsgroup.com
http://www.the-resource-center.com
http://www.reflectivekeynotes.com
http://www.teleplaza.com
http://www.callcenterjobs.com
http://www.moxiesoft.com/cim
http://www.freshperspectivesllc.net
http://www.mtb5.com
http://www.greatbrook.com
http://www.centercore.com
http://www.powerhouse1.com
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sATMAP
301 327.8714
David.Barnes@trgworld.com
www.satmaptrg.com

SATMAP (SATisfaction MAPping) is the 
world’s only technology for matching 
callers to agents based on a real-time 
analysis of caller and agent personalities.  
SATMAP analyzes over one hundred 
different agent and customer personality 
attributes in real time with computational 
power approaching one billion 
calculations per second to recognize 
optimal agent-customer pairings and 
assign calls appropriately.

Touchpoint Associates
901 230.0567 
bfurniss@touchpointassociates.com
www.touchpointassociates.com

Touchpoint Associates takes your contact 
center to a higher level of service and 
profitability. Our Strategic Call Center 
Roadmap is an actionable plan to 
refocus people, process, leadership and 
technology for maximum results. Our 
Frontline Management Workshop is an 
engaging  program to develop frontline 
managers into top performers. Call today 
to learn more.

Liveops
800 411.4700
www.liveops.com

LiveOps is revolutionizing the world of 
work. The company offers innovative 
solutions aimed at solving technology and 
workforce needs for today’s businesses. 
LiveOps’ Contact Center Cloud is the 
award-winning technology platform that 
enables companies to enhance their 
consumer experience while achieving 
measurable operational efficiencies.

Proactive Planning 
group
443 451.4301
danr@proactiveplanning.net

Making Workforce Management work 
for you!
The Proactive Planning Group is a full 
service contact center consulting firm 
specializing in Workforce Management 
issues.  Our mission is to improve contact 
center performance by focusing on root 
causes, real world solutions and return 
on investment.

inContact
866 965.7227
www.inContact.com

inContact helps contact centers around 
the globe create profitable customer 
experiences through its powerful portfolio 
of cloud-based contact center software 
solutions. The company’s services and 
solutions enable contact centers to 
operate more efficiently, optimize the cost 
and quality of every customer interaction, 
create new pathways to profit and ensure 
ongoing customer-centric business 
improvement and growth. To learn more, 
visit www.inContact.com.

Verint Witness 
Actionable solutions
1-800-4vERInT
info@verint.com
www.verint.com

Verint® Witness Actionable Solutions® 
is the leader in enterprise workforce 
optimization software and services. 
Its solutions are designed to help 
organizations capture customer 
intelligence, uncover business trends, 
discover the root cause of employee 
and customer behavior, and optimize 
the customer experience across 
contact center, branch, and back-office 
operations. 

saddletree research
480 922.5949
info@Saddletreeresearch.com
www.saddletreeresearch.com

Founded in 1999, Saddletree Research 
provides custom and syndicated 
industry research covering emerging and 
high-growth contact center technology 
solutions and markets including Web 
2.0 framework and applications 
(social networks), analytics, workforce 
optimization (WFO), and Internet Protocol 
(IP) telephony. Papers and publications 
feature an emphasis on demand-based 
end-user data.

Vocal Laboratories inc. 
(Vocalabs)
952 941.6580 x206
inquiry@vocalabs.com
www.vocalabs.com

Vocalabs helps clients improve customer 
service by collecting timely, actionable 
feedback about customer service 
quality. Our interviewers call your 
customers minutes after a 
customer service experience while the 
memory of the experience is still fresh. 
We deliver feedback in real-time so you 
can better coach and train front-line 
employees, drive business efficiencies, 
and increase satisfaction and loyalty.

