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Background
I’ve been in the call center industry for the last 16
years, working for companies such as BT, Marks and
Spencer and Vodafone. My roles have been varied
from Sales Agent, Customer Care and Technical
Support to working in a real-time team. I joined the
outsourcer Webhelp’s planning team when they
were moving their WFM services offshore, this is
when I started working with Teleopti.
Working with Teleopti
I helped manage the transition of all 3500 agents
and work streams from Teleopti version 6 to 7.
During this time, I formed a very close relationship
with Teleopti and their service desk. From there, I
became a kind of middle man between Webhelp IT,
Webhelp Operations and Teleopti.

Teleopti outsourcing
by numbers:
82,286 agents are outsourced
using Teleopti WFM*
It is the sheer number of agents that are outsourced using Teleopti,
working on projects across a variety of industries and continents,
that has led to this eBook and its exploration of the challenges
outsourcers experience today. Some challenges are long-lasting,
ongoing ones, and others have developed as the world, and contact
center industry, has evolved.
This eBook will outline the 7 main challenges that almost all
outsourcing contact centers face, and how these challenges can be
solved using cutting-edge workforce management (WFM) software.

The move to Teleopti
I was very happy at Webhelp but when I saw the
job advertised I had to apply. Teleopti has such
an amazing working culture along with a fantastic
product, I had to be a part of the team.
*according to Teleopti CRM data as of June 2017
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Challenge

#1

THE NEED FOR SPEED

Set up agents as
quickly as possible
With the fast turnaround of incoming
and outgoing agents, there must be
the software in place to onboard
them into the system as quickly as
possible. Agents need to have a skills
profile that can be used to remember
their contract type and schedule
them to the best activities, as well as
identify the gaps in their skills set. This
leads to another area where speed
is crucial: training. Training should
have a dynamic hierarchy so that it is
an ongoing process, reactive to the
needs of new, or existing, agents.

Dynamic data

The biggest challenge for many
outsourcing contact centers is the
constant call for operational and
technical efficiency. Such efficiency
is absolutely essential due to the
money it saves for the client, the
profit margins that are achieved on
each project, and the dual effect that
high-achieving project performance
will have in satisfying current clients
and enticing future clients.

Easy-to-use management software
Time needs to be spent understanding any new software solution,
but the software ought to also be intuitive so that users don’t waste all their
time figuring out how to utilize it rather than getting projects up and running.
Similarly, the software should have a clear graphic user interface because if
something looks complicated it can build anxiety and hesitancy in the user,
even if the actual mechanics aren’t that hard to grasp.

Make the data work for the user, not the other
way around. WFM software that is dynamic
in its data handling only requires data to be
input once, such as an agent profile, and then
it is ready to be used across every module in
the solution. Dynamic data also helps with
planning accuracy so as to reduce losses in
time, and money. This same software must
be capable of handling large amounts of data,
importing such volumes of data from previous
systems, and setting up new team structures.

Automation over manual
Manual forecasting or scheduling is slow and
prone to error. An automated solution that can
look to the past, present and future, removes
the triple-time-consuming manual workload. It
is this same automation that will remember and
make the most of one-time data inputting.

Challenge

#2

KEEPING COST CONSCIOUS

A key challenge that will never go away, even as the
outsourcing contact-center industry develops and
changes, is the need to keep costs as low as possible.
Like speed, this is again a focus for both the center’s
own operational savings and because of the demand
from clients to bring the greatest results for the
lowest price.

Solution: Accurate, agile planning
The main cost in a contact center is the cost of labor, and the
unnecessary expenditure that comes with errors in managing,
and planning for, a large labor force. Therefore, resource
planning must be accurate and efficient, always. Why pay for
agents if they aren’t needed? Accuracy through automated,
close-to-the-actual forecasts and optimizable scheduling helps
to reduce labor costs whilst maintaining service levels.
The rise in cloud WFM also means that companies only have to
pay for what they use whilst avoiding having to invest in major
IT infrastructures.

“

59% of companies said that the primary
driver for them using outsourcers is as
a cost-cutting tool.
(Deloitte Outsourcing Survey)

Challenge

#3

THE MOBILE AGE

Technology innovation has not been limited to smart
phones alone, but has equally impacted tablets, laptops,
TVs, and even our cars. Each of these systems is always
on, supported by fast and reliable internet connectivity,
accessed using sophisticated browsers. This allows users
to experience the same service via multiple devices.
The challenge for outsourcers is taking advantage of
this development to improve service for agents and
customers.
Solution: Take it mobile, take it to the web
Unified agent self-service portals can be deployed to harness the
growth of web-browsing capabilities and mobile device usage.
These web portals allow agents to communicate requests, even
when out of the office, and get the responses they need, whilst
still away from work. This could be for requests about overtime,
vacation, shift trades or simply checking the latest schedule.
Removing office-based restrictions gets agents assisting the
scheduling process, rather than resisting it, all so as to achieve
optimal staffing plans and premium service levels.
Combined with this rise of new internet and mobile technologies,
companies are also innovating their business models. No longer
are large, up-front investments in hardware and software licenses
required. Cloud services take care of hosting issues and, in
conjunction with an OPEX payment model, offer an attractive
alternative for many companies wishing to gain greater mobility.

“

Mobile device shipments have grown
by 4.3% quarter on quarter (QoQ),
with 347.4 million sold in Q1 2017.
(IDC)

Challenge

#4

AGENT ATTRITION

Tied to the high attrition levels that often come in
outsourcing contact centers, is the cost incurred in
training up new staff and the lag in productivity whilst
these new agents settle in. Generally, to keep costs low
and avoid a revenue deficit, agents need to be up and
running at full productivity in 2-4 weeks.

Solution: Engage, train and schedule to skill
The key is to align activity scheduling with what agents can do.
Yes, a challenging activity can prove an engaging one, but a task
that seems impossible could lead to costly errors and agent
burn out. Apart from using dynamic data to correctly staff each
activity, bring in regular training to improve agents’ skills base.
The age of many agents today means they are often still on the
lookout for educational opportunities.
A large focus also has to be on engaging a possibly disenchanted,
unstimulated workforce. Make the agent the “master of their
own destiny” by incorporating agent-oriented, agent-controlled
modules, all through self-service portals.
Employee turnover is, however, a natural occurrence for any
company, especially contact centers, so there must be a system
in place to deal with this.

“

A typical US based 500-person contact
center could spend roughly $0.5-1.3 million a
year on attrition related costs, with $0.4-0.6
million revenue leakage a year.
(Telus)

Challenge

#5

INTERNATIONALIZATION

The internationalization of all industries across the world
means that outsourcing clients are often now working
with many different markets in a variety of languages.
Outsourcers cannot afford to go with a “one-size-fits-all”
approach to customer service.

Solution: Localization & Multilingualism
Centers and teams might have to work on cross-continent projects
so the first priority is to have a multi-lingual contact center.
Comprehensive agent profiling, and the consequent scheduling,
will lead to the agent with the right language skill being ready to
communicate with the customer.
The second priority is to have a localized WFM system that can be
used by these agents with different native languages. The software
can’t run in only say, English, as agents and planners need to be
able to use the system in any language, like Chinese or German.
A system capable of creating virtual teams will equally help the
contact center to be driven by market-appropriate language skills
rather than bound by the skills available in one place. To manage
the schedules of these virtual teams, the center’s operations
system ought to offer time-zone insights, so that an agent in Dubai
isn’t accidentally given a shift at midnight by a team leader in
the US. Team leaders and planners need to be empowered with
international overviews.

“

75% of respondents only want to buy
products in their native language.
(Common Sense Advisory)

Challenge

#6

ENGAGING EXPECTATIONS

“

A 10% increase in employee engagement
levels can increase a company’s customer
service levels by 5% and profits by 2%.
(Accenture)

Avoid annoying agents
1:00

2:15

2:30

2:45

3:45

The ability to update and change
shifts if necessary is very useful,
but creating accurate shifts in the
first place is a simple, effective
way not to mess agents around or
irritate them.

Help agents to
feel in control
Take into account agent shift
preferences, make absence
requests a smooth process and
let agents easily trade shifts.
Automate such processes to bring
empowerment, efficiently.

Motivate through gamification
As Telus observes, with the
growth of customer expectations,
outsourced agents must be
“experts in customer relations,
acting as true consultants.” Agents
are consequently an outsourcing
center’s most important asset. They
therefore have to be kept engaged
and satisfied so as to bring out the
same two states in customers.

Mix it up
The attention span of millennials - the largest employee
demographic in centers today - has been found to be
shorter than previous generations, so flexible breaks and a
varied mix of activities could help keep boredom at bay.

Gamify the workplace to bring a fun
element to everyday tasks, all whilst
making the results of agents’ efforts
transparent to them. Appealing
rewards for earned points are also
a good motivator.

Communicate clearly
Access millennials’ digital savviness
by expanding the modes of
communicating with them. Keep in
contact via SMS systems, web portals
and mobile applications.

Challenge

#7

THINGS GO WRONG

As the title says, things can just go wrong, say a freak
event affects operations, a bug occurs or a human
mistake happens. The key isn’t a constant fear of such
issues coming up but a readiness to respond to them and
minimize the fall out when they do.

Solution: A strong support system
Sometimes the worst way to try and solve a problem is to try to
solve it alone. Centers need to have service desk engineers and
technical consultants at hand to problem shoot with – to figure
out what went wrong, what needs to happen and how that can be
done. A multi-dimensional WFM solution will offer access to this
kind of support.
Similarly, in the early stages of software implementation, having
a dedicated support network is particularly key, along with being
able to evaluate how the software is performing after a set period
i.e. 6 months. This mix of support and evaluation can help build
awareness of how the software is working for the center and avoid
unnecessary setbacks further down the line.

“

There is no 100% way to prevent
all accidents or issues.
(Life)

OUTSOURCING CUSTOMER
INSIGHT #1

Shane Roper, Resource Planning Manager
What are the biggest challenges your contact
center operations face right now?

“Cost of attrition runs high across the entire industry;
Competitive pressures from other outsourcers; Over
reliance on large FTE contracts.”

How do you try to solve these challenges?
“Ongoing HR projects to focus on recruitment and
attraction, learning and career development, and
retention strategy; Review of costs, focus on KPIs and
continuous improvement to become more efficient and
gain scale/capacity; More niche work being sourced e.g.
campaign management; Leveraging of FEXCO network
for warm leads, focus on smaller opportunities up to 50
seats.”

Where have you found the greatest cost
savings using Teleopti WFM?
“The cost per license and annual maintenance is
over 20% lower than our previous supplier which is
a significant benefit; The change to Teleopti WFM
gave FEXCO the opportunity to involve Operations
Management from the outset and encourage more
self-service use of WFM. That in itself is a significant
process improvement cutting out double handling of
routine updates from Operations to Resource Planning;
Processes are more efficient e.g. forecasting and
scheduling along with the purchased training module.”

How has the collaboration been with Teleopti?
“The collaboration is a key differentiator which FEXCO
highly values. The willingness to work with customers
to resolve issues and develop the WFM functionality
resonates throughout all contact points with Teleopti.”

OUTSOURCING CUSTOMER
INSIGHT #2

Darren Rogers, Resource Planning and Real-Time Management Manager
How did Teleopti WFM speed up your
project operations?

Has Teleopti WFM had a positive effect
for your agents?

“Before using Teleopti, all analysis was produced in
spreadsheets. This significantly elongated any process
involving staffing calculations, forecasting and scheduling.
The introduction of Teleopti has seen a [time] reduction
in Business as Usual (BAU) processes.”

“All agents love the interface that Teleopti provides,
along with the ability to view it from home, sync with
their own smart phones, and the different views and
notification settings available.”

Where have you found the greatest savings
using Teleopti WFM?

Has Teleopti helped you to multi-skill
your agents?

“Across the platform, forecasting takes approximately
1 day instead of 3, and scheduling half a day. These
have allowed more time to be focused on real-time
management (RTM), and other initiatives.”

“Yes – in the ability to see where gaps are in skilling,
and who is able to support this.”

OUTSOURCING CUSTOMER
INSIGHT #3

Michael Hernandez, Senior Manager
in Workforce Management

Joseph Wai, CEO

How would you describe Teleopti’s support?

What is the value you have felt in
implementing Teleopti WFM?

“The assistance from Teleopti has been fantastic,
providing support before and after [implementation].
Every question that we ask has a solid answer, if ever the
consultant doesn’t have an answer to a certain question
they will immediately escalate that and we will have the
answer as soon as possible. All I can say is, fantastic!”

“I am impressed with both their tools and services
which has allowed us to provide better staff planning
and the associated management for our operations.”

ABOUT TELEOPTI
Teleopti, a top, global provider of workforce management software,
offers a world-class WFM solution that is sophisticated, localized
and easy to use. As the largest “best-of-breed” vendor, Teleopti
focuses on helping contact centers, back offices and retail stores
improve customer service, employee satisfaction and profitability
– through optimized, automated forecasting and scheduling with
cutting-edge features to empower and engage employees.
Founded in 1992, Swedish-established Teleopti has customers
in over 85 countries, numerous offices around the world – from
Beijing to São Paulo – and a comprehensive global network of
partners. With a record of continuous net profitability for 25 years
and with high customer satisfaction ratings, Teleopti serves as a
reliable partner. Find out more: www.teleopti.com
Teleopti AB (head office)
Box 24169
SE-104 51 Stockholm

Phone: +46 8 568 950 00
Fax: +46 8 568 95 009
Service Desk: +46 8 568 950 10
info@teleopti.com

