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Document Control – Revisions

Changes to the PMF Detailed Definition since versio n 5 following General Performance Report feedback wo rkshops in Feb – Mar 2008

• Contacts valued indicator revised to remove ‘Low value’ category. 

• Absence indicator revised to Total Agent Absence Hours and absence hours greater than 4 weeks duration.

Changes to submission form

• Data gathering submission form revised to reflect changes to the PMF including 

• revisions to Organisation Types ;

• avoidable call categories added; 

• absence hours amended to total absence and absence hours greater than 4 weeks.
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About this document

Structure
This document sets out to answer the following:

Maintenance
This document is owned and maintained by the Contact Council.

Turning objectives into Performance 
Indicators

Shows how the management structure discussed in (4) above and the 
Performance Indicators work together.

How do those objectives fit 
with contact centre 
performance?

6

Performance Indicators defined

Performance Indicators in detail

Glossary and definitions

Provides a detailed description of each Performance Indicator and any 
underpinning detailed measures.

The glossary and annexes provide additional detail (for Capitalised 
text).

What are the detailed 
indicators under the 
objectives?

7

Choosing objectives that deliver contact 
excellence

Determines the objectives to focus on in each competence area to
ensure the delivery of the 7 characteristics of ‘excellent contact’.

What are contact centres’
‘excellent contact’ objectives?

5

The dynamics of contact centre 
performance

Explains the factors to consider when thinking about managing the 
performance of a contact centre. Sets out the various aspects that 
need to be in balance and concludes with the 4 competence areas.

What are the dynamics of 
contact centre performance?

4

Transforming contact with citizens and 
businesses

Outlines the 7 characteristics of excellent contact defined by Varney 
and explains the 6 characteristics of high performing contact centres.

What is ‘excellent contact’? 3

ContextSets out the objectives set by Varney for publicly funded contact 
centres.

Why is it important?2

IntroductionProvides an overview to the document, explaining the context of 
Varney recommendations.

What is this document?1

Section headingDescription Question
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Introduction
Overview
In December 2006 Sir David Varney issued his review of public sector service delivery. His report, ‘Service transformation: A better service for citizens and businesses, a 
better deal for the taxpayer’ concluded that an opportunity exists to provide better public services for citizens and businesses and to do this at lower cost. His report made 
a series of recommendations, including a number which would improve the performance of contact centres. Government welcomed the report and its recommendations.

In response to recommendation 27, ‘to establish best practice performance indicators and benchmarks in public sector’, this document sets out a set of performance 
indicators for use in all publicly funded contact centres.

The Contact Council consulted with stakeholders on these performance indicators, established a public sector best practice set and issued these to all publicly funded 
contact centres.

In February 2008, the Contact Council issued the General Performance Report covering the PMF submissions for the period September to December 2007. A series of 
feedback workshops were completed during February and March 2008 where further suggested updates to the PMF and data submission form where made. 

This document updates the December 2007 version of the PMF Detailed Definition to incorporate the recommendations and comments received during these most recent 
consultations.

Consultation
This document sets out Version 6 of a framework of contact centre performance indicators introducing minor changes resulting from recent workshops to feedback 
findings from the General Performance Report. The Contact Council wishes to acknowledge the contributions made in developing the performance management 
framework including all those that attended the recent consultation workshops in Sunderland, Stockport, Gloucester and London and those involved in its initial 
development.

13th Mar 08Consultation workshops complete (Sunderland, Stockport, Gloucester and London )

21st Feb 08General performance report issued

31st Jan 08PMF submissions dry run data gathering complete 

28th Dec 07PMF issued by the Contact Council as issue V5

20th Mar 08Updated PMF V6 and submission form issued by Contact Council

DateAction

Intended Audience

This document is intended for the managers and staff of publicly funded contact centres, and specifically those tasked with the design and implementation of performance 
measurement and management in contact centres.

Publicly funded contact centres are those operated on behalf of any organisation that is funded by public money, including helplines, emergency services, and central and 
local government.

For the purpose of this document, the term ‘contact centre’ is used throughout to imply services provided through any or all of the following channels: voice, email, 
post/fax, messaging. 

Consultation timetable
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Context
Background

The Varney review of Government service delivery recommends ‘The establishment of best practice performance Measures and benchmarks to assist contact centres 
to perform to the level of best peer performance in the public sector’. This will ensure the right things are being measured in a consistent and comparable way across 
public services contact centres to drive improvement for customers, staff and the taxpayer.

It was recognised that the first step to identifying best practice and areas for improvement is to establish a common method and system of measurement. This 
document is intended to support publicly funded contact centres in making that first step.

While there are examples of comprehensive performance measurement in place within some contact centres this is not the norm. Across the public sector:

• There are no standard definitions of performance indicators and how they should be calculated;

• There is no list of performance indicators that form the minimum set that a Government contact centre should measure;

• The application of performance management approaches varies with examples of centres accredited to recognised performance management standards 
to centres with little or no formal performance management in place;

• There are no agreed public sector benchmarks defining what ‘good’ performance is to ensure consistency in the customer experience;

• It is difficult to determine how variations in performance impact the overall government Contact Centre service delivery cost.

A number of public sector contact centres have asked that the Contact Council provides a mechanism by which they can learn from each other.

Objectives

The key objectives of establishing a Performance Management Framework across publicly funded contact centres are to:

• Make performance measurement more consistent and comparable across government;

• Identify areas of excellence and opportunities to share good practice and areas to target additional focus;

• Improve senior level visibility of contact centre performance and to improve decision making;

• Focus performance improvement in the areas most in need;

• Establish peer awareness of performance and performance trends;

• Provide a common language for experience sharing and learning amongst public sector contact managers;

• Improve understanding of cost to serve and drive better value for money in public sector organisations.
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Transforming contact with citizens and businesses

Characteristics of excellent contact

The Varney Review identified seven characteristics of excellent contact. These characteristics should sit at the heart of the operational objectives of all contact centres 
and their underlying businesses.

The characteristics touch several aspects of public service delivery including; Policy (and how this is delivered), Customers (both understanding their requirements and 
providing quality service), People (investing in staff to develop the right capabilities, support and  tools for the job) and Efficiency (servicing customers in a high quality 
in a cost-effective way). 

Underpinning all this is the need to ensure a constructive dialogue between both public service provider and customers that attempts to facilitate customer differences 
in the most efficient way.

Each contact is easy

Customers get to the right place, first time. Finding the right service is intuitive to the customer.  The service is well signposted and available on request. 
Services offer sufficient access to accommodate disabled users and vulnerable groups.  

Each contact fulfils a need

Customers understand how to request and complete a service transaction e.g. apply for a passport. Customers’ service needs are fulfilled at the point of 
contact – first time resolution where appropriate.

Each contact is valuable

Each contact is relevant for the customer or the service provider. The customer sees the contact as worth having and necessary. The contact is not a 
duplicate, made in error or nugatory.

Contact delivers policy

Service providers understand and use contact to contribute to achieving policy outcomes e.g. reducing re-offender rates by delivering better Debt 
Counselling services to former offenders. Investment in contact is linked to policy outcomes.

Government is a trusted point of contact

Government’s brand as a trusted point of contact is enhanced by every contact with its customers. Government deals with its customers consistently.

Government knows its customer

Government’s understanding of its customers is underpinned by insights drawn from customer behaviour data. Government exploits its customer insights 
to develop better services. Customer insights are an input to policy design.

Government is a world leader in delivering public s ervice contact

An efficient and effective service is delivered by a world-class* customer contact capability. Government is a good place to work for customer contact staff.

* In this context ‘world class’ is intended to mean that the contact centre service is recognised as setting the benchmark standard across the industry, including both public and private 
sector.
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Transforming contact with citizens and businesses

Best Practice Principles for Contact Centres

Building on good practice in both public and private sector centres and drawing on industry-wide research, the Varney Review set out six key principles 
of effective delivery in contact centres and explained their importance.

Many of these principles are fundamental to the general management of customer contact centres and underpin the characteristics of good contact.

Contact centres are planned on the basis of citizens’ and businesses’ needs rather than product centric contact strategies.
• to plan for and meet citizen and business needs and behaviours as a key measure of service delivery;

• to create a service delivery model that is configured to instil citizen and business confidence and meet the need for convenience, personalisation, transparency 
and simplicity; and

• to create a consistent focus and set of planning guidelines, as products and services will constantly change and be updated.

Citizen and business demand for contact is proactively managed and controlled
• to break the pattern of incremental cost growth within contact handling organisations – pre-empting and avoiding unnecessary activity;

• to ensure other efficient contact channels are being used appropriately; and

• to create an environment where planning and forecasting are used to manage demand.

Satisfying demand for contact through the most efficient and effective use of contact centre (and other channel) resources
• to make best use of public sector money;

• to free resources and manage demand; and

• to optimise investments and use of resource.

The management of contact is a recognised competence in modern organisations
• to ensure the organisation is more responsive to citizen and business feedback;

• to be competitive with other modern organisations;

• to be capable of managing what has become a complex environment; and

• to ensure quality and consistency of service that matches the best in the private sector, as citizens’ and businesses’ expectations change.

Contact centres attract and retain the most appropriate staff
• to deliver the right experience for citizens and businesses and the right outcomes for government through the quality of the organisation’s people;

• to minimise long-term costs of staff turnover;

• to be competitive; and

• to build the best contact competence.

The value of citizen and business knowledge is exploited to benefit the whole of government
• insight to help with future planning and delivery design;

• better forecasting and management of customer outcomes across services; and

• to give flexibility to respond to individual needs and deal with mass demand in a crisis.
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performance 
management’s principal 
focus is balancing 
customers’ demand for 
contact with sufficient  and 
competent contact 
handling resource 

performance 
management’s principal 
focus is balancing 
customers’ demand for 
contact with sufficient  and 
competent contact 
handling resource 

The dynamics of contact centre performance

Balancing supply and demand

SupplySupplyDemandDemand

SupplySupplyDemandDemand

Cost

Quality

Customers Staff

Managing contact centre performance requires the skillful balancing of a 
number for opposing objectives. Principal among these is attempting to satisfy 
a seemingly unlimited demand for contact from customers while keeping 
resource costs within budget and staff morale and satisfaction at reasonable 
levels. 

The task is further complicated by unforeseen spikes in customer demand and 
unexpected shortfalls in resource availability, maybe due to staff absence, for 
example.

Many contact centres monitor and adjust staffing levels as part of real time 
capacity management to ensure service quality is maintained.

Contact centre performance measures must not only accurately measure how 
much demand for contact exists, but also the type of contact, whether demand 
is cyclical or linear, what and who creates the demand. 

For managers, contact centre planning is a perpetual play-off between quality 
and quantity. Driving staff performance to handle greater volumes of customer 
contact can negatively impact service quality. Correspondingly, a singular 
focus on quality can be to the detriment of satisfying the volume of contact 
demanded.

Effective contact centre measures must ensure that both qualitative and 
quantitative aspects of contact centre management and operations are 
measured. 

Staff account for over 70% of resource costs in contact centres. Their 
performance directly impacts customers’ experience of the contact centre and 
the wider organisation. Performance management begins with having the right 
mix of contact centre skills and is enhanced through training, coaching and 
ensuring that the contact centre environment is conducive to contact work. 
Managers must balance the time invested in developing staff with the demands 
of customers seeking more contact.