Janet Leblanc + 
Associates
613 730.2709
janet@janetleblancassociates.com
www.janetleblancassociates.com

An award winning leader in customer 
experience management, we help 
organizations transform how they interact 
with customers to deliver a branded 
customer experience. With measurable 
results in effecting transformational 
change, Janet LeBlanc + Associates will 
shape your customer experience and 
change the behaviour of employees—to 
deliver on your brand promise to 
customers at every interaction.

JANET LEBLANC
ASSOCIATES+ 

openspan, inc.
678 527-5400
sales@openspan.com
www.openspan.com

Call Centers use OpenSpan’s User 
Process Management software to 
build and deploy process improvement 
solutions that improve agent efficiency 
while enforcing adherence to corporate 
or regulatory policy.  With OpenSpan, 
they monitor exactly what agents do in 
virtually any application, analyze this 
agent activity data to detect process 
inefficiencies and compliance risks, and 
automate repetitive, manual processes, 
saving time and money. Please visit 
www.openspan.com to learn more and 
to download our free OpenSpan Studio 
integrated development environment.

Contact Center 
Professionals, inc.
623 239.3699
martinprunty@contactcenterpro.com
www.contactcenterpro.com

CCPro is an independent contact 
center consulting firm recognized for 
its experience and integrity. With over 
20 years’ experience in the industry, 
CCPro is dedicated to helping its clients 
dramatically improve the performance 
of their customer service and support 
operations. We offer a full line of services 
including contact center consulting, 
design, technology design, performance 
optimization, outsourcing analysis, 
management training, and other 
consulting services.

CallMe!
877.402.2563 
info@CallMeJobs.com 
www.CallMeJobs.com

CallMe! is the leader in Human Capital 
Management for the Call Center industry. 
Focused exclusively on the Call Center 
industry, we offer full service staffing and 
recruiting through CallMe! Staffing, the 
leading niche call center job board at 
CallMeJobs.com, advanced call center 
applicant screening, and complete back 
office human resources outsourcing.

http://www.verint.com
http://www.touchpointassociates.com
http://www.satmaptrg.com
http://www.incontact.com
http://www.liveops.com
mailto:danr@proactiveplanning.net
http://www.saddletreeresearch.com
http://www.janetleblancassociates.com
http://www.vocalabs.com
http://www.contactcenterpro.com
http://www.callmejobs.com
http://www.openspan.com
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service Agility
215 679.5250
jaym@serviceagility.com 
www.serviceagility.com

Service Agility provides guidance to 
organizations seeking substantial im-
provement in customer satisfaction levels 
and in the efficiency of their service and 
sales operations.  Our expertise is deliv-
ered through four channels:  consulting, 
training, speaking, and writing.  We serve 
call centers and face-to-face operations.  
We offer our clients industry expertise, 
real-world experience, knowledge transfer 
proficiency, and guidance independent 
from partnerships with other vendors.

strategic Contact
866 791.8560
consult@strategiccontact.com
www.strategiccontact.com

Strategic Contact is an independent 
consulting firm that provides objective 
perspectives based on its deep 
experience in contact centers large 
and small. The firm helps companies 
plan for change and growth, assess 
current environments, develop 
strategies, evaluate and implement new 
technologies, develop outsourced and 
virtualized center configurations, and 
conduct business case analysis.

rightnow Technologies
406 522.4200
www.rightnow.com

RightNow is a provider of on demand 
customer relationship management 
(CRM) solutions that help consumer-
centric organizations deliver great 
customer experiences. Founded in 
1997, RightNow is headquartered in 
Bozeman, Montana, employs more than 
700 people, and serves over 1,900 
organizations worldwide. RightNow is 
listed on the New York Stock Exchange 
under the symbol RNOW.

Convergys
888 284.9900
marketing@convergys.com
www.convergys.com

 A global leader in relationship 
management. We deliver a broad range 
of customer and HR solutions, backed 
by technology, business analytics and 
consulting services that help create 
valuable relationships between our 
clients, their customers and their 
employees.

