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Identifying the Right  

Contact Centre Agent  

and Reducing Turnover 

In our contact centres the pool of available people 

is reducing and the turnover rate of agents is      

increasing. This paper examines the use of          

behavioural assessments in identifying the right 

candidate for the role and reducing agent        

turnover. 



 

www.salesmatch.com 2 

  

Technology in our contact centres has certainly      
improved performance over the years, but does it 
address many of the people issues that affect the  
successful running of our contact centres? 
 
Typical Issues 
Basic salaries are predicted to rise globally over the 
next five years, so the need to improve performance 
and reduce employment costs has never been greater 
than it is now. With average contact centre turnover 
rates across North America and the EU averaging  
33%*, it is clear that this is a key area to be             
addressed. The most  common issues reported are: 
 
• Poor new business sales results 
• Unacceptable levels of agent turnover (churn) 
• High levels of time off with sickness and stress 
• Difficulty in attracting new agent applications 
 
Dialler Technology 
Significant improvements have been made in dialler 
technology. Whilst the predictive dialler is still     
probably the best dialler for massive outbound call 
campaigns, there is an increasing use of the            
progressive dialler. Like its predictive counterpart, the 
progressive dialler dials automatically from your data-
base. It then filters calls that receive busy signals,  
modem signals and no answers. Once the call status 
has been updated, the dialler moves on to the next 
number on the database. While it is not as efficient as 
the predictive dialler, the progressive dialler gives 
more leeway to personalized quality calls.  
 
 
 
* International Customer Management Institute 

Gamification 
The introduction of gamification is certainly helping to 
keep staff motivated and engaged while still            
maintaining call centre metrics and efficiency. The    
primary purpose of gamification software platforms is 
to improve efficiency and engagement at the same 
time, but in a motivational way. Gamification makes 
use of game design and mechanics within a work     
context with the express purpose of engaging with   
users and achieving greater efficiency, in a way that is 
fun. 

What Next 
There is a realisation that the people factor for both our 
contact centre agents and customers must come first. 
In the next few years we will see a slow move away 
from timing metrics such as AHT (Average Handle Time) 
and service levels and a move towards more customer-
focused measurements like Net Promoter Score (NPS) 
and Customer Satisfaction Score (CSAT). 
 
The People Factor 
Regardless of technology, evidence shows that it is   
vitally important to understand and match a person’s 
natural behavioural character traits with the job they 
are doing. Getting this right is critical, which is why we 
see some agents perform exceptionally  well and others 
struggle every day with the task until they leave. 
  
This can further be identified with agents that have 
• Unnecessarily long call durations 
• Long wrap-up times 
• High levels of "agent unavailable" status 
  
 All of these are significant signs of placing an agent in a 
role that does not sit comfortably with their natural   
behavioural character traits. 

Technology or People? 
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How Big is the Problem? 

Average Agent Turnover:            USA, Canada    EU 

 Small  (Sub 50 seat)   17%   16% 

 Medium    37%   26% 

 Large     44%   39% 

Research conducted by analyst firm Contact Babel 

The call centre industry has typically higher turnover 
rates than other businesses. Its reputation of being high-
stress, low-paying and repetitive work means it is      
difficult for call centres to retain their staff. 
 
The financial impact of high call-centre turnover is      
significant, but exactly how much does it cost? 
 
Across the entire UK industry, call centres replace  
around 26% of their front-line agents each year. A      
report from the Chartered Institute of Personnel &    
Development (CIPD) claims that the average cost for       
replacing call centre agents is £6,125.  With an average 
contact centre size of 126 agent positions, we could  
conclude that the average cost of agent turnover is 
£202,125 per year for a typical call centre. 

 Hard Costs 
• Recruiting 
• Screening and interviewing 
• Hiring and onboarding 
• Training  
 

Hidden Costs 

• Agent attrition hurts relationships with customers.  

• New employees are inexperienced, leading to  

multiple calls with customers to reach a solution.  

• Other components of hidden costs are: 
• Costs of transitioning the agent, with extra help 

from supervisors. 
• General costs of sub-optimal performance while 

agents work their way up the learning curve. 

http://www.callcentre.co.uk/john-sylvester-the-cost-of-staff-turnover-to-the-call-centre-industry/
http://www.contactbabel.com/pdfs/feb2015/UK%20SOITP%202015%20Marketing%20v3.pdf
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Why all Contact Centre Agents are Not the Same! 

Tanya Kunze is a neuroscience coach and highly sought-after international  
keynote speaker and thought leader, specializing in the realms of                  
consciousness, leadership and transformation.  She is one of the leading  
speakers on neuroscience-based conscious business development and a      
published    author of two books. Tanya backs up her  local and international 
corporate experience since 1990 with her coaching qualifications. 

CEO of Swift Coaching  

Sales Consciousness Based on Neuroscience 
When we look at sales, customer service and in fact 
life in general we see that we have been taught to 
think “outside” of ourselves. In sales terms: 
 
• Try and read the customer 
• Try to find the unique selling point 
• What’s in it for them 
 
But the reality is that it is vitally important to 
“introspect” and start looking at self. We need to 
understand our skillsets, and see how powerful the 
application of that knowledge actually is.  