Effective contact centre measures must demonstrate adequate attention to 
attracting, selecting developing and keeping the right skills.
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Balancing the delivery of today’s 
operations while keeping an eye to 
future needs and trends in the 
customer base, technology stack and 
staff market.

Balancing the delivery of today’s 
operations while keeping an eye to 
future needs and trends in the 
customer base, technology stack and 
staff market.

SupplyDemand

The dynamics of contact centre performance

Balancing strategy and operations

S
trategic

S
trategic

O
perational

O
perational

Management 
Competence

Staff 
Competence

S
trategic

S
trategic

O
perational

O
perational

The strategic management of a contact centre stretches beyond the 
forecasting of and preparing for future customer demand to also include the 
anticipation of macro technological trends, changes in habits and behaviours of 
customers and how they use services and access channels.

Contact centre managers should be a valued point of contact for the rest of the 
organisation in representing accurate analysis of customer perceptions and 
issues with services, in providing input into the strategy for future products and 
services and being up-to-date on new techniques and methods to equip staff 
for these challenges.

Measures and measurement must check that contact centre management give 
enough attention to looking forward and taking account of the impact of 
potential changes on contact centre operations.

Strategic planning cannot occur in the absence of certain and consistent 
information about the performance of the operation. 

Measures and measurement must test the raw operational efficiency and 
effectiveness of the contact centres day-to-day activities.

The challenges of strategic management in contact centres set out above will 
require public sector organisations to focus on developing the management of 
contact centres as a specific competence. This issue is addressed by the 
requirement for public sector organisations to nominate Directors of Contact in 
their respective organisations.

No less important is the development of staff in operations management and 
delivery competencies. As well as including skills required to be a contact 
professional it is also important that staff play a key role in analysis of service 
and operational issues and in being part of solving them.

Measures should verify that attention is given to developing both the 
competencies of contact centre management and operation.
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The dynamics of contact centre performance

The 4 competencies of performance management

S
trategic

O
perational

SupplyDemand

Contact Centre Performance Management is a cyclical process of prediction, action, 
measurement and feedback. Managers need both historical performance information and real 
time performance data to ensure target service standards are being achieved.

Prediction Combining historical information on service take-up, performance, anticipated 
future demand and business objectives to determine how much and what type 
of work the centre will need to support, and the quality and quantity of skills 
needed.

Action Directing the right resources to the right place at the right time to deal with 
customer demand when and how it is presented. Dealing effectively with this 
demand to satisfy desired customer outcomes and ensuring an effective 
working environment.

Test Understanding what actually happens in the Contact Centre. How well it is 
performing (both historically and through Real-Time management) and the 
effectiveness of operational processes.

Feedback Using the insight gathered from understanding customer contact demand to 
determine which changes are required by the contact centre or more widely 
across the organisation and passing this analysis into the process of 
prediction, action and measurement.

Effective contact centre performance management recognises the balance between the 
objectives of meeting all customer demand but with a limited amount of resource and between 
seeking out relevant future trends and planning for them with a focus on the day-to-day 
operations of the contact centre. 

Maintaining this balance needs a focus on, and expertise in, 4 areas of competence which 
combine to make a Management Framework:

Insight – Anticipating future demand

Planning – Readiness for the future

Delivery – Fulfilling demand
Measurement – Knowing what customers are asking for

Each competence will take cost and quality into account as well as quantity.

S
trategic

O
perational

Prediction

A
ction

Test

F
ee

db
ac

k

SupplyDemand

Insight Planning

DeliveryMeasurement

Management Framework

Management Framework

Insight Planning

DeliveryMeasurement
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Choosing objectives that deliver contact excellence

S
trategic

O
perational

Prediction

A
ction

Test
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Insight Planning

DeliveryMeasurement

SupplyDemand 1. Each contact is easy;

2. Each contact fulfils a need;

3. Each contact is valuable;

4. Contact delivers policy;

5. Government is a trusted point of 
contact;

6. Government understands its 
customer;

7. Government is a world leader in 
delivering public service contact.

X =

Planning

Delivery

Insight

Measurement

Governm
ent is a 
world 
leader in 
delivering 
public 
service 
contact

Government 
knows its 
customer

Government 
is a trusted 
point of 
contact

Contact 
delivers 
policy

Each 
contact is 
valuable

Each 
contact 
fulfils a 
need

Each 
contac
t is 
easy

Each box contains a 
performance objective

Management Framework 7 characteristics Performance Objectives

Contact centre performance objectives

The contact centre Management Framework identifies the 4 areas where staff and management must focus their attention and perform well. 
Each of these areas, or competencies, must be driven by the overall objective of improving contact with customers. Each competence must 
contain an objective and measure for each of the 7 characteristics which define ‘excellent contact’.

Combining the Management Framework and the 7 characteristics of good contact yields 28 objectives against which publicly funded contact 
centres need to perform and be measured.

Each of the objectives will either measure a quantitative or qualitative aspect of a contact centre’s performance. 
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Choosing objectives that deliver contact excellence

PerformanceDemand 

PlanningInsight
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Customer Focus Staff Focus

Demand Management Supply Management

• That the forecast of demand by service is accurate and the cost of 
inaccurate forecast is known.

• That the causes of failure to fulfil a customer need are quantified

• That the causes and cost of non-/low-value contact types are 
identified and quantified.

• That contact performance is quantified in terms of achieving 
business objectives.

• That the cost and types of causes of doubt are quantified and the 
actions to reduce the causes are known and costed.

• That evidence-based customer insights translate to tangible 
actions to improve customers’ contact experience. 

• That the achievements of public sector contact centre 
professionals are recognised by industry representative bodies.

• That the demand for all services is quantified (and that the contact 
centre component is itemised).

• That customer contact types are identified and quantified as a 
proportion of contact volumes.

• That the cost and value of each contact type is known.

• That contact volumes can be quantified in terms of their 
contribution to dept delivery objectives.

• That the demand for contact created from doubt in services can be 
quantified.

• That major customer segments can be identified and contact 
volumes attributed to each.

• That the total cost of provision to all channels is understood for 
major contact types and that contact matches an optimum 
value/cost curve.

• That existing resources are satisfying demand volumes.

• That the needs of each customer are being fulfilled and in the most 
efficient way possible.

• That resources usage on non-value contact is minimised (and 
quantified).

• That end-to-end performance targets are being achieved.

• That contact volumes related to causes of doubt are reducing.

• That resource allocation tracks priority customer segments.

• That contact centres measure and report against industry-
standard efficiency and effectiveness measures.

• That resource is procured and allocated to match demand 
forecasts.

• That the  resource that best fulfils a customer need is procured
and allocated to the contact centre.

• That plans with defined targets and milestones are in place to 
reduce non-value contact.

• That staff recruitment, training and reward is aligned to the delivery 
of business objectives.

• That tangible plans exist to reduce the causes of doubt in services.

• That staff and managers understand their customers. That funding
follows customers and needs.

• That contact centres have improvement plans to achieve best in 
public sector benchmark targets. 

Performance objectives by competence area



20th Mar 2008 Page 14

Turning objectives into Performance Indicators

The 28 performance objectives are converted to 24* Performance Indicators. 19 of the 24 performance indicators numerically quantify the 
performance of an aspect of the contact centre operations such as Absence rates. The remaining 5 indicators provide qualitative insight into 
the operations of the contact centre like methods of testing Staff Satisfaction. These indicators are used primarily for knowledge sharing and 
are suffixed with ‘KS’ on the next page.

In the case of a small number of objectives there will not be corresponding practical or measurable indicators.

Contact centre performance indicators

Planning

Delivery

Insight

Measurement

Governme
nt is a 
world 
leader in 
delivering 
public 
service 
contact

Government 
knows its 
customer

Government 
is a trusted 
point of 
contact

Contact 
delivers 
policy

Each 
contact 
is 
valuable

Each 
contact 
fulfils a 
need

Each 
contact 
is easy

Each box contains a 
performance objective

Performance Objectives
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Prediction
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Insight Planning

DeliveryMeasurement

SupplyDemand

Performance Management Framework

Performance 
Indicators

P
erform

ance 
objectives converted to 
P

erform
ance 

Indicators.

* - There is not a direct one-for-one relationship b etween objectives and indicators. Some indicators m easure more than one 
objective. Additionally, indicators have been teste d for relevance and ease of implementation.
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Turning objectives into Performance Indicators

Insight

Prediction

DeliveryMeasurement 
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Prediction
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1. Contact demand
2. Contact centre demand
3. Contact types KS
4. Contacts valued
5. Customer segmentation KS

1. Demand forecast accuracy 
2. First contact resolution
3. Customer satisfaction rating
4. Avoidable contact
5. Customer consultation impact KS
6. Industry-recognised awards KS

1. Resource planning accuracy
2. Staff attrition
3. Investment in staff
4. Staff satisfaction and engagement KS
5. Budget tolerance
6. Cost per contact minute

1. Contact handling quality KS
2. Unmet demand
3. Average speed of answer
4. Compliments, comments and complaints
5. Utilisation and Availability
6. Absence
7. Seat occupation

Performance Indicators by competence area

Performance Management Framework

KS = Knowledge Sharing
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Performance indicators defined: Insight

This indicator checks if an organisation (not just the contact centre) has a structured process for consulting with 
customers on the way services are provided, what that method is and how customer feedback impacts the 
services provided through the contact centre.

Customer consultation impact

This is the number of industry recognised awards which publicly funded contact centres won or for which they were 
short-listed.

Industry-recognised awards

Avoidable contact is that proportion of customer contacts that is neither of value to the customer nor the public 
sector organisation handling the contact. These include contacts made for unnecessary clarification, follow-up 
contact to check on progress, repeat contact to pass on information already provided, rework, reassurance and 
wrong numbers caused by confused sign-posting.

Avoidable contact

This is a measure of customer satisfaction with the services provided by the contact centre. Customer satisfaction rating

First Contact Resolution compares the number of customer requests (contacts) which were resolved during or 
following the customers’ first call (about that issue) with the total number of calls handled by agents and IVR.

A customer request is resolved when all actions necessary to fulfil that request are completed and closed within 
the published service level. 

First contact resolution (FCR)

This indicator shows the contact centre’s ability to accurately forecast contact volumes (by channel, customer 
segment, and type) by comparing forecasted demand against actual demand arriving in and leaving the centre.

Demand forecast accuracy

High level descriptions

This section provides high-level descriptions of the performance indicators shown by competence area. These high level definitions are 
supported by detailed descriptions and the diagrams and supporting text in the Glossary and Definitions section at the back of this document.
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Performance indicators defined: Measurement

This indicator identifies how many customer calls for the services offered by the contact centre are arriving at non-
contact centre numbers outside of the contact centre (e.g., in processing centre teams). 

Contact demand

This indicator shows what, if any, customer segmentation model contact centres apply to their customer contacts. 
This information is used for knowledge sharing purposes.

Customer segmentation

This is a simple categorisation by the contact centre of all customer contact into ‘value’ and ‘avoidable’ contact. Contacts valued

This indicator shows what understanding the contact centre has of the types of its customer calls coming into the 
contact centre. 

