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About this Benchmarking Study

2

Strategic Contact conducted this study to empower credit 
union contact centers to raise their standards of service 
and respond to growing competition and heightened 
member expectations. 

We also share insights and trends observed since our 
inaugural study in 2016, noted by a change marker.

Δ CHANGE
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We would like to thank our sponsors for their generous support and 
assistance in engaging credit union participation.

Click on the logos to 
visit sponsor 

websites and learn 
about their products 

and services!

http://www.teamadapt.com/
https://silvercloudinc.com/
http://www.centurioncares.com/
https://www.trustid.com/
http://www.cucallcenterconference.com/
http://www.contactcenterpipeline.com/
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Participant Information

5
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Participant Statistics
Credit unions were solicited to participate in this benchmark study and 
submit information on various aspects of their operations including 
strategy, contact handling, support functions, training, technology, and 
metrics. 

The results of the submissions for this second year are presented in this 
report, alongside some key insights on trends or changes from 2016. 

Demographics of participants in the 2017 study include:

• 105 credit unions

• Representing 3 countries including 36 states in the US and 3 provinces in 
Canada

• Member range: 2,100 – 1,600,000

• Asset range: $70M - $23B

6
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Participant Role

83.81%

7.62%

3.81%
2.86%

1.90%

Contact Center
Executive/Director/Manager

Contact Center Supervisor or Team
Lead

IT/Telecom

Other

Operations Support Manager or
Analyst (e.g., Reporting/Analytics,
WFM, QM)

7

Contact Center 
Executive/Director/Manager
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Credit Union Information
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Credit Union Asset Size

9

<$250M
4.76% $250M -

$499M
15.24%

$500M -
$999M
23.81%

$1B+
56.19%

This year’s 
participants have 
higher asset size 

than last year

Δ CHANGE

2016



Copyright © 2017, Strategic Contact, Inc. All rights reserved. | www.strategiccontact.com

Number of Members

6.67%

17.14%

35.24%

27.62%

13.33%

0%

5%

10%

15%

20%

25%

30%

35%

40%

<25,000 25,000 - 49,999 50,000 - 99,999 100,000 - 249,999 250,000+

10

Average  
members: 
133,590 

Average number of 
members is ~ 19% 
higher than 2016

Δ CHANGE
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Contact Center 
Information

11
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Operations and Staffing

12
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Single-site or Multi-site

82.86%
Single-site

17.14%
Multi-site

Multi-site centers by asset size:
<$250M: 0
$250M - $499M: 1
$500M - $999M: 6
$1B+: 11

Average 73 agents

13

8 of 18 multi-site 
centers use 3rd party 
outsourcers; 40 of 87 
single-site centers use 
3rd party outsourcers

NOTE

Average 25 agentsAverage agents are higher 
2016  2017

Single-site: 22  25 
Multi-site:  40  73

Δ CHANGE
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Number of FTE (full-time equivalent) Agents

FTE
Number
of CUs

Percent 
of CUs Avg Assets Avg Members

1-10 29 27.62% $621,774,088 44,217

11-20 30 28.57% $943,803,702 79,613

21-40 26 24.76% $1,754,029,487 122,200

41+ 20 19.05% $5,208,350,000 358,957

14

The smallest centers 
(1-10 agents) 

have higher ratios of 
assets and members 

to contact center FTEs

NOTE

Average member to 
FTE ratio is ~13% 
lower than 2016

Δ CHANGE
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Number of Agents per Supervisor 
(Span of Control or SPoC)

17.14%

42.86%

32.38%

7.62%

0% 5% 10% 15% 20% 25% 30% 35% 40% 45%

1-5 Agents

6-10 Agents

11-15 Agents

16+ Agents

15
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Starting Hourly Wage for Entry Level Agent

0.00%

0.95%

8.57%

11.43%

20.00%

18.10%

12.38%

15.24%

5.71%

2.86%

0.95%

3.81%

0% 5% 10% 15% 20% 25%

<$10.00

$10.00 - $10.99

$11.00 - $11.99

$12.00 - $12.99

$13.00 - $13.99

$14.00 - $14.99

$15.00 - $15.99

$16.00 - $16.99

$17.00 - $17.99

$18.00 - $18.99

$19.00 - $19.99

$20.00+

16

There is no wage 
trend tied to number 
of FTEs; Variances in 

pay may be attributed 
to location and job 

market

NOTE
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Support Function Resources