Something not fully realised is that the profession of 
sales is actually underpinned by science, maths and 
psychology. Albert Einstein once said: 

“Everybody is a genius, but if you judge a fish by its 
ability to climb a tree, it will live its whole life        
believing that it is stupid.” 

It is an interesting dynamic because if we don’t     
understand our unique “operating system” and try 
and behave like everyone else, we could be at a   
considerable disadvantage. We all have different  
operating systems and should not try to be like     
everyone else, but rather own our unique strengths. 

What is Your Operating System? 
To be successful in anything we do, it is vital to     
understand what operating system we are. In Neuro-
Linguistic Programming (NLP) terms,  it is about  
knowing your representational system - whether you 
are naturally audio, visual or kinaesthetic - and in 
addition to that, if you are left or right brain        
dominant.  

In the past year I have worked with over two       
thousand people, shifting, changing, growing and 
developing them, and the starting point is always 
“introspection”. People in sales lean in a circa 
70%/30% bias towards being more right brain     
dominant, so therefore they are  more creative in      
communication and are typically the solution finder. 
The right brain is vital to the conceptual age, which 
we are in at the moment. 

Are you Audio, Visual or Kinaesthetic? 
From a sensory perspective, people have three basic 
methods of perceiving the world around them. This 
is called your representational system. 
 
• Visual  =  SEE the world 
• Auditory  =  HEAR the world 
• Kinaesthetic =  FEEL the world.  
 
My findings over time are that there is an increase in 
the kinaesthetic representational system in the  
workplace. Companies need an awareness of the full 
spectrum of the operating system of their staff and 
need to apply ocular receptivity to the process. 
Therefore by fully understanding their employees 
and how they operate, firms will be able to create 
the most efficient working environment for them. 
This will significantly enable a contact centre to place 
people in the right job role and provide the correct 
training and development. 

Behavioural Profiling 
From a DISC psychometric profiling perspective, it is  
important to know what combination your staff are 
and whether they are a dominant D, I, S or C. If you 
cannot answer these questions, do you really know 
what  their strengths are or if they are a good fit for a     
particular job role? One sales misconception is that 
only some people can sell.  The reality is that        
everyone can sell, but it is key to first understand 
how each person operates. In other words, you must 
first know your employee’s operating system and 
their natural       behavioural profile. Without this it is 
very easy to put the wrong person in a position. The 
old         statement  “right person, right fit” rings true, 
but if you don’t understand your team’s unique    
operating system you are missing a vital component, 
which will impact your bottom line. 
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The History of Behavioural Assessments 
Many of today’s personality/behavioural assessment 
tools are based on the DISC personality theory of 
psychologist  William Marston, who also significantly 
contributed to the invention of the first polygraph 
test. Marston's theory centres around four different 
personality traits: Dominance, Inducement,           
Submission and Compliance. This theory was then 
developed into a personality assessment tool 
(personality profile test) by industrial psychologist 
Walter Vernon Clarke (1905-1978). The version used 
today was developed from the  original assessment 
by John Geier, who simplified the test for better, 
more concise results. DISC assessment is used in 
many fields to gauge sales ability, work habits,     
management potential, conflict resolution, and   
leadership style. 
 
The Core Objective 
The core objective for any Contact Centre Manager is 
to understand why certain agents act and               
respond differently in a sales or customer service 
environment. Every Manager understands the      
concept of “Hunter”, “Farmer” and “Carer” - which  
itself is a basic form of profiling. Imagine the effect of 
the following primary character traits in a contact 
centre:  
 
• Very high attention to detail - could be good 

with technical sales but does not listen to     
buying signals and over-informs the prospect. 

• Very high pace - may not get results as quickly 
as he/she would like; finds it difficult to be 
sitting in one place for a long time. Leaves due 
to frustration. 

Identifying the Right Person 
The primary natural character variations, if correctly 
identified, go a significant way to answering why 
agent “A” is good at getting new business but bad at 
dealing with customer support issues, and why agent 
“B” never hits sales targets, has a low call rate, and 
tends to have a lot of time off work. 
 
Putting the right person in the job role has become 
the key focus in the drive to improve contact  centre 
revenue and efficiency. 
 
The use of a behavioural assessment tool can        
support the interview process by identifying          
important natural character traits and information 
that may indicate the candidate’s suitability for a 
given role in a contact centre. Used at the early stage 
of the recruitment process this will enable better 
informed  selection, resulting in higher performance 
and significantly reduced agent turnover. 
 
The most effective way to identify the right            
behavioural profile for your contact centre is to 
benchmark the top and bottom performers in each 
different functional area. This way the psychometric 
tool is fine tuned to a particular contact centre.  
Once this has been completed, it will also provide 
quality information about agents who may perform 
better in another department. 
 
“More than 60 percent of organizations are            
increasing their investment in talent analytics and it 
is one of the most immature parts of HR today. “  
Deloitte Report 

Do Behavioural Assessments have a place in  
Contact Centre Recruitment? 

http://en.wikipedia.org/wiki/William_Marston
https://en.wikipedia.org/wiki/Polygraph
http://en.wikipedia.org/wiki/John_Geier

