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Introduction 

Welcome to the ADMA Contact Centre Best 
Practice Guidelines. 

These guidelines have been developed in 
fulfilment of ADMA‟s goal to help companies 
achieve better marketing results through 
more enlightened use of direct marketing. 
The ADMA Contact Centre Best Practice 
Guidelines are intended to provide you with 
the most efficient and effective way of using 
contact centres as part of your direct 
marketing campaigns. 

ADMA‟s seven direct marketing foundation 
principles provide the framework for these 
guidelines thereby demonstrating these 
seven principles in action for contact 
centres. Appendix A includes a full copy of 
the seven direct marketing foundation 
principles. 

These Contact Centre Best Practice 
Guidelines have been informed and created 
by the 2009/2010 ADMA Contact Centre 
Council committee members and are based 
on repeatable procedures that have proven 
themselves over time for large numbers of 
direct marketers to yield efficient and 
effective direct marketing results. 

These guidelines are not a substitute for the 
relevant codes, for example the ADMA Code 
of Practice. Nor are they advice on the 
relevant laws.  

If members are ever in doubt as to whether 
they are code or law compliant, they should 
contact ADMA Regulatory Affairs at 
regulatory.affairs@adma.com.au

 
  

http://www.adma.com.au/regulatory/code-of-practice/
http://www.adma.com.au/regulatory/code-of-practice/
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Principle 1:  
Plan your strategy 

As with any marketing campaign the first 
step to success for your telemarketing 
campaign is planning your strategy. As a 
marketer your campaigns are designed and 
implemented based on the strategic goals of 
your organisation. A telemarketing campaign 
is about understanding how the telephone 
channel will complement and align to your 
overall goal. 

What is the campaign objective? 

The first step is to define the objective of 
your campaign. Is the objective to: 

 Acquire customers? 

 Gain market product intelligence? 

 Build brand or good will? 

Clearly defining what you want to achieve 
allows you to then follow your basic 
marketing principles; define your target 
market, price points, distribution and your 
promotional strategy. 

It is at the point of designing your 
promotional strategy that you plan the best 
way to get your message to your target 
market and realise your campaign 
objectives. It is at this stage that you should 
evaluate the telephone channel as a part of 
your overall strategy. 

The role of the telephone channel 
in your organisation and your 
campaign 

Before deciding to embrace the telephone 
channel as a part of your campaign, there is 
a need to understand the role of the 
telephone channel within your organisation.  

 Is the telephone used as a contact 
channel by your customers from an 
inbound and outbound perspective and, 
if so, how?  

 Is it primarily a customer care contact 
channel or is it also used for marketing 
campaigns? 

Remember it is not always necessary to re-
invent the wheel and a historical perspective 
will assist in achieving success. With this in 
mind, find out: 

 What campaigns have your organisation 
conducted using this channel? 

 What were the results? 

 What knowledge was gained? 

 What other contact channels are used to 
communicate and market to your 
customers? 

 What is the contact channel of choice for 
your target market? 

These are important considerations. If your 
target market is young and internet savvy, 
an outbound call may not be the right 
approach; SMS and digital (email and 
internet offers) may be more practical and 
successful. 

If your target market is diverse, your 
campaign may be more suited to multi-
channel. Multi-channel marketing is 
conducted using a combination of channels 
such as mail, telephone, SMS, email, radio 
and outdoor advertising. 

Do you have access to telephone numbers? 
If it is an outbound campaign to existing 
customers, you need to have good 
telephone number coverage in your 
database. If your campaign targets 
prospective customers, where will you get 
the list from? 

Consider the implications of consumer 
perception regarding inbound marketing 
calls; the effect of the Do Not Call Register 
(DNCR); and what impact if any this may 
have on your campaign. Keep in mind that 
the DNCR has allowed consumers to clearly 
state their preferences. After washing 
against the DNCR, call lists only contain 
consumers who are open to telemarketing (a 
more targeted segment). 
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Cost considerations 

While the telephone is a very powerful tool 
to directly communicate and market to your 
customers, the cost per order can be higher 
than other channels. This is because 
telephone marketing is labour intensive. An 
essential consideration is the cost of running 
a telephone campaign. 

Calculate the Return on Investment (ROI). 
The cost of running a telephone campaign 
versus the sales or conversions could make 
this channel cost prohibitive. 

Whether you use your own in-house call 
centre or choose to outsource to an external 
provider, you need to carefully manage the 
scope of the project to ensure an accurate 
price estimate. 

The best way to accurately gauge the cost 
of running a telephone campaign 
(particularly if this is new to you or your 
organisation) is to conduct a Request for 
Proposal (RFP) or Request for Information 
(RFI). Go out to the market place with a 
detailed brief and call centre providers will 
tender for the campaign. This will also 
enable you to select the right contact centre 
for your needs. 

When preparing the detailed brief (RFP/RFI) 
ensure that it is comprehensive so the 
tenders have all the information they need to 
give an accurate response. Refer Appendix 
B for example of items to include in RFP. 

Creating a partnership with call 
centre vendor 

Once costs are evaluated and a decision is 
made to proceed with the telephone channel 
as part of your marketing mix, selecting the 
right call centre vendor and creating a 
partnership with them is crucial to success. 

It is important that the call centre partner is 
aligned with your culture and is proactive 
and action oriented. 

To have a successful relationship, seek 
recommendations and feedback from the 
call centre. They are the experts, having 
conducted many campaigns. It is their core 
area of expertise and their feedback and 
advice can add value. 

Aim to create a strategic partnership with 
your call centre as it has the ability to 
become a vital part of your overall marketing 
strategy. 
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Principle 2: 
Crunch the numbers 

Without doubt, a critical element of any type 
of contact centre based direct marketing 
activity is to fully understand the cost 
drivers, anticipated sales and, ultimately, the 
return on investment. The general rule of 
„you get what you pay for‟ holds strongly in 
the contact centre environment and it is 
important to understand the resulting trade-
offs between the amounts invested in the 
model against the potential returns made 
from the model. 

The following are provided as a general 
guideline as to areas of consideration when 
„crunching the numbers.‟ 

Cost per acquisition 

It is critical to monitor overall costs per 
acquisition to ensure you are maximising the 
effectiveness of marketing spend. It is 
reasonable to expect a higher cost per 
acquisition for larger customers (eg in B2B 
activity) relative to smaller (B2C) customers. 
In order to support this, ensure the contact 
centre provides details of true fully loaded 
cost – IT, overheads, staff, seating, admin, 
training and so on. 

Whilst it may be useful to compare cost of 
acquisition across different channels, it is 
becoming increasingly important to correlate 
this to the type of customer(s) acquired by 
the respective channel. Analysis of the cost 
vs return of the respective channels should 
illustrate the incremental returns likely on the 
basis of higher quality (and often more 
costly) delivery models. It will be necessary 
to estimate likely outcomes of any activity 
particularly in terms of sales achieved, leads 
generated, data penetration/list utilisation 
and so on. 

Customer lifetime value 

The equally important element, often 
overlooked or only partially understood, is  

the lifetime value that the customer 
represents. In order to achieve this, analysis 
of the following would be considered 
essential as a starting point; 

 Yearly spend by the customer 

 Expected retention period 

 Cost to maintain/serve customer 

 Up sell opportunities 

 Campaign costs (one off set up costs vs 
ongoing activity) 

 Referral value 

 Customer renewal rates 

 Competitor/historical activity 

Generally, the more we understand of the 
customer, the better able we are to predict 
future value. Is the customer, whether B2C 
or B2B, likely to grow in value to your 
organisation in the future? 

