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The research is clear: the agent experience is at the center of customer experience – 
happy workers make customers happy, happy customers spend money, cost us less, 
and keep our stakeholders happy. But, with the pandemic continuing to roil personal 
and working lives, managing customer interactions and continually improving 
customer satisfaction remains a critical challenge and places agent experience high 
on the list of contact center leaders’ strategic priorities.

The last time we asked the contact center community to help us understand the 
state of agent experience, it was mid-2019. Few of us had ever heard the term 
“coronavirus” and fewer still were thinking about the ramifications of a global 
pandemic on our personal and professional lives.

Online shopping, online banking, and online bill-paying – while certainly mainstream 
– were nowhere near universal across GenZ, Millennials, GenX, and the Boomers. 
Telehealth was discussed mainly in terms of “when will it happen?”. Most people 
used videoconferencing only occasionally at work, and very few contact centers 
included a video chat channel that let agents see exactly what customers were calling 
in about. If a customer’s warrantied product had serious issues, you simply gave them 
return instructions and shipped out a new one.

Then the pandemic hit, governments worldwide instituted strict lockdown and we 
stopped travelling, even to the corner store. The resulting shift to online commerce 
was massive and, as now seems clear, permanent. Estimates put the resulting 
increase in e-commerce sales at more than $1.5 trillion dollars between 2019 and the 
end of 2021. According to the US Department of Commerce, e-commerce share of 
global retail sales jumped from 12.2% of global commerce to 13.6% during the same 
period. Small and medium businesses that were unable to adapt to the new digital-
first world – many of them brick-and-mortar operations – closed in record numbers.

For contact centers, those changes created an immediate and massive increase in 
the volume of both B2C and B2B interactions and a similarly profound increase in the 
complexity of the transactions they handle. Increased use of automation and self-service 
options were, for many contact centers, the only way to handle the resulting impact on 
their operations without burning out their agents and watching turnover skyrocket. 

And they had to navigate the torrent while instantly transitioning most of their contact 
center agents, supervisors, and managers to working from home. As we’ll explore in 
this report, even those efforts were not enough to entirely offset the impact on agents 
of the shift to a predominantly digital economy. As The Great Resignation spread 
across almost every occupation, contact center attrition was up, with about a third of 
agents quitting their jobs over the last 12 months.

In February and March 2022, we again asked the ICMI community to share their 
insights, their plans, and the challenges and investments they’re facing and expect 
to face as we navigate this new world of increasingly remote contact center teams 
serving a globally dispersed customer base in a digital-first world.

 
INTRODUCTION

https://www.shrm.org/resourcesandtools/hr-topics/talent-acquisition/pages/interactive-quits-level-by-year.aspx
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Key Findings
• When they have the tools, training, and management support they need 

to do their jobs well, most contact center professionals love the work 
they do - Job satisfaction remains high across the board in 2022, with 
86% of respondents saying they were satisfied or very satisfied. That was 
up slightly from 2019, when about three-quarters reported they were 
satisfied with their jobs. 

• There is still a long way to go in enabling seamless omnichannel contact 
center service delivery. As of early 2022, 32% of contact centers 
surveyed have implemented systems that allow agents to seamlessly 
switch channels while serving a customer, without the need to re-enter 
information (our definition of omnichannel). In 2019, that stood at 17%.

• The increase in omnichannel contact centers also appears to be reflected 
in agents’ attitudes towards handling customer contacts and interactions 
across multiple channels – Most say they’re confident in their abilities, feel 
they’re successful, and don’t find the work any harder.

• Volume keeps climbing. In 2019, exactly half of our survey respondents 
told us that volume customer contacts had increased over the previous 12 
months. That percentage rose to 57% in this year’s survey. 

• Stress is up as well. The percentage of agents reporting that they 
experience stress all or most of the time climbed significantly since 
our last survey, rising from 27% of agents in 2019 to 35% in 2022. For 
supervisors, about 29% say they’re under near-constant stress.

• The industry’s focus on AX is more than just talk. In almost all 
organizations surveyed, the employee experience is a priority, with 60% 
fully invested and 38% at least somewhat invested in optimizing the 
employee experience. 

• Unsurprisingly, at the beginning of 2022, with return-to-office (RTO) just 
starting to pick up in many industries and organizations and another wave 
of COVID starting to appear, work-from-home was at the top of reasons 
for satisfaction (and, for many highly stressed respondents, a top reason 
for work stress).

• All levels and roles cited routine or mundane administrative tasks as the top 
drain on their time, and agents list trying to find the answer and routine and 
mundane interactions with customers as other time sinks. Those responses 
highlight good targets for investing in knowledge management upgrades 
and increased automation of the more routine customer service activities. 

• Encouragingly, not only is agents’ engagement higher than that of the 
people they report to – a full 63% of agents say they’re extremely engaged 
– it’s almost double the percentage of extremely engaged agents in 2019.

• The strong economy is reflected in contact center hiring plans, where 41% 
plan to add positions in the coming year and 45% are filling positions as 
they come open. Only 15% of contact centers are freezing hiring for the 
next twelve months and, as of March, just 3% plan to cut staff this year.

• The shift to omnichannel shows up clearly in our 2022 results, compared 
to 2019. Three years ago, just 17% of respondents said they support all 
channels seamlessly, without forcing agents and customers to start over 
if they switch channels during a customer interaction. Today, 32% our 
respondents classify themselves as fully omnichannel.

• Supporting multiple channels is generally perceived to be a beneficial career 
move/opportunity (53%) but perceptions vary widely by role. Of the agents 
answering this question, 95% think supporting multiple channels boosts their 
career prospects and the remainder see it as somewhat beneficial. 



As our contact center teams push through 2022, how have jobs and the industry 
changed? Well, we’re clearly operating in a new world. To find out what’s changed 
since 2019, ICMI looked at whether agents and decision makers see the same 
challenges to agent satisfaction and effectiveness and asked where organizations plan 
to invest in contact center technology. We also wanted to know how organizations are 
attracting, motivating, upskilling, and retaining contact center agents in the face of The 
Great Resignation.

Channel strategy. Multichannel channel support was already widespread when we 
last surveyed contact center pros, but few organizations had invested in the tools and 
training needed to offer true omnichannel service. In 2019, 66% of our respondents 
reported that they worked in a contact center that supported multiple channels through 
which customers could access help and information. 

But only 17% said their contact center agents were able to switch seamlessly among 
various channels without needing to repopulate customers’ information in each 
new channel. While adding channels widens customers choices of how they reach 
an agent or access a knowledge base, requiring agents to serve customers using 
multiple, disconnected channels slows response times, creates confusion, and drives 
up the cost to serve often-frustrated customers. And, of course, that creates stressed 
and unhappy agents. 

 
Post-Pandemic Contact Center Priorities 
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Only 17% of respondents told us their contact center agents can 
switch seamlessly among various channels without needing to 
repopulate customers’ information in each new channel.

13%

32%

55%

  Omnichannel

  Multichannel

  Single channel

Which of the following best  
describes your contact center?



How many applications do agents toggle between to handle interactions across all channels?

If you ask supervisors, managers, and senior leaders: If you ask agents:

 1

 2-3

 4-6

   7-9

   10-15

   More than 15

 1

 2-3

 4-6

   7-9

   10-15

   More than 15

19% 19%

Things have improved for agents and customers over the last three years but, 
for many contact centers, there is still a long way to go in enabling seamless 
omnichannel service delivery. As of early 2022, 32% of contact centers surveyed 
have implemented systems that allow agents to seamlessly switch channels while 
serving a customer, without the need to re-enter information. In more than half 
of contact centers, however, agents and their customers continue to struggle. 
In those centers, agents and customers face challenges in navigating multiple 
screens and interfaces, due both to technology shortcomings and a lack of 
training on new tech and processes.

A small but persistent group of contact centers (13%) remains single channel, with 
agents interacting with customers almost exclusively over the phone.

Ease of use. There is also a clear disconnect in what agents told us about the 
quality of their multichannel experience and how decision-makers perceive 
things. This year, 12% of agents told us they toggle between more than 
15 applications as they handle interactions across all channels. Only 5% of 
supervisors, managers, and senior leaders think that’s the case. 
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19%
9%

38%

35%24%

24%

13%

21%

12%5%
1%
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Even in the 32% of contact centers that consider themselves 
omnichannel, agents are switching between multiple 
applications as they strive to delight customers; all of the 
agents who participated in this study said they have to toggle 
between at least two applications as they move across channels. 
As we explore in more detail later in this summary, that kind 
of disconnect between agent experience and management 
perspective shows up across many aspects of contact center 
experience. That has real impacts on agents’ stress levels and job 
satisfaction and contributes to (very expensive) agent attrition. 

Stress, satisfaction, and attrition. Interactions and contact 
volume, across all industries and company sizes, has never 
stopped growing. But brick-and-mortar or kiosk-based consumer 
service and walk-up enterprise support absorbed a significant 
volume of frontline interactions with customers, offsetting some 
of the growing pressure on contact centers’ digital channels.

Then we all went home, turning to the web and phone for most 
of our purchasing, product questions, and customer service, and 
the volume of calls, emails, chats, and social media interactions 
exploded.

In 2019, exactly half of our survey respondents told us that the 
volume of customer contacts had increased over the previous 
12 months. That percentage rose to 57% in this year’s survey. 
Where’s the extra volume coming from? While new applications 
and systems, scope of services offered, and even mergers 
and acquisitions all were cited by a reasonable percentage of 
respondents, 57% of our sample reporting higher volume this 
year attribute the increase to serving more customers. 

That increased volume, along with the many other challenges we 
all face in our personal and professional lives, is reflected in agent 
and supervisor stress levels. 

The percentage of agents reporting that they experience stress all or most of the time climbed 
significantly since our last survey, rising from 27% of agents in 2019 to 35% in 2022. For supervisors, 
about 29% say they’re under near-constant stress. This increase in stress in what was already a tough 
job has pushed up attrition rates as more agents leave for new opportunities, whether within the 
same organization or with different employers.

35% of contact center agents report 
experiencing stress all or most of the time.

On average, how often do you feel stressed at work?

Always Most of the time About half the time Once in a while Never

27%

5% 5%

41%

23%

9%

27%

38%

32%

2%

8%

30%
33%

26%

5%

  Agents                     Supervisors and Managers                    Senior Leadership
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The effects of a workforce trying to balance heavier workloads with personal obligations are reflected in the 
top causes of stress that agents reported this year. In mid-2019, the top stressors agents were experiencing at 
work came from their relationship with their direct supervisors. With agents and their families or housemates 
all working and/or schooling from home at least part of the time, 45% of agents said that flexibility in 
schedule was their top stressor with ability (or inability) to work from home and compensation tied at 41%. 
The other top stressors for agents in 2022 were benefits and technology or process (both at 31%).

Of those factors, only compensation made the top five in 2019. The good news for many organizations is 
that a much smaller percentage of agents called out management-related issues, including support from 
managers and supervisors, as top stressors. Of the most-cited stressors from 2019, only performance 
recognition made the top ten in 2022, in terms of management-related stress triggers. 

So, are organizations keeping a close-enough eye on measuring satisfaction, engagement, and stress? 

Rank Agents Supervisors and Managers Senior Leadership

1 Flexibility in schedule Amount or volume of work Customer emotions and behaviors (anger, rudeness, etc.)

2 Compensation Customer emotions and behaviors (anger, rudeness, etc.) Compensation

3 Ability to work from home Control over workload/tasks Technology or process

4 Benefits Benefits Benefits

5 Technology or process How my performance is measured Flexibility in schedule

Top 5 Factors Contributing to Stress in the Contact Center



In almost all organizations surveyed, the employee experience 
is a priority, with 60% fully invested and 38% at least somewhat 
invested in optimizing the employee experience. Large 
contact centers (>500 FTEs) edge out the overall sample when 
it comes to full commitment (63%), while medium contact 
centers (151-500 FTEs) are more likely than their peers to be 
somewhat committed.

Approximately 68% of organizations said they survey their 
employees as part of a formal employee experience (EX) program 
at the beginning of 2022. Though this is down slightly from 
2019, when 72% were surveying regularly, this is still good news.

 
Driving Satisfaction, Engagement, and Motivation in the Contact Center
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Is the employee experience a priority in your organization?

EX is a priority

EX is somewhat of a priority

EX is not a priority

  Overall           Small CC (<150 FTE)           Medium CC (151-500 FTE)           Large CC (>500 FTE)

 60%

 38%

 2%

 60%

 37%

 2%

 54%

 46%

 0%

 63%

 35%

 2%



Does your organization survey all employees as  
part of an employee experience program?

Does your contact center survey agents as part 
of a formal agent experience program?

Overall

Small CC (<150 FTE)

Medium CC (150-5000

Large CC(>500 FTE)

Overall

Small CC (<150 FTE)

Medium CC (150-5000

Large CC(>500 FTE)
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Contact centers are doing a better job of listening to their 
agents, however, reflecting the critical role of agents in customer 
satisfaction. In 2019, 59% of contact centers regularly surveyed 
their agents. Three years later, 63% are checking in with agents 
as part of a formal agent experience (AX) program. Small contact 
centers (<150 FTEs) lag slightly behind the overall sample (55%), 
while large contact centers (>500 FTEs) lead the sample at 70%. 

As we’ll see in a subsequent section, large contact centers 
have historically experienced higher attrition than their smaller 
counterparts, which is likely one factor prompting their 
commitment to formal AX programs. 

Frequency of surveys varies widely at both the organizational 
and contact center level: 92% of organizations survey employees 
annually, but 76% report they conduct some kind of daily 
pulse as well. That is up significantly from 2019, when just 50% 
of organizations said they conducted daily surveys. Overall, 
organizations reported increased survey activity in every 
frequency except annual surveys, which were basically flat.

The frequency of targeted surveys changed considerably for 
agents, however. Most contact centers (51%) reported surveying 
quarterly, with many contact centers eliminating the daily and 
weekly surveys that were quite common in the “before times.” 
That might reflect the scramble to set up and maintain employees 
for work-from-home - and a recognition that all employees have 
had more pressing issues to deal with over the last couple of 
years than completing frequent surveys, 

Where a full 79% of contact centers said they were surveying agents 
once a day in 2019, only 25% of contact centers are still checking in 
daily in 2020 and just 32% check in with weekly pulses. 

 68%

 63%

 64%

 55%

 70%

 61%

 71%

 70%
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How often does your organization formally measure 
satisfaction? Your contact center?

How is satisfaction gauged? 

Organization Contact Center

  Daily   Weekly   Monthly      

  Quarterly   Semiannually   Annually

Internal survey, 
identified/named

Internal survey, 
anonymous/blind

Third-party survey, 
anonymous/blind

Suggestion  
box

One-on-one  
sessions with HR

Forums/focus  
groups

One-on-one sessions 
with direct supervisor

Third-party survey, 
identified/named

 41%

 39%

36%

 23%

 23%

 21%

 21%

 16%

As our 2019 report noted, “surveying is both art and science, and there are no hard-
and fast rules governing survey frequency; it comes down to capacity (i.e., how many 
employees/agents must be surveyed, what resources are available/tasked with 
analysis and reporting, etc.) and capability (i.e., manual survey methodology and 
analysis, more sophisticated tools available to create, conduct, and analyze survey 
data, etc.).” It will be very interesting to track how (or if) surveying practices change 
over the next 12-18 months as organizations and contact centers adjust to another 
major workstyle shift as return-to-office and hybrid schedules increase. 

At both the organizational and contact center level, anonymous or blind surveys 
conducted internally or by a third party remain the most common method of gauging 
employee experience (39% and 36%, respectively). Since 2019, however, the 
percentage of organizations asking employees to identify themselves for internal 
surveys has jumped from just 8% to 41%. That jump may reflect organizations’ 
increasing focus on supporting individual employee’s mental and emotional health 
over the last two years. Third-party identified surveys also increased significantly from 
6% to 16%. We’re unable to say whether the shift away from anonymity has impacted 
how candid employees are willing to be in their responses.

78%

25%

73%

32% 35%

75%

51%

85%

36%

92%

34%

77%
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A greater focus on employees’ emotional health may also 
underlie an increase in organizations that survey workers using 
one-on-ones with HR, up from 11% in 2019 to 23% in 2022. 
But there was little change in the percentage of organizations 
using all other common survey formats. About one-quarter of 
respondents encourage supervisors to use one-on-ones with 
their direct reports to collect feedback, while just over one-fifth 
provide employees and agents with suggestion boxes for named 
or anonymous feedback. 

But is an increased focus on mental and emotional issues 
borne out by other data? In a surprising change from 2019, 
the percentage of both organizations and contact centers 
surveying employees on satisfaction, engagement, and stress 
has dropped. In addition, the general pattern held of more 
organizations looking at satisfaction and engagement than 
measuring stress. It’s worth noting that that pattern is driven by 
large organizations, where measuring stress was reported by 
only about a quarter of respondents.

One notable exception to the overall pattern was in the 
percentage of respondents that reported measuring stress. While 
the overall number remained steady compared to 2019, stress was 
the only area where contact centers (65%) were more active than 
overall organizations (57%) in tracking employees’ “psychological 
and emotional strain due to job responsibilities, duties, etc.” 

It is important to note here that technology is another plausible 
source for the decrease in more frequent surveys. Many 
enterprise and contact center applications now include tools that 
capture engagement and other metrics that managers can use to 
keep track of how agents are doing.

Organizations and contact centers that are measuring satisfaction 
and engagement are likely pleased by what they’re finding; at 
the organizational level, the percentage of respondents who said 
they’re very or somewhat satisfied jumped from 78% to 86% and 
the percentage of disengaged respondents shrank from 7% to 
3%. The best news: no one in this year’s survey reported being 
extremely disengaged. 

As with our 2019 research, we didn’t ask if respondents are measuring factors other than the ones 
we included, so the apparent decrease in EX survey activity may reflect a rebalancing, rather than a 
lower commitment to measuring these three specific factors.

Does your organization and/or contact center measure 
satisfaction, stress, or engagement?

Organization Contact Center Small CC  
(<150 FTE)

Medium CC  
(150-500 FTE)

Large CC  
(>500 FTE)

86%

45%
43%

64%

50%

57%

65%

56%

71%

26%

72%

54%
50%

71%

54%

  Satisfaction - general happiness with the company and the job   

  Stress - psychological and emotional strain due to job responsibilities, duties, etc.            

  Engagement - emotional commitment to the company and its goals



We did look at efficiency as a targeted area of measurement, and a healthy percentage 
of respondents (66% at both the overall organization and contact center levels) are 
tracking employee and agent productivity and/or quantity of tasks completed. The 
results of those measurements will help many organizations and contact center decision 
makers assess where they stand on remote, hybrid, or on-site work over the coming 
months and years.

Job satisfaction remains high across the board in 2022, with 86% of respondents saying 
they were satisfied or very satisfied. That was up from 2019, when about three-quarters 
reported they were satisfied with their jobs.

Respondents who said they’re very satisfied with their jobs reported a very different 
list of contributors to their work-life happiness in 2022 compared to 2019. Benefits 
have become increasingly important to workers at all levels as they navigate evolving 
personal and professional challenges and strive to keep themselves and their families 
safe and healthy. 

Where rewards and recognition (agents), organizational culture (supervisors), and the 
amount of work (senior leadership) topped our overall 2019 respondents’ satisfaction 
factors, our 2020 agent and senior leadership respondents who said they were very 
satisfied put benefits at the top.
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How satisfied are you with your job?

39%

47%

12%

  Very satisfied

  Satisfied

  Neither satisfied nor disatisfied

  Dissastisfied

  Very dissatisfied

2%
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Why the shift? The universal need for comprehensive health coverage is an obvious driver of employees’ 
focus on benefits but isn’t the whole story. If flexible schedules and the ability to work from home are lumped 
in with the generic benefits category, benefits absolutely dominate the list of factors that get workers out 
of bed in the morning and help determine whether they’ll join an organization and if they’ll stay. More than 
half our management and senior management respondents feel that way, but when it comes to agents, that 
percentage jumps to over 70%.

Unsurprisingly, at the beginning of 2022, with return-to-office (RTO) just starting to pick up in many industries 
and organizations and another wave of COVID starting to appear, work-from-home was at the top of reasons 
for satisfaction (and, for many highly stressed respondents, a top reason for work stress). The ability to work 
from home appeared close to the bottom in 2019.

Career development, recognition, and relationships with teammates, supervisors, and managers remain 
important in 2022, but every top-five factor cited in 2019 – contact volume, customers, management, 
rewards and recognition, and relationships with business partners – dropped below the middle of the 
pack in 2022. 

Rank Agents Supervisors and Managers Senior Leadership

1 Benefits Relationship with manager or supervisors Benefits

2 Flexibility in schedule Ability to work from home Career development

3 Ability to work from home Compensation Type of work

4 Performance recognition Benefits Flexibility in schedule

5 Compensation Type of work Ability to work from home

Top Reasons for Job Satisfaction, by Role
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Which factors contribute to high satisfaction?

Benefits

Ability to work from home

Flexibility in schedule

Compensation

Type of work

Career development

Relationships with the team

Relationship with manager or supervisors

Technology or process

Amount or volume of work

Performance recognition

Customer emotions and behaviors

Company values or culture

Objective feedback and coaching

Control over workload/tasks

How my performance is measured

Onboarding and ongoing training

  Overall           Agents

 52%
 71%

 34%
 24%

 21%
 3%

 42%
 32%

 31%
 9%

 18%
 9%

 40%
 50%

25%
 32%

 15%
 6%

 37%
 50%

 25%
 29%

 11%
 6%

 36%
 18%

 25%
 26%

 4%
 0%

 34%
 26%

 21%
 29%



What do you like most about working in customer service?
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As anyone who has ever worked as an agent knows, however, 
on the front lines, it’s a little different. While there is a good 
deal of anecdotal reporting that contact center agents have 
been shown some compassion by customers who share many 
of the same stresses they’re going through, many agents don’t 
appear to be feeling the love: Around 30% of agents report 
that their overall satisfaction is strongly affected by customer 
emotions and behaviors, compared to just 21% of our overall 
response. Organizations should be investing in improvements to 
technology and processes (satisfaction engine #6 for agents) that 
will further improve agents’ ability to do their jobs well and help 
them create more satisfied (and less stress-inducing) customers. 

Unsurprisingly, all contact center professionals, from agents to 
executives, share a deep desire to help their customers. That 
was one of the top motivators for working in customer service, 
across the board. Supervisors and executives are similarly 
focused on having an impact on the company’s success, while 
agents rate having a flexible schedule, building their knowledge, 
compensation and benefits, and interacting with their teammates 
higher than impacting their organizations’ success. 

Helping customers

Having an impact on the company’s success

Building my knowledge of a subject or company

Flexible work schedule

Teamwork and camaraderie with my peers

Opportunities for career growth

Pay/compensation

Benefits

Challenging work

Sharing my passion for the brand

 21%

 10%

 18%

 10%

 11%

 8%

 4%

 10%

 5%

 2%

Rank Agents Supervisors and Managers Senior Leadership

1 Helping customers Having an impact on the company’s success Helping customers

2 Flexible work schedule Helping customers Having an impact on the com-pany’s success

3
Building my knowledge of a 
subject or company

Teamwork and camaraderie with my peers Building my knowledge of a sub-ject or company

Who Likes What About Working in Customer Service?



Across the board, agents, supervisors, and management all find 
inadequate and hard-to-use systems and customer behavior to 
be the primary challenges to getting their jobs done efficiently, 
but agents face more specific challenges. As the front line in 
customer service, customer emotions and behaviors (anger, 
rudeness, etc.) and inadequate infrastructure are at the top of 
agents’ challenge list. But they have specific problems with a 
lack of customer information or context and inability to find the 
answer to customers’ questions and complaints. 

Those issues also show up in the most time-consuming tasks 
agents face. While all levels and roles cite routine or mundane 
administrative tasks as the top drain on their time, agents list 
trying to find the answer and routine and mundane interactions 
with customers as other time sinks. Those responses highlight 
good targets for investing in knowledge management upgrades 
and increased automation of the more routine customer service 
activities. And, while agents see a lack of training or onboarding 
as a top five challenge, they also point to training as a the 
second-most time-consuming task they face. 

Encouragingly, while contact center work may be tough, 
engagement remains high. Overall, 50% of our respondents say 
they’re extremely engaged and 47% moderately engaged; no 
respondents this year reported being extremely disengaged. 
And not only is agents’ engagement higher than that of the 
people they report to – a full 63% of agents say they’re extremely 
engaged – it’s almost double the percentage of extremely 
engaged agents in 2019. Overall, our survey found that fulfilling 
work, being able to support customers successfully, and 
understanding roles were important to engagement.

 
Sources of Friction in the Contact Center
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What is your biggest challenge?

Inadequate/hard-to-use systems

Customer emotions and behaviors

Inability to find the answer

Lack of customer information or context

Lack of empowerment/autonomy

Management or supervisor support

Lack of training or onboarding

How my performance is measured

Hours/schedule

Other

  Overall           Agents

 20%
 14%

 8%
 11%

 17%
 30%

 3%
 6%

 11%
 14%

2%
 6%

 10%
 17%

 9%

 10%
 6%

 9%
 6%
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Which activities are the most time-consuming? What factors have the greatest impact on engagement?

Routine or mundane administrative tasks

Routine or mundane customer interactions

Trying to find the answer or information

Training

Reporting

Coaching

Scheduling and forecasting

Fulfilling work

Being able to support  
customers successfully

Understanding of role or goals

Having the necessary tools to  
perform my job duties effectively

Coaching, training, or career  
development opportunities

How my performance is measured

Performance-based pay/incentives

Supervisor or manager support

Rewards and recognition  Overall           Agents

  Overall           Agents

 26%  22%
 34%  26%

 6%  7%
 9%  3%

 18%  21%
 14%  17%

 17%  15%
 14%  23%

 17%  12%

 6%

 17%  14%

 3%

 3%

 3%

 8%  8%

 1%

 7%  7%
 11%  9%

Highly engaged agents said that fulfilling work, understanding their role and 
goals, and being able to support customers successfully were the top drivers of 
engagement. That tracked closely to senior leadership’s list, but supervisors and 
managers appear to be comfortable with their goals and roles, identifying having the 
necessary tools as a top determinant of engagement.

Understanding what engages employees is critical to attracting, retaining, and 
motivating them. That is especially true at the agent level, where turnover is high 
compared to other roles and demographics tend to skew younger. The only way 
to understand how they feel about working for your organization is to consistently 
measure satisfaction, stress, and engagement – and then act on the findings to 
improve the agent experience. And that begins at the beginning, during the hiring 
and onboarding process.
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Rank Agents Supervisors and Managers Senior Leadership

1 Fulfilling work Fulfilling work Being able to support customers successfully

2 Understanding of role or goals Being able to support customers successfully Fulfilling work

3
Being able to support customers 
successfully

Having the necessary tools to perform my job duties effectively Understanding of role or goals

4
Having the necessary tools to 
perform my job duties effec-tively

Supervisor or manager support How my performance is meas-ured

5
How my performance is 
measured

Coaching, training, or career development opportunities
Coaching, training, or career de-velopment 
opportunities

6
Coaching, training, or career 
development opportunities

Performance-based pay/incentives
Having the necessary tools to per-form my job 
duties effectively

7
Performance-based pay/
incentives

Understanding of role or goals Performance-based pay/incentives

What Gets CC Pros Up in the Morning?



While global events and inflation pressures at 
home are creating some headwinds in early 
2022, the US unemployment rate fell to just 4% 
in March 2022 — down from a high of 14.7% in 
May 2020. As the economy has strengthened 
over the last three years, the number of job 
openings has surged, and companies are 
paying premiums and boosting benefits to 
attract and keep workers on the job.

That pattern is reflected in contact center 
hiring plans, where 45% plan to add positions 
in the coming year and 37% are filling positions 
as they come open. Medium contact centers 
once again have the most robust hiring 
outlook, with 92% saying they’re planning to 
add positions or backfill openings, but more 
large centers are expanding (53%) than in 
2019. Only 15% of all contact centers told 
us they’re freezing hiring for the next twelve 
months and, as of March, just 3% plan to cut 
staff this year.

Across the board, contact centers are looking 
to use about 18% of their budgets to hire 
agents, with another 10% to bring on new 
supervisors, managers, and executives. In a 
change from 2019, small contact centers are 
allocating slightly more of their budget (19%) 
to hiring agents than their larger counterparts.

 
Hiring, Training, and Compensation in the Contact Center
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How is the contact center’s budget allocated?

Technology (new, upgrade)

Hiring - agents

Professional development/training - agents

Professional development/training - supervisors and above

Incentives/engagement - agents

Hiring - supervisors and above

Incentives/engagement - supervisors and above

Other

 19%

 18%

 15%

 12%

 10%

 10%

 7%

 10%

As they bring on new agents, contact centers are again looking for the sorts of skills that will make good customer service 
candidates from day one, including the ability to listen to and empathize with customers and to think critically. Language 
skills are much higher on employers’ wish list this year, climbing from about 35% of our 2019 sample to 47% this year. More 
to the point, that places language skills second only to those interpersonal skills. Medium contact centers are hoping to 
find candidates with some experience and knowledge of the systems they’ll be using to deliver service to customers, and 
troubleshooting skills are sought across all contact center sizes.
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Interpersonal

Language skills

Technologies used to provide services

Troubleshooting skills

Specialized expertise

Contact center processes

Leadership or management skills

Technologies used by customers

Cultural sensitivity/awareness

Project management

Security or compliance

  Overall         

  Small CC (<150 FTE)         

  Medium CC (151-500 FTE)         

  Large CC (>500 FTE)

 59%
 63%
 63%

 57%

 35%
 34%

 46%
 38%

 17%
 21%

 8%
 16%

 38%
 39%

 54%
 40%

 34%
 33%
 33%

 32%

 6%
 9%

 4%
 3 %

 47%
 40%

 58%
 55%

 35%
 33%
 33%

 32%

 6%
 10%

 8%
 4%

 37%
 36%

 46%
 38%

 30%
 29%

 13%
 27%

What are the most important skills/traits your contact center looks for when hiring agents?



Once they’ve found and hired those empathetic, problem-solving agents, they need 
to get them up and running as quickly as possible. Most respondents told us that they 
expect that process to take somewhere between one and six months. The expected 
time to proficiency has stretched out a little since 2019, with a higher percentage 
of contact centers saying 3-6 months is more common than 1-2 months. Only a few 
(presumably highly specialized) contact centers are giving new hires more than seven 
months to come up to speed.

During the onboarding period, employers are looking for agents to learn the contact 
center’s specific processes, build or polish customer service skills, and gain familiarity 
with the knowledge base and how to use it. Naturally, training on the various systems 
and applications used to deliver service is another critical training focus, and agents 
should expect to hone their problem-solving skills. Learning more about the business 
how to effectively leverage other team members and gaining expertise in the specific 
technologies used by customers appears to be more of an organic process and is not 
the focus of most training programs.

Once new hires have completed the onboarding process, most contact centers’ 
ongoing training programs focus on contact center processes and technologies, 
interpersonal skills, and specialized expertise, such as pension plans, insurance policies 
and procedures, and other industry-specific topics.

However, agents in less than a quarter of contact centers are able to dedicate more than 
eight hours a month to ongoing training. A tiny percentage of contact centers provide 
no formal ongoing training for agents (1%), and those organizations are mainly large 
contact centers.
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On average, long does it take new agents to 
complete the onboarding process and be able to 

work proficiently on their own?

 Less than 2 weeks

 2-4 weeks

 1-2 months

   3-6 months

   7-12 months

   More than 12 months

19%

7%

28%

21%

31%

11%

3%
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Where do agents receive ongoing training  
after onboarding?

What is the contact center’s primary training focus  
when onboarding new agents?

Contact center processes

Technologies used to provide service

Interpersonal skills

Specialized expertise

Technologies used by customers

Leadership or people management

Troubleshooting skills

Cultural sensitivity/awareness

Security or compliance

Project management

Contact center processes

Customer service skills

Technologies used to provide service

Learning to use the knowledge base

Problem-solving skills

Technologies used by customers

Business introduction

Learning to leverage other staff

HR paperwork

 52% 21%

 49% 16%

 47% 14%

 44% 13%

 42% 11%

 40% 10%

 31% 8%

 16% 3%

 24% 5%

 11%



The cost of initial and ongoing training is significant, as noted earlier, making up the 
second-largest line item on contact centers’ budgets, after tech investments. But those 
investments are critical to keeping agents happy. Onboarding and training slid down 
the “drivers of satisfaction” charts in recent years, as more immediate concerns took 
precedence. But (a lack of) opportunity for growth, career, or skill development was at 
the very top of the list of reasons underlying attrition.

The cost of replacing tenured employees at any level is very steep and, regardless of the 
reason or destination (new company, new department, new division), about one-third 
of agents leave their roles each year. The Society for Human Resource Management 
(SHRM) calculates that it costs 6-9 months of a departing employee’s salary to 
replace them. If a position pays $43,000 per year (the average reported by this year’s 
respondents), that comes out to $20,000 - $35,000 in recruiting and training costs to 
replace every agent who quits.
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On average, how much time do agents spend  
on training every month?

 None

 Less than 1 hour

 1-2 hours

   2-4 hours

   4-8 hours

   8-24 hours

   More than 24 hours

19% 27%

21%

7%

28%

12%

1%3%

Replacing an agent making $43,000 per year (the average reported 
by this year’s respondents), costs approximately $20,000 - $35,000 
in recruiting and training SPEND.

Average Agent Salary (USD) 

Low $34,621

High $58,576 

Current Average $42,976



Of course, not all agents who leave their jobs are moving on 
to a new employer. Lateral moves and promotions for skilled 
agents, whether within the contact center or the organization, 
are critical to maintaining a healthy talent pipeline. As this year’s 
survey indicates, a healthy percentage of agents are moving up 
in the contact center (36%). That keeps their expertise available 
to customers and to help coach and encourage junior agents – 
and to jump in when an interaction starts going off the rails.

The fact that upward mobility within contact centers and within 
the larger organization is currently more common in large and 
medium centers (72% and 69%, respectively) than in small 
centers (62%) is a change from 2019, when we noted that lower 
rates of positive attrition in large and medium contact centers 
suggested that “mobility in larger operations can be more limited 
(making a clean departure the simpler choice).” The changes 
are dramatic and suggest that bigger organizations are working 
harder to keep agents and promote internally that they were just 
three years ago.

Evidence of The Great Resignation also shows up in the data this 
year. In 2019, the overall rate of agents leaving the company hit 
25%, with only large contact centers seeing agent losses reach 
30%. This year, every size of contact center reported negative 
attrition rates over 30% and negative attrition rates for both small 
and large contact centers reached 32%.
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What is the average attrition for agents?

Left the company

Left the contact center, stayed 
with the company

Changed positions, but 
stayed in the contact center

  Overall           Small CC (<150 FTE)           Medium CC (151-500 FTE)           Large CC (>500 FTE)

 32%

 32%

 36%

 32%

 32%

 30%

 31%

 31%

 38%

 32%

 33%

 39%



Another interesting shift from 2019 is where agents are going. In 
2019, 25% of agents were leaving for opportunities with a new 
employer while 69% moved in-house. Those who quit mostly 
made a lateral move to a new employer, rather than moving on in  
response to a better compensation package. This year, a slightly 
larger percentage of the agents who left the contact center (72%) 
stayed with the same employer in a new position, whether as a 
lateral move or as a promotion. 

Amid a couple of years of extreme uncertainty, it makes sense 
that agents were holding onto their jobs or at least sticking with 
an employer. So, what has changed as we move into 2022? 
What is driving agents to look for new opportunities or even new 
careers? And are those reasons changing?

 In 2019, the top reasons for attrition were reported as lack of 
growth and advancement opportunities (45%) and job mismatch 
(43%), which indicates a bad fit or a bad hire. Workload 
(28%), non-competitive benefits or comp (25%), feeling 
underappreciated (20%), and lack of training and development 
opportunities and poor or ineffective leadership/management 
(tied at 16%) rounded out the 2019 rogue’s gallery. 
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Where are agents going?

A lateral move within the contact 
center (remains an agent)

A promotion within  
the contact center

A lateral move within the 
organization, but outside the 

contact center

A promotion within the 
organization, but outside the 

contact center

A lateral move to another 
organization (remains an agent)

A promotion with  
another organization

  Overall           Small CC (<150 FTE)           Medium CC (151-500 FTE)           Large CC (>500 FTE)

 13%

 22%

 19%

 13%

 15%

 14%

 14%

 18%

 14%

 11%

 19%

 18%

 19%

 30%

 15%

 11%

 11%

 11%

 10%

 23%

 24%

 16%

 14%

 12%

64% of agents see manager or supervisor 
support as the leading cause of agent attrition; 
55% say work and schedule flexibility.
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Agents say… Supervisors and managers say… Senior leaders say…

Manager or supervisor support Compensation or benefits Opportunity for growth, career, or skill development

Flexible work models or 
scheduling

Opportunity for growth, career, or skill development Compensation or benefits

Compensation or benefits Burnout, work/life balance, or workload Employee misalignment on goals

Diversity and inclusion Flexible work models or scheduling Flexible work models or scheduling

Opportunity for growth, career, 
or skill development

Mundane, routine, or unfulfilling work Diversity and inclusion

Why Do Agents Leave?

This year, we compared what agents, supervisors and managers, and senior 
leadership saw as the reasons agents are leaving the contact center. The resulting 
picture is not great. To start with, neither mid-level nor senior leadership perceives a 
lack of support for their agents as a top reason they’re leaving. 

What do agents say? Not only is it number one, it’s number one with a rocket. Fully 
64% of agents responding to our 2022 survey cite manager or supervisor support as 
the leading cause of agent attrition in their contact centers. 

There’s another important finding to consider, given a widely reported April 2022 
study that found about 77% of US managers are willing to implement “severe 
consequences” – including firing workers or cutting pay and benefits – on those who 
refuse to return to the office. In our survey, 55% of agents believe the lack of flexible 
work models or scheduling is a leading cause of attrition in the contact center. 

Meanwhile, more than one-third of senior leaders see a misalignment on employee 
goals driving agents out of their contact centers. To borrow from “Cool Hand Luke,” 
what we’ve (apparently) got here is a failure to communicate.

One piece of good news: everyone can agree that compensation or benefits 
and opportunity for growth, career, or skill developments play an important role 
in combating attrition. Unfortunately, the levels of attrition reported by this year’s  
respondents indicate that there needs to be closer agreement on what to do about it.

Agents don’t appear to be bailing because they feel they can’t handle more work 
or are bored by the work they’re doing. Nor are they quitting because they think the 
technology they use to deliver services is outdated. They’re also generally content 
with the training and preparation they receive. All of that points towards a workforce 
that, when they feel supported and fairly compensated, and have their workstyle 
preferences taken into account, are ready to take on the challenges of handling 
multiple channels and moving into the contact center’s omnichannel future.
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Compensation or benefits

Opportunity for growth, career, or skill development

Flexible work models or scheduling

Employee misalignment on goals

Manager or supervisor support

Diversity and inclusion

Objective feedback, coaching, or recognition

Burnout, work/life balance, or workload

Mundane, routine, or unfulfilling work

Lack of autonomy or empowerment

Lack of preparation or training

Outdated processes or legacy technology

  Overall         

  Agents

  Supervisors and Managers

  Senior Leadership

 36%
 57%

 38%
 30%

 25%
 37%

 14%
 29%

 17%
 9%

 22%
 16%

 12%
 3%

 20%
 8%

 41%
 43%

 49%
 34%

 29%
 46%

 14%
 34%

 22%
 29%

 17%
 25%

 14%
 20%

 10%
 15%

 41%
 46%

 41%
 41%

 27%
 60%

 14%
 26%

 21%
 6%

 39%
 15%

 13%
 11%

 13%
 15%

What are the causes of agent attrition?



The shift to omnichannel shows up clearly in our 2022 results, 
compared to 2019. Three years ago, just 17% of respondents 
said they support all channels seamlessly, without forcing agents 
and customers to start over if they switch channels during a 
customer interaction. That switching is a major cause of agent 
inefficiency and customer frustration when contact centers 
haven’t integrated their systems. 

Today, 32% our respondents classify themselves as fully 
omnichannel. Medium centers have embraced omnichannel 
more quickly than their peers, with almost 60% of respondents 
telling us they have made the shift to supporting all channels 
seamlessly. For small and large centers, there is still work to be 
done to “be where your customers want you to be, where your 
business needs you to be, and in the channels where you are 
able to provide the highest level of service and satisfaction.” 
More than 60% of both small and large centers report that they 
have yet to embrace the omnichannel future.

Traditional live-agent channels – inbound phone, outbound 
phone, email, and chat – continue to dominate channels 
customers can use to contact organizations with questions 
and problems, but the mix of other channels has increased 
significantly since 2019. 

 
Supporting Multiple Channels: Opportunities and Challenges
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Which of the following best describes your contact center?

Omnichannel

Multichannel

Single channel

  Overall           Small CC (<150 FTE)           Medium CC (151-500 FTE)           Large CC (>500 FTE)

 32%

 55%

 13%

 29%

 49%

 22%

 59%

 26%

 15%

 37%

 59%

 4%

Text, self-service, and social media channels have 
gained significant ground in the contact center.
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What channels does your contact center support or plan to support?

Phone - inbound

Phone - outbound

Email

Chat (web-based)

Self-service phone IVR

Self-service portal/knowledge base

Offline (fax and/or mail)

Back office (e.g., claims processing)

Community forum moderation

SMS/text

Social media (live agent-assisted)

Social media (bot/AI-assisted)

Mobile app

Video

Chatbot

Voicebot (i.e., a voice-activated chatbot)

  Currently Support           Planning to Add

 64%

 32%

 8%

 12%

 25%

 14%

 13%

 9%

 14%

 19%

 55%

 14%

 8%

 14%

 56%

 34%

 17%

 21%

 44%

 26%

 21%

 22%

 33%

 19%

 31%

 23%

 31%

 23%

 19%

 21%

 16%

 23%

Where 94% of contact centers reported offering inbound phone 
in 2019, just 64% tagged it in 2022 as the use of newer channels 
increased. Email and outbound phone saw similar declines. 
Overall, 13% of contact centers continue to interact with 
customers using a single channel, most likely voice.

As of 2022, the most common channels can use to interact 
with contact centers, after voice and email, are text, self-service 
(in the shape of both interactive voice systems and self-service 
knowledge bases), and social media, primarily with a live agent 
fielding and responding to social media queries, comments, and 
complaints. Similar to the persistence of single-channel contact 
centers, fax and post refuse to surrender to the future – 25% 
of respondents say they’re still using those channels and, even 
more surprising in this digital-first world, 9% plan to add those 
offline channels over the next couple of years.

This year, we streamlined our question about what drives 
increasing volume and where complexity comes from to  
focus on the factors most likely to complicate agents’ lives.  
As more contact centers added channels and/or moved to  
true omnichannel environments over the last 12 months  
– and more customers demanded access to digital channels – 
57% of contact centers saw volume increase and 44% reported 
greater complexity. In addition to the number of customers 
and channels, contact centers pointed to customers and staff 
competency and compliance and security issues adding to 
agents’ work.
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What factors drove increases in volume and complexity?

Number of customers

Staff competency or training

Use of additional channels, digital,  
and/or self-service channels

Customer competency or education

Compliance or security

Number of staff

Scope of services offered

New systems, equipment, or devices

  Volume           Complexity

 46%
 34%

 20%
 33%

 22%
 32%

 35%
 35%

 34%
 45%

 34%
 39%

 22%
 19%

 29%
 36%

In those contact centers that have seen decreases in volume (5%) 
and complexity (4%), respondents attribute that to the following:

Volume 

1. Number of customers

2. Staff competency or training

3. (tied) Use of additional channels, digital, and/or  
 self-service channels

4. (tied) Customer competency or education

5. Compliance or security

6. (tied) Number of staff

7.  (tied) Scope of services offered

Complexity

1. Introduction of additional, digital, and/or self-service  
 channels

2. Customer competency or education

3. Compliance or security

4. Staff competency or training

5. Number of customers

Overall, those who handle customer contacts/interactions 
across multiple channels are generally optimistic about doing 
the job well. Most find it no easier or harder to navigate 
transitions between voice and nonvoice channels, and almost 
all respondents rate their performance positively. Agents, in 



How would you describe your 
attitude toward handling contacts/

interactions across channels?

Do you find it easer or harder to 
handle contacts/interactions across 

voice vs. non-voice channels?

How would you rate your success 
at handling contacts/interactions 

across multiple channels?

59%
32% 32%

63%36% 61%

6%
7%

  Optimistic

  Neutral

  Apprehensive

  Easier

  About the same

  Harder

  Highly successful

  Moderately successful

  Moderately unsuccessful

  Highly unsuccessful

1%
5%
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What are the deterrents or challenges to supporting multiple channels?

Learning new technologies to handle contacts

Learning new processes to handle contacts

Navigating multiple screens/interfaces

Distraction (i.e., too many options)

Lacking confidence in ability to answer questions across channels

Challenges to efficiency due to lack of internal processes

Challenges to efficiency due to internal approval process  
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particular, have apparently become a much 
more optimistic group over the last three 
years: 86% told us they’re optimistic, and the 
remainder are neutral. 

While only about a third of our overall 
sample rate themselves as highly successful 
in multi- and omnichannel centers, agents 
split evenly in terms of seeing themselves 
as highly or moderately successful handling 
multiple channels. As we noted last time 
we surveyed contact centers, research 
shows that agents tend to overestimate their 
success and achievements and that may be 
playing a role here. A less cynical viewpoint 
might be that many more agents are now 
working in multi- and omnichannel contact 
centers and are increasingly comfortable 
dealing with customers across channels. 

Most agents rate themselves moderately 
or highly successful when it comes to 
supporting multiple channels, so we didn’t 
get much response from agents about which 
factors they see as deterrents or challenges 
to supporting multiple channels. 

Supervisors and senior leaders, on the 
other hand, had views and opinions on 
the topic. Aside from the obvious issue 
of navigating screens and interfaces in a 
multichannel environment, they believe 
agents are challenged by the need to learn 
new processes and technologies (52% 
each), can get distracted by the abundance 
of options at their fingertips (30%), and 
may lack confidence in finding answers for 
customers in new or less-familiar channels 
(30%). Leadership assigns less weight to the 
problems with the processes themselves.

Contact centers are complex environments that depend on diverse solutions and application suites that must be regularly 
reviewed, updated, added, and/or retired. Forcing agents to navigate across a disjointed collection of unintegrated channels 
guarantees that they, and your customers, will end up frustrated and underwhelmed by the quality of service your center can 
provide. The good news is that, across industries and size of contact center, organizations either have already invested in or 
have plans to add the tools agents need to deliver great service. 

 52%

 52%

 32%

 30%

 30%

 16%

 15%
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What is the current status of the following tools and solutions in your contact center?

ACD

Business analytics

Call monitoring

Chat or digital messaging

Customer relationship management (CRM)

Customer satisfaction surveying

Desktop analytics

Chatbot or virtual agent

IVR

Knowledge management (e.g., knowledge base)

Omnichannel

Predictive analytics

Quality monitoring

Robotic process automation

Screen analytics

Sentiment analytics

Social media

Speech analytics

Speech recognition

Text (SMS)

Text analytics

Workforce management

 Currently using          Planning to add/replace

 46%
 48%

 29%
 58%

 41%
 49%

 29%
 55%

 44%
 49%

 26%
 55%

 30%
 52%

 42%
 45%

 47%
 48%

 48%
 48%

 31%
 53%

 29%
 55%

 40%
 54%

 22%
 60%

 41%
 47%

 26%
 54%

 31%
 49%

 49%
 44%

 32%
 51%

 39%
 54%

 39%
 47%

 43%
 48%



Supporting multiple channels is generally perceived to be a beneficial career move/opportunity 
(53%). It requires the cultivation of additional skills (multitasking, writing skills, critical thinking, conflict 
management, emotional intelligence, empathy, etc.). And it can be financially lucrative, with 58% 
of respondents reporting that their contact centers pay higher compensation to agents who handle 
multiple channels. Given the skills required and value delivered by agents who can support customers 
across multiple channels, it also seems logical that they should earn more than their peers who are still 
specialized on just one channel. 

Unfortunately, this is another area of differing perspectives between agents and contact center leadership. 
Of the agents answering this question, 95% perceive supporting multiple channels as a way to boost 
their career prospects and the remainder see it as somewhat beneficial. For many of them, however, that 
may require moving to a new job – only 43% of supervisors and 48% of senior leadership agreed that 
supporting multiple channels is a beneficial career move/opportunity and 20% and 7%, respectively, 
don’t see it as a way for agents to move up.

The news is a little better on the pay front. While agents handling multiple channels have seen the 
difference in pay shrink since 2019 (again likely reflecting the mainstreaming of multichannel and 
omnichannel call centers), agents ambitious and skilled enough to efficiently handle more than 10 channels 
are receiving a considerably larger pay bump for their efforts today than they were three years ago.
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Is supporting multiple channels seen 
as a beneficial opportunity/career 

move for agents?

 Yes

 Somewhat

 No

19%

53%

9%

38%
Pay differential for agents handling multiple channels 2019 2022

1-5% 39% 9%

6-10% 36% 24%

11-20% 16% 50%

21-30% 9% 17%

More than 30% 0% 1%
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There’s no question that a greater percentage of contact center leadership is now 
walking the “better AX = better CX” walk and focusing attention and resources 
on improving the agent experience. That’s reflected in increased focus on agents’ 
psychological and emotional health (on the part of contact centers if not the overall 
organization). We also see improvements in higher levels of agent job satisfaction, 
improved career and compensation prospects for agents as their skills and expertise 
increase, and improvements in attrition rates.

But there’s clearly much work to be done. 

Continual process improvement is much more than a buzzy term for contact 
centers. Given the massive shifts in consumer and business buying habits and 
increasingly complex technology used to deliver customer service, leadership must 
understand where obstacles to agent success are created by existing processes 
and tools/solutions.

Agents are in the trenches every day, trying and – more often than we’d like to admit 
– struggling to serve customers using the tools at their disposal. Meanwhile the 
volume and complexity of their work has increased dramatically. When processes 
and technology throw up additional roadblocks that prevent agents from addressing 
customers’ wants and needs effectively, relationships between agents and 
supervisors can fray and morale and engagement often suffers. 

There’s no debate that contact centers have invested heavily in tools and platforms 
to support remote workstyles while also working to improve multichannel and 
omnichannel customer care. Much of that investment was rolled out in emergency 
conditions and under extreme pressure, however. It is time to take stock of what 
needs to be added, replaced, or augmented as we move into a digital-first and 
potentially digital-only future where remote and hybrid work is a permanent feature 
for most or all contact centers.

Strategic leadership will be critical to contact center success as we emerge cautiously 
into a changed world. In 2022, the concerns and drivers of engagement are vastly 
different than they were the last time we surveyed this community. Talent pipelines, 
training, and knowledge management - always important strategic issues - have 
become even more crucial as attrition picks up and agent tenure declines.

Contact center employees, as a group, love what they do. They’re motivated by 
pleasing customers and they support their teammates. Organizational and contact 
center leaders who can remove the maximum amount of technology, process, and 
support friction from the contact centers will empower an engaged, proficient, 
and dedicated team of agents. Those agents are much more likely to stick around 
and help power your organizations’ successes. Their employers will gain happy, 
loyal customers and they’ll be positioned for long term growth even as the industry 
continues evolving at mind-boggling speed.

 

 
CONCLUSION
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The 222 respondents to this survey represent a diverse 
sampling of contact center industries (including outsourcers) 
and organizational size. The most highly-represented sectors 
were financial services and insurance (16%), retail (12%), 
healthcare (10%), telecommunications (6%), consumer 
products (6%), advertising (5%), manufacturing (5%), and 
technology (4%).

The size of the responding contact centers also varied, with 
24% of the respondents reporting their contact center has 
between 100 and 500 seats and 31% employing 99 agents or 
fewer. Conversely, 22% of respondents reported having 1,000 
agents or more. 

Most survey respondents reported working in leadership 
positions, with 27% holding executive-level job titles; 25% 
of respondents are at the director level. Thirty-seven percent 
of respondents hold supervisor- or manager-level positions, 
with 5% holding specialist management roles in workforce 
management, quality management, training, etc. The voice of 
the agent was represented by about 16% of our sample.

What is your role/position in your organization?

Executive management  
(CEO, president, owner)

IT/technical executive  
(CIO, CTO)

Marketing/customer  
executive (CMO, CCO)

Senior management  
(director)

Mid-level management  
(manager)

Low-level management  
(team lead/supervisor)

Specialist management (e.g., workforce 
manager, quality manager, training manager)

Customer support (analyst, agent, 
technician, representative)

 14%

 4%

7%

 25%

 22%

 5%

 5%

 16%

 
About the study
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How many FTEs work in your organization? 
Your contact center?

More than 50,000

20,001 - 50,000

10,001 - 20,000

5,001 - 10,000

1,001 - 5,000

551 - 1,000

501 - 550

151 - 500

100 - 150

50 - 99

Fewer than 50

 10%
 18%

 1%
 13%

 2%
 12%

 14%
 12%

 8%
 8%

 14%
 15%

 26%
 10%

 10%
 9%

 5%
 1%

 3%
 1%

 7%
 1%

Which business areas are you affiliated with?

Contact center operations

Customer service

Technical support

Sales

IT

Marketing

Human resources

Finance

 87%

 74%

 28%

 26%

 16%

 13%

 13%

 9%

   Organization            Contact Center
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We are all striving to be better. Whether it’s being better people, better leaders, or better organizations, improvement and advancement is at the heart 
of our daily intentions.

For the contact center, this mission of constant improvement is fundamental to every interaction. We need to meet the expectations of our customers in 
ways that improve their satisfaction and brand loyalty. We need to improve employee engagement as we build their skills, knowledge, and experience 
in ways that grow their own loyalty and improve retention. We need to improve our organization’s operational efficiencies in ways that drive revenue 
and improve the bottom line.

No one understands the contact center’s focus on improvement like ICMI does. We champion contact centers and their people, and our mission is to 
make both better every day. Through training, consulting, content, and events, we unite the community and empower contact centers to serve their 
customers better, engage their employees more, and improve the customer experience.

ICMI is part of Informa PLC, a leading B2B services group and the largest B2B events organizer in the world. To learn more and for the latest news and 
information, visit ICMI.com and tech.informa.com.

With NICE, it’s never been easier for organizations of all sizes around the globe to create extraordinary customer experiences while meeting key 
business metrics. Featuring the world’s #1 cloud native customer experience platform, CXone, NICE is a worldwide leader in AI-powered self-service 
and agent-assisted CX software for the contact center – and beyond. Over 25,000 organizations in more than 150 countries, including over 85 of the 
Fortune 100 companies, partner with NICE to transform—and elevate—every customer interaction.