Varolii Corporation
800 206.2979
info@varolii.com 
www.varolii.com 

Varolii is the market and technology 
leader in proactive outbound 
communications. Its on-demand 
automated communication applications 
help organizations more effectively 
reach and interact with large numbers 
of customers and employees, reducing 
cost of operations and improving service. 
More than 380 companies trust Varolii to 
send roughly four million communications 
every business day.

The Call Center school
615 812.8400
www.thecallcenterschool.com

The Call Center School provides a 
comprehensive training curriculum for 
all levels of call center professionals, 
including call center executives, frontline 
supervisors, quality specialists, workforce 
managers, and frontline agents.  Over 
50 different seminars are available with 
delivery available as on-site classroom 
training, instructor-led web seminars, 
self-paced e-learning programs, or train-
the-trainer licensing.  

Contact Center insights
513 673.9054
larryeiser@contactcenterinsights.com
www.contactcenterinsights.com

Contact Center Insights can bring real-
world customer service and contact center 
experience and expertise to the table 
to improve customer satisfaction and 
increase efficiency. Our experience encom-
passes strategy, operational processes, 
technology, employee and cultural issues, 
structure, sourcing options, merger integra-
tion, labor relations and, specific to the 
utility industry, the impact of smart grid 
on customer access strategy and contact 
center operations. We partner with organi-
zations to tailor engagements to meet their 
needs and achieve their objectives.

Acqueon Technologies
888 946.6878
sales@acqueon.com
www.acqueon.com

Acqueon Technologies specializes in 
developing products for the Customer 
Interaction Management industry using 
business logic to deliver distinctive 
customer experience by enabling 
organizations to not just interact with 
their customers – but relate.
 Acqueon products handle millions 
of transactions everyday and are 
implemented across verticals such as 
BFSI, Retail, BPO, Healthcare, Education, 
and Transport.

To join the Pipeline Directory, contact:
advertise@contactcenterpipeline.com

henry Dortmans 
Enterprises inc.
416 845.4511
info@henrydortmans.com
www.henrydortmans.com 

One of the industry’s premier 
management consultants, Henry provides 
advisory services, seminars, influence. 
For 25 years, he has helped hundreds of 
organizations make better decisions. He 
is a speaker, member of advisory boards, 
and author of the widely-read column On 
the Line. He holds a B.Com. and MBA, 
and still has a sense of humor.

greg Levin LLC
512 212.4577
greg@greglevin.com
www.greglevin.com

Greg Levin, Principal and Founder of OFF 
CENTER, has been researching, reporting 
on and satirizing contact centers and 
customer care since 1994, and is con-
sidered one of the most authoritative and 
refreshing voices in the industry.
Greg educates, empowers and entertains 
contact center professionals worldwide 
via a variety of compelling resources, in-
cluding: his brand-new ebook, Full Contact: 
Contact Center Practices and Strategies 
that Make an Impact; the popular weekly 
Off Center blog; his Contact Centerfold of 
the Month column; & one-of-a-kind contact 
center song parodies.

WorkForce Management 
software group, inc.
877 668.6870 
pr@wfmsg.com
www.wfmsg.com

WFMSG has emerged as the innovator 
in enterprise Web 2.0, collaborative, low 
cost workforce management solutions for 
the contact center. WFMSG’s Community 
is coupled with an intelligent deployment 
process that results in very rapid 
installation, product adoption and ROI for 
our clients. 

http://www.serviceagility.com
http://www.henrydortmans.com
http://www.strategiccontact.com
http://www.rightnow.com
http://www.convergys.com
http://www.varolii.com
http://www.thecallcenterschool.com
http://www.contactcenterinsights.com
http://www.acqueon.com
http://www.greglevin.com
http://www.wfmsg.com
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higherground, inc.
810.229.9194
mhalliwell@higherground.com
www.higherground.com