Aligning call centre activity 

Based on a clear understanding of the 
above, the cost or pricing model supporting 
the contact centre activity needs to be 
closely aligned to the drivers of success. 
There are a range of options available in 
terms of cost/pricing including; 

 Cost per call 

 Fee for sale (may assist in ensuring only 
those customers with propensity to 
purchase will be called) 

 Fee for service 

 Success fee 

 Bonus for over achievement 

 Combination of the above 

It should be clearly recognised that each of 
the above options drive a different type of 
behaviour within the contact centre and any 
performance-based incentives should be 
closely aligned to the outcomes desired. 
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Principle 3: 
Key campaign components 

Campaign objectives 

Ensure the campaign objectives are specific, 
measureable, time-bound, realistic and clear 
to all stakeholders. 

Clearly communicate expectations, SLAs 
(Service Level Agreements), KPIs (Key 
Performance Indicators) across all key 
stakeholders and campaign staff, so that 
everyone understands. These key campaign 
metrics must be incorporated in all 
campaign reporting processes. 

Understanding customer → target 

The more that is understood about the 
customer, the better the ROI from any 
investment in direct marketing to that 
customer. Customer profiling (understanding 
buying behaviour) and customer 
segmentation will enable the development of 
messages that will be relevant to the target 
customer. 

There are a vast range of models available 
in the marketplace in regards to 
customer/data analytics, extending from 
fairly simple solutions right through to very 
sophisticated offerings. Clearly, the more we 
know about the customer, the greater the 
potential benefit from modelling that 
information in order to predict buyer 
behaviour. Information regarding socio-
demographic issues, purchasing habits, 
customer interests and household income 
are commonly utilised to improve customer 
selection processes. 

On the other hand, if all that is known about 
the customer is their first initial, surname 
and phone number, then the results of 
analysis are likely to be somewhat limited 
(although, still potentially valuable).  

„Warm data‟, where some form of 
relationship exists with the customer, is 
almost always preferable and drives higher 
ROI than „cold data‟. There are many 
sources of „cold data‟. It is important to 
recognise that such data needs to be used  
 

 
sensitively. Calling the wrong people can 
damage your brand, increase customer 
complaints and opt-outs and crush staff 
morale. 

Creating a compelling message → 

customer + competitor 

In order to create a compelling message, it 
is critical to have sufficient information 
regarding the customer (needs) and 
market/competitor offerings. Consider such 
issues as; 

 What is the benefit to the customer? 

 What will be the overall contact strategy 
for each customer segment (eg type, 
number of calls)? 

 Is there alignment of messages through 
the multiple channels used in the 
campaign (direct mail, online information 
and so on)? 

Staff 

Ensure call centre staff (agents) are 
thoroughly prepared to hold a  quality 
conversations with the customer. Most 
importantly, ensure processes are in place 
to extract feedback from staff once customer 
interactions commence. 

Training programs would generally, at a 
minimum, include: 

 Product knowledge 

 Objectives of project or campaign 

 Demographics of customers/prospects 

 Briefing on previous/current promotions 
including telemarketing 

 The process for management of 
escalations or complaints 

 Industry guidelines (Fair Conduct in 
Telemarketing and Compliance Rules) 

 Listening techniques 

 Capturing customer information 

http://www.adma.com.au/regulatory/best-practice-guidelines/telephone/
http://www.adma.com.au/regulatory/best-practice-guidelines/telephone/


 

Page 10 

Plan → perform → refine –  

plan → perform → refine 

Regardless of the extent of planning, „live‟ 
campaign activity will provide significant 
knowledge. It is critical to recognise this and 
be prepared to adjust/fine-tune any direct 
marketing campaign to reflect -the new 
information. From a risk management and 
expenditure perspective, it may, therefore, 
be prudent to consider limiting activity levels 
until the data have been reflected in overall 
campaign management processes. Some of 
the more common and essential elements of 
campaign planning include; 

 Data (volume and regularity) 

 Call length 

 Number of agents 

 Length of time the campaign will operate 

 Campaign operating hours – must be 
matched to the customer segment being 
targeted. There is little point attempting 
to call customers when they are 
generally not available 

 Data washing processes and likely 
impact on overall data volume (including 
Do Not Call Register and internal 
company opt-out lists) 

 Information capturing capabilities and 
processes. Remember, any information 
gathered from customer interactions will 
assist with future campaigns 

 Processes to progressively refine 
scripting as campaign feedback is 
received 

Measuring campaign success 

Clearly define and measure ROI, as far as 
possible, in relation to each data set. Ensure 
that reporting processes are sufficiently 
timely (preferably in real time and within 24-
hours of activity). 

One aspect commonly overlooked is what 
happens with those customers who are not 
converted – what value have those 
customers extracted from the interaction?
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Principle 4: 
Testing 

Consumers and business customers are 
bombarded daily with hundreds of marketing 
messages delivered through all manner of 
media and communications channels.  

The proliferation of media and marketing 
channels, from telephone and e-mail, to 
niche websites, television channels, to 
digital video recorders and iPods, has 
further complicated the environment. The 
vast majority of these messages fail to hit 
their targets. So when it comes to multi-
channel project investments, contact centre 
managers will need to rely on research and 
previous experience. 

As marketing noise and communications 
channel fragmentation continues to 
increase, contact centre managers will find 
that testing their programs will allow them to 
better communicate with their customers 
and substantially raise campaign 
performance. 

In cases where testing results and analysis 
are not available, individual contact centre 
managers will find it cumbersome to address 
differences in market opportunities and risk, 
so the campaigns wind up with a middle of 
the road approach based on assumptions. 

In many organisations, the root of this 
problem is the lack of precise 
measurements.  

In conducting a multi-channel contact centre 
program what does a marketer need to 
know and do relative to this principle? 

The principle of testing seeks to balance the 
commercial objectives of the marketer with 
best practice for telemarketing activities. 
Best practice in the contact centre comes 
through the implementation of standardised 
business processes, continuous 
improvement, customer service and sales 
training, performance management, 
improving the use of market technology (as 
well as adapting new technology) and 
reporting functionality.                             
There are three stages of the testing phase 
which are outlined below: 
 

1. Product Service 

2. Media 

3. Propositions 

Product/Service 

This proven approach of testing allows 
executives to develop a deep understanding 
of all customer touch-points and the impact 
of each of the following areas: marketing 
levers; customer segments; geography and 
channel on key outcomes such as sales, 
distribution, customer acquisition, churn, 
market share, and brand strength.  

Combining historical analysis with in-market 
experimentation will help contact centre 
marketers arrive at an optimal deployment of 
limited resources.  

 Development of product/service for 
market exposure and delivery 

 Conduct a market analysis and summary 
of similar products and services 

 Determine the unique selling proposition 

 Market research via sample calling to 
various test data cells 

The combination of the historical test 
analysis together with in-market 
experimentation will assist the contact 
centre manager arrive at an optimal 
product/service offering. 

Media 

It used to be a given in the telemarketing 
industry that measuring the true return on 
advertising investment was impossible.  

There seemed to be too many variables to 
understand them systematically. As a result, 
marketing expenditures and allocations to 
individual geographies tended to be made 
by a combination of gut feel, organisational 
politics, and history. 

However it is also true that testing and 
isolating the data that mattered most 
provides evidence and new fact-driven 
insights that have enabled contact centre 
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managers to manage their projects with 
significantly higher ROI. Through diligent 
testing and analysis, marketers are able to 
allocate more effective and efficient 
campaigns.  

The recommended approach includes the 
following: 
 

 Design and development of an effective 
advertising campaign 

 Determine the channels to communicate 
with the market i.e. Direct mail, Direct TV 
etc. or cold acquisitions 

 Measure response rates and benchmark 
against industry standards 

 Testing will show whether the ROI is 
commercially viable 

Propositions 
Solution Outline  

The first stage of the solution outline will 
provide the conceptual solution, based on 
the client‟s requirements and leveraging 
existing documentation to deliver the project 
quickly and efficiently. 