17

0% 10% 20% 30% 40% 50% 60% 70% 80%

Voice of the Member
/Member Satisfaction

Process Optimization

Real-time Queue Management
/Command Center

Analytics

Quality Monitoring

Reporting

Workforce Management
(Forecast, Schedule)

Training Contact center dedicated resource(s)

Contact center manager(s)/supervisor(s)

Resource(s) from another department

Third party

We continue to see contact center 
leaders wearing many hats

They get a lot of assistance with 
training (from other departments or 

dedicated resources)
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Channels and Member Access

18
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Channels Offered/Planned to Offer 
(Besides Inbound Calls)

0%
10%
20%
30%
40%
50%
60%
70%
80%
90%

100%

Don't Know

No Plans to Offer

Offer in 1-2 Years

Offer within 12 Months

Available Today

19

Self-Service use is 
strong; chat and text 

are key targets as they 
were in 2016. Will 

video and bots 
emerge next?

NOTE
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0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

<25,000 25,000 -
49,999

50,000 -
99,999

100,000 -
249,999

250,000+

Number of Members

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

<25,000 25,000 -
49,999

50,000 -
99,999

100,000 -
249,999

250,000+

Number of Members

Chat Plans by 
Member Size

SMS/Text Message 
Plans by Member Size

Currently 
Offered

Offer in
12 Months

Offer in 
1-2 Years

Most Significant Channel Plans by Member Size

20
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Main Member Service Line Availability

12.38%

39.05%

62.86%

4.76%
2.86%

22.86%

0%

10%

20%

30%

40%

50%

60%

70%

Weekday business
hours only

Extended weekday
hours

Saturday Sunday Holidays 24/7

21

22 of the 24 centers 
that are open 24/7 use 
third parties to aid in 
member service line 

coverage

NOTE

Saturday and Sunday 
hours are lower than 
2016 (were 80% and 

7%, respectively)

Δ CHANGE

Percentages do not total 
100%; participants 

selected all that apply to 
(beyond weekday 
business hours)

NOTE
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How Days and Hours of Operation Determined

10.24%

20.98%

24.88%

43.90%

0%

5%

10%

15%

20%

25%

30%

35%

40%

45%

50%

Ability to staffMember inputVolume patternsManagement decision

22

More centers are 
considering member 
input when defining 
hours of operation

Δ CHANGE
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Third party/outsourced/CUSO Services

54.29%

31.43%
28.57%

19.05%

0%

10%

20%

30%

40%

50%

60%

Do not use third parties
for member service (all
member service is in-

house)

Overflow from our
center when we are

open

Extend our hours when
we are closed (e.g.,

evenings and weekends)

For business
continuity/disaster
recovery purposes

23

FTE % All in-
house

1-10 72%
11-20 50%
21-40 46%
41+ 45%

Centers are using third 
parties more to 

backup 
member service

Δ CHANGE
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Departments Handling Transactions

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

N/A

Don't Know

Third Party/Outsourcer

Other Department

Contact Center

24

For these activities, 
reliance on other 

departments is higher 
and third parties are 

being used less

The contact center is 
doing more cross-

sell/up-sell

Δ CHANGE
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Quality Monitoring and Workforce 
Management

25
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Number of Calls Reviewed for Quality per Person per 
Month

4.76%

47.62%37.14%

8.57%

0.95% 0.95%

0

1-4

5-10

11-15

16-25

26+

26

52% of CUs are 
currently reviewing 
less than the best 

practice of 5-10 calls 
per person per month

NOTE
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Conduct Interaction-specific Voice of the Member Surveys

40.00%

47.62%

11.43%

Yes

No

Don't Know

69% said they have VoM, 
but only 40% have 

interaction-specific VoM 
(questions asked specific 
to the contact and agent)

NOTE

27

This is a big leap from 
2016’s 30% VoM use

Δ CHANGE
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Build Specific Workload and Staff Forecasts

48.57%

46.67%

4.76%

Yes

No

Don't Know

28

Another big difference 
from 2016 when 35% 

indicated specific 
forecasts

Δ CHANGE
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Forecasting Timeline