HigherGround, Inc.,a premier software 
developer of call recording, data integra-
tion and reporting tools, offers solutions 
designed to deliver timely, accurate infor-
mation for analytics and decision support 
to improve operations, performance and 
ultimately increase profitability. High-
erGround applications are used by call 
centers as well as organizations in public 
safety, financial services, healthcare, 
government and many other industries.

nuance
consultingteam@nuance.com 
www.nuance.com

Nuance provides tailored customer 
service solutions that support intuitive 
and pleasing interactions between 
companies and their customers. Our 
full suite of customer care solutions – 
including speech-enabled IVR, full-service 
hosting, proactive outbound notifications, 
routing and CTI services, desktop 
optimization and business consulting – 
enable organizations with complex and 
evolving customer care operations to 
earn happy, loyal customers.

M.E.r. inc. 
(McDaniel Executive 
recruiters)
866 991.3555 
mcdaniel@justcareers.com
www.justcareers.com

M.E.R. Inc. (McDaniel Executive 
Recruiters), a globally recognized 
and specialized executive search firm 
dedicated to the  direct marketing, CRM, 
BPO, and Call Center industries.  

human numbers
678 494.1506
info@Humannumbers.com
www.Humannumbers.com

Human Numbers is passionate about 
forecasting and scheduling.  We offer 
workforce management services to call 
centers that can’t afford to purchase 
WFM software, or who do not have a full-
time Workforce Manager.  Our customers 
receive the expertise of a seasoned 
Workforce Manager who takes on the 
weekly duties of ACD data collection, 
forecasting, and scheduling, without 
having to hire a full-time staff member.

Career impact 
incorporated
800-813-8105
207-251-0301
info@careerimpact.net
www.careerimpact.net

Career Impact is an organizational 
development consulting firm which 
has specialized in serving the call 
center community for more than 20 
years. We work with clients around 
the world to implement the Impact 
Monitoring® System.

egain Communications 
Corp.
800 821.4358 | 650 230.7500
info@egain.com
www.egain.com

eGain is the leading provider of 
multichannel customer service and 
knowledge management software for 
on-site or on-demand deployment. Based 
on the Power of One™, the concept of 
one unified platform for multichannel 
customer interaction and knowledge 
management, eGain solutions improve 
customer experience, optimize service 
processes end to end, increase sales, and 
enhance contact center performance.

sQM group inc.
519 426.3454
sarahk@sqmgroup.com
 www.sqmgroup.com

Since 1996, SQM Group has been a 
call center specialist for benchmarking, 
improving and certifying sites, managers 
and CSRs for their first call resolution 
(FCR), employee satisfaction (Esat) 
and customer satisfaction (Csat) 
performance.
Over 70% of our tracking clients improve 
their FCR performance year over year.

The City of Medford, 
oregon
541 774.2000
bill.hoke@cityofmedford.org
www.ci.medford.or.us

Medford is located in sunny southern 
Oregon and is conveniently located on 
Interstate 5, providing the community 
easy access to all markets. Medford 
offers a highly desired quality of life in 
which to raise families in a business-
friendly environment, which includes 
an educated, diverse workforce, with 
affordable and reliable utilities.

SIGN UP FOR 
NEWS & UPDATES
VIA EMAIL.

PIPELINE
STORE

CONTACT CENTER RESOURCES
CHECK OUT THE NEW RESOURCES @

WWW.CONTACTCENTERPIPELINE.COM

We’re adding new contact center 
books.  Check them out! 

SURVEYS
We’ve published our �rst survey on 
Multi-Channel Customer Contact.  
More surveys are coming! 

TRAINING List of training courses is growing!  
Various subjects for various job roles.