The contact centre industry is quite unique 
as it is able to test a variety of conceptual 
propositions simultaneously. Because the 
contact centre marketer is able to control the 
introduction of stimuli, he/she is able to 
establish the differences in response that 
can be attributed to the stimulus in question, 
such as the proposed message and offering, 
and not to other factors, such as packaging. 
In-market experimentation and testing will 
reveal whether variables caused certain 
behaviour as opposed to simply being 
correlated with the behaviour.  

This will also include identifying the 
technology components and how they will 
interact to meet a set of business 
requirements to define the scope, confirm 
benefits, resource and revisit cost estimates 
and an implementation plan for the solution 
delivery stage. 

There are five phases in the solution outline 
stage, each with the objective to: 

 Start Up: initiate the project, establish 
the project team, governance and kick-
off 

 Current State: establish the „as-is‟ 
baseline of business processes and 
organisation and IT systems and 
infrastructure that will be impacted by the 
proposed solution 

 Analyse Requirements: define the 
overall requirements of the solution 

 Target Solution: establish the „to-be‟ 
solution state the project will deliver 

 Strategy and Plan: to define the delivery 
and implementation approach / strategy  

At the completion of the solution outline, a 
recommendation briefing pack known as the 
Campaign Operational Brief and revised 
implementation costs should be collated to 
summarise the results. Based on this, an 
informed decision can be made to approve 
funding to continue to the delivery stage.  

Implementation Approach 

Implementation Approach: It is suggested 
that the project(s) will be conducted in a 
staged and phased approach. Each stage 
and phase will be planned, and implemented 
with a testing phase (UAT) and also a final 
outcomes analysis to ensure that all 
requirements have been met. 

Phase One: „Discovery‟ 

 Document „previous state‟ of the 
operation  

Phase Two: „Planning‟ 

 Prioritisation and planning of „quick win‟ 
process improvements to the three core 
pillars of people, processes and 
technology 

 Develop a project implementation brief 
for rapid deployment 

 
Phase Three: „Delivery‟  

 Implementation through a collaborative 
approach that will include joint delivery 
teams from both the marketer and the 
client 
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Summary 

In order to maximize brand potential it is 
essential to understand the role each 
marketing activity plays in current 
brand/product/service performance so that 
decisions are based on knowledge gained 
from experience – know what works; know 
how to make it work better. 

Testing helps remove some of the 
uncertainty, by providing relevant 
information about the marketing variables. 

Ongoing testing programs together with 
formal research undertaken by the contact 
centre, provides invaluable information 
about your product or service and your 
customers. This information enhances the 
effectiveness of decisions made by contact 
centre managers within your organisation. 
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Principle 5: 
Focus on share of customer 
over share of market 

“Optimise every conversation” 

Plan for alternatives and customer 
questions/needs 

Telephone marketing is a dynamic medium 
so be ready with alternatives if a campaign 
is not working. Ensure there is a process for 
capturing all call outcomes (including 
reasons for „no sale‟). 

Use progressive feedback from customer 
interactions to fine-tune call scripts. 

Be prepared to deal with questions that 
customer(s) may raise unrelated to the 
nature of the call (for example, the customer 
may have questions about other products or 
dealings they have with your client). 

Know your data and your 
customers  

Use any knowledge of the target market, 
customer history/other product relationships 
to create an appropriate contact strategy 
(which customers, timings of calls, resting 
rules etc). If you are an ADMA member, 
then you can not contact a prospect or 
customer more than once every 30 days. 

Target your best customers and those with 
the strongest propensity for interest in the 
call. Increase results by washing against Do 
Not Call Register. Of course, you must 
always wash against your opt out list. 

Customer experience on the call is 
paramount 

 Have a customer experience KPI for 
each campaign  

 Have a real customer judge the target 
market‟s experience 

 Plan the campaign around the channel 
rather than have it as an add-on 

 Never waste a customer‟s time 

 Educate your management on what to 
expect 

Aim for a long term quality 
conversation 

Your agent should be able to complete all 
business on the phone where possible 
(especially outbound – remember you are 
calling the customer). 

Regardless of the call outcome, you should 
endeavour to position the customer to be 
receptive to future calls. 

Train, train, train your agents 

Don‟t ignore the big picture. The more 
information that is shared with the agents 
making the call, the better: 

 Customer journey 

 Brand 

 Market activity 

 Campaign strategies and objectives 

 Key measures of success (from the 
client‟s perspective) 

 Agent incentives 

 Product issues 

 Process for obtaining agent feedback 

Measure, review, improve 

Results must be monitored as frequently as 
possible in the initial stages and then at 
regular (eg daily) intervals in the long term. 
Analysis of these results should be used to 
fine-tune the process (including offer and 
scripting) where possible. 

Consider incentives for agents to provide 
qualitative feedback from their interactions 
with customer(s). 

Consider follow-up calls to a sample of 
customers to gauge their satisfaction with 
the whole experience – this will be critical for 
future program design. „Mystery shopping‟, 
and panel review of recorded calls will assist 
with calibration of measures of call 
outcomes and overall call quality.  
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Principle 6: 
Don‟t forget it‟s all about the customer 

There is little doubt that business conditions 
have become increasingly difficult – even 
without the current crises in the financial and 
capital markets. Some of the challenges for 
the contact centre industry include: 

 Federal regulators and states playing a 
more prominent role in regulatory and 
business affairs 

 Customers becoming better informed 
through the internet – making 
asymmetrical value-adding (and high 
margins) harder to achieve 

 A rapid reduction of transaction costs 
through EDI (Electronic Data 
Interchange) and related internet 
applications – ensuring that the 
middleman is squeezed out of many 
value chains 

 The entry of ultra low cost competitors 
from emerging markets 

 A conflict between the needs of 
shareholders (profits) and the demands 
from communities (survival and job 
security) 

 Changing industry structures that 
continue to place more and more market 
power in the hands of fewer competitors 

The one thing that has not changed, given 
the above mentioned challenges, is that it‟s 
still all about the customer. 

The more you know about your customer, 
their aspirations, needs and wants, the 
better you, as a contact centre marketer, will 
be placed in delivering your product or 
service to your chosen target market. 
Researching and understanding your 
customers and the markets they occupy is a 
very necessary component of a business 
model. 

Researching your customer 

Researching your customers is about 
reducing uncertainty, and increasing 
understanding of your customers. It uses a 
sample of the real world to enable the 
contact centre marketer to confidently 

predict what customers think, feel or believe 
about your product, service or brand. 
Researching your customers can help your 
organisation: 

 Gather intelligence regarding opinions, 
trends, and competitors 

 Gauge interest in new products and 
service offerings 

 Generate a targeted list of potential new 
customers 

 Identify the best channels and timing to 
reach them 

 Fine tune previous campaigns 

Understanding your customers 
helps increase retention and 
contact centre sales 

If you know how your customers feel, 
behave and what they expect, (from pre-
campaign launch research) this type of 
important information will assist in a number 
of key areas. You can improve staff/agent 
performance and profitability. The strategic 
structuring of surveys can help you identify: 

 Customers‟ perceptions of your brands, 
products or service 

 The probability of current customers 
becoming repeat purchasers 

 The probability of “value add” sales 

 What your customers think of your 
competition 

 Your customer‟s future needs and wants 

This type of analytical research gives you 
the data you need to enhance relationships 
with your current customers, increase 
retention and cultivate new sales. When you 
are able to analyse the opinions of new 
prospects or existing customers you are 
able to funnel your data into winning contact 
centre direct marketing projects and 
customer sales or service strategies. 
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Basic processes to get feedback 
from your customers 

Far too often, we think we know what our 
customers think and want because – well, 
we just know, that's all. Wrong!  

