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T he rest of the economy might be showing a slowdown but for contact  

centre employers and employees the future is bright. Welcome to the  

2012 FuturePeople Trend Report.

This year has opened to intense recruitment activity and the contact centre 

market looks strong. Our Market Snapshot looks at just how hot the segment is 

while our Salary Report details wage expectations across the industry. 

In a hot market though, where’s the balance of power? Many feel it’s with 

employees. With this in mind, we’re sharing the secrets every employer should 

know about recruiting the best fit talent: from understanding the psychology of 

jobseekers to battling – and beating – that ongoing bugbear, attrition.

And then there’s the happiness quotient. Know the old saying that every 

dissatisfied customer will tell 10 people about their experience? If you have one 

unhappy agent dealing with 50 to 100 customers a day, that’s potentially 500 

people who have heard a negative story about your client’s brand – all through 

one agent’s dissatisfaction. Happiness is key to the workplace, and in this issue 

we share new US research showing the benefits of happy employees, as well as 

interview the World’s Best Contact Centre Executive for 2011, St.George Bank’s 

Antoine Casgrain, for the inside story on how to keep staff happy.

Finally, we wrap with a few suggestions for change. I don’t accept that high 

attrition in this industry is inevitable. Too much recruitment activity focuses on 

‘filling a vacancy’ instead of engaging talent for the future. I know that the contact 

centre can act as a wonderful skills pool for the larger organisation to draw from 

– but the recruitment process needs to be aligned from the start with the career 

path on offer and it must treat employees as valued individuals. 

From the
CEO

Linda Simonsen
CEO & Founder
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With a shortage of talent, more varied work and 
more clients interested, hiring will be a key priority 
for the contact centre industry in 2012.

While unemployment is up nationally, that will not 
necessarily equate to higher unemployment in the 
contact centre industry. 

and not on a low cost base frontline. 
“In this industry sometimes headcount goes up 

in a recession – consumers are more concerned 
than ever about their insurance and bank fees and 
that means work for the contact centre industry.” 

However, a national rise in unemployment 
certainly sees candidates from other service 
industries more attracted to contact centres as a 
secure employment opportunity offering career 
development, training and improved wages. 

In 2012 most contact centres are offering services 
they were not even 12 months ago, with client 
interest and work volumes up. Two major factors 
have led to the change, says Michael Meredith, CEO 
of the Australian Teleservices Association.  

The first has been a drive for efficiency, 
accelerated by the lean times of the GFC. “Contact 
centres tend to be a low cost, highly efficient 
channel, and companies have started asking: ‘What 
else can the contact centre do for my business?’”

The second has been a repositioning of 
the contact centre as the axis of consumer 
communication. Fifth Quadrant data has eight out 
of ten customer interactions with a firm now made 
via a contact centre. “The goal is that the customer 
talks to just one contact point – the contact centre 
– which manages the entire customer relationship,” 
Meredith says. “That’s the trend and you can bet 
that if you’re not doing it, your competitor is.”

In 2011, 40% of national contact 
centre managers saw the employment 
outlook as an employees’ market, 
according to management consultancy 
BearingPoint’s Australian Contact 
Centre Survey (ACCS) 2011. 

“There is definitely evidence to 
suggest that quality employees hold 
a strong bargaining position,” says 
Eloise Campbell, Senior Manager 
at BearingPoint. “But that’s not to 
dispute that employers aren’t just 
hiring anybody. Ten years ago in 
contact centres, HR expectations were 
lower – now it is very much a skilled 
job and jobseekers have to meet 
higher requirements.”

2
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Following a rise in unemployment in the 
second half of 2011 and a slowdown in 
recruitment activity, particularly within 
financial services, hiring is already proving 
a key 2012 priority for contact centres, 
says Linda Simonsen, CEO & Founder of 
FuturePeople.

“As is often the case in the contact 
centre industry, headcount freezes following 
economic uncertainty tend to be temporary, 
where the industry’s naturally high attrition 
rate, coupled with increased pressure on 
centres as a key engagement and revenue 
channel, sees delays in hiring result in strong 
activity in the next quarter,” she says.