Contact types

This is the total amount of customer contact demanded of the contact centre. Contact centre demand 

High level descriptions
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Performance indicators defined: Planning

Shows how the contact centre demand forecasting and financial budgeting processes are aligned by comparing 
actual spend versus the budgeted spend over the time period in question and also comparing budget allocations to 
the budget required to meet forecasted demand. 

Budget tolerance

Indicates the full cost of delivering a minute of contact activity to customers from the contact centre. Cost per contact minute

Indicates what centres are doing to measure how satisfied staff are in their work and to understand the level 
engagement, sense of ownership, loyalty, and pride they have in their work. 

Staff satisfaction and 
engagement

Indicates how much the organisation is investing in developing the capabilities of its contact centre staff and 
managers. 

Investment in staff

Defined as the total number of FTE agents that leave the contact centre as a percentage of total FTE agents 
employed by the contact centre. 

Staff attrition

This measure tests both the overall allocation of resources and the scheduling of resource around specific peaks 
and troughs.

Resource planning accuracy

High level descriptions
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Performance indicators defined: Delivery

A measure of the number of unplanned days that are lost through sickness or other unplanned absence each year. 
Expressed as average working days lost per FTE per year. It includes both short and long term absence and for 
clarity excludes known events such as annual leave or maternity/paternity leave.

Absence

Defined as the number of agent FTE per contact centre seat. It indicates the level of usage of each contact centre 
seat and shows how well the organisation is using these assets.

Seat occupation

This indicator shows both the percentage of total paid agent time spent actively working on customer contact 
activity and the percentage of total paid agent time spent logged on available to work or working on calls.

Utilisation and Availability

The number of compliments, comments and complaints about the contact centre received from customers by the 
contact centre.

Compliments, Comments and 
Complaints

This is the average length of time taken to answer a call by agents from the point of arrival at the contact centre 
ACD (including time listening to any IVR/auto-attendant messages or self service options). This indicator also
shows the variance from average speed of answer to the Longest Wait Time (i.e.,  the longest time during the 
reporting period that a caller waited in a queue before being answered). 

Average speed of answer

Unmet demand is the difference between the total calls made by customers and the number of calls handled by 
the contact centre. Unmet demand includes calls that abandon while queuing to be answered. 

Unmet demand

Contact handling quality explains how contact centres are assessing the quality of the contact handling service 
provided by agents. 

Contact handling quality

High level descriptions
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Performance Indicators in detail
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Measurement 
Frequency

Performance 
Indicator

At least quarterlyIndicator 
Type

%UnitsDemand Forecast AccuracyPerformance 
Indicator Name

Forecasted contact centre demand (by major customer segment and channel)

Total contact centre demand (by major customer segment and channel)

Component 
Measures

Insight performance indicators

• Glasgow City Council have a 12 month demand forecast (and medium term 12 week forecast) which is updated with information such as new services, 
seasonality, impact of service delivery and measures this against actual call volumes.

• Havering Borough Council forecast  call demand by looking at comparable data from previous years and identifying anticipated peaks & troughs from other 
sources such as the council tax recovery timetable, scheduled events such as Council Tax annual billing and the roll-out of the Green Waste Scheme.

E
xam

ples

Measured by calculating the difference between the forecasted contact demand (at the start of the quarter) against actual contact demand handled by the centre 
(at the end of the quarter). 

Forecasted contact centre demand should be determined using historical data and factoring in the estimated impact of anything over the forecasting period  (short, 
medium and long term) that could impact contact volumes (e.g., campaigns, advertising, correspondence etc).

Total contact centre demand is the actual demand that the centre receives over the same time period as that forecast.

The preferred calculation for measuring demand forecast accuracy is to first determine Forecast Error:

Demand Forecast Accuracy  =  Forecast contact centre demand for the period

Total contact centre demand for the period

H
ow

 to m
easure it

Shows the contact centre’s ability to accurately forecast contact demand by comparing forecasted demand against actual demand for contact at the contact centre.

Measuring forecast accuracy is an ongoing activity carried out against short-term, medium term and long term demand forecasts. Its purpose is to show how 
effective planners were in consistently and accurately forecasting demand across the forecasting period. This metric is an essential part of the business planning 
process. Careful tracking of call forecasts over a period of time will identify any significant shifts in demand and will support future requirements for additional 
resources. 

There should be processes in place to link up with other business areas to allow forecasts to take account of the impact from internal drivers (marketing, 
campaigns, new products/services, issues, customer comms etc). The impact from external drivers (environmental, economic, political events, public relations, 
competition) is harder to predict but should be factored into forecasts as much as possible. External drivers often lead to significant unplanned demand that 
impacts service levels and operational performance

Poor forecast accuracy is an indication that contact centres are more prone to demand spikes for which they are not adequately resourced to handle. 
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Measurement 
Frequency

Performance 
Indicator

At least monthlyIndicator 
Type

%UnitsFirst Contact ResolutionPerformance 
Indicator Name

Number of repeat contacts (unique CLI data) Number of telephone surveys per agent per month

Number of IVR surveys per agent per month

Component 
Measures

Insight performance indicators

For many transactional services there is a delay between initial contact and the subsequent actions being completed. The customer should be told of the Service 
Level (resolution time) to expect for their request. The contact centre should only ‘book’ the contact as FCR if the customer’s request is resolved within the agreed 
service level. 

1. Call Monitoring – Usually combined with contact handling quality assessment team leaders determine if contacts were resolved for a sample of contacts
2. IVR Surveys - Customer completes an IVR survey at the end of the call and is asked if their call was resolved.
3. Voice menu – Within the voice menu or IVR options the customer is asked if this is the first time they have made contact on this subject.
4. Repeat contact – Measured by identifying whether the customer makes any repeat contact on the same subject at a later time. Repeat contacts are identified 

by analysing the number of repeat contacts per unique CLI over a suitable time period (depending on the end to end process time). Where repeat calls exist for 
a genuine reason these are excluded from the analysis.

5. Script - Agent asks the customer at the end of the call if their inquiry or problem was resolved
6. Telephone/Postal Survey - Customer is surveyed within 1-3 days of the call and asked if their enquiry was resolved
7. Case Mgmt/CRM/Telephony system - Agent uses desktop software or the telephony system to capture if the customer's inquiry or problem was resolved. 

• Surrey County Council have recently switched from asking their staff to measure first point resolution to asking the customer via a post contact survey. First point 
resolution stats immediately dropped from 95% to around 80%, giving the contact centre “real world” data with which to build end to end process improvements.

• DVLA use a post-call ‘Viewscast’ survey to identify if this is the first time a customer has called about the particular topic and whether there contact has been 
resolved satisfactorily. They also analyse CLI data to identify repeat callers into their main services.

• Nottinghamshire County Council determine FCR using resolution codes logged in the telephony system by agents on call completion.

• Blackpool Council have redesigned key business processes based on a deep understanding of why customers were calling the council (change of address 
identified as highest volume value demand from customers). Now the contact centre can fully complete key customer processes on the call and because agents 
are cross-trained they can also provide other services, avoiding additional contact on other subjects.

• Havering Council’s CRM system is linked into the service delivery teams enabling the contact centre to identify if all actions in an end-to-end process have been 
resolved including those completed by the service delivery teams.

E
xam

ples

To measure FCR contact centres should use a mixture of approaches from the list below, using more than one to improve integrity of the indicator where possible. 

H
ow

 to m
easure it

First Contact Resolution compares the number of customer requests (contacts) which were resolved during or following the customer’s first call (about that issue) 
with the total number of calls handled by agents and IVR.

A customer request is resolved when all actions necessary to fulfil that request are completed and closed within the published service level. 

FCR is a measure of the performance of the organisa tion, rather than the contact centre. 

FCR is measured from the customer’s perspective and across end-to-end processes not just the parts dealt with in the contact centre. 

Understanding FCR is important for a number of reasons including operating cost and customer satisfaction. Low FCR means a high proportion of operating cost is 
being consumed dealing with repeat contact on the same issue. This may be due to failures in other parts of the organisation outside of the contact centre enabling 
improvement efforts to be correctly targeted. FCR is also critically linked to customer satisfaction and low FCR is a major driver of customer dissatisfaction.
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Measurement 
Frequency

Performance 
Indicator

At least monthlyIndicator 
Type

%UnitsCustomer SatisfactionPerformance 
Indicator Name

Sample size of customers surveyed

% of dissatisfied customers

Component 
Measures

Insight performance indicators

• DVLA: In addition to the corporate satisfaction surveys DVLA  use ‘Viewscast surveys’ (1000 telephone conducted surveys for each of the major services per 
month).

• HMRC: Conduct a customer satisfaction survey across particular lines of business within HMRC Contact centres. A statistically valid sample of callers are asked 
if they will take part in the survey. The results are collated and presented annually to senior management and are cascaded internally to staff. The results are 
used to find out what our customers think of the service and where improvements could be made.

• Gateshead Council carry out a short post-call survey to determine customer satisfaction at the point of contact. They also flag a sample of cases to follow up after 
the SLA has expired for customers who have called and made a request for service. The follow-up survey asks 8/9 questions to determine c-sat and results form 
this are used to feed into service improvement.

• Haringey Borough Council try to survey all customers at the end of the call to determine whether the customer is happy with how their request was handled. They 
have a response rate of over 70%. Although this adds 15 to 20 seconds onto the end of every call the council took a conscious decision to continue with this 
approach, judging that the feedback they receive is more valuable than the time taken.

E
xam

ples

This indicator should measure the number of customers satisfied with the services provided by the contact centre compared with the total number of customers 
surveyed in the period.

‘Satisfied customers’ include all those that are classed as very satisfied, satisfied or acceptable/neutral. ‘Satisfied customers’ should also include customers that 
say that they would recommend the contact centre service to others. 

The survey should also allow customers to add comments against their rating and provide reasons why they rated the service as they did, particularly if they were 
dissatisfied and would not recommend the service to others.

H
ow

 to m
easure it

This is a measure of customer satisfaction with the services provided by the contact centre. 

The indicator captures the method and frequency of customer satisfaction measurement by the contact centre.

The causes of customer satisfaction and more importantly dissatisfaction inform contact centre service improvement initiatives.

It is important to ensure that contact centres are able to differentiate satisfaction related to the services offered by the contact centre as opposed to satisfaction 
with the organisation overall. 

These are often covered by organisation-wide surveys (e.g., in local government the new performance framework has a number of organisation-wide satisfaction 
indictors). 
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Measurement 
Frequency

Performance 
Indicator

At least monthlyIndicator 
Type

%Output 
Units

Avoidable ContactPerformance 
Indicator Name

Number of avoidable contacts (per channel)

Number of contacts (per channel)

Component 
Measures

• DVLA have in place a call tracker team that analyse the types of call coming into the centre and carry out detailed categorisation into call types. Analysis of this 
data identified that there was a problem with the listings in the Phone Book which included wrong numbers. They reviewed their listings and developed a new 
advert including more information on how customers can resolve some things (based on the top 5 reasons for calling) online rather than calling. This has had a 
significant impact in reducing avoidable call volumes. DVLA define avoidable calls as ‘progress chasing calls’, ‘Inappropriate calls i.e., calls related to services 
that DVLA don’t provide and ‘Information calls’ where the information could easily be accessed from a leaflet, website or other comms.