Businesses can't be successful if they don't 
continue to meet the needs of their 
customers.  

There should be few activities as important 
as finding out what your customers want and 
finding out what they think of your products 
and services. 

For example, your contact centre staff/agent 
are usually the people who interact the most 
with your customers. Ask them about 
products and services that customers are 
asking for and what the customers complain 
about. 

One of the best ways to find out what 
customers want is to ask them. Talk to them 
when your operators call. Develop listening 
and questioning skills with your contact 
centre staff. 

Undertake telephone surveys to measure 
customer satisfaction. 

Summary 

“It‟s all about the customer” the whole 
organisation needs to embrace this 
positioning so that all divisions and functions 
within the organisation understand and work 
towards that common objective. 

The activities and customer functions 
outlined above are designed to prompt 
contact centre marketers to undertake 
formal processes to better understand their 
customers. 

These processes, or market research, 
provide the organisation with relevant, 
accurate, reliable, and current information 
about their customers and the business 
environment. Sound information ensures 
costs are minimised. Valid marketing  

decisions are not based on gut feeling, 
intuition, or even pure judgment. 

Direct multi-channel contact centre 
marketers make numerous strategic and 
tactical decisions in the process of 
identifying and satisfying customer needs. 
They make decisions about potential 
opportunities, target market selection, 
market segmentation, planning and 
implementing direct marketing programs, 
campaign performance, and control. These 
decisions are complicated by interactions 
between the controllable marketing variables 
of product, pricing, promotion, and multi-
channel distribution. Further complications 
are added by uncontrollable environmental 
factors such as general economic 
conditions, technology, regulatory policies 
and laws, political environment, competition, 
and social and cultural changes. 

Relevant information about the marketing 
variables, environment, and consumers 
helps remove some of the uncertainty. In the 
absence of relevant information, consumers' 
response to marketing programs cannot be 
predicted reliably or accurately. 

Ongoing research programs enhance the 
effectiveness of decisions made by contact 
centre managers within your organisation. 

These managers can then attest to fully 
understanding that their campaigns are 
based on the premise that “it‟s all about the 
customer”. 
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Principle 7: 
Never overlook privacy, choice and security concerns 

Data integrity 

Extract: 10 Step Guide to Protecting Other 
People’s Personal Information 

“...keep personal information accurate and 
up to date. 

Personal information can change. This is 
why you need to take reasonable steps to 
keep the personal information your 
organisation or agency holds current. If the 
personal information of someone changes 
amend your records to reflect those changes 
and make sure both hard copy and 
electronic files are updated. If you know that 
some personal information is likely to 
change regularly, then periodically go 
through the files to ensure the records are 
accurate and up to date.” 

 

Accuracy of billing records 

Billing records often form the basis of 
contact centre outbound campaign call lists 
and are also used for direct marketing 
initiatives. In order for these activities to be 
effective, and to maintain customer 
experience it is important to ensure 
accuracy of billing information. 

Poor performance on outbound campaigns 
is frequently associated with poor quality call 
list data. 

Common issues encountered include: 

 The listed user is no longer the primary 
user of the product or service 

 Contact details have changed or are 
invalid 

 Product features or usage is no longer 
accurate 

 Key details are incorrect eg date of birth 

Often it is too late to learn of such data 
integrity issues once a campaign has 
commenced. Furthermore it can become 
quite costly as campaigns are postponed 
whilst investigations take place and 
effectiveness is lost. If outbound activities 

are supported by direct marketing initiatives, 
this adds further cost implications and is 
very difficult to remedy or rectify. 

Whilst it is unrealistic to expect a campaign 
of any size to achieve 100% data 
integrity,marketers can take preventative 
and proactive action to ensure instances are 
minimised. These may include one or more 
of the following depending on the size and 
type of activities performed: 

 Data cleansing campaigns 

 Contact centre:  using a contact centre 
to perform health check or verification 
calls 

 Online/direct:  using eDM/DM/SMS to 
drive customers to an on-line self service 
tool to update details 

 Point of sale:  ensuring point of sales 
data capture processes are effective 

 Customer service:  ensure customer 
touch points are trained/scripted to 
ensure data accuracy 

Trial campaigns 

In order to gauge data integrity, in addition 
to several campaign key performance 
indicators, it is often wise to run trial 
campaigns that are smaller in scale to test 
the market and back-end support processes. 
Often trends established during such trials 
are reflective of the entire base and changes 
made as a result of this information can 
increase effectiveness and minimise costs. 

Engaging specialist vendors 

A number of specialist vendors exist in the 
marketplace that can provide data-matching, 
hygiene, verification type services to existing 
and new data sets. Additional services also 
include: 

 Data cleansing 

 Data append, validation and 
enhancement 

 Deduplication/data matching 

 Merge/purge 

 Segmentation 

 Consolidation 
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 DPID append 

 Mail house preparation 

Proper customer identification 
measures  

Another important consideration in relation 
to privacy is the scripting used by front line 
staff, particularly in relation to outbound 
campaigns. Proper customer identification 
measures should be incorporated into 
introductory scripting before any disclosure 
is made in respect to accuracy of billing/call 
list records. 

Extract: 10 Step Guide to Protecting Other 
People’s Personal Information 

“…consider whether you need to disclose 
personal information. 

In some cases, organisations and agencies 
disclose personal information that they do 
not need to disclose or disclose information 
without thinking about whether the 
disclosure is authorised. Consider whether 
you can achieve your purpose without 
disclosing personal information. It is often 
best practice to seek consent from the 
individual concerned if you wish to disclose 
their personal information for a reason 
beyond the reason for which you collected 
it.” 

Requirements when sourcing data 

A common objection when performing 
outbound prospect type campaigns 
surrounds source of data. Consideration 
needs to be applied to identifying the record 
source and providing this information to 
contact centres and customer facing staff. It 
is currently a requirement of the ADMA 
Code of Practice that organisations provide 
this information if the customer requests it. 
However it is expected that the new revised 
Privacy Act (expected end 2011) will include 
an legislative obligation to provide source of 
data. Therefore outbound call lists data and 
knowledge management systems should 
incorporate the source of the data. 

Most specialist data vendors will provide 
some representations in regards to the 
degree of accuracy within data lists. 

Marketers need to be mindful when 
evaluating such representations and 
incorporating these clearly into any data 
purchase/lease agreement.  

Handling issues arising from poor 
data 

Poor data integrity, incorrect segmentation, 
inadequate recency rules and improper 
washing techniques are just a few examples 
of instances that can create issues for 
organisations. 

It is important to have safeguards and 
protocols in place in order to effectively 
handle issues as they arise.  

Important considerations include: 

 Front line scripting – acknowledging 
issues and having effective complaint 
handling mechanisms in place 

 Specifying how to handle regulatory 
issues and providing escalation 
procedures 

 Updating records – channel partners 
may not have access to source systems. 
Make sure you have processes in place 
for return data path from channel partner 
to remedy data integrity issues, process 
opt-out requests and requests for data 

 Campaigns identification – establishing 
campaign databases for 
investigative/customer escalation 
purposes 

Data security 

National Privacy Principle 4 requires: 

a) An organisation to take reasonable steps 
to protect the personal information it 
holds from misuse and loss from 
unauthorised access, modification or 
disclosure 

b) Organisations to destroy or permanently 
de-identify personal information when it 
is no longer needed 

Any organisation that uses a vendor should 
include in its contract clauses that specify 
that all data provided by the organisation 
must be treated in accordance with the 
Privacy Act 1988. In additional an 
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organisation may seek additional protection 
by requiring in the contract that any data 
provided by the organisation is confidential 
and may only be used for the purpose of 
fulfilling the contract. Organisations may 
also seek further assurance through 
warrants and liability clauses in the event of 
a failure to keep the data secure. 