9.84%

44.26%

37.70%

8.20%

0%

5%

10%

15%

20%

25%

30%

35%

40%

45%

50%

Week Month Quarter Year

Percentages do not total 
100%; participants 

selected all that apply to 
their contact center

NOTE

29
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Use Detailed Schedules to Match Workload (e.g., 
shift start and stop, breaks, lunches, training)

80.95%

18.10%

0.95%

Yes

No

Don't know

30

Detailed scheduling is 
5% higher than 2016

Δ CHANGE
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Have or Plan to Have Home-based Agents

13.33%

19.05%

61.90%

5.71%

0%

10%

20%

30%

40%

50%

60%

70%

Currently Have Plan to Have No Plans Don't Know

31

Percent of Agents that 
are Home-based

Range: 1-41%
Average: 15%

More participants 
have home agents, but 

for a lower % 
of total agents

Δ CHANGE
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How Home-based Agents are Selected

60.00%

35.00%

5.00%

0.00%
0%

10%

20%

30%

40%

50%

60%

70%

Existing Agents - Transition
from CC but remain local

Existing Agents - Transition
from CC but move away

Direct Hire - Broader
Geography

Direct Hire - Local

32
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Fraud and Authentication

33
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Status of Fraud Prevention Efforts

7.62%

13.33%

43.81%

35.24%

No fraud prevention efforts in place

Early stages of fraud prevention planning

Actively working on fraud prevention

Fraud prevention fully in force

34
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Use of Authentication Factors

6.31%

44.14%
45.05%

4.50%

Inherence - something they are (e.g.,
voice biometrics)

Ownership - something they have (e.g.,
phone number/ANI match)

None beyond knowledge questions

Don't know

35

These factors are in 
addition to knowledge 

questions

NOTE



Copyright © 2017, Strategic Contact, Inc. All rights reserved. | www.strategiccontact.com

Fraud Prevention & Authentication Technologies

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

CTI and/or CRM Network Service
that evaluates

source, number,
voice, etc.

Analytics Biometrics

Don't Know

Don't Have/No Plans

On Our Wish List

Currently Pursuing

Have but Do Not Use Effectively

Have and Use Effectively

36
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Training and Knowledge Management

37
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New Agent Training Program Length

22.86%

50.48%

18.10%

8.57%

0% 10% 20% 30% 40% 50% 60%

2 weeks or less

3-4 weeks

5-6 weeks

7+ weeks

38
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Training Methods Used

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

Job shadowing/on-the-
job training

Classroom One-on-one with
Supervisor/Trainer

eLearning

Supplemental Method

Primary Method

39
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Ongoing Training Structure

0.95%

1.90%

21.90%

75.24%

0% 10% 20% 30% 40% 50% 60% 70% 80%

Don't know

No ongoing training at all

Formal program with set hours per agent per month or year

As needed/ad hoc

40

This year’s 
participants use more 
formal programs than 

2016 (was 13%)

Δ CHANGE
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Ongoing Training Methods Used

41

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

Occasionally Use

Routinely Use
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How Agents are Informed of New Information
99.05%

92.38%

67.62%

23.81%

6.67%

0.95%
0.00%

10.00%

20.00%

30.00%

40.00%

50.00%

60.00%

70.00%

80.00%

90.00%

100.00%

Email Team meeting(s) Coaching
session(s)

Written notice
(e.g., memo)

Other Gamification

42
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Use of Central Repository for Information

95.24%

4.76%

Yes

NoUses central repository for 
corporate information

43
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How Agents Access Corporate Information

4.76%

32.38%

40.00%

40.95%

59.05%

70.48%

81.90%

Other

SharePoint

Network Drive

Paper at desk (e.g., binder, sticky note, etc.)

Searchable knowledge base

Email

Intranet/web portal

44
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How Knowledge Base/Job Aids are Maintained

1.90%

3.81%

4.76%

9.52%

35.24%

44.76%

Third party (e.g., service provider)

Don't know

Knowledge base/job aids are not maintained

Resources occasionally assigned to a project

Dedicated resource maintains regularly (e.g., KM Analyst)

Agents/supervisors identify updates and publish

45
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Strategy

46
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Alignment of Contact Center Strategies with the Rest of 
the Credit Union

79.05%

14.29%

5.71%

Strategies are clearly defined and
communicated, and align with
business goals

Strategies are defined, but not aligned
with business goals

Strategies are not clear or understood

47

Strategic definition 
and alignment are way 

up over 2016!

Δ CHANGE
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Ranking of Contact Center Business Drivers

48

89.52%

7.62%
2.86%

5.71%

49.52%
44.76%

4.76%

42.86%

52.38%

Member Experience Revenue Generation Cost Management

Top Driver

Second Driver

Third Driver
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Top Contact Center Initiatives

0.97%

1.94%

3.88%

8.74%

19.42%

65.05%

Meeting regulatory/compliance requirements

Meeting revenue/profit goals

Preventing fraud

Supporting growth

Delivering greater efficiency/productivity

Improving member experience

49
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Biggest Challenges in the Past Year

0% 5% 10% 15% 20% 25% 30%

Increasing/high costs
Not good at managing change

Low quality scores
Low First Contact Resolution rate

Poor system performance and/or support
Channel additions and/or integration (omni-channel)

Low NPS or member satisfaction scores
Lack of and/or bad core technology

Lack of and/or bad self-service
Lack of and/or bad desktop tools

Lack of support resources or know-how (e.g., analysts)
Managing security/fraud/regulatory requirements

No budget approval for technology investments
Increasing handle time

Lack of focus on coaching/development
Poor training (quality and/or quantity)

High absence rate/low schedule adherence
Lack of and/or bad performance tools

Inability to achieve service level or ASA
High abandon rate

Lack of/poor cross-departmental collaboration
Lack of understanding and respect for the center's role

No budget approval for additional staff
High attrition

Increasing contact volumes

50

Workload and Performance
Staffing
Technology 
Strategic
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Top Priorities for the Coming 12 Months

0% 5% 10% 15% 20% 25% 30% 35%

Use formal change management to help with projects
Increase support resources

Implement home agents
Refine hiring

Address security/fraud/regulatory requirements
Outsource (full or partial)

Implement or integrate additional media (omni-channel)
Implement/improve routing/skills

Improve reporting and analytics
Raise awareness of the center's vital role and impact

Implement/improve desktop (CRM, KM, CIS, etc.)
Work on collaboration with other departments

Improve knowledge management access, content, processes
Improve performance management

Hire more frontline staff
Implement/improve self-service (IVR, web, mobile)

Redesign/improve/automate processes
Implement/improve performance tools

Increase focus on coaching/development
Improve training (quality and/or quantity)

51

Workload and Performance
Staffing
Technology 
Strategic
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Technology

52
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Core Banking System(s) Used

0.00%

0.95%

0.95%

1.90%

2.86%

3.81%

3.81%

5.71%

5.71%

6.67%

13.33%

18.10%

42.86%

0% 5% 10% 15% 20% 25% 30% 35% 40% 45%

CMC Flex

FIS Miser

Don't Know

D+H Phoenix EFE

Fiserv DataSafe

Corelation

Fiserv Navigator

D+H UltraData

Fiserv XP2

Fiserv Spectrum

Other

Fiserv/OSI DNA

Symitar
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Main Contact Center Routing and Reporting Vendor Used

6.67%

0.00%

0.00%

0.00%

0.95%

0.95%

7.62%

7.62%

8.57%

9.52%

25.71%

32.38%

0% 5% 10% 15% 20% 25% 30% 35%

Don't know

8x8

Aspect

Five9

inContact

Unify

Mitel

ShoreTel

Avaya

Other

Cisco

Genesys (including Interactive Intelligence)

54

We labeled Genesys to 
include Interactive 

Intelligence due to a 
recent acquisition

NOTE
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Primary Contact Center Technology Status

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

Skills-based Routing
(voice)

Multi-channel
Routing (e.g., email,

chat)

IVRCall Recording

Don't Know

Don't Have/No Plans

On Our Wish List

Currently Pursuing

Have but Do Not Use Effectively

Have and Use Effectively

55

More are pursuing 
Multi-channel and 

Skills-Based Routing

Δ CHANGE

Too many CUs struggle to 
use the primary tools 

effectively

NOTE
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Performance Tools Status