WHITE
PAPERS

Updated White Papers Section... and 
Pipeline Directory to see who has 
what available that meets your needs.

http://www.humannumbers.com
http://www.nuance.com
http://www.highergroundinc.com
http://www.sqmgroup.com
http://www.careerimpact.net
http://www.egain.com
http://www.justcareers.com
http://www.cl.medford.or.us
http://www.contactcenterpipeline.com
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THOUGHT YOU 
SHOULD KNOW

Nearly 25 percent of all U.S. 
households have eliminated 
landlines in favor of mobile 
phones, the Centers for Disease 
Control and Prevention (CDC) 
revealed in a recent study.

The increase in airline 
passenger complaints to 
the U.S. Department of 
Transportation rose 32% 
from 2009 to 2010.

More than 10,000 Baby 
Boomers will turn 65 per day, 
a pattern that will continue for 
19 years.

32%

AIR TRAVEL CONSUMER REPORT, 
U.S. DEPARTMENT OF TRANSPORTATION

10,000

PEW RESEARCH CENTER

One in Four

WIRELESS SUBSTITUTION, NATIONAL HEALTH
INTERVIEW SURVEY, CENTERS FOR DISEASE 
CONTROL AND PREVENTION

Number of respondents, between the ages of 25 and 69, 
who believe they will have to work during retirement 

just to make ends meet.

Nearly 60% of survey respondents felt more in need of 
a holiday in 2010 than they did the previous year. 

More than half of U.S. employees don’t use all of their 
vacation days—and 64% canceled or postponed 

vacation last year due to work worries.

A 2010 survey of 3,558 mobile phone consumers 
found that customers who were “very satisfied” with 

the problem-resolution on a support call were 7 
times as likely to say they would purchase again 

from the company than customers who were 
“somewhat satisfied.”

72%

60%

7X

2010 WESTIN HOTELS “WELLNESS IN TRAVEL” STUDY

VOCALABS, NATIONAL CUSTOMER SERVICE SURVEY (NCSS) ON MOBILE 
PHONES, JANUARY 2011, WWW.VOCALABS.COM

SIXTH ANNUAL RETIREMENT FITNESS SURVEY, WELLS FARGO & COMPANY
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Bridging the Gap to
WORLD CLASS CUSTOMER SERVICE

CooneySolutionsGroup.com

csg

Your customers deserve it.

It’s your job to provide it.

We know how to deliver it.
Creating quality customer experiences on every contact is an outcome your
customers expect. Easier said than done, particularly when your needs
surpass current resources. While turning to a dependable outsourcer for
some or all of your customer contact operations can be a smart option, how
do you choose amongst the various outsourcers around the globe?

At Cooney Solutions Group (CSG),we’re revolutionizing the Business
Process Outsourcing industry. Founded by two of the most experienced
and respected experts in customer service and contact center management
– CSG offers an affordable outsourcing solution for organizations
committed to delivering world-class quality and customer experiences. We
are not, and never will be, a typical call center - so we don’t focus solely on
productivity at the expense of service. Our Service 1stSM contact center
culture is employee-focused and places a priority on the entire customer
experience over any single transaction.

Contact us today. We’re ready to
help your business grow and show
you how CSG puts Service 1stSM.

Get the Most from your Call Center Investment

SERVICE 1ST

866-434-9937
11815 IH-10W, Suite 605 San Antonio, TX 78230

Cooney Solutions Group is making our library of whitepapers available to Contact Center Pipeline subscribers for a limited
time. Go to www.CooneySolutionsGroup.com/CCP and download these informative whitepapers and presentations that you
can use to help educate others in your organization.

• Achieving Outsourcing Success • Drive Organizational Value through Every Interaction
• Seven Actionable Tactics for Critical Contact Center Improvement • Moving Beyond the Queue: Focusing on The Real-Time Customer
• Moving the Call Center from Good to World Class • Enabling Customer Loyalty
• Moving Metrics Into Action • And more...

Cooney Solutions Group is a certified Veteran-Owned Business

CCP-Ad-August2010v6-FINAL.qxp:Layout 1  9/8/10  11:28 AM  Page 1

http://www.cooneysolutionsgroup.com
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