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EQ drives Agent-level Performance 
By Bruce Williams 

If youôre a busy soccer mom shopping for a new oven, would you be best served by a salesperson whoôs a 25-year old bachelor living 

on fast food or a middle-aged mom whose kids also play sports? If youôre a baseball fan with a laptop question, isnôt it likely that 

youôd connect with a call center agent who uses sports analogies to explain complicated concepts? 

 

Organizations have known for years that personal sales success is driven by the quality of interaction between the customer and the 

sales person.  You may have bought a car from a salesman you didnôt like, but the best sales people continually adjust their approach 

to the customer whoôs in front of them.    

 

The challenge in the contact center environment, of course, is that the customer is not in front of the agent.  So how do you optimize 

the interaction? 

 

There have been countless studies on Emotional Intelligence that confirm that technical skills matter but relative performance is driven 

more by a personôs innate characteristics and attributes.  Skills-based routing and other conventional techniques improve the 

likelihood that agents will know how to respond to a specific request, yet this routing focuses more on the product or service than on 

the customer.    Skills-based routing still treats each customer the same.   

 

So managers should do more to help their employees customize their approaches to each customer in any way they can.  Ironically, 

psychological and emotional factors drive an agentôs ability to build empathy and rapport with a caller but most managers focus on 

technical capabilities instead.   

 

Sadly not everyone can adapt their personal style to mirror the person they are trying to connect with, especially in a call center 

environment with turnover rates in the double digits and thousands of interactions taking place every day. 

 

 There are a few things that some managers are doing to improve this reality. 

¶ Implementing Skills Based Routing is of course important, but success in problem resolution and sales depends on more than 

just technical skills.   

¶ Using Balanced Scorecards to measure performance against predetermined metrics is another table stake, provided that the 

quality of coaching to address identified shortfalls is implemented correctly. 

¶ Improving customer segmentation techniques is making a difference in some call centers.  However these approaches are 

costly to build and usually rely on limited customer information.  And they are less useful in acquiring new customers. 

¶ Thanks to advances in real-time computing, it is now possible to match agents and consumers based on demographic and 

psychographic characteristics so there is a built-in connection between the caller and agent.  
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Five years ago the supercomputer-class power needed for ñpersonality mappingò in real-time wasnôt available.  Today, harnessing the 

advances in computer power and the sophistication of neural networks, The Resource Group (TRG) in Washington DC has developed 

personality mapping technology, known as SATMAP, which optimizes pairings of customers and agents.   

 

Over 100 demographic and psychographic variables are used to pair caller and agent and route calls in real-time.   Major financial, 

insurance, hospitality and telecom firms in the US are using the technology which often sits under skill-based routing.  These firms are 

seeing dramatic changes in their revenue, AHT and customer satisfaction metrics without any changes in training, scripts, or other 

processes.   

 

 

Call center training is inevitably biased towards a ñstandardizedò interaction even though 

customers are all unique and agents do not think or talk the same way, even in the 

simplest of situations.     

 

The most enlightened call center leaders will synthesize the available techniques (like 

those listed above) to transform call center performance.  They will consider emotional 

intelligence, data analytics and real time coaching techniques.  In the same way that Skills-based routing revolutionized the business 

by exploiting a teamôs technical capabilities, you can now match the right caller with the right agent in real time to create more 

emotional connections and optimize your agentsô IQ and EQ.  

 

Bruce Williams has over 20 years of contact center and strategic senior leadership experience in multi-channel B2B and B2C sales 

organizations.  He can be reached at:   hbwilliams@evtrex.com 

 

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

info@thetaylorreachgroup.com.  

Is Social Media A Fundamental Shift for Customer 

Service? 

By: Frank Eliason  

As I am sitting here preparing for my keynote at the Call Center Summit in Orlando I keep thinking about this question.  I have seen a 

fascination with social media uses by companies, and a quest for the best possible direction for them to take.  In the past year I have 

seen more and more companies come to the realization that a key aspect for social media is service related.  I applaud them for coming 

to this realization, but I have to wonder why it has taken so long. 

 

So is social media a fundamental shift in the way your organization handles Customer Service?  Is it a shift in your own mind 

regarding Customer Service?  If it is, I hope you are not in the Customer Service field.  I am sitting here wondering why companies 

and individuals feel this way.  Isnôt the most basic building block of Customer Service helping those in need?  I think we have 

forgotten this most basic tenet of Customer Service.  Today I will be asking the audience why they like this field and how they are 

leading the organization from a Customer Service perspective. 

 

Yesterday I picked up Seth Godinôs new book ñLinchpin: Are you Indispensable.ò  I was shocked to see the kind mention I received 

(Thank you Seth!).  As I started to read it I thought ñOh no, now we are going to have chaos as people strive to become artists.ò  But 

as I read on I started to see what Seth has always known.  Todayôs work environment is still the same as it was during the industrial 

age.  We are cogs in this wheel of life, and there are very few that break through this mold to become Linchpins.  Since you have not 

read it yet (and I recommend you do), you can think of the leadership as the industrialist and the rest as factory workers doing a 

process.  The Linchpin is the factory worker who steps in and redefines the organization, product or process.  Today we may view the 

Linchpin as a trouble maker or someone stirring the pot, but as Seth points out they are more the visionary or artist drawing and 

shaping the future. 

 

What does Linchpin have to do with Customer Service?  Everything.  In many organizations Customer Service is the true 

representation of the factory worker.  Every answer scripted, step by step process during every call.  Rigid structure with talk time, 

handle time, schedule adherence, script adherence, and the list goes on and on and on.  There was a time when this was not as true. 

ñShare our similarities, celebrate our 

differences.ò 

M Scott Peck. MD. 
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 We did not make the job a process but an opportunity for this factory worker to build a relationship, take ownership and in shocking 

news, help the Customer.  As we built Customer Service into this machine, we further distanced the bourgeoisie; I mean company 

leadership, from the Customer.  I think the trouble is for too long people in this field have been the cogs in the wheel.  The challenge 

to this is the cogs did not let the industrialist know what was broken or how to fix it.  They did what they needed to do.  In some cases 

the industrialist did not even care it was broken, at least until the bottom line was impacted.  Of course many times it was too late at 

that point. 

 

So back to the question, is it a shift in fundamentals?  No, but it is a return to a more simpler time when Customer Service was really 

about helping Customers.  Novel idea!  

 

Frank is the Director of Digital Care at Comcast, but he may be better known as Frank from Comcast Cares whose Twitter efforts 

have seen him written up in Business Week. You can read Franksô blog here http://www.eliasonfamily.info/blog or follow the link to 

follow him on Twitter. 

 

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

info@thetaylorreachgroup.com.  
 

IQPC Call Center Summit- Review  
I attended Call Center Summit in Orlando which just wrapped up (January 29

th
) and it was significantly better than last year. Of course 

the economy negatively impacted on the event last year. This year there was more attendees, more exhibitors and more energy.  

There was of course some recycled content, real hazard with events of this kind. Too little original material and lacking a content 

review process. The IQPC model is to offer sessions to exhibitors and sponsors. This can lead to very thinly veiled commercials 

masquerading as content. I always have had a problem with paying to watch a commercial. There were few very good presentations 

this year. Two that stood out in particular were Frank Eliasonôs (from Comcast) session on social media and customer service, David 

Bradshawôs case study of how ING has built an engaged and effective culture. 

The show management problems from last year were completely absent this year. The show was well organized and well run, with no 

organizational disappointments.  

While the price to attend wasnôt cheap, you know what they say "you only need one idea you can use to pay for the conference" and in 

a brief informal survey, most of the attendees I spoke with believed they did find one or two ideas that they can employ. 

By Colin Taylor                 

http://www.eliasonfamily.info/blog
http://www.thetaylorreachgroup.com/
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Inside TRG
Call Center and Customer Service consulting and firm Grows Again - Strategic Agreement signed with Kurant Direct Inc. 

 
Toronto- Mr. Colin Taylor, The Chairman and CEO of The Taylor Reach Group, Inc. and Gloria Kurant, President of Kurant Direct Inc, 

today announced that a Strategic Agreement has been signed between the two call and contact center consulting firms. The companies will 

work with each others' clients and prospects to broaden the scope of services provided, including Contact Center Strategic & Operational 

Planning, Audits, Performance and Process Improvement, Organizational Design, Outsourcing Management, Technology Acquisition, Site 