Lastly, the contract should specify whether 
the supplier will destroy personal information 
at the end of the contract or return it to the 
organisation. 

Defining file transfer protocols 

Marketers need to be extremely cautious in 
ensuring compliant safeguards exist for the 
transfer of customer data both internally and 
externally. Campaign data often contains 
highly sensitive customer data such as 
contact details, billing details, usages and 
segmentation variables etc. In addition, 
contact centres will also return campaign 
data back to organisations such as sales 
information, contact information and various 
forms of reporting. 

Examples of potential safeguards may 
include secure FTP/data encryption. File 
Transfer Protocol (FTP) is a standard 
network protocol used to exchange and 
manipulate files over a TCP/IP based 
network, such as the internet.  

Objectives of FTP: 

 To promote sharing of files (computer 
programs and/or data) 

 To encourage indirect or implicit use of 
remote computers 

 To shield a user from variations in file 
storage systems among different hosts 

 To transfer data reliably, and efficiently 

Marketing professionals increasingly 
recognise the need to protect the transfer of 
confidential information. Such information 
includes confidential personal information, 
intellectual property, business-critical plans 
and financial data. Securing enterprise data 
transfer takes much more than using a 
secure channel. Organisations should 
implement security that includes 
authentication check points to validate 

recipients, return receipts, an audit trail, and 
content-aware data loss prevention. 

Protecting customer data 

Transferring personal information 
overseas 

Organisations should take reasonable steps 
to limit the amount of personal information 
sent to unrelated organisations overseas. 
For larger organisations this should be 
covered within the organisation‟s information 
security guidelines. 

If personal information must be sent 
overseas for sound business reasons, 
require the receiving organisation to provide 
a binding undertaking that it will handle that 
information in accordance with the National 
Privacy Principles, preferably as part of the 
services contract. Also consider other steps 
you need to take to protect the data. 

Provisioning systems frameworks 

Due to the nature of provisioning systems 
and the use of personal data, defined 
information security protocols need to be in 
place to ensure this data in protected 
adequately and to minimise any system 
compromise/fraudulent usage. 

Organisations engaging external channel 
partners should explore secure VPN 
solutions or perhaps install dedicated 
network links in order to make in-house 
applications available to vendors. Some 
applications may also be made available 
over the internet utilising secured 
connections. 

Equally important is to keep track of 
individual users and level of access with 
individualised logins etc in order to minimise 
improper usage. 
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Vendor considerations 

Suppliers must ensure that its contact centre 
staff/agents comply with the following in 
relation to personal information: 

 Not use personal information except in 
accordance with defined clauses and for 
purposes authorised under agreements 

 Not disclose personal information to any 
person other than with written authority 
or as required by law 

 Take all reasonable steps to protect any 
personal information from misuse and 
loss and from unauthorised access, 
modification or disclosure 

 Comply with any reasonable requests or 
directions concerning the security, use 
and disclosure of personal information, 
or the rights of individuals to access and 
correct personal information 

 Notify the organisation as soon as 
reasonably practicable after supplier 
becomes aware that it may be required 
by law (including under the Privacy Act 
1988) to disclose any personal 
information 

 Notification immediately after supplier 
becomes aware of a data breach  and 

 On termination of agreement for any 
reason, destroy or otherwise deal with 
any personal information in accordance 
with the reasonable directions 

Internal marketing opt-out lists 

To ensure compliance with the Privacy Act 
1988 and the Do Not Call Register Act 2006, 
and the ADMA Code of Practice, 
organisations must maintain internal 
customer marketing opt-out lists. This is 
particularly necessary where an organisation 
seeks to rely on inferred consent when 
performing telemarketing campaigns to 
existing customers.  

Internal opt-out lists allow the customer to 
exercise choice as to whether they are 
contacted by an organisation by some or 
none of the following channels: 

 Outbound telemarketing 

 Door-to-door marketing 

 Mail 

 Email 

 SMS 

Sufficient resources need to be allocated to 
the ongoing maintenance and management 
of an opt-out list, regardless of an 
organisation‟s size. All customer touch 
points must have a suitable interface to 
lodge opt-out requests and appropriate 
scripting must be employed to ensure 
customers clearly understand the opt-out 
process and timeframes. Timing is 
particularly important as many customers 
assume an opt-out takes place immediately; 
this is often not the case because even 
though the customer may be physically on 
the opt-out list quite quickly, numerous 
campaigns may already be in operation in 
which the customer is included within. 

ADMA members are required to contact 
individuals no more frequently than once 
every 30 days. Also good marketing practice 
should generally mean that a customer is 
only on one campaign at a time. If you are 
operating campaigns that have the same 
telephone numbers, Do Not Call Register 
legislation would require that a process is 
established to remove opt-outs from any 
current (and future) calling lists. It is highly 
recommended that opt-out requests, no 
matter where they are made, are integrated 
to one central repository in an organisation. 

Customer awareness is also an important 
consideration in relation to marketing opt-
out. Organisations should ensure sufficient 
education exists for customers to be made 
aware of marketing opt-out and its role: 

 Contact centre staff inbound/outbound 
(sales and customer care scripting) 

 Point of sale opt-out (capture) 

 Direct mail opt-out 

 Email opt-out 

An up-to-date internal marketing opt-out list 
becomes a useful tool which can be used to 
wash direct marketing campaign lists of 
various types against. This will ultimately 
deliver an improved customer experience 
and improve performance measures. 
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Framework for developing data 
usage policies 

Many organisations have some form of 
internal data warehouse where important 
customer data is stored and maintained. 
This data is used for various direct 
marketing activities, particularly inbound and 
outbound telemarketing campaigns. 

It is important to define clear usage policies 
relating to the use of customer data to 
ensure regulatory requirements are met and 
customer experience in maintained. Within 
organisations, where several departments 
also attempt to access customer data for 
various purposes, usage policies become 
vital to ensure customers are not saturated 
with communications. 

Internal data usage polices should address 
some of the following when generating 
campaign lists: 

 Recency: treatment defining the 
timeframe between successive 
customer/prospect contacts, particularly 
sales, for example, having a three month 
resting period 

 Opt-out: ensuring various opt-out lists 
are incorporated into the campaign 
washing process, particularly internal 
opt-out lists and DNCR (where inferred 
consent is not being utilised) 

DNCR: clear guidelines need to be 
established which identify what 
telemarketing campaigns are washed 
against the DNCR and which are not. 
Obviously all prospect campaigns should 
have mandatory washing. Existing 
customer lists can utilise inferred 
consent, however guidelines should be 
established to determine whether this is 
suitable or not.  In many cases 
organisation voluntarily remove numbers 
on the Do Not Call Register even though 
they can rely on the existing business 
relationship 

 Segmentation: often different segments 
of customer data require individualised 
treatment. For example, high spending 
customers may have longer recency 
resting periods compared to low 
spending customers 

Campaign scripting considerations 
– data questions, Opt-outs/DNCR, 
privacy 

Organisations need to establish regulatory 
scripting in order to maintain consistency 
across the organisation at each customer 
touch point. 

When utilising inferred consent to contact an 
existing customer who is listed on the Do 
Not Call Register, it is vital that the call 
centre agent is able to clearly explain to the 
customer (if an objection is raised) as to why 
a telemarketing call was made. In addition, it 
would be prudent for the call centre agent to 
offer the customer the opportunity to be 
placed on the organisations internal opt-out 
list. Failure to do so will, in many cases, 
result in customers placing complaints with 
regulators which can create significant 
regulatory risk for the organisation. 