“The early part of 2012 has started with 
unusually high levels of recruitment activity 
and we’re expecting that to continue 
throughout the year.”

Hiring a key priority in 2012 Contact centres 
a safe haven

Contact centres  
become the touchpoint 

An employees’ market

1

market
snapshot

Demand for contact centre workers is the second 
highest in the country, surpassed only by demand 
for mining workers. According to the Seek Job Ad 
Index 2012, demand is highest in Victoria followed 
closely by NSW, with team leaders the category in 
highest demand. Vacancy levels remain extremely 
high, with the proportion leaving the occupation 
and needing to be replaced more than double the 
average at 26.8% annually.

3 Demand outstrips supply

When business 
confidence 
is down 
organisations 
may cut their 
headcount in 
other areas but 
not necessarily 
on the frontline, 
says Simonsen,
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Percentage of national 
contact centre managers 
who see the outlook as 
an employees’ market

Neutral

Percentage of national 
contact centre managers 
who see the outlook as an 
employers’ market

Source: BearingPoint’s Australian 
Contact Centre Survey (ACCS) 2011

Source: Seek Job Index 2012

2012 = employees’ market
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T hanks to strong demand for talent, 
contact centre staff can expect 
salaries to rise in 2012. While for 

some the increases will be marginal, 
others can expect hefty hikes. The big 
winners will be those with skills in short 
supply: people-oriented team leaders, 
multi-talented centre managers and sales 
people who can truly deliver.  

Agents
Average entry level salaries for contact 
centre agents grew from $40,000 to 
$42,000 plus super in 2011 to $42,000 to 
$45,000 plus super in 2012. Those working 
for utility companies continue to take 
home more than their counterparts, with 
starting salaries ranging from $45,000 to 
$52,000 plus super.  

This salary growth was matched by an 
increase in benefits. “There is a particular 

focus on health benefits, lifestyle benefits, 
community engagement and the social 
aspects of work,” says Linda Simonsen, 
FuturePeople CEO & Founder. 

With demand for contact centre talent still outstripping 
supply, and a greater focus on the contact centre as a front 
line ambassador for brands, agents, team leaders and 
telesales staff can all expect salaries to rise in 2012. 

Telesales agents
The shortage in quality telesales staff looks 
to continue in 2012 and as a result salaries 
have jumped. While last year a telesales 
agent might expect $45,000 to $50,000 
plus super, with commission around 
$5,000 a year, in 2012 new recruits can 
expect between $50,000 to $55,000 plus 
super as a base salary with much greater 
commission components. “As these 
positions are so hard to fill we’ve seen a 
marked jump in salary, which looks likely 
to even increase in 2012,” says Simonsen.

Team managers
Demand for quality team managers 
emerged as a key trend over the past 12 
months. As organisations rationalise their 
teams, they are investing more in ‘people 
leaders’ rather than the more traditional 
‘supervisor’ role. 

Average team leader salaries still sit at 
around $60,000 to $65,000 plus super but 
smart organisations are paying between 
$75,000 to $80,000 plus super to attract 
and retain quality talent that can morph 
into a true leadership role. 

The trend is to place a larger group of 
staff under a manager and upskill him or her 
to become an excellent leader who has real 
conversations with staff, says Simonsen. “The 
emphasis here is on team leaders becoming 
excellent managers who engage, coach and 
develop their people.”

For all the buzz around this role, 
however, revisions of salaries upwards 

to reflect the new expectations have 
been slow to follow. As a result of the lag 
between salary and expectations, team 
manager roles proved hard to fill in 2011.

Operations managers
Contact centre managers responsible for 
several sites and 100+ agents remain at 
around $120,000 plus super while those 
managing multiple sites, with more than 
200 staff or involved in Greenfield set-ups, 
are likely to attract higher figures of up to 
$150,000 plus super and bonuses. 

Increasingly, there is an expectation 
for a high level of skill across all aspects 
of leadership and management; people, 
technology, processes and innovations. 
“We are observing a growing gap 
between candidates in the $120,000 salary 
range and those in the $150,000 bracket,” 
Simonsen says. “There is an abundance at 
the lower end and a genuine shortage of 
quality leaders at the higher end.”

salary
report

The proportion of 
workers leaving 
the occupation 
(and needing to 
be replaced)

26.8%
per annum

Source: joboutlook.gov.au
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Agent
Up from $40,000-$42,000 plus super in 2011 to 
$42,000-$45,000 plus super in 2012

Utilities agent
Up from $45,000 plus super in 2011 to 
$45,000-$52,000 plus super in 2012

Telesales agent
Up from $45,000-$50,000 plus super and $5,000 
commission in 2011 to $50,000-$55,000 plus super 
and $25,000-plus commission in 2012

Team leader
Same as 2011: $60,000-$65,000 plus super

Team manager
Up from $60,000-$65,000 plus super in 2011 to 
$75,000-$80,000 in 2012

Operations manager
Up from $110,000 plus super in 2011 to 
$120,000 plus super in 2012

Contact centre manager
Up from $120,000 plus super in 2011 
to $150,000 plus super in 2012

salary spotlight 2012 HAPPINESS
Happy staff means happy 
customers and even 
happier shareholders.

ATTRITION
It is one of the highest of 
any industry, but we can 
solve our attrition rate. 

JOBSEEKER
BEHAVIOUR
Understanding what 
jobseekers want.

the
secret to… 

Reversing attrition

Understanding jobseekers

Happy staff

TODAY ROLE

 $42-45K

 $45-52K

 $50-55K

 120K

 150K

 $75-80K

 $60-65K

 +$25+
commission

Salary expectations for contact centre agents, sales staff and team leaders all grew  
in the last 12 months, with the big winners those upskilled in the areas of team leadership  
and centre management. 

9futurepeople 

In an employees’ market 
employers need to understand 
what makes jobseekers tick – 
and it’s not just salary that sets 
their hearts racing. But creating 
a happy workplace is about more 
than attracting and keeping staff; 
new research shows that happy 
employees make for a healthy 
bottom line, too.

future watch  market  salary   the secret...
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Why smart businesses know that 
employee well-being drives profits.

R esearch from the world’s leading 
psychologists and economists is 
converging into what could become a 

fundamental shift in the way we think about the 
value of happiness in the workplace.  

That is according to a report in the January-
February edition of Harvard Business Review 
profiling the expanding world of happiness 
research and measurement.

In one article, Michigan University’s 
Professor Gretchen Spreitzer and Georgetown 
University’s Assistant Professor Christine Porath 
detailed their research into consistently high-
performing workforces. What they found? That 
happy employees produce more than unhappy 
employees over the long term. 

factor
happy

the

         futurepeople10
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Indeed, Gallup figures show that the 
difference an engaged employee makes 
to a company’s bottom line is substantial: 
companies scoring above 50% on 
employee engagement are twice as likely 
to deliver high performance results as 
those scoring below 50%. And companies 
in the top 1 percentile are almost five 
times as likely to deliver high performance 
results than those in the bottom 1 
percentile.

Back at the Harvard Business Review, 
journalist Gardiner Morse asked Harvard 
psychology professor and bestselling 
author Daniel Gilbert about the 
philosophy some managers have that 
contented staff are not as productive as 
those who are “a little uncomfortable, 
maybe a little anxious” about their jobs.

To which Gilbert replied: “People 
blossom when challenged and wither when 
threatened. Tell someone, ‘If you don’t 
get this to me by Friday, you’re fired,’ and 
you’ll probably have it by Friday. But you’ll 
also have an employee who will thereafter 
do his best to undermine you, who will feel 
no loyalty to the organization, and who will 
never do more than he must.” 

It would be much more effective, 
Gilbert continued, to take an entirely 
different approach. 

“Tell your employee, ‘I don’t think most 
people could get this done by Friday. 
But I have full faith and confidence that 
you can. And it’s hugely important to the 
entire team.’ Psychologists have studied 
reward and punishment for a century, and 
the bottom line is perfectly clear: Reward 
works better.”

   
         

16%

125%

46%

32%

better overall
performance

less burnout

more commited
to their company

more satifsied
with their job

Across industries and job types, the 
pair’s research, conducted in conjunction 
with the Ross School of Business, found 
that people who are ‘thriving’ or engaged 
at work demonstrated 16% better overall 
performance and 125% less burnout. 
They were 32% more committed to their 
company, 46% more satisfied with their 
job, missed less work and had fewer 
doctor visits.

What’s more, building a team of 
thriving employees can be done with a 
road map. The team’s research uncovered 
both the definition of a happy employee 
and a road map for how to create 
happiness-inducing work conditions. 

For the definition, the team discovered 
two components to thriving: ‘vitality’, or 
the sense of being alive and passionate; 
and ‘learning’, or the growth that comes 
from gaining new knowledge and skills. As 
for the road map, the research uncovered 
four core mechanisms that create the 
conditions for happy employees: providing 
decision-making discretion, sharing 
information, minimising incivility and 
offering performance feedback.

The research is part of a growing business 
understanding that companies with highly 
engaged employees perform better. Their 
staff are more productive, more profitable, 
more customer-focused and more likely to 
withstand temptations to leave. 

According to the Gallop Organization, 
companies scoring high in employee 
engagement exhibit lower turnover, higher 
sales growth, better productivity, better 
customer loyalty and fewer staff personal 
leave and sick days.

happy staff 
happy customers

1   Engagement 
      Engagement is everything in a 
contact centre. All our staff receive 
personalised birthday cards created by 
our own artist and signed by the core 
team. At least once a week we have 
some kind of centre activity or surprise 
that agents might go home and tell 
their family about. Little touches, sure, 
but they add up.  

My overarching philosophy is 
reaching out to people. I take a 
different route each day through the 
centre so that I speak to different 
people. I take a different route

Antoine Casgrain has twice won the award for World’s Best Contact 
Centre. He has also shaved his annual attrition from 24% to 6%.  
Here the general manager of St.George contact centres shares  
his views on 5 ways to retain a happy workforce.

Source: Harvard Business 
Review January-February 2012

Thriving  
staff =

I take a 
different 
route 
whenever 
I get a 
coffee. I 
stop and 
talk to 
people, 
find out 
what they 
like.

whenever I go to get a coffee. I stop and 
talk to people, find out what they like, 
what they’re interested in. 

The key is to connect with staff and 
follow through to demonstrate the 
connection is real. So if I find out that 
Michael likes David Beckham then the 
next time I see a David Beckham story I 
discuss it with Michael – and I make sure 
our birthday card artist knows about it. It’s 
about maintaining a connection through a 
myriad of touches that could be as simple 
as a conversation or as thoughtful as a 
financial reward.

future watch  market  salary   the secret...
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    Flexibility 
    In an industry with average tenure at just 

18 months to 2 years, if you want to hold onto 
staff you must offer flexibility. The more rigid 
you are the higher your turnover will be. So 
however painful it might appear in the short 
term, in the long term flexibility means savings. 
By keeping your existing staff happier you save 
on recruitment and training and you have the 
advantage of more experienced, long-term 
staff to pass on superior customer service. 

In most contact centres if an agent has a 
sick child they take a sick day. Or if they have 
a headache they take a sick day. In our centre 
I’d rather you tell me in advance what’s coming 
up, or call me that morning and say you can’t 
be in until lunch, and we work with you to tailor 
your shift. I believe flexibility works both ways.    

 

2

4

5

3

WHO
Antoine Casgrain

TITLE
St.George Banking Group General Manager of  
Customer Contact Centres, Retail Banking

CENTRE
St.George Banking Group

STAFF
900

ATTRITION RATE

WINNER

CUSTOMER 
INTERACTION 23,000 a day

24% TO 6%

World’s Best Contact Centre Executive, CCMA 2011 
World’s Best Contact Centre (large inhouse) 2008 & 2011 
World’s Best Contact Centre in Customer Service 2010

Since embracing the FutureFit 
process, turnover has declined from

   When it comes to rewards my 
overarching philosophy is not ‘Do unto 
others as you would have done unto you’ 
but ‘Do unto others what they want done to 
them’. The reward must be meaningful to 
them; not everyone wants a movie ticket.

So we offer a variety of rewards, 
awards and recognition. We have our own 
“Oscars”, the Golden Dragon Awards, 
and we have a raft of initiatives rewarding 
achievement. We recently sent 20 of our 
Indian staff and their partners to a box at 
the cricket – but we obviously didn’t offer it 
to all our Indian staff, just the ones we  

    The contact centre agent role is one of the last jobs 
in the world where people are pretty much chained to their 
workstation. We know how long staff talk to customers, how 
long their breaks are, how long they spend in the bathroom 
– I can’t think of any other job in the world with so many 
metrics. 

In such a rigid environment you must ensure your 
peripherals are five star. In the few minutes staff have for 
breaks you don’t want them to have to queue for anything. 
So we go out of our way to make sure our facilities are top 
rate. Our kitchen has everything you could imagine, and two 
of everything so that no one needs wait. And our bathrooms 
have mouthwash, hand wash, perfume, deodorants, mints, 
tissues – it’s a five star experience.

You have to change it around, too. My mandate is that 
every two weeks there has to be something different about 
the place. It could be simply moving posters from one place 
to another; the idea is to keep providing an element of 
surprise and newness, to keep the workplace fresh. 

Comfort 

 Reward 

    Career  
   management 

  In my experience the key reason 
staff leave, especially the younger ones, 
is a lack of career management. So 
they must be offered a career path. All 
our new recruits are shown crystal clear 
documentation on what they need to do, 
and how quickly they need to do it, to get 
where they want to go. It’s a career growth 
road map. 

A lot of our 21-year-olds want to become 
CEO within two years. Seriously. But while that’s 
unrealistic, what isn’t unrealistic is progression. And 
if they can see light at the end of the tunnel and 
that light is a moving train then they are far more 
likely to stick around and try and get on that train. 

It’s also important for people like me to help 
those who want to become CEO. So I might take 
their CV and show it to another department. 
It helps the company to have bright ambitious 
young people, and last year we moved 47 
people out of the contact centre into other areas 
of the business. Plus it helps turnover. If Amy 
wants a career in marketing and knows she has 
an advocate in me in trying to get her into our 
marketing department, she will probably stick 
around longer than the average 1.8 years.

knew 
liked 
cricket. We do 
a lot of ‘Plus Ones’; 
they help extend a staff 
member’s engagement with us to 
their family at home.

Long term, I’m working on introducing 
sizable financial rewards. If people are going 
on honeymoon at the end of the year then 
their reward might be $5,000 toward that. I 
like the idea of a joint goal, of both centre 
and employee winning financially from 
increased performance.

The key to offering 
the right reward is 
to know your staff 
and what makes 
them tick.

         futurepeople14
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Naturally some attrition is good. 
A sizeable percentage of call centre 
staff move on from the call centre to 
other areas of the business, allowing an 
organisation to hold onto good talent. 
And the very nature of the call centre 
world inevitably attracts a quotient of 
those looking for short-term work. But 
that is not to say the rate of 43% attrition 
should be accepted as an industry 
inevitability, argues Linda Simonsen, CEO 
& Founder of FuturePeople. 

“At an average cost of $20,000 to train 
up a new employee, attrition represents 
not only a skills, talent and training loss 
but a serious financial loss,” she says. 
“With over 4,000 contact centres in 
Australia employing more than 200,000 
people, and nearly 100,000 vacancies per 

year, the replacement cost is in the region 
of $2 billion per annum.”

Yet such losses do not have to be 
the norm, she argues. “Taking a more 
psychological approach to employee 
recruitment, implementing career plans and 
investing in empowered team managers are 
all tactics used by smart contact centres to 
decrease attrition rates.” 

Australian Teleservices Association 
CEO Michael Meredith agrees.

“Recruitment is a significant focus of 
most members I talk to,” he says. “It’s a 
large investment to put a new employee 
on and it is vital to get the right person for 
the job. Increasingly we’re seeing it come 
down to soft skills: Can they communicate? 
Do they show empathy? Can they be 
proactive? Work unsupervised?” 

attrition
update

Time taken
to fully train
a new recruit

Optimum forward 
recruitment 
time to ensure 
sustained 
productivity 

3.2 23.5months weeks

Source: ACCS Annual Report 2011, 
released by BearingPoint

43%

At 43%, and with an average $20,000 per role replacement 
cost, attrition remains one of the contact centre industry’s 
greatest bugbears. 

R ecruitment and retention are two 
of the key challenges facing the 
contact centre industry in 2012, 

according to the ACCS Annual Report 
2011, released by BearingPoint. It takes 
3.2 months to fully train a new recruit, 
according to the report, and almost 
double that – 23.5 weeks – to forward 
recruit to maintain productivity. As for 
attrition, BearingPoint 2011 figures have it 
at 43%, an increase on the past two years 
and a five-year high.

“Attrition through mid-2011 was 
higher than it has been for a long time,” 
says Eloise Campbell, Senior Manager at 
BearingPoint. “That is off the back of very 
stable attrition through 2009 and 2010 as 
the global economy slowed. During this 
time people stayed in their jobs as they felt 
there was no alternative. With an ease in 
the economy we’re seeing attrition spike.”

The average 
Australian 
contact centre 
attrition rate  
in 2011

Source: 
BearingPoint
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Another attrition contributor is the practice 
of hiring all Generation Y talent or certain 
types of the ‘same’ people. Instead, 
employers should look to create diversity 
within their workforce. 
Balancing young ambitious candidates with 
return-to-work mothers or part-time mature 
workers offers employers a better chance of 
longer tenure, Simonsen says.   
“What’s important to a return-to-work mum 
is different to someone starting their career. 
If you hire different kinds of groups who want 
different kinds of things then you won’t have 
the same risk of attrition and you’re likely to 
be rewarded with longer tenure.”
Management styles and rewards, she adds, 
must also be tailored to meet staff needs. 

the 5 key
attrition drivers
High rates of attrition in the contact centre 
industry are not inevitable and can be fought.  
The secret is to understand the key attrition drivers.

Early stage attrition  
due to poor recruitment 
The first round of attrition occurs either in training or just afterwards. To 
combat it, it is critical that a candidate’s motivational fit for a call centre is 
properly assessed before training begins. 
“Everything starts with finding the right person,” says Linda Simonsen, 
FuturePeople CEO & Founder. “It is vital to evaluate their suitability 
to the call centre environment, role and overall organisational culture. 
There’s a huge training investment that goes into a new agent so to lose 
them soon afterwards is a total loss of investment.” 
Candidates must be given a realistic preview of the contact centre 
environment and then trained in a variety of styles, from classroom and 
computer training to individual coaching. It is also critical that they are 
supported in every stage of their employment.

First year attrition due to short-sighted recruitment 
The second attrition point is often at the 9-12 month mark and occurs because career aspirations are 
not being met. An agent has been trained, gained his core skills and is looking for the next opportunity 
– but the organisation can’t offer it. “The key is to understand people’s expectations at the outset, give 
them clear guidance on what is possible and then have the team manager stay on top of that,” Simonsen 
says. “Most importantly, the organisation needs to be prepared to follow through on promises made to 
candidates in the recruitment process.”

Undervaluing the power 
of a good team manager 
The old saying that people leave managers not 
organisations is true in the contact centre industry. 
Team managers are a true ‘locus of culture’ and 
must be more highly valued by management. 
Developing them to have real conversations with 
their people about aspirations, beyond statistics 
and KPIs, is critical.
“Those contact centres that understand the value 
of strong people leaders are achieving significantly 
higher employee engagement and retention – 
which flow on to better performance and customer 
satisfaction,” Simonsen says. 

2

3
4

5

1

Lack of diversity  
in candidate pool 

Viewing attrition  
as a necessary evil 
The industry itself often refers to attrition as a 
‘necessarily evil’. It isn’t. Instead, it is a problem 
that can be lessened by listening and responding 
to what employees want: flexibility, job share, 
social interaction and recognition. 
Contact centres that have addressed these 
wants are showing higher jobseeker interest and 
employee retention, Simonsen explains. 
“Those that are attracting the best talent are 
thinking longer term in relation to engagement 
initiatives,” she says. “They are actively focused on 
keeping employees, and their knowledge, within 
either the centre or the organisation.” The key is to 

understand 
people’s 
expectations 
at the outset 
and have 
the manager 
stay on top 
of that

future watch  market  salary   the secret...
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T oday’s jobseeker is a different 
creature from even five years 
ago. Not only is he to be found 

in different places but his priorities have 
changed: out is the hard-core focus  
on career and salary and in are the  
softer notions of flexibility, community  
and engagement.

Employer loyalty down 
“Work is no longer the first priority in 
many people’s lives,” says Linda Simonsen, 
CEO & Founder of FuturePeople. “What 
people want is lifestyle.”

What’s more, jobseekers’ loyalty to 
companies is on the wane. “Many have 
experienced redundancy or seen the 
impact of redundancy on family and it 
has coloured their view of organisations,” 
Simonsen says. “Most jobseekers are no 
longer seeking or expecting ‘a job for life’. 
Instead, they are looking for an employer 
who can add to their life and a job that can 
help them achieve their life goals.” 

Flexible work options key 
Jobseekers have multiple interests today 
and they want the flexibility to meld life 
and work into one. “There is a huge trend 
toward flexible hours,” says Simonsen. 

“People value being able to attend family 
or school events or work when they feel in 
the ‘zone’. It’s about minimising stress and 
maximising enjoyment.” 

Social media rising
Word of mouth is becoming a  
significant channel for how people  
find out about jobs. From Facebook and 
mobile applications to online forums, 
increasingly it is social media that job 
hunters turn to for insights. And while 
recommendations from family and friends 
have always been important, the breadth 
of social media networks today has 
become a game changer.

In a sense, argues Simonsen, 
employers no longer control their 
‘employer brand’ – those controlling it 
are current employees, ex-employees or 
unsuccessful applicants. “When it comes 
to recruitment, the employer brand is very 
much controlled by these three groups 
and that is a key shift.” 

Being ‘part of something’ 
The last decade has seen a transition away 
from security and money as key drivers for 
jobseekers to a philosophy of being ‘part 
of something’ – either part of something 
‘important’ or simply part of a community. 

“When we survey agents around  
what they value most about their job, 
it is often the people they work with,” 
Simonsen says. “What people are looking 
for is the feeling that they belong. If you 
look at Maslow’s hierarchy of needs,  

in the old days it was security  
and food on the table that 
were the key focus. Now 
it’s the higher aspirational 
desires: realising your 
potential, being part of 
a group of like-minded 
people. Employers who 
recognise that and feed 
into that are the ones who 
are doing well.”

Examples of a 
community focus include 
corporate social responsibility, 
international food days, 
commitments to charity and, like 
St.George Bank, reaching out to the 
family circle. 

Engagement  
is everything
Engagement is the catchcry of 
the moment and for good reason. 
Jobseekers in the last five years 
have shifted priorities from salary to 
engagement, whether that’s feeling 
part of a community or believing their 
employers are invested in their goals.

“There needs to be an evolution in 
the corporate consciousness that people 
are people and if they are happy and 
engaged both at work and outside work 
then they are more likely to perform 
better,” Simonsen says. “A lot of 
recruiters aren’t aware of or aren’t 
addressing this shift – and it is a 
change that is here to stay.”

understanding
jobseekers

Finding the right jobseeker to fill and thrive in a contact 
centre role starts with understanding the jobseeker:  
what he wants and what he values. 

of 18 to  
24-year-olds 
would consider 
quitting their job 
if they were not 
allowed access to 
applications like 
Facebook and 
YouTube 
Source: IT services 
firm Telindus

39%

future watch  market  salary   the secret...



         futurepeople futurepeople 22 23

     trend report 2012

future watch
Bye bye KPIs…
To really get serious about reducing 
contact centre attrition, experienced  
staff should be rewarded – possibly by 
altering their KPIs. 

“Right now you have two people doing 
the same job: one with two years experience, 
one with five years experience, yet they’re 
both paid the same and are treated the 
same,” says Linda Simonsen, FuturePeople 
CEO & Founder. “There should be a point 
where the training wheels are taken off and 
experienced staff are recognised for having 
proved themselves solid performers.” 

…Hello variety
The repetitive nature of an agent’s role 
remains a problem. “There’s only so long  
you can take calls all day,” Simonsen says.  
“What would be exciting to see is a plan of 
how long people can be on the phone, what 
kind of variety they will have in their day and 
what strategic, marketing and psychological 
skills they will attain in this key customer 
service role.”

Have a few thoughts of your own  
on the matter? Email Linda Simonsen  
at lsimonsen@futurepeople.com.au

The contact centre industry is set for growth, is in demand with clients and needs staff. Yet it is still 
beset by a poor public image and an exorbitant attrition rate. To begin a real transformation to a first 
class work environment, radical change is needed. Here are two ideas to get us started…

radical change needed
A surge in new types of business for contact centres means  
that agents now have more variety in their work. Australian Teleservices 
Association CEO Michael Meredith details 5 hotspots in 2012  
contact centre skillsets.

 
information  

manager
Today, the key skill in a contact centre is 

not knowing information but knowing how 
to access it – and then knowing what to do 

with it. So if you work for a council you don’t 
need to know the detail of their information 
but how to access that information and then 

marry it to a caller’s expectations. 
 Contact centre staff are becoming 

information users.

sales 
adventurer

The contact centre is a  
focal point of contact for 

businesses and they are looking 
for sales to become a larger part of 
the mix. Even if it’s not a direct sell 

it’s about improving customer 
relationships and aiming for 

a larger part of the client 
purse. 

specialist 
We’re seeing an 

overall rise in specialists, 
from workforce planners  

and analysts to call  
coaches and quality  

program leaders.

multi-tasker
Last year we were all about 

the balance of your account, but 
now we’re offering so much more. 

Instead of just one function,  
now we are offering service, sales  

and retention. The variety is 
significantly greater than  

12 months ago. 

people 
engager

Contact centres are all about 
people; technology is just a tool. 

Increasingly, effective managers who 
can manage people and think strategically 

are key. They are less worried about 
someone being off sick and more 

concerned with how the contact centre 
is communicating with the  
outside world and how it is 

performing.

multi-
channel 
mover 

With 56% of organisations 
now having a multi-channel 
solution, according to Fifth 
Quadrant, those adept at 

digital will win.
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Great environment
We have some excellent physical 
environments, with natural lighting, 
breakout rooms and excellent  
world-class conditions.

Flexible workforce
The industry offers part time, casual, 
work-from-home and tailored rostering. 
Flexibility is an increasingly common 
practice and 20% of Australian call centres 
offer working from home options.

Career opportunities
The contact centre is a recruitment portal 
for the rest of company. After a while an 
agent on the phone gets to know the 
products, the services, the customers and 
he becomes a highly valuable employee 
for the organisation.

Valuable training
Some clients want their calls to last 
20 seconds – and yet have the agent 
genuinely engage the customer in that 
time. That is a highly valuable sales skill  
for agents to acquire. 
 

industry makeover
needed
A role in the contact centre industry can offer excellent 
perks and true career opportunities. Going forward,  
we need to start selling the industry better. 

If the employees’ market continues, the centres 
attracting the best staff in the future will be those 
offering the best benefits. 

ideal job checklist

Flexible rostering

Training, education  
& career planning

Discounted  
financial services

Staff club with events, 
discounts & movies

Company shares

Corporate social 
responsibility program

Leave

Job rotation

Work/life balance

Health cover &  
medical check-ups

Free gym membership

Global opportunities

Travel vouchers

Business coaches
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Level 4, 228 Pitt Street,  
Sydney NSW 2000 

t 1300 917 193

Level 7, 85 Queen Street,  
Melbourne VIC 3000 
t 1300 917 193

looking for

great  
contact centre  

talent?

www.futurepeople.com.au