0%

10%

20%

30%

40%
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90%

100%

Don't Know

Don't Have/No Plans

On Our Wish List

Currently Pursuing

Have but Do Not Use Effectively

Have and Use Effectively
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CUs show more effective 
use of Reporting, QM, 

Member Sat, and 
Dashboards/Scorecards 

Δ CHANGE
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Analytics Tools Status

0%

10%

20%

30%

40%
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60%
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80%

90%

100%

Data Analytics Desktop Analytics Speech Analytics Text Analytics

Don't Know

Don't Have/No Plans

On Our Wish List

Currently Pursuing

Have but Do Not Use Effectively

Have and Use Effectively
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Ineffective use of Data 
Analytics is higher

More are pursuing and 
wishing for all types of 

Analytics

Δ CHANGE
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Desktop Tools Status

0%

10%

20%

30%

40%
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60%
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80%

90%

100%

Knowledge
Management

CTI for Screen
Pops

CRM Unified Agent
Desktop

Scripting

Don't Know

Don't Have/No Plans

On Our Wish List

Currently Pursuing

Have but Do Not Use Effectively

Have and Use Effectively
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More centers have essential 
desktop tools 

– KM, CTI, and CRM –
and more are pursuing them

Δ CHANGE
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Primary Technology Sourcing Strategy Going Forward

9.52%

29.52%

34.29%

26.67%

0%

5%

10%

15%

20%

25%

30%

35%

40%

Cloud or hosted solutions Premise-based technology Both Don't know

59

This year’s participants 
show a stronger focus 

on premise or both

Δ CHANGE
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Metrics
Notes: 
• The survey sought actual performance and performance 

goals. Goals are shown where inputs were sufficient.
• Select metrics are shown by asset size.
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Inbound Call Metrics

61



Copyright © 2017, Strategic Contact, Inc. All rights reserved. | www.strategiccontact.com

Range: 
14,400 –

9,000,000

47,091

<$250M

206,665

$500M - $999M

690,705

$1B+

138,897

$250M - $499M

Annual Inbound Call Volume (average)

Overall Average: 472,797

62

Average Cost 
Per Call: $4.11

Range: 
$0.75-$13.00
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Percent of Calls Handled in IVR (also known as 
Containment Rate)

63

62.00%

75.50%

66.04%

45.73%

0% 10% 20% 30% 40% 50% 60% 70% 80%

<$250M

$250M - $499M

$500M - $999M

$1B+

As
se

t S
ize

Overall 
Average 
55.09%

IVR containment is up 
for all but 

the largest CUs

Δ CHANGE
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Service Level

52.01 Seconds
67.90 %

81.47%

0 10 20 30 40 50 60 70 80 90

In How Many Seconds
Current Performance

Percent of Calls Answered Goal

Overall Average

64

Progress Towards Goal:
• 25% are meeting goal

Range of Responses:
• 45-100% of calls answered in X time goal
• 15-100% of calls answered in X time current performance
• 10-300 seconds

Range of Responses >=50% Meeting Goal 25-49% Meeting Goal <25% Meeting Goal

Progress Towards Goal Legend:
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45 Seconds

51 Seconds

81 Seconds

59 Seconds

67%

66%

72%

84%

80%

81%

85%

94%

0 20 40 60 80 100

$1B+

$500M - $999M

$250M - $499M

<$250M

46 Seconds

52 Seconds

45 Seconds

63 Seconds

63%

65%

68%

89%

81%

77%

82%

85%

0 20 40 60 80 100

41+

21-40

11-20

<10

Service Level by 
Asset Size

Service Level by 
Agent Count

Service Level 
Performance Goal

Current 
Performance

In How Many 
Seconds

Service Level Comparison
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Average Speed of Answer (ASA)

67.14 Seconds

85.69 Seconds

0 10 20 30 40 50 60 70 80 90

ASA Goal

ASA Current Performance

Overall Average
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Range of Responses:
• 3-650 seconds current performance
• 3-300 seconds goal

Progress Towards Goal:
• 36% are meeting goal
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ASA by Asset Size

60.15 Seconds

56.92 Seconds

99.38 Seconds

120.00 Seconds

76.29 Seconds

75.05 Seconds

130.17 Seconds

125.25 Seconds

0 20 40 60 80 100 120 140

$1B+

$500M - $999M

$250M - $499M

<$250M

ASA Current Performance

ASA Goal
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ASA is much better for 
the large CUs, 

significantly worse for 
smaller CUs

Δ CHANGE
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Abandon Rate

4.40%

8.08%

0% 1% 2% 3% 4% 5% 6% 7% 8% 9%

ABN Goal

ABN Current Performance

Overall Average
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Range of Responses:
• 1-30% current performance
• 0-12% goal

Progress Towards Goal:
• 35% are meeting goal

Abandon rate targets 
and performance are 

better than 2016

Δ CHANGE
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Abandon Rate by Asset Size

3.60%

5.41%

5.73%

6.67%

7.80%

8.27%

9.36%

7.00%

0% 2% 4% 6% 8% 10%

$1B+

$500M - $999M

$250M - $499M

<$250M

ABN Current Performance

ABN Goal
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Abandon rate 
improvement spans all 

asset sizes

Δ CHANGE
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Average Handle Time (AHT)

263 Seconds

270 Seconds

258 260 262 264 266 268 270 272

AHT Goal

AHT Current Performance

Overall Average

70

Range of Responses:
• 72-565 seconds current performance
• 70-600 seconds goal

Progress Towards Goal:
• 30% are meeting goal

Handle times are higher, 
but targets are being 
met more often (AHT 

goal is higher)

Δ CHANGE
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First Contact Resolution (FCR)

84.85%

80.56%

78% 79% 80% 81% 82% 83% 84% 85% 86%

FCR Goal

FCR Current Performance

Overall Average

71

Range of Responses:
• 55-99% current performance
• 65-100% goal

Progress Towards Goal:
• 33% are meeting goal

The overall FCR goal is 
lower, yet fewer are 

meeting it 
(and performance is 

consistent from 2016)

Δ CHANGE
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Email Metrics

72
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3,204

<$250M

18,837

$500M - $999M

35,384

$1B+

21,723

$250M - $499M

Annual Email Volume (average)

Overall Average: 27,416

73

Range: 350 
-354,000

Email volumes are higher 
for all but the smallest CUs; 

2016 average was 14,729

Δ CHANGE
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Email Average Handle Time (AHT)

490 Seconds

370 Seconds

0 100 200 300 400 500 600

AHT Goal

AHT Current Performance

Overall Average

74

624 Seconds

240 Seconds

60 Seconds

500 Seconds

373 Seconds

467 Seconds

222 Seconds

495 Seconds

-50 50 150 250 350 450 550 650

$1B+

$500M - $999M

$250M - $499M

<$250M

AHT by Asset Size

AHT Current Performance

AHT Goal

With few goal inputs and 
a couple that were high, 

overall handle time 
averages are higher than 

expected

NOTE
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Email First Contact Resolution (FCR)

84.43%

81.09%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%

FCR Goal

FCR Current Performance

Overall Average
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Range of Responses:
• 50-100% current performance
• 65-95% goal

Progress Towards Goal:
• 50% are meeting goal

The overall FCR goal is 
much lower than 2016, and 
as a result many more are 

meeting it (33% met goal of 
99% FCR in 2016)

Δ CHANGE
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Chat Metrics
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2,000

<$250M

3,427

$500M - $999M

20,277

$1B+

38,725

$250M - $499M

Annual Chat Volume (average)

Overall Average: 17,988

77

Range:  
360 -

145,000

Chat volumes are higher for 
all but the $500-999M CUs; 

2016 average was 11,060

Δ CHANGE
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Chat Service Level

42.00 Seconds
83.00%

87.00%

0 10 20 30 40 50 60 70 80 90 100

In How Many Seconds
Current Performance

Percent of Chats Answered Goal

Overall Average

78

Progress Towards Goal:
• 72% are meeting goal

Range of Responses:
• 70-100% of chats answered in X time goal
• 40-100% of chats answered in X time current performance
• 10-120 seconds

Centers give themselves 
more time to respond to 

chats (42 seconds up 
from 24) and meet the 

goal more often (72% up 
from 64%)

Δ CHANGE
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Chat Average Handle Time (AHT)

500.00 Seconds

519.84 Seconds

490 495 500 505 510 515 520 525

AHT Goal

AHT Current Performance

Overall Average

Maximum Number of Chats an Agent can Handle 
Simultaneously

Range: 1 – 5
Average: 2.55
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Adherence and Attrition
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Adherence

81

89.04%

88.93%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Adherence Goal

Adherence Current Performance

Adherence Overall Average

24.00%

0% 5% 10% 15% 20% 25% 30%

Attrition Current Performance

Attrition Overall Average

Attrition is 
down from 32%

Δ CHANGE

Attrition
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Annual Attrition

82

26.74%

50.00%

23.26%

Attrition Over the Past 12 Months

Little/No Change

DecreasedIncreased

Attrition by Asset Size

<$250M 20%

$250M - $499M 22%

$500M - $999M 26%

$1B+ 23%
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Commentary
This section provides brief commentary based on 
Strategic Contact’s review of the survey results as 
well as our extensive experience with contact centers 
in credit unions and other industries

83
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Themes and Disconnects

Member 
Experience Predominant business driver

PerformanceNot enough CUs meeting goals

Technology Usage gaps and wish lists

PeopleNeed to hire, train, and coach

84

Performance and staffing 
issues don’t reflect the 
strong commitment to 

Member Experience revealed 
in the business drivers

Investment in technology 
isn’t always accompanied by 
a commensurate allocation 
of resources to implement 

and use the tools

Unfortunately, 
performance 

continues to fall 
short of goals and 

centers don’t 
allocate enough 
staff or invest in 

enough technology, 
in spite of the top 
focus on Member 

Experience

NO CHANGE!

There are indicators that CU 
contact centers are maturing; 
the larger CUs/centers have 

an edge in resources and 
technology 

NOTE
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Challenges and Priorities Alignment

The top challenges are 
predominantly workload 
and staffing, reflecting the 
difficulty of securing budget 
and organizational support 
to address the requirements
These issues contribute to 
high attrition, high abandon 
rate, and inability to achieve 
service level

The top priorities include 
training, coaching, 
performance management,
process improvement, and 
automation
This combination of 
priorities can directly target 
the top challenges, helping 
improve agent performance 
and reduce workload

To
p 

ch
al

le
ng

es
Top Priorities

85

These challenges and priorities lead to three balancing acts…
The following three slides present our view of what CU contact 

centers must tackle for technology and resources 



Copyright © 2017, Strategic Contact, Inc. All rights reserved. | www.strategiccontact.com

CUs Need the Right Technology, Applied Well, to 
Reduce Workloads (volumes and handle times)

Performance tools, self-service, 
knowledge management, and 

better desktops are all high 
priorities that can make an 

impact…

… yet centers struggle with 
securing enough resources for 

technology projects and ongoing 
management to deploy and use it 

effectively

86

Existing 
and New 

Technology 

Adequate 
Resources
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CUs Need Adequate Supervisory and Support 
Resources to Optimize Member Experience

Many Supervisors lack enough 
time for all their tasks due to 

high span of control and a host 
of support duties…

… yet centers say they want to 
improve training, increase focus 

on coaching, and improve 
performance

87

Many 
Diverse 

Demands

Time/ 
Focus on 

Top 
Priorities
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CUs Need Enough Frontline Staff to Meet 
Performance Goals

The workload for frontline 
contact center agents is high 

and growing, and attrition 
compounds the challenge…

… yet centers say they can’t get 
budget for the staff they need, 

nor enough respect and 
collaboration from other 

departments

88

Many 
Contacts 

to Handle

Enough 
Budget 

and 
Support
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The Biggest Opportunities
• Technology improvements, whether using what you have 

better or pursuing new technology 
• Fraud prevention & authentication technologies as “table stakes”
• Multi-channel routing, performance tools, and desktop applications 

such as knowledge management and CRM as critical enablers to 
achieve the business goals

• Searchable knowledge management tools with the support 
resources to maintain them
• Reducing reliance on paper, network drives, and informal training
• Savings through AHT reduction, FCR, and accuracy may 

counterbalance cost
• Improved agent performance may relieve pressure on supervisors, 

higher skilled staff, and other departments
• Channel expansion and self-service options in line with 

member expectations
• Chat and SMS/text will be commonplace within 2 years
• Strong mobile, web, and IVR self-service please members and may 

reduce workload
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The Biggest Opportunities (cont’d)
• Staffing centers and support resources (IT, HR, Training, 

Analysts) in line with the work load and tasks presented
• Using forecasts and modeling, along with performance goals, to 

define frontline budgets
• Allocating support staff to address other issues and priorities 

• More targeted, routine performance management
• Driven by metrics and coaching and development 
• And more formal and structured communication and training

• Process optimization through technology, support 
resources, and departmental collaboration
• Dedicated support resources squeeze more value from 

technology
• Ready access to subject matter experts decreases AHT and 

elevates member experience
• Specialists may be better equipped to handle selected contacts 

(e.g., loans)
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Where Do You Go From Here?
Assess Your Center
•Compare your strategy, operations, technology, and metrics to your peers
•Identify issues and gaps that you must address to serve members well

Develop a Plan
•Define actions and a timeline that address priorities for the near term 

and your vision for the long term
•Leverage this study to help justify the changes and investments ahead

Pursue Improvements to Benefit Your CU and Members!
•Work collaboratively with other departments, including HR and IT
•Take a holistic approach considering people, processes, and technology 
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Got a question our survey results didn’t answer? Whether your curiosity is about what the data tells us, 
“slicing and dicing” it in different ways, or adding questions to future surveys, we would love to hear from 

you. Send us a note at CUCCsurvey@strategiccontact.com and tell us what you want to know!
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Thank You to Our 
(Current and Future) Participants!

Strategic Contact would like to thank the 
participants of the 2017 survey. Your input will 

help credit unions assess their contact centers, 
plan for change, and pursue enhanced member 

experience and service delivery.

Visit www.strategiccontact.com/cusurvey to 
register for our mailing list for future survey 

participation and results.

92

http://www.strategiccontact.com/cusurvey/
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Reference Material

• Further Reading from Strategic Contact
• Articles
• Blog

• Resources from Strategic Contact
• Contact center best practices
• Contact center acronyms
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http://www.strategiccontact.com/publications/
http://www.strategiccontact.com/blog/
http://www.strategiccontact.com/resources/#best-practices
http://strategiccont.wpengine.com/wp-content/uploads/2014/10/Acronym_List.pdf
http://www.cucallcenterconference.com/
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About Our Sponsors
Adapt Telephony Services, LLC (Adapt) provides CU-specific Smart Applications that are pre-
integrated to financial cores and designed to transform the member experience, eliminate fraud, 
and streamline member interactions. Adapt’s expertise, experience, and disciplined processes help 
credit unions achieve a superior member experience.
SilverCloud, Inc. breaks down and re-architects bank and credit union policies, procedures, and 
product information for easy access via knowledge-based banking technology. SilverCloud’s
Compass application gives front-line employees the ability to find, understand, and update the 
information they need to exceed customer and member expectations.
CenturionCARES delivers off-the-shelf or custom Interactive Voice Response (IVR), Automatic Call 
Distribution (ACD), Predictive Dialer, Outbound Notification, Screen Pop, Quality Assurance 
Recording, and Multimedia Task Management Contact Center solutions. Their products integrate 
seamlessly into an existing infrastructure and deploy easily on premise or via the cloud.
TRUSTID determines the validity and usability of ANI (calling party phone number) for 
authentication. Automatic ANI validation allows phones to be used as “Ownership Factor” 
authentication tokens. The service is invisible to valid callers and criminals alike.
The National Credit Union Call Center Conference has convened credit unions from across the USA 
and Canada for the past 21 years. The conference speaks the credit unions’ language, shares the 
latest technology, and connects every union with the tools necessary to deliver exceptional services 
and meet member needs.
Contact Center Pipeline is a monthly journal focused on the needs and challenges of contact 
centers. Its advisory board, editors, and contributors understand what makes the call center the 
organization’s driving force for service delivery, aligning customer experience, and ensuring long-
term business success.
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http://www.teamadapt.com/
https://silvercloudinc.com/
http://www.centurioncares.com/
http://www.trustid.com/
http://www.cucallcenterconference.com/
http://www.contactcenterpipeline.com/
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