Technology: Utilising contact 
centre intelligence 

Contact centres have a constantly evolving 
array of technology that can be customised 
to individual campaign/marketers needs. 
Quite often contact centres are able to offer 
value-add services in addition to fulfilling 
primary campaign needs. 

Such solutions may include: 

 Data integrity reporting 

 Customer disposition 
customisation/reporting 

 Segmentation reporting – eg propensity 
to purchase based on geographical 
regions 

 Call recordings and quality management 

 Customer contact information based on 
specified intervals 

 Performance management and 
specialised sales reporting 

 Speech analytics 

 Workforce management 

 Scripting/process flow solutions 

 Knowledge management solutions 

 Various forms of data gathered by 
diallers, automatic call distributors and 
other telephony platforms 
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Marketers should evaluate a contact 
centre‟s capabilities well before campaigns 
are implemented. This will ensure specific 
requirements are met and a sufficient return 
on investment and value-add is achieved. 

Escalation Processes 
 

Not everything runs smoothly. As mentioned 
in this section already, well defined and 
effective escalation processes are a vital 
component of a campaign and help to 
effectively manage problems. 

Escalation processes give an instant and 
important feedback mechanism that can 
alert an organization to potential issues. 
Whether it be launching a campaign list that 
has mistakenly not been washed against the 
Do Not Call Register, poor quality execution 
of a campaign that leads to a high number of 
opt out requests or a chance to successfully 
resolve a consumers concerns about how 
the organization obtained their data before 
the consumer makes a complaint to the 
regulator. 

Other Key Regulatory 
Considerations 

There are many other legal obligations that 
apply to telephone marketing. 

These include: 

 Compliance with the Do Not Call 
Register Telemarketing Standards 

 Trade Practices Act (replaced by the 
Competition and Consumer Act 2010) 

 State based Fair Trading Acts (replaced 
by the Competition and Consumer Act 
2011 on 1 Jan 2011) 

 For more information on this legislation, 
visit www.adma.com.au 

 

 

 

 

 

 

Snapshot of the key legislative obligations 
that apply to telemarketing. 

 
Privacy Act: The Australian Privacy Act 
governs the collection, use and handling of 
customer and prospect information. For 
more information about the Privacy Act click 
here.  

Do Not Call Register Act: The Do Not Call 
Register Act prohibits telemarketing calls to 
Australian telephone numbers that are on 
the Do Not Call Register. For more 
information on the Do Not Call Register click 
here. 

Do Not Call Register Standard: The Do 
Not Call Register Standard covers all 
telemarketing calls to any Australian 
number, including business, government 
and emergency services.  

 

The standard specifies four main areas:  

1. restricting the calling hours/days for 
making telemarketing and research 
calls;  

2. requiring provision of specific 
information by the caller;  

3. providing for the termination of calls; 
and  

4. requiring callers to enable calling line 
identification.  

 
Competition and Consumer Act 2010 
(Australian Consumer Law): The 
Competition and Consumer Act 2010 
previously the Trade Practices Act) governs 
normal trade practice issues including 
prohibition on misleading and deceptive 
conduct, unfair contract terms and 
unsolicited selling. For specific information 
on the Competition, Consumer Act, 
particularly that related to telephone sales, 
click here. 

 

ADMA Code of Practice: The ADMA Code 
of Practice incorporates all marketing 
specific legislation into short plain language 
for marketers. ADMA members must comply 
with the Code of Practice. For more 
information about the ADMA Code of 
Practice click here.

http://www.adma.com.au/regulatory/key-issues/privacy-act/
http://www.adma.com.au/regulatory/key-issues/privacy-act/
http://www.adma.com.au/regulatory/best-practice-guidelines/telephone/http:/www.adma.com.au/regulatory/compliance-tools/do-not-call-register/
http://www.adma.com.au/regulatory/best-practice-guidelines/telephone/http:/www.adma.com.au/regulatory/compliance-tools/do-not-call-register/
http://www.adma.com.au/regulatory/compliance-tools/trade-practices-act/
http://www.adma.com.au/regulatory/code-of-practice/
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Appendix A:  
The Seven Foundation Direct Marketing Principles 

 
Principle No 1: Plan your strategy 

Your direct marketing strategy is driven by 
your broader business and marketing 
strategies. These are informed by your 
direct marketing history, business 
performance drivers, an innate instinct for 
how people will behave, and an 
understanding of the role of technology. 
 
Principle No 2: Crunch the numbers 

Accountability and analysis lie at the heart of 
direct marketing. Make sure you know how 
much the activity is going to cost you and 
how much you‟re likely to gain from it. 

Principle No 3: Work through the key 
components of any direct marketing 
campaign 

The components, which should be viewed 
as a whole and given equal consideration, 
are: 

 Define the target audience(s) 

 Develop the media strategy and plan 

 Create a compelling offer(s) 

 Establish a contact plan 

 Implement integrated creative 

 Measure and optimise results 

Principle No 4: Test, test and test again 

Continuous testing minimises risk, refines 
and optimises results, strengthens customer 
relationships and maximises profit. 

 

 

 

Principle No 5: Focus on „share of 
customer‟ over „share of market‟ 

Both strategies have their place but, 
generally, the former provides a higher 
return on investment (ROI). 

Principle No 6: Don‟t forget it‟s all about 
the customer 

Continually listen, learn and respond to 
customers‟ feedback and behaviour 
throughout the customer lifecycle. 

Principle No 7: Never overlook privacy, 
choice and security concerns 

Customers understand their data is as 
valuable as their dollars to a business and 
they demand the right to know the 
contractual terms of the relationship as it 
relates to the use of their personal data. 

For more information see “The Seven 
Foundation Direct Marketing Principles” 
document, downloadable from 
www.adma.com.au 
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Appendix B:  
Preparing the RFP 

When preparing the detailed brief (RFP/RFI) 
ensure that it is comprehensive so the 
tenders have all the information they need to 
give an accurate response. 

Consider including the following; 

 Clearly stated campaign objective(s). Be 
open about what you want to achieve 

 Start and finish dates of the campaign 

 Timing of the calls. Ensure it is 
convenient for your customer/consumer 
base 

 Other channels that you are considering 
(for example: email, SMS, mail, internet) 

 Include realistic sales conversion figures 
(that is, out of 10 calls what is the 
expected conversion rate) 

 How you will measure the success of the 
campaign. Think of measurements such 
as conversions, upsell rates, up-front 
credit card payment rate, customer 
satisfaction, retention, future payment 
rates, return/bad debt metrics 

 Your Key Call Performance Indicators 
(KPIs). For example, if it is an inbound 
campaign what is the expected Grade of 
Service (GoS), abandon rate, Average 
Speed of Answer (ASA) 

 State all of your reporting requirements 
and their frequency. This should include 
call outcome reports, call interval 
reports, feedback reports, quality 
assurance reports, outcomes by agent, 
conversion/call outcomes by agent and 
call KPI reports 

 State any data processing needs e.g. 
washing of lists, appending telephone 
numbers, return data file requirements, 
data output from the campaign 

 Be clear if call recording is required. If 
so, do you need to record all calls or 
should they be categorised by orders, 
complaints etc 

 State your compliance needs and any 
legislative compliance that is particular to 
your industry e.g. banking, insurance 
and medical sectors 

 Training requirements including an 
estimate of training time and training 
involvement. What is involved – will you 
give a briefing and what material will you 
provide? 

 Meeting requirements. Do you require 
daily, weekly meetings to review 
progress? 

 Any historical information you may have 
from similar campaigns 

 Campaign management expectations, 
what are your expectations of the 
contact centre management team? 

 Define the quality assurance 
requirements. How many and what type 
of calls need to be monitored per agent? 

 Be open and clear on how you want the 
campaign to be priced. For example, 
cost per conversion. Do you want a fully 
loaded cost per conversion, that is, the 
cost includes all training, account 
management, it and administrative 
charges or the costs to be itemised. It is 
important to request that the 
respondents take into consideration all 
costs involved in running a campaign so 
that final costs are not blown out through 
an unexpected add on 
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Appendix C:  
Glossary of Call Centre Acronyms and Direct Marketing Terms 

ACD  Automated Call Distributor. Computer that coordinates inbound calls evenly between a set of agents. 
Incoming calls are sent directly to the queue for the first available agent to handle in the order it was 
received. 

ACMA The Australian Communications and Media Authority (ACMA) is a statutory authority within the federal 
government portfolio of Broadband, Communications and the Digital Economy. More information can be 
found on the ACMA website: www.acma.gov.au 

ADA Average Delay to Abandon. The amount of time the average caller who abandoned the call waited before 
abandoning. 

ADMA Australian Direct Marketing Association. More information can be found on the ADMA website: 
www.adma.com.au 

Agent A call centre staff member handling outgoing or incoming calls. There are a variety of names that a call 
centre agent may be known as such as CSR, CSO, operator, or communicator. 

AHT Average Handle Time. Total time required to handle a single call, on average. In an inbound call centre, 
includes AWT, ATT, and the amount of Outbound Time spent on the incoming call. An accurate calculation 
is: (TTT + TWT + TOT) / NCH = AHT 

ANI Automatic Number Identification. Call centres use ANI to keep track of phone numbers of people calling 
into the call centre. This is useful for people who do crank calling or harass the call centre staff. 

Answering 
Service 

Call centre service focused on taking calls on behalf of a person or business during break periods or after 
hours. 

AOT Average Out Time. In inbound call centres, the average amount of time spent on each outbound call. This 
can be calculated by dividing the TOT by NOC. 

AR Abandonment Rate. The percentage of callers who hang up before their call is answered by a live agent or 
before they make a selection in an IVR unit. The Abandonment Rate can be calculated by dividing the 
number of calls abandoned (NCA) by the number of calls offered (NCO). 

ASA Average Speed of Answer. The time the average caller had to hold before having an agent answer. Callers 
who are answered immediately are factored into the calculation with a 0 ASA. 

ATT Average Talk Time. Average amount of time spent talking to customers for each call. This can be tracked 
in both Inbound / Outbound campaigns. It can be calculated by dividing TTT by NCH. 

ATTR  Attrition Rate. The rate cancelled sales agents make which get cancelled. The Attrition Rate is calculated 
by dividing the number of cancels by the number of sales. 

Auto Answer 
Greeting 

Pre-recorded customized greeting played at the beginning of a call answered by the system. This greeting 
can be created by a call centre staff member, or directly by the call centre client, and played to the caller 
before the call is routed to an agent. 

AWT Average Work Time. Average time spent working on call related issues. While wrapping up the call and 
letting the customer go, the agent is still unavailable for calls while finishing up with the prior contact. It is 
calculated by dividing TWT by NCH. 

B2B Business-to-business. Commerce transactions between businesses. 

B2C Business-to-consumer/customer. Activities of businesses serving end consumers with products and/or 
services. 

CANC Cancellation. Cancelling of a sale which is used when calculating the attrition rate. 

CONV Conversion Rate. The percent of contact calls made that become verified sales. You can achieve this rate 
by dividing the number of sales into the number of contacts. 

CPC Cost per Conversion. Method of pricing for outsourced telemarketing campaigns. 

CPH Calls/Contacts Per Hour. An easy way to measure productivity in the call centre. It is calculated by dividing 
the NCH by phone time usage of an agents shift. 

CRM Customer relationship management, processes implemented by a company to handle its contact with its 
customers. 

CSR/CSO Customer Service Representative or Customer Service Operator (also see Agent) 

CTI Computer telephony integration, also called computer–telephone integration or CTI, is technology that 
allows interactions on a telephone and a computer to be integrated or co-ordinated. 
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Dialler Outbound call centres use this computer telephone technology to dial numbers automatically. It knows to 
hang up if connecting with voicemail, busy lines, no answers, answering machines and telephone 
company messages of dead lines. The dialler strives to match phone agents with customers as soon as 
the customers answer their line. 

Direct 
Response 

This is the process of measuring results of direct media. Types of calls that fall under the direct response 
include reservation bookings, lead capture, surveys, coupon redemption, catalogue order. 

Dispatch Dispatch calls are simply the calls that require a call centre agent to take a message directly from the 
caller and relay the information to the person who the message was intended for: entry, dealer locate, 
fundraising and donation lines, information and referral, mail order fulfilment, market research, merchant 
processing, and more. 

DM Direct Marketing covers marketing communications which actively solicit and produce a tangible and 
measurable response and can include mail; email; telephone calls; SMS or MMS; Bluetooth; the Internet; 
Social Networks and Media; the fax. 

DNCR Do Not Call Register (DNCR): The Do Not Call Register is a secure database where consumers can list 
numbers to avoid receiving unsolicited telemarketing calls and marketing faxes. 

The Australian Communications and Media Authority (the ACMA) is responsible for the register under the 
Do Not Call Register Act 2006. The Act covers telemarketing calls and marketing faxes from within 
Australia and overseas. 

A number is eligible to be registered if it is: 

 used or maintained primarily for private or domestic purposes, or 

 used or maintained exclusively for transmitting and/or receiving faxes, or 

 used or maintained exclusively for use by a government body, or  

 an emergency service number. 

More information on the Do Not Call Register can be found on the ACMA website: www.acma.gov.au 

DPID Delivery Point Identifier. To qualify for Australia Post bulk mail discounts, mail items must feature a 
barcode with a unique eight digit Delivery Point Identifier. 

  

EDI Electronic Data Interchange: the computer-to-computer exchange of structured information, by agreed 
message standards, from one computer application to another by electronic means and with a minimum of 
human intervention. 

eDM Electronic Direct Marketing is targeted marketing using email as the channel of communication or 
promotion. 

Emergency 
Response 

Emergency Response calls generally refer to calls requiring specific and immediate handling by the call 
centre agent. The caller supplies the reason of their call and the call centre agent escalates the information 
to the appropriate person, as supplied by the client, to relay the information to. 

Exception 
Code 

Code for tracking the incidences of various exceptions. The exception code for being in training may be 
TRNG. Meetings may have the code At Meeting or MEET. The following codes defined are only sample 
exception code in which many call centres have there own in-house code systems. 

FTE Full Time Equivalent. The number of full time employees needed to perform a certain amount of work. If 
the project workload is more than the needed full time staff, part time employees can handle the remaining 
workload. 

FTP File Transfer Protocol is a standard network protocol used to exchange and manipulate files over network 
such as the internet.  

GoS Grade of service is the probability of a call in a circuit group being blocked or delayed for more than a 
specified interval, expressed as a vulgar fraction or decimal fraction. 

Headcount Is total number of people that are employed in the call centre. Not only the FTEs, but all employed 
individuals. 

Help Desk Help Desk calls coming in to a call centre are typically referring to calls for product usage and support or 
problems. 

IB Inbound 

Inferred 
consent 

Inferred consent is where a business has reason to believe that a person is willing to receive a 
telemarketing calls. There must be an existing relationship between the business and the person called. 
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InfoSec Information Security - protecting information and information systems from unauthorized access, use, 
disclosure, disruption, modification or destruction. 

IP See TCP/IP. 

IVR / VRU Interactive Voice Response. This is also known as VRU or Voice Response Unit. An automated service 
used to provide information to callers on a self-serve basis through the use of touch-tone phone systems. 
The goal of IVR implementation is to offload call volumes of the phone agents in the call centre wherever 
possible. 

KPI Key Performance Indicator. A performance indicator or key performance indicator (KPI) is a measure of 
performance. 