• Blackpool Council used a manual approach to understand what customers were contacting the council about. They spent a short period listening to calls and 
logging the reason behind each call providing them with a long list of around 230 ‘demand themes’ and a breakdown of volume against each theme. Experience 
from this also allowed them to categorise demand by value as – ‘High value contact’, ‘Low value contact’ and ‘Avoidable contact’ and showed that most 
avoidable contact could be summarised as ‘Progress chasing’, ‘Information (which the contact centre does not provide)’ or ‘service failure’.

E
xam

ples

Identifying avoidable contact first begins with understanding the reasons why customers are contacting the centre. This information is often available through CRM 
or telephony systems or by performing ‘contact types’ sampling exercises.

Managers can then separate the contact into that which could/should have been avoided and which is of value to the customer and/or the organisation.

Common types of avoidable contact include service failures, reassurance calls, un-necessary clarifications and confusion, contact unrelated to the contact centre’s 
services (including calls to the wrong service provide e.g. District Council instead of County Council), misdials, hoaxes, wrong numbers, progress chasing and 
unavailability of information in another channel e.g. website. 

Avoidable contact % (per channel) = number of contacts classed as avoidable for this channel 

number of contacts answered for this channel

H
ow

 to m
easure it

Avoidable contact is that proportion of customer contacts that is neither of value to the customer nor the public sector organisation handling the contact. These 
include contacts made for unnecessary clarification, follow-up contact to check on progress, repeat contact to pass on information already provided, rework, 
reassurance and wrong numbers caused by confused sign-posting.

Avoidable Contact is a measure of overall business,  rather than contact centre, performance to it cust omers.

Managing avoidable contact down in part goes hand-in-hand with implementing an effective channel strategy, particularly where shifting some contact to electronic 
channels causes significant reduction in call volumes to the contact centre.

Though there is growing consensus amongst contact centre managers about which types of contact constitute avoidable contact, the classification of a certain 
amount remains the subjective assessment of individual contact centres.
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Measurement 
Frequency

Knowledge Sharing 
Indicator

Update quarterlyIndicator 
Type

-UnitsCustomer consultationPerformance 
Indicator Name

NoneComponent 
Measures

• NHS Direct measure the ‘number of patient forums held’ as part of their activity to consult with customers.

• Staffordshire Police hold monthly Independent Advisory Groups with a wide range of stakeholders. Actions from these groups are minuted and progress against 
actions proactively managed. 

• In Birmingham each area of the city has a housing representative nominated as a local champion for their area. These individuals are consulted on frequently by 
Birmingham City Council in relation to housing related contact centre processes and as a stakeholder group for end-to-end service design and improvement 
initiatives. As well as their involvement from a consultation perspective the representatives have the power  if service falls below a defined standard to serve an 
improvement notice on the council. This has strong implications on the housing provider or contractor (although not quite contractual) and is used to improve 
services provided by the council.

E
xam
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Contact centres should identify if they are conducting any customer consultation activity related to the services provided by the contact centre, how they are 
conducting it and how they are using the information gathered to improve contact centre services.H

ow
 to m

easure it

This indicator identifies what consultation activity the organisation is doing with customers in relation to the services offered by the contact centre and how it uses 
this customer insight to improve service delivery.

Customer consultations (or forums) should provide an opportunity where customers are invited to express their views about the services provided and where these 
views lead to outcomes ranging from increased customer awareness and action plans that address customer feedback points. The consultation should be open to 
any customers of the services provided by the organisation and ideally be represented by a sample of customers covering the main customer segments. 

From a knowledge sharing perspective it is useful to know what other organisations are doing in relation to customer consultation and how they use the information 
gathered to improve contact centre services.
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Measurement 
Frequency

Performance 
Indicator

Update quarterlyIndicator 
Type

NumberUnitsIndustry recognised awardsPerformance 
Indicator Name

New awards won/short listed in quarter

Awards held in the current financial year

Component 
Measures

• Contact Centre Innovation of the Year Award 2007 ( Professional Planning Forum) - Salford City Council

• Contact Centre Manager of the Year  (eCCF awards)

• Winner: Kathleen Silvestro, Contact Centre Manager, HM Revenue and Customs, Bathgate

• Runner-up: Emma Botfield, Customer Relationship Manager, Sandwell MBC, Oldbury  

• Team Leader of the Year (CCA Excellence Awards)

• Winner: Christine Daly, Cardiff Council Runner-up: Nick Worboys, HMRC 

• Customer Service Representative of the Year (CCA Excellence Awards)

• Winner: Laura Kelly, Cardiff Council Runner-up: Mike Smith, Cardiff Council 

E
xam

ples

This is a count of all the awards made to individual public sector contact centre staff in the last financial year (e.g., Contact Centre Manager of the Year), to a team 
or to an entire contact centre (e.g., Contact Centre of the Year) by a recognised industry body. The award should be competitive and should span competitors from 
public and private sectors. Contact centres should identify the categories of awards and names (in the case of individuals) of winners.

Contact centres should count the number of new awards won or short-listed within the quarter and the number they hold within the current financial year. 

H
ow

 to m
easure it

This is the number of industry recognised awards won by public sector staff or contact centres or where entries were short-listed to recognise excellence achieved 
in a particular area of contact centre service delivery and/or management.

This indicator acknowledges the regular achievement of industry awards and highlights centres to be used for wider sharing of best practice.D
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Measurement 
Frequency

Performance 
Indicator

At least monthlyIndicator 
Type

%UnitsContact DemandPerformance 
Indicator Name

Total Contact DemandComponent 
Measures

• DWP Pensions Service: Customer advisors deal with filling applications for pensioner benefits, some of which are handed off to specialists within the centre and 
to specialist units outside the centre but within the overall organisation.

• DVLA: Nearly all customer contact is routed into the contact centre unless processing unit have requested further information direct from the customer, so 
Contact Centre would add no value.

E
xam
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This is determined by considering for the services offered by the contact centre what proportion of the ‘Contact Demand’ is handled in the contact centre and what 
proportion is handled elsewhere in the organisation. 

While contact centre demand can be measured accurately using ACD data it is likely that Contact demand will be an estimate using a variety of sources including 
network provider call performance reports identifying call volumes into back-office DDIs or other relevant parts of the organisation and other volumetric reporting 
for other channel volumes.

Contact demand % is then determined as:

� Contact Demand % = Contact Centre Demand (see Contact Centre Demand indicator)

Total Contact Demand

Where Total Contact Demand is Contact Centre Demand + other demand into the organisation bypassing the contact centre.

Some organisations operate using a ‘casework model’ where by design large amounts of customer contact activity is handled outside the contact centre. In these 
cases this indicator will be low.

H
ow

 to m
easure it

This indicator identifies what proportion of customer contact for the services offered by the contact centre is being handled outside of the professional managed 
contact centre environment (e.g., in back office processing teams). 

In some organisations all contact into the organisation is handled by the contact centre and therefore contact demand and contact centre demand will be the same 
(i.e., 100% of customer contact is handled by the contact centre). In other organisations contact centre demand is a sub-set of the overall organisation-wide 
contact demand for a set of services (i.e., contact centre demand will be less than 100%). In cases where it is not possible to easily determine this using primary 
data sources (e.g., CRM system data, ACD data, network provider telephony data) an estimate will be appropriate as this still helps inform what proportion of 
customer contact is being dealt with by the centre.

This indicator is often an estimate provided by con tact centre managers.
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Measurement 
Frequency

Performance 
Indicator

Determined at least weekly (operationally this 
will be down to hourly or 15 minute intervals)

Indicator 
Type

VolumeUnitsContact Centre DemandPerformance 
Indicator Name

Total callers Inbound calls offered 

Inbound Call Average Handling Time (Talk, Hold, After Call Work) Inbound calls completed (by agent & by IVR)

Outbound call demand volume Outbound Call Average Handling Time 

Other channel volume handled Other channel Handling Time(s)

Component 
Measures

• Glasgow City Council analyse both Caller Line Identification data and ACD data to determine true caller demand as well as any other “contact” related activities 
(email/fax ) which have a resource implication. This demand analysis is fed into the forecasting and scheduling process to ensure they have sufficient capacity to 
handle customer demand.

• Rotherham Metropolitan Borough Council have automated a proportion of their inbound caller demand by introducing an automated car parking payment line 
which allows some calls to be completed using a self-service IVR system.

E
xam

ples

This is calculated using a number of different data sources (including Network Provider and ACD data) and then taking the total volume of each activity.

For inbound telephony ‘Total calls’ measures all calls made by customers trying to contact the contact centre as shown in the diagram on page {54}. This is top-
level measurement of inbound call demand and is measured at the network level. The diagram (on page 54) shows the consequence of not meeting demand i.e. 
one person who cannot get through is likely to try a number of times generating repeat calls). 

Where contact centres do not have access to the network level call traffic arriving at  the ACD from network provider call performance reports then ‘Inbound calls 
offered’ to the ACD should be used. As long as there are sufficient incoming telephone lines into the centre and that no calls are blocked at the network level using 
‘calls offered’ to the ACD is acceptable (network providers will be able to provide data on the number of attempted calls measured at the telephone exchange to 
identify if call blocking is a problem). 

For outbound calls this will use the total number of outbound calls made by agents during the reporting period.

For other interactive channels (e.g., email, webform, SMS, webchat, etc) this will use the contact volume for that channel. 

H
ow

 to m
easure it

This is the total amount of customer contact demanded of the contact centre. It is made up of the demand of all customer contact made with the centre.

Total contact centre demand includes both the demand that the contact centre handles and the unmet demand. It exposes the amount of contact that the contact 
centre is unable to meet at the time it is demanded (assuming that callers who fail to get through on a number of occasions do eventually get through and then 
form part of the demand handled).
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Measurement 
Frequency

Knowledge 
Sharing Indicator

At least monthlyIndicator 
Type

%UnitsContact typesPerformance 
Indicator Name

NoneComponent 
Measures

Some organisations are able to complete extensive contact types categorisation using their CRM or telephony systems to log details of why the customer made 
contact. It is however equally as valid to use manual methods such as taking a representative sample of contacts from each contact channel on a monthly basis 
and categorising these into different contact types to identify the proportion in each category.

• Competence based categorisation – Information request, service request, advice/guidance, complaint, emergency, etc

• Service/Function based categorisation – Libraries, council tax, health, driving license, etc

• Process based categorisation – Initial contact, follow-up, repeat/chasing, reassurance, etc 

• Customer-type based categorisation – pensioners, carers, pregnant caller, tenants, etc

• DWP Pensions Service (transformed centres) call types can be obtained from Siebel CRM - there are about 150 types which are automatically filtered down
dependant on actions completed in the CRM system. 

• Blackpool council break down the calls into the contact centre into 7 high level contact type categories expressed in the ‘voice of the customer’: I want a service, I 
want to report, I want information, Can you help me with, Here is something you asked me for, You’ve caused me a problem, My circumstances have changed.

E
xam

ples

Centres should be able to identify their main contact types and indicate what proportion of their contact volume each ‘contact type’ represents

As a guide centres categorise contact in a variety of different ways, e.g., 

H
ow

 to m
easure it

This knowledge sharing indicator identifies what contact centres understand about the reasons why customers are contacting the contact centres and how they are 
categorising this into different ‘contact types’.

Contact types analysis feeds into many different aspects of contact centre performance management. To optimise customer service performance it is important to 
understand the reasons why customers are making contact and the volume through each channel, to be able to classify this contact into different contact types and 
to identify any trends. 

Understanding why customers are calling and how this demand is categorised into different contact types is particularly important when analysing customer 
channel behaviour and how customers are choosing to interact with the organisation  to meet different needs. 

Having a good understanding of the ‘Top 10’ reasons for calling and the volume of work this represents helps determine which parts of end to end processes to 
bring into the contact centre, thereby allowing more work to be completed in one contact and resulting in a higher FCR and an improved customer experience.
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Measurement 
Frequency

Performance 
Indicator

At least monthlyIndicator 
Type

%UnitsContacts valuedPerformance 
Indicator Name

Value contact % Avoidable contact %Component 
Measures

For example

Value Contact % (Calls) = Number of value calls

Total calls handled (agent & IVR)

Avoidable Contact % (Calls) = Number of avoidable calls

Total calls handled (agent & IVR)

The cost expended against each value category can also be determined by multiplying the minutes spent handling each category by the cost per contact minute 
where cost per contact minute is as defined in the Cost per contact minute indicator. 

Value Contact % (per channel)  = Number of high value contacts for each channel

Total number of contacts handled for each channel

Avoidable contact % (per channel)  = Number of avoidable contacts for each channel

Total number of contacts handled for each channel

• HMRC have used sample analysis of calls into the contact centre and categorised them into different subject areas, identifying which proportion of contact for 
each subject  is considered to be Value, non-value and reassurance, advice and guidance.

• As part of their contact types analysis Blackpool Council also identify what value each type of contact represents. They use ‘value contact’, ‘consequential 
contact’ and ‘failure contact’ as their different value categories.

E
xam

ples

Identify what proportion of calls/contacts into the contact centre are value and from the earlier analysis on avoidable contact what proportion are considered 
avoidable. What constitutes value will be a subjective judgment based on analysis of the different contact types and  the value this type of contact represents for 
the organisation and the customer.

When considering what value each contact type represents contact centres should consider each contact type and channel combination as it is possible that some 
combinations will be considered value using one channel and avoidable using another (e.g., request for information may be considered avoidable if it is readily 
available online). 

Contact value demand for each channel can then be expressed as:

H
ow

 to m
easure it

This is the proportion of contact into the contact centre broken into categories based on the value that the contact represents to the organisation and/or the 
customer. The breakdown should include the % split across; value and avoidable contact and should provide the number of contacts that are not allocated to any 
group. 

Understanding what proportion of the value contact represents low value contact provides a useful basis for supporting contact avoidance initiatives (e.g. proactive 
outbound communications to update customers on progress to avoid progress chasing contact) and for channel migration initiatives (e.g., automating appropriate 
low value transactions onto the web or through an IVR).
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Measurement 
Frequency

Knowledge 
Sharing Indicator

At least quarterlyIndicator 
Type

-UnitsCustomer segmentationPerformance 
Indicator Name

NoneComponent 
Measures

• Surrey County Council currently measure customer contact for 270 different services and sub services. Using this level of granularity the have been able to focus 
on developing their website and self service systems to provide specific alternatives to using their contact centre and to alert the wider corporation of emerging 
service issues.

• Birmingham City Council’s contact centre uses the ‘languageline’ service which gives them an indication of which ethnic groups are using different council 
services.  By analysing the different languages customers who make contact with the contact centre use they can help inform service design and ensure that 
customer access points have appropriate forms, leaflets and posters to support these different ethnic groups.

E
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Contact centres should consider how much they understand about who is contacting them in particular:

Do you do any form of customer segmentation?

How do you do it? 

What are your main customer segments and the related contact volume?

A detailed understanding of the different customer segments is also useful to understand how organisations are allocating funding and how this maps to the priority 
areas around which customers are making contact.

H
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easure it

This indicator shows if and how contact centres are segmenting their customer contacts and how they are using this in relation to the services provided by the 
contact centres. 

Customer segmentation is a method for generalising and summarising data into groups, which can be used to characterise different segments of the population. 
By way of example, an organisation may classify their customers into those who are children, adults of working age, or are retired. In addition to age, organisations 
may also define different population segments using information such as social class, employment status, ethnicity, households on income support/benefits, or 
areas of relative deprivation. 

A key factor in understanding and optimising the overall customer experience is knowledge of the customer base which uses the services provided by the 
organisation. Most organisations will undertake some form of customer segmentation from the rudimentary to the extremely complex. What is important is how this 
information is used by the organisation and refreshed to accommodate changing customer needs and feed into service design to ensure services are taken up by 
those most in need. 
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Measurement 
Frequency

Performance 
Indicator

At least quarterlyIndicator 
Type

%UnitsResource Planning AccuracyPerformance 
Indicator Name

Forecast FTE requirement

Actual FTE available

Component 
Measures

• Surrey County Council: look at resource planning accuracy issues in half hour slices and as a result have been able to apply precious staff resource more 
effectively. A large amount of new “parental shifts” (9.30- 2.30) have now been offered, turning each 1 FTE into 1.2 people on the phone during busy morning 
and lunch periods.

• Staffordshire Police measure Resource Planning Accuracy as part of ongoing contact centre management processes. Because of the demands of police contact 
handling it is essential that there are sufficient resources in place to handle forecasted demand.

• Rotherham Borough Council are looking to identify and use any surplus capacity within their contact centre to deliver outbound campaigns on behalf of the 
council.

E
xam
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As part of the contact centre forecasting and resource scheduling process the number of contacts (calls and other channels) forecast for a period should be 
converted into a staffing requirement in agent FTE (and team leaders and managers as appropriate to maintain team ratios) taking into account current contact 
handling capability and performance. Then based on current shrinkage (losses assumed due to absence, training, meetings etc) the staffing requirement can be 
adjusted to determine the actual number of FTE required to meet planned demand (the forecasted FTE requirement for the measurement period).  

This is then compared to the resource level available in that period to identify where there are consistent shortfalls or surpluses in capacity that could potentially be 
allocated onto other activity or fed into recruitment planning. 

Resource Planning Accuracy  = Forecast FTE requirement

Actual FTE available

H
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easure it

Resource planning accuracy highlights if (and how) contact centres are planning resource requirements and how effective they are at this process.

The indicator uses demand forecasts converted into a resource forecast and compares it with the actual resource available for the period. This will be undertaken 
as part of resource scheduling activity. This resource forecast helps to pinpoint how well contact centres predict resource requirements and how they manage 
resource utilisation.
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Measurement 
Frequency

Performance 
Indicator

At least monthlyIndicator 
Type

%UnitsStaff attritionPerformance 
Indicator Name

New joiner attrition Permanent staff attrition

Voluntary and involuntary attrition Temporary staff attrition

Component 
Measures

• DWP: Attrition is measured with exit interviews held as per corporate standard processes. The findings are reviewed to develop understanding about why agents 
are leaving.

• Surrey County Council – Attrition is measured with a standard corporate exit interview and a more specific electronic Contact Centre exit survey which allows fast 
and specific feedback to the management team.

E
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This is calculated as

Attrition Rate =  Total FTE Agent Leavers over period x 100

FTE Agent Headcount over period 

Agent leavers includes Agents who resign, Agents who are asked to leave, agents who fail probationary training periods, Agents who leave the contact centre to 
take up a permanent or seconded post elsewhere in the organisation.

FTE Agent headcount should be the number of agents employed over the period. If this varies considerably the average should be used.

‘Exit’ interviews should be carried out by managers or HR departments to understand the key reasons why staff leave the centre. Reasons for leaving should be 
tracked and reported upon as it may then help to inform future HR and working policies. 

Attrition levels will fluctuate throughout the year particularly in centres which have high variations in seasonal demand and increase use of short term-staff in these 
periods. For this reason some centres will  monitor labour turnover on a weekly and monthly basis.

H
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easure it

Defined as the total number of FTE agents that leave the contact centre as a percentage of total FTE agents employed by the contact centre. This should be 
broken down into different attrition categories to understand voluntary and involuntary attrition, permanent and temporary staff attrition (where the temporary staff 
member leaves before the end of their contracted period) and new joiner attrition (<3 months service).

The some attrition in a contact centre is regarded as healthy, high levels of staff attrition can have some serious side-effects and may lead to increased recruitment 
and training costs, reduced average agent competency as there are so many ‘learners’, reduced quality of the customer experience, as the agent may not know 
how to answer the query correctly first-time, adverse affect on contact centre performance indicators, including first-time resolution, call transfer rates, queue time 
and call length, bad for the morale of the remaining staff, increased pressure put on team leaders and experienced agents, difficult to bring on-board new systems 
and ideas, as the agents are struggling with what is already in place.
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Measurement 
Frequency

Performance 
Indicator

AnnualIndicator 
Type

£, hoursUnitsInvestment in staffPerformance 
Indicator Name

Training Budget

Manager/Team Leader time spent on coaching/development of staff

Component 
Measures

1. It is determined by first identifying how much annually the centre is spending on training its staff through any formal training budget.

Training Budget £

2. a) In many centres training courses are delivered internally using the contact centres own team leaders or internal trainers. Centres should estimate on a 
quarterly basis the number of hours that team leaders or trainers spend delivering training courses.

b) A key component of contact centre staff development is the side-by-side informal coaching and development agents receive from team leaders and 
managers. Centres should identify for the quarter how many hours managers and team leaders spend coaching and developing their staff. 

Manager/Team Leader time spent on coaching/development of staff = Manager coaching hours per quarter + team leader coaching hours per quarter

• DWP Pensions Service: Record the spend against all learning and development activity by grade within the contact centre.

• HMRC: Record the average coaching session duration and the proportion of time spent coaching as a % of time signed onto the telephony system.

E
xam

ples

This indicator covers both formal investment in staff (training courses) delivered through external courses or internally using the centres own staff and informal 
investment in staff through ongoing coaching and development activities. It should include the investment made in training contact centre agents during their 
induction period.

H
ow

 to m
easure it

Indicates how much the organisation is investing in developing the capabilities of its contact centre staff. It includes investment made in both formal development 
activities (courses) and also the time team leaders and managers spend coaching and developing their staff.

It is important that organisations invest in developing the capabilities of all the people working in their contact centres. This investment must be made in the most 
appropriate areas and the effectiveness of the investment considered against other performance indicators (e.g., formal training in workforce planning to improve 
forecasting capability). Given that contact centre agents are one of the main customer interfaces it is important that they are adequately skilled to ensure high 
quality service delivery. While agents have a critical role in the process they should be supported by competent and effective team leaders and managers with the 
skills necessary to provide effective coaching and development, performance management and leadership. 
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Measurement 
Frequency

Knowledge Sharing 
Indicator

Staff satisfaction and engagement should 
be measured on a 6 monthly basis.

Indicator 
Type

-UnitsStaff satisfaction and engagementPerformance 
Indicator Name

NoneComponent 
Measures

• Staffordshire Police run an annual staff satisfaction survey with a section specific to staff working in the contact centre. This survey uses questions similar to 
those above to understand satisfaction and engagement with the results from this survey used to drive staff improvement activities.

• HMRC: Twice yearly staff satisfaction survey conducted along lines outlined above.

• DWP: Have recently introduced staff satisfaction and engagement survey across all DWP contact centres with elements of the survey results linked to senior 
manager reward.

E
xam

ples

Contact centres should identify whether they are measuring staff satisfaction and engagement in their contact centres along the lines identified below and/or if they 
rely on organisation-wide surveys. Centres should list how frequently they survey staff satisfaction and engagement and the main reasons staff quote for being 
dissatisfied.

Most organisations will already be measuring staff satisfaction through organisation-wide surveys, usually conducted on an annual basis. Rather than define a new 
approach for all public sector funded contact centres this indicator should identify existing approaches where they are in place but ensure they include questions 
that cover the areas defined below. 

Do I understanding what is expected of me? Do I have the right materials and equipment to do my job?

Do I receive recognition or praise if I do a good job? Do I have the right level and quality of supervisory care?

Am I encouraged to develop my skills? Do I feel that my opinion is valued?

Do I feel that my contribution is important? Do I  feel like I have committed associates?

Do I receive regular constructive feedback on performance? Am I given suitable opportunities to learn and grow?

Am I encouraged to achieve a sensible work:life balance? Do I feel the organisation communicates with me well? 

As part of staff satisfaction measurement a feedback process should be in place to ensure that staff are aware of the actions and progress against actions arising 
from the measurement.

H
ow

 to m
easure it

This indicator shows what centres are doing to measure levels of staff satisfaction.

Although measuring staff satisfaction levels is important, it can only be a short-term guide to the employee's disposition to the organisation and engagement with 
their job. It may be unable to discern an employee's ability or willingness to deliver an excellent customer experience. Expanding on a pure staff satisfaction survey 
to determine how engaged and committed employees are will provide management with a greater understanding of the culture within the centre. 

Understanding how committed and engaged employees are is a key factor that drives sustainable improvements in customer experience. Employee engagement 
is grounded in employees' having a sense of ownership, loyalty, and pride in their work. Employee frustration can lead to high levels of labour turnover and can 
reinforce a “cycle of failure”, characterised by minimal investment in training, poor rewards and declining customer experience.
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Measurement 
Frequency

Performance 
Indicator

At least quarterlyIndicator 
Type

%UnitsBudget tolerancePerformance 
Indicator Name

Operating budget Operating cost

Forecasted cost

Component 
Measures

• The DWP balanced scorecard measures performance against budget (actual spend versus budgeted spend using forecasted spending of the budget month-on-
month).

• Northern Counties Housing Association monitor actual to budget variance and are purposely operating under budgeted headcount currently to allow for additional 
staff during the winter months to cope with higher seasonal demand.

E
xam

ples

Calculating budget tolerance historically to asses how well aligned actual spend is to operating budget is determined as

Budget Tolerance (Actual to budget variance) % = Operating cost (over period)

Operating budget (over period)

Budget tolerance can also be used as a predictive indicator by taking the contact demand forecast by the business and converting this to a forecasted cost by 
multiplying the forecasted demand (in minutes) by the cost per contact minute. 

Forecasted cost (over time period) = Forecasted contact demand (mins) (over time period) x Cost per contact minute (£)

This should be compared to the approved actual operational budget allocation (covering the same cost components included in the cost per contact minute 
indicator) in place for the equivalent time period (e.g., if medium term forecast period is quarterly the forecasted cost for the medium term should be compared to 
the quarterly budget allocation).

Budget tolerance (Budget to forecast variance) % = Forecasted cost (over time period)

Operating budget (over time period)

The latest approved budget and forecasts should be used for comparison.

H
ow

 to m
easure it

This indicator shows how the contact centre demand forecasting and financial budgeting processes are aligned by comparing actual spend versus the budgeted 
spend over the time period in question and also comparing budget allocations to the budget required to meet forecasted demand. 

Early identification of any anticipated shortfall in budget required to meet anticipated contact demand is important to allow appropriate interventions to be 
considered and made. This indicator is also important looking historically to identify how well budgets are being adhered to. 
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Measurement 
Frequency

Performance 
Indicator

At least monthlyIndicator 
Type

£UnitsCost per contact minutePerformance 
Indicator Name

Operating Cost (Base data) Operating cost per channel

Contact demand (per channel)

Component 
Measures

• DWP calculate a cost per call minute indicator on a monthly basis as part of the contact centre balanced scorecard reporting process. 

• Glasgow City Council measure cost per contact minute for the services provided by the Access Centre and use this as the basis for recharging the services on a 
usage basis.

E
xam

ples

Cost per contact minute is calculated as:

Cost per contact minute = Operating Cost (in period) 

Total minutes contact handling activity (in the same period)

Where total minutes contact handling activity over the period is the total call handling time (inbound and outbound) + other channel handling time.

The measure cost per channel contact is determined by apportioning the total contact centre operating cost by the relative proportion of resources used to support 
the contact channel (i.e., a centre dealing only with inbound voice contact would apportion all the operating cost to this channel). This operating cost (per channel) 
is then divided by the number of contacts handled for that channel.

Cost per channel contact is calculated as = Operating cost per channel 

Number contacts (per channel)

H
ow

 to m
easure it

Indicates the full cost of delivering a minute of contact activity to customers. 

While care must be taken when using cost per contact minute for comparison purposes in general from an efficiency perspective, the lower the cost the better e.g. 
the lower the cost base or the more minutes of customer contact activity produced by a set cost, the better.  However, it is important to compare like with like 
activities, since technical support staff would cost more than simple balance enquiry agents, for example and some campaigns will be restricted in efficient agent 
use and therefore utilisation by the profile of inbound calls. For example, the cost per contact minute in an emergency services contact centre will generally be 
higher than a high volume transactional centre given the difference in demand profile and the necessity to resource to an upper tolerance forecast demand.

The costs calculated in this measure are fully loaded costs. Some public sector contact centres traditionally have not calculated this number, preferring to allocate 
some costs to other cost centres, like IT.

While cost per contact minute normalises cost into comparable units (contact minutes) it is also important to understand the cost ratio between different contact 
channels (i.e. cost per channel contact). This is useful to support channel migration efforts and the introduction of automating technology (e.g., IVR)
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Measurement 
Frequency

Knowledge Sharing 
Indicator

At least monthlyIndicator 
Type

-UnitsContact Handling qualityPerformance 
Indicator Name

Data accuracy (measuring the accuracy of information provided by the agent and entered into contact centre systems)

Process Compliance (measuring if the agent accurately follows defined business processes)

Quality Reviewing sessions/agent

Component 
Measures

• HMRC: Assess contact handling quality as part of their ongoing Quality programme to improve overall service delivery.  

• Surrey County Council: Call quality coaching for 6 calls a month with each assessment based around a different competences and coaches are varied to provide 
a wide range of feedback. New starters must achieve minimum scores in order to complete probationary periods. 

• Birmingham have in place an external team (provided as part of their outsource arrangement) who assess call handling quality remotely and provide feedback 
scores to Team Leaders who run through in 1:1’s. Quality is linked to bonus payments with a minimum threshold in place that agents must achieve to qualify.

E
xam

ples

Contact centres should identify how they are assessing agent contact handling quality and the number of quality reviewing sessions per agent each month.  This 
should include reference to the measurement of data accuracy and process compliance.

Most organisations will already be measuring contact handling quality through structured quality management review processes with team leaders spending a 
large part of their time (>60%) assessing quality and coaching and developing staff to improve quality. Methods vary extensively across the public sector. Rather 
than define a new approach for all public sector funded contact centres this indicator should leverage existing approaches where they are in place for evaluating 
calls and other channel contact but ensure they evaluate following:

Call Handling Quality - this should evaluate  the call process, the call structure and the communication quality underpinning the agent/customer dialogue. 

Other channel handling quality should cover the Timeliness of response, Accuracy of the information supplied, Accuracy of grammar and use of clear language.

H
ow

 to m
easure it

Contact handling quality explains how contact centres are assessing the quality of the contact handling service provided by agents. 

Contact centres have access to a wealth of quantitative data that informs the organisation of ‘what’ has been done, ‘how’ agents spent their time and the ability of 
the centre to respond to customer contact. These focus on the ‘quantity’ of interactions, rather than their ‘quality’ and it is important that managers understand 
both. Investment should be made in staff to equip them with the skills,  tools and motivation to effectively do the job required as this will inevitably lead to improved 
staff efficiency, effectiveness and satisfaction and manifest itself in improved overall contact centre performance. 

To understand the quality of service provided, a structured programme of contact handling quality reviewing should be in place, tailored specifically for each type of 
contact channel and undertaken by team leaders as the main focus of their role. 

From a call perspective (inbound and outbound) team leaders should review a representative sample of calls for each agent every month. Reviewing quality for 
other channel contact is equally important but the methods used will differ. For other channel contact (email, webform, SMS etc) the focus will be on quality 
checking a representative sample and assessing them for the Timeliness of response, Accuracy of the information supplied, Accuracy of grammar and use of clear 
language.
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Measurement 
Frequency

Performance 
Indicator

At least monthlyIndicator 
Type

Volume, 
Minutes

UnitsUnmet demandPerformance 
Indicator Name

Total calls (volume) Calls answered (by an agent) Calls answered (by and IVR)

Blocked or Failed Demand (volume) Abandoned Call Demand (volume)

Component 
Measures

• Glasgow City Council: Unmet demand measured and resource shortfall identified to determine whether allowing traffic in could be handled and likely impact.

• DVLA: Use network provider reports from BT and data from their ACD to determine their total caller demand and from this can identify their unmet demand which 
includes calls which are not answered (i.e., calls which receive a Busy Message , Engaged Tone, Ring Tone No Reply or any other not answered category).

E
xam

ples

For a contact centre handling inbound calls only this is calculated as:

Unmet demand (vol) = Total calls (vol) – calls answered (by an agent) – calls answered (by and IVR)

Unmet demand (vol) = Total calls (vol)  – Blocked or failed demand (vol) – Abandoned call demand (vol) OR

If total calls is not available then calls offered should be used.

For a multi-channel contact centre unmet demand is determined using Total Contact Centre demand received and subtracting the actual Contact Centre demand 
handled.

Total Contact Centre demand is the total of all contact minutes (number of contacts X historic average contact handling duration) demanded of the contact centre.

Contact Centre demand handled is the amount of customer contact activity the contact centre actually deals with (in minutes). It will consist of demand that is 
made up from all calls answered by the contact centre (including those answered/completed by an IVR or auto-attendant as well as calls answered by agents) and 
demand from other channels that the contact centre agents handle. 

Unmet demand can be expressed in minutes by multiplying unmet demand volume by average call handling time (secs).

H
ow

 to m
easure it

Unmet demand is the difference between the total calls made by customers and the number of calls handled by the contact centre. Unmet demand includes calls 
that abandon while queuing to be answered. 

There will be overlaps between the different categories that make up unmet demand as customers make repeat attempts if they fail to get through at the first 
attempt. When considering unmet demand it is important to understand the proportion generated by repeat attempts from the same callers. This can be 
determined by analysis of Caller Line Identification data and is a useful measure of how many call attempts a customer has to make on average to get through. 
While analysis of CLI will not show if there was a genuine reason for multiple call attempts it does give an indication of the customer contact experience.
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Measurement 
Frequency

Performance 
Indicator

At least monthly (operationally this will be 
measured much more frequently)

Indicator 
Type

SecsUnitsAverage speed of answerPerformance 
Indicator Name

Longest wait time (secs)Component 
Measures

• HMRC: Measure Average Speed of Answer.

• Surrey County Council measure Average Speed of Answer as part of their public “Customer Promise”.E
xam

ples

Average Speed of Answer and Longest Wait Time will usually be gathered from the contact centre ACD. It will usually be monitored as part of real-time 
management of the contact centre as it gives a good indication of how well the centre is matching resources to demand and the accuracy of contact centre 
forecasting. 

When considering Longest Wait Time data it is useful to identify the frequency of occurrence of this wait time (and the overall distribution around the average)  to 
determine if the longest wait is anomalous in an otherwise consistent performance or whether there are any patterns of frequent occurrence. 

H
ow

 to m
easure it

This is the average length of time taken to answer a call by agents from the point of arrival at the contact centre ACD (including time listening to any IVR/auto-
attendant messages or self service options). This indicator also shows the variance from average speed of answer to the Longest Wait Time (i.e.,  the longest time 
during the reporting period that a caller waited in a queue before being answered). 

It is important to consider Average speed of answer in context with customer expectations. For some services customers will accept a longer wait as long as they 
eventually get answered. For other services such as emergency 999 contact customer expectations will be inherently less tolerant. 

While some centres exclude the time taken for the caller to deal with any in-queue messages and IVR options from the customers perspective they are still waiting 
to be answered and as such this should be included.
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Measurement 
Frequency

Performance 
Indicator

This should be determined at least on a 
monthly basis

Indicator 
Type

NumberUnitsCompliments, comments and 
complaints

Performance 
Indicator Name

Number of Compliments Number of Comments

Number of Complaints

Component 
Measures

• NHS Direct measure the number of complaints per 10,000 calls. This indicator appears on their reporting dashboard so that senior managers have visibility of 
how customers are viewing the services they provide.

• Surrey County Council’s Contact Centre “owns” the complaints process for the entire council giving it visibility of complaints across end-to-end services. 
Complaints are tracked and where appropriate corrective action plans are prepared and implemented.

• Scarborough Borough Council’s contact centre will soon be the focal point for complaints about all service areas. They will use their CRM system to first register 
the complaint and then use CRM system workflow to control the complaints handling process.

E
xam

ples

Compliments, Comments and Complaints is calculated as: 

Compliments, Comments and Complaints = Number of Compliments + Number of Comments + Number of Complaints

This is not a measure of how efficiently the contact centre responds to complaints. It is assumed that the organisation will have an agreed target number of days in 
which they must respond to a formal complaint.

Some centres consider complaints as any expression of dissatisfaction. These should be included if they require a formal response (either written or verbal).

H
ow

 to m
easure it

The number of compliments, comments and complaints about the contact centre received from customers by the contact centre. Complaints includes those 
received through a formal complaints process (where the customer writes in after the contact) and customer expressions of dissatisfaction about the contact centre 
that require a formal response (received during contact with the customer). 

Compliments, comments and complaints offer a valuable insight into customer perception of the organisation overall and the confidence they have in the 
organisation. They can highlight both areas of good practice or key failings in the business processes that may not otherwise be apparent. Given its position as a 
primary interface to the customer the contact centre has a key role in providing insight derived from customers back into the rest of the organisation.

D
escription

Delivery performance indicators



20th Mar 2008 Page 42

Measurement 
Frequency

Performance 
Indicator

This should be determined at least on a 
monthly basis

Indicator 
Type

%UnitsUtilisation and AvailabilityPerformance 
Indicator Name

Components of the Agent Day ConstructComponent 
Measures

• DVLA: Measure Availability using the calculation defined above (although they call this Utilisation). They have full visibility across the different areas of the agent 
day construct enabling them to see where there are opportunities to improve the efficiency and effectiveness of their centre.

• Northern Counties Housing Association carry out non-ACD work (e.g. back office administration duties) during available/idle time. The remainder of the time 
available to work is split between training, job-chats / coaching, outbound satisfaction survey calls, comfort breaks.

E
xam

ples

Utilisation refers to the percentage of worked-time only over paid hours and does not include any time waiting for work. Specifically worked-time should include talk 
+ hold + after call work. 

Utilisation (call) = talk + hold + after call work

Paid Hours 

Availability refers to the percentage of time, in hours, that an agent is working on calls or is available-for-work, all over paid-hours. 

Availability =  talk + hold + after call work+ available/idle

Paid Hours

Where Total Call Handling Time = preparation time (outbound) + Talk Time (inbound and outbound) + Hold Time + After Call Work Time

H
ow

 to m
easure it

Utilisation and availability are key measures showing the productivity and capability of the contact centre in handling customer contact. For simplicity, the indicator 
currently measures phone calls (inbound and outbound) handling and not other channels. 

Utilisation refers to the percentage of worked-time only divided by paid hours and does not include any time waiting for work. Specifically worked-time should 
include talk + hold + after call work.

Availability refers to the percentage of time that an agent is working on calls or is available-for-work, all divided by paid-hours. 

Utilisation (and availability) is based on the agent day construct shown on Page [54] and shows the proportion of time an agent spend dealing with calls out of the 
time they are paid for. Utilisation shows the combined impact of non-contact handling time, paid breaks and other indirectly occupied time and time waiting to take 
or make a call. 
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Measurement 
Frequency

Performance 
Indicator

This should be determined at least quarterlyIndicator 
Type

DaysUnitsAbsencePerformance 
Indicator Name

Total Absence (measured as any period of unplanned absence)

Long term absence (measured as any period of unplanned absence greater than 4 weeks)

Component 
Measures

• The DWP balanced scorecard is used to collect and report absence in average working days lost through to senior DWP management. This ensures the impact 
from initiatives introduced to reduce absence in DWP contact centres is visible at the most senior levels. 

• Glasgow City Council measure absence per person per annum and monitor levels as a means of gauging how staff are feeling about working in the centre.E
xam

ples

Determined from HR systems/attendance management systems and calculated as

Average Working Days Lost (per FTE per year)

=  Total working days lost in period x No. of working days in year

Total working days available in period 

Where total working days available in period is Agent FTE x working days in period.

Absence can also be expressed as a percentage but the denominator must be defined clearly to enable comparison.

NB. Planned absence (annual leave, maternity leave, special leave etc) will be picked up through utilisation and availability measurement as one of the losses out 
of total paid time.

H
ow

 to m
easure it

A measure of the number of unplanned days that are lost through sickness or other unplanned absence each year. Expressed as average working days lost per 
FTE per year. It includes the long term absence component and for clarity excludes known events such as annual leave or maternity/paternity leave.

Managers should be aware of unplanned absence levels in the contact centre and in the wider organisation and be able to compare relative performance. Rising 
unplanned absence rates are often an early indication of morale or motivational issues. 

The pressures experienced by agents may differ significantly from those involved in ‘offline’ activities. Therefore it is important to compare absence  levels amongst 
contact centre  teams and against processing or other business functions. 

Unplanned absence represents large costs to managers. The direct cost of unplanned absence may include Sick Pay, Temporary staff costs to provide cover, 
additional permanent staff retained, overtime worked by permanent staff. Further opportunity cost of unplanned absence may also include management time to 
deal with unplanned absence issues, proportion of HR time spent in dealing with absence issues.
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Measurement 
Frequency

Performance 
Indicator

This should be determined at least quarterlyIndicator 
Type

%UnitsSeat occupationPerformance 
Indicator Name

Number of contact centre seats Space per seat

Agent FTE

Component 
Measures

• HMRC currently measure the number of workstations per staff in post. Because of the scale of the HMRC contact centre operation it is important that they 
optimise usage of all their assets.

• The Driving Standards Agency (DSA) determine this indicator using the number of call centre operators versus the number of workstations. Understanding their 
seat capacity is useful as they look to bring more services through the contact centre.

E
xam

ples

Seat occupation is determined as:

Seat occupation = Agent FTE

Number of contact centre seats

H
ow

 to m
easure it

Defined as the number of agent FTE per contact centre seat (i.e., the computer workstation and telephony turret used by agents). It indicates the level of usage of 
each contact centre seat.

Contact centre seat occupation is driven by cultural and financial decisions, and the ability to increase occupation will be different for a centre with extended versus 
limited hours, varying shifts and part-time versus full-time staff (e.g., 24x7 contact centres running 3 shifts per seat can expect Seat Occupation levels approaching 
300%). The opportunity to vary occupation also depends on the nature of the operation and the technology in place, e.g., desk sharing is easier in paperless 
environments. 

Ensuring that these assets are used efficiently and for as much of the time as possible is an important part of contact centre performance management.
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Glossary and Definitions

This Glossary and Definitions section includes the following:

1. Description of commonly used terms throughout this document

2. Base data descriptions

3. Understanding Capacity – Agent Work States

4. Measurement Points During the Call Journey – High Level – This identifies terminology used when considering the high level call journey as a 
customer makes the call and it is routed through to the contact centre

5. Measurement Points During the Call Journey – Low Level – This identifies terminology used when considering the low level call journey and 
specifically the terms used when considering abandonment.
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Glossary and Definitions – Description of commonly used terms

An abandoned call is one that has been offered to the contact centre but where the customer hangs up before an agent (or IVR) has a 
chance to answer the call. The diagram on page {55} provides further detail on the different types of call abandonment.

Abandoned Call

This is the amount of customer calls that were blocked or failed at the network level due to insufficient capacity in the network or downstream 
in the contact centre. This is usually as a result of insufficient telephone lines into the centre.

Blocked or failed demand

An specialised device or telephony system used for handling incoming calls (or other channel contacts) and distributing them to agents or 
Interactive Voice Response (IVR) systems for handling. The ACD is often the data source for much of the management information that 
tracks contact centre performance.

Automatic Call Distributor 
(ACD)

This is the total ‘contracted hours’ or ‘total paid time’ on the supply side of contact handling resources. It is effectively the number of hours the 
contact centre is ‘buying’ to support contact handling activity.

Agent Hours

The head of contact with organisational responsibility for contact centres within a Department or other public sector organisation .Contact Directors

Communication medium used to interact with customers. In multi-channel contact centres this may include e-mail, post, fax, Short Message 
Service, internet webforms, webchat in addition to the traditional telephony channel.

Channel

Demand caused by a failure to do something or do something correctly for the customer. Where the organisation fails to do something such 
as turn up, call back, send something that is anticipated or fails to do something right such as not solving a problem, sending out confusing 
forms, missing a payment date this invariably creates demand that could have been avoided. 

Avoidable contact

This is the average salary an agent is being paid. Average agent salary is considered as base data and includes a detailed definition on page 
{51}.

Average Agent Salary

This basic metric is the total number of agents expressed as a ‘Full Time Equivalent’ (FTE). Agent FTE is considered as base data and 
includes a detailed definition on page {50}.

Agent FTE

A managed operation where as their primary purpose trained advisors communicate with customers via phone and other Channels such as 
email, using purpose built information and communication technologies.

Contact Centre

The cross-Departmental council formed from Contact Directors representing Government Departments and other public sector organisations. 
The Council exists to collect and assess public sector contact centre performance against agreed benchmarks and Performance Indicators, 
to make recommendations about further development (particularly in promoting collaboration between departments) and discuss and 
disseminate good practice arising from positive examples of innovation. (Also referred to as Contact Council) 

Contact Council

This supports the Resource Utilisation and Availability indicator by identifying the different agent work states for an agent. See diagram on 
page {53}

Agent Work States

DefinitionTerm
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Glossary and Definitions – Description of commonly used terms

Customer relationship management (CRM) is a broad term that covers concepts used by organisations to manage their relationships with 
customers, including the capture, storage and analysis of customer, vendor, partner, and internal process information. There are many CRM 
software systems that can help organisations deploy their CRM strategy but it is important to note that CRM is more than technology.

Customer Relationship 
Management (CRM)

A structure for simplifying the multiple competencies required to manage contact centre operations.Management Framework

System of parameters for quantifying aspects of contact centre operations. In the context of this Performance Management Framework 
measures underpin Indicators. 

Measure

This is a count of all the calls attempting to get through to a contact centre number. It includes calls transferred from other parts of the 
organisation to the contact centre’s Direct Dial In (DDI) numbers that enter the ACD. It also includes all redials by customers, showing the 
total number of customer call attempts (and where they have not been able to get through). (see High Level call journey on page 54)

Total call data should be available from network provider call performance reports.

Total Calls

This is a call that is received by the contact centre ACD (see High Level call journey on page 54) but may still not reach an agent of the 
customer abandons the call.

Offered call

Management Framework focussed on identifying contact centre performance and actions to improve performance.Performance Management 
Framework

Operating cost broken down into the main cost areas for a contact centre (Staff, IT, Telephony, Property, Other). Operating cost is 
considered as base data and includes a detailed definition on page {49}.

Operating Cost

Shows the total contact centre FTE broken down into all resource groups funded by the contact centre budget. Total FTE is considered as 
base data and includes a detailed definition on page {51}.

Total FTE

A quantifiable measure of contact centre performance. In the context of this Performance Management Framework Performance Indicators 
may or may not be underpinned by performance Measures which provide a lower level of measurement.

Performance Indicators

DefinitionTerm
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£Operating Cost / Budget Units

Description and Purpose

Operating cost is the recurring expenses which are related to the operation of the contact centre. It should include fixed and variable costs and be 
grouped into primary cost areas covering Staff cost, IT cost, Telephony cost, Property Cost and Other Costs. The cost components are considered to 
be:

Staff Cost – Should include salary, NICs, Pension, overtime, bonuses for all direct contact centre operational staff (agents, team leaders, managers 
and direct support)

IT cost – Should include technology/systems, telecoms, infrastructure hardware, licences, software

Telephony cost – should include call charges for inbound and outbound telephony

Property Cost – should include any contribution made for rent, rates and property management 

Other costs – should cover training, travel, stationery, independent quality assessment

Management should be fully aware of all the costs – fixed, semi-fixed and variable – and understand the relationships between the different elements. 
Finances should be actively managed on an ongoing basis, and the financial arrangements of each element should be transparent. This is not always 
automatically the case, particularly where some costs are managed centrally . 

While cost is a key consideration and will impact on both service quality and customer satisfaction it should not be considered in isolation or used as the 
sole management driver. Cost, service levels, service quality and customer outcomes are all closely interrelated. For example, the true measure of a 
counselling service’s effectiveness will be whether the caller is helped, not the cost per call or the number of calls the centre  answered. 

Operating budget is the planned expenditure for the contact centre over the financial year breaking down the costs anticipated across each of the cost 
components identified above.

How it is determined

Operating cost is determined as the sum of all contact centre cost components measured on an ongoing basis in line with the organisations financial 
management processes. Where the contact centre does not have direct financial control over costs other than its staff budget these costs should be 
provided by central finance functions or estimated.

Staff cost should be broken down into the different contact centre resource groups.

Name
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Full Time EquivalentAgent FTE Units

Description and Purpose

This basic measure is the total number of contact handling agents expressed as a ‘Full Time Equivalent’ (FTE) . It is a term used in scheduling and 
budgeting, whereby the number of agent hours is divided by the hours in a full work week to compensate for the different hours worked by different 
shifts.

The Agent FTE measure can be used to represent the actual number of agents in post within the contact centre or a forecasted number of FTE required 
to meet anticipated demand. 

This metric is one element of the data required to determine the contact centre supply capacity and to show if there are sufficient agents employed to 
deliver the required level of service for the forecasted work demand.  

The number of full time agents and/or part time agents needed to meet the required service level each hour should be determined by either a workforce 
management tool or in its absence, an Erlang calculator using historical call profiles, call handling durations, availability of agents and required service 
level targets.

How it is determined

For example, where a full time agent is contracted to work 37 hours per ‘normal’ week, the calculation of the agent FTE in a contact centre in a week is:

=  Sum (full time and part time agent hours contracted over measurement period)

37 hours

e.g. 370 hours (total contracted agent hours in week) ÷ 37 hours (av. working week) = 10 FTE agents. This could (for example) be fulfilled by 20 Part 
Time Agents, or a combination of Part and Full Time, permanent and temporary.

The agent FTE should include all hours worked by staff performing contact handling agent activity. In the case where back office staff are used to 
supplement the normal agent pool during peak demands the hours contributed should be included. Not including this contribution will under-report 
staffing levels required for a volume of work. Temporary staff contribution should also be included.

Name
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Full Time EquivalentTotal Contact Centre FTE Units

Description and Purpose

This measure shows the total contact centre FTE broken down into all resource groups funded by the contact centre budget. It will highlight levels of 
staff overhead involved in team leading, managing and supporting the front-line contact handling activity completed by agents. 

It is essential to understand the total number of people involved in delivering customer contact activity, including the agents actually dealing with 
customers and the management and support staff that help them complete this activity. Staffing costs represent the largest proportion of a contact 
centres operating cost and effective management of this cost is not possible unless staffing levels are fully understood.

Given the flexible nature of some types of contractual working arrangements it is also important to understand how the total contact centre FTE relates 
to the total number of staff in post within the contact centre as many people will work part-time or on other flexible contracts.

How it is determined

This should include all resources funded by the contact centre budget. It should be broken down by resource type to give an indication of the contact 
centre resource profile in terms of FTE and staff numbers in post

Contact Centre FTE =  120 agent FTE + 12 Team leader FTE + 1 Manager FTE + Resource Planning 3 FTE = 136 Contact Centre FTE

Contact centre staff in post = full time staff number + part time staff number + other contract staff number

Name

£Average Agent Salary Units

Description and Purpose

This is the average agent pay across the agent grade band. Where there is a wide variation in salaries for call handling resources the full range should 
be included. 

This is not agent cost which will include NI contributions, Pension contribution, overtime and bonus) (Staff Cost is covered by the Operating Cost base 
data) 

Agent Salary is a simple metric allowing financial comparison between centres. When interpreting this data it is important to ensure comparison is 
made against your competition both sector wise and geographically and to find ways of making sure that the salary forms part of a very attractive 
employment offering.

How it is determined

This is sum of the agent resource group salaries divided by the number of agents in FTE.

Name
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%Abandonment Rate Units

Description and Purpose

As well as understanding the % of calls answered it is also useful to analyse the Abandonment Rate and where in the call journey customers are abandoning their 
attempt (as depicted on page 54). In the case where a switchboard function in operation and this directs calls into a contact centre (as is the case in some Police 
contact centres) the abandonment measure should be extended to include calls that abandon between the switchboard and contact centre.

How it is determined

Abandonment Rate is determined as:

= Short Abandon Calls + Calls Abandoned in the IVR or Auto-attendant + Calls Abandoned in the Agent Queue

Total Calls Offered to the Centre

Name
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x FTE

Understanding Capacity - Agent Work States

• The capacity a contact centre has available to deploy can be broken down into different agent work states. In their working 
life or “Total Paid for Time” an agent will be in one of the above work states.  Some components will not be applicable in 
some centres e.g., for a centre dealing with 100% outbound calls ‘Available Time’ and ‘Other Channel Handling Time’ will 
not be appropriate and for a centre dealing with 100% inbound calls ‘Preparation Time’ and ‘Other Channel Handling Time’
will not be appropriate.

• Considering this for the total agent FTE employed by the centre will determine the total capacity available to contact centre 
management.
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Measurement Points During the Call Journey – High Level

Lines into 
contact centre 
switch/PBX

ACD

Stage 2 – Call enters carrier network. At each 
stage of routing between switches to deliver the 
call to the contact centre number, network provider 
is determining whether it has capacity.  If 
insufficient capacity at any stage, customer will 
hear a network congestion tone.

Stage 3 – Restricting calls into Contact Centre.  
In extreme situations, authorised personnel can 
request that their carrier network blocks calls from 
being delivered to the contact centre. This 
blocking takes place at the regional or local switch.

Stage 4 – Management of calls delivered to  
Contact Centre. There are normally more lines 
into a Contact Centre than concurrent Agents 
logged on to allow a number of calls to queue.  
The ACD routes calls to agents and/or through an 
IVR. Some Contact Centres do not have an IVR, 
so use simpler functionality within the ACD (auto 
attendant) to play non interactive messages to 
customers.  Where an IVR is in place, self service 
options are often available to allow the customer to 
complete their enquiry without speaking to an 
agent. 

Stage 1 - Customer dials contact centre 
number.  Normal protocol by network providers is 
to allow the caller to hear 3-5 seconds of ring tone 
before the call is picked up by the contact centre 
number however this can be specified.

Stage 5 – Calls queued for Agent groups (could 
be skills routed) in Contact Centre.  Agents 
answer calls from the queue – either directly 
routed from the ACD or IVR or after IVR self 
service options. The ACD monitors queuing time, 
call durations, wrap time etc for all agents logged 
into the system. In blended work environments 
Agents may also deal with other channel contact. 
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Measurement Points During the Call Journey – Low Level

• The diagram above shows the typical low-level call journey when a call enters the contact centre. 

• Indicated on the diagram are the performance indicators at this level, the underpinning measures and the points at which they are measured. 

• When a call enters the contact centre the customer will usually be presented with either a forced greeting message prior to being passed to the agent 
queue or by a series of messages and options presented through an IVR or auto-attendant. 

• Customers may abandon during this queuing process (as a short abandon in less than 5 seconds of being offered to the centre and hearing the 
IVR/Auto-attendant greeting message), in the IVR/Auto-attendant or agent queue or pass through successfully to be answered by an agent. In some 
cases the customers query may be fully resolved in by an IVR without the need to speak to an agent.

• Where a switchboard function is in operation and this directs calls into a contact centre (as is the case in some Police contact centres) the 
abandonment measure should be extended to include calls that abandon between the switchboard and contact centre.

Calls Offered (to 
the Centre)

Calls Abandoned in the IVR or 
Auto-attendant

Short Abandoned 
Calls

Call enters contact centre
Call enters agent queue

Calls Abandoned 
in Agent Queue

Calls Answered 
by IVR

Total Abandoned Calls / Abandonment Rate

Calls Answered 
by Agents

Total Calls Answered / % Calls 
Answered

Timeline

Average Speed of Answer

Note: some contact  centres measure average speed of answer 
after any IVR/messaging treatments. Ideally Average Speed of 
Answer will be measured from the point of arrival at the ACD as 
this covers the end to end queue time from the customers 
perspective.