Loaded Staff 
Required 

The number of agents needed to handle the workload once all loading factors are taken into account. 

Loading Factor This is also known as "shrinkage." They are unavoidable exceptions or planned use of time in addition to 
the hours spent handling calls. In the long term planning, forecasting, and budgeting process W, we may 
have to take into account all of the following factors like coaching, meetings, paid breaks, scheduling, 
sickness, training, vacation and more. These hours should be added to the base requirement before 
arriving at a loaded total requirement. 

M/P  Manned Over Paid. A useful ratio for any call centre, "M over P" is the relationship between hours logged 
into the phone system to payroll hours. Can be based on your phone staff only or can include payroll hours 
for all staff involved in the operation of the call centre. 

NCA Number of Calls Abandoned. This is also known simply as Abandons. The number of callers who hang up 
before their call is answered by an agent or before they make a selection in an IVR. This is calculated by 
subtracting NCH from NCO. 

NCH  Number of Calls Handled. This is also known as Contacts. It is the number of calls that actually are 
handled by an agent or by the IVR system. Different IVR systems will have different definitions of 
"handled". On the agent side, the call is counted if it is answered by an agent. Also it is always less than or 
equal to NCO. Calculation is done by subtracting NCA from NCO. 

NCO Number of Calls Offered. This is the number of calls that came into the inbound call centre, including calls 
that abandon because they are not answered in time. The total number of calls received, whether or not 
they are handled by agents or an IVR. It is always greater than or equal to NCH. It can be calculated by 
adding NCA to NCH. 

NOC Number of Outbound Calls. In an inbound call centre, a count of the number of calls an agent places to 
other departments, other agents, or the outside world.\ Outbound calls are generally made while working 
on issues related to an incoming call like calling a customer back to let them know an issue is resolved. 

OB Outbound 

OCC  Occupancy Rate. This is the percentage of their logged-in time that your staff is occupied by calls or post-
call work. The total time they are unavailable for another call. The total amount of time they're not idle 
divided by the total time they are logged into the telephone. 

OCR Out Call Ratio. In an inbound call centre, the rate at which outbound calls are made in relation to the 
number of inbound calls handled. This is calculated by dividing NOC by NCH. 

OH&S Occupational health and safety is a cross-disciplinary area concerned with protecting the safety, health 
and welfare of people engaged in work or employment. 

Opt-out Ability of a customer to withdraw from some or all marketing activities. 

PCP Post-Call Processing. See TWT. 

Personal 
Broadcast 

The client or a call centre staff member records the desired message and an automatic dialler calls all of 
the phone numbers in a database supplied by the client and relays the message. 

Phone Time This is also known as the Total Sign-In Time. The total amount of time spent signed in to the phone 
system. 

Pre-announce A pre-announce is a recorded informational or instructional message that is played to people who call in on 
a client's account. The line is answered by the system and the message is played before routing the call to 
a live call centre agent. 

QoS Quality of service. 

Opt In 

 

Queue 

Consumers may choose to decline marketing offers by opting out. You should provide a means of opting 
out and honour consumer requests to opt out. 

A place for people to line up. ACDs handle queuing in inbound call centres, keeping incoming calls in order 
and dispatching them to the first available phone agent. 
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Recency The length of time since the customer was last contacted by an organisation. 

Resting Timeframe between successive customer contacts. ADMA members are required to have a 30 day gap 
between contacts. 

RFI Request for Information. 

RFP Request for Proposal. 

ROI Return on Investment, the cost of a marketing campaign relative to the profit generated. 

Sales A count of all sales made in a revenue-generating call centre. It can also be called conversions or closes. 
Other terms may be used in outbound call centres where surveys are performed, and a completed survey 
is similar to a completed sale. 

Service Level The percentage of calls answered within a certain time factor. There are three service levels to be 
concerned about which are target, forecast and actual. 

Shrinkage See Loading Factor. 

SLA Service Level Agreement. Part of a service contract that records the common understanding about 
services, priorities, responsibilities, guarantee and such - collectively, the level of service. 

SMS Short Message Service used for sending short text messages to mobile phones. 

SOW Statement of Work. 

SPH Sales Per Hour. Is a simple measure of productivity in a sales-oriented call centre. It can be calculated by 
dividing Sales by Phone Time. If an agent makes 30 sales in 5 hours, she has an SPH of 6.0. 

TAC  Time Accounting Code. A tracking code used to categorize time spent on different activities in the call 
centre. Synonymous with exception codes, without the negative reference. TACs can be classified as 
negative (representing time away from the phones) or neutral (simply tracking overtime hours). 

TCP/IP Transmission Control Protocol provides the service of exchanging data reliably directly between two 
network hosts, whereas Internet Protocol handles addressing and routing message across one or more 
networks. 

THT Total Handle Time. The total time spent handling calls that is calculated by multiplying AHT by NCH. 

TOT Total Out Time. In an inbound call centre, the total amount of time spent on outbound calls which is 
calculated by multiplying AOT by NOC. 

Total Delay This is the total amount of time delayed callers had to wait to be answered. Arrived at by multiplying the 
Average Speed of Answer by the Number of Delayed Callers and is Important in calculating the telecom 
costs associated with a poor service level. 

Total Sign- 
In Time 

See Phone Time. 

TTT  Total Talk Time. The total time spent talking to clients on incoming calls (in an inbound call centre) or on 
outbound calls (in an outbound call centre) which are calculated by multiplying ATT by NCH. 

TWT Total Work Time. Also known as Post-Call Processing (PCP) or Wrap Time. It is the total amount of time 
spent unavailable for new calls, working on issues related to past calls which is calculated by multiplying 
AWT by NCH. 

UAT User Acceptance Testing. The objective of the quality assurance phase is to ensure that all components 
meet requirements and are ready for real customers. 

VPN A virtual private network is a computer network that is layered on top of an underlying computer network. 

VRU Voice Response Unit. See IVR. 

Workload The amount of work to be done in a given time frame. In any environment, there are tasks to be completed 
and each task will take a certain amount of time. The total amount of time spent required to finish all the 
tasks is the total project workload. Workload is used to determine how many base staff are needed to 
serve the customers. This is also known as Contacts. It is the number of calls that actually are handled by 
an agent or by the IVR system. Different IVR systems will have different definitions of "handled". On the 
agent side, the call is counted if it is answered by an agent. Also it is always less than or equal to NCO. 
The calculation is made by subtracting NCA from NCO. 

Wrap Time See TWT. 

 

  



 

Page 29 

About the Australian Direct 
Marketing Association 

ADMA was formed in 1966 and is the peak 
industry body of the Australian direct 
marketing industry. 

Our primary objective is to help companies 
achieve better marketing results through the 
enlightened use of direct marketing. 

We achieve this through the three pillars of 
our activity; Advocacy, Knowledge and 
Community. 

Advocacy 

During its 45 years of operation ADMA has 
been involved in the formulation of law 
relevant to the direct marketing industry. 

Predominantly our focus has been the 
Privacy Act 1988, the Spam Act 2003 and 
the Do Not Call Register Act 2006. 

Knowledge - Education and Events 

ADMA improves Australian marketer‟s 
knowledge by a number of different ways 
including education, councils and events. 

ADMA runs a number of courses including 
the pre-eminent Certificate of Direct and 
Digital Marketing. A number of short courses 
are also offered. 

ADMA Councils provide a meeting place for 
Australian marketers to develop discuss 
common problems and develop industry 
best practice. ADMA Councils run free 
events and issue white papers on leading 
areas of interest. 

ADMA Events feature renowned 
international and national marketers. To find 
out more visit www.adma.com.au/events 

Community 

ADMA has over 500 member organisations 
including major financial institutions, 
telecommunications companies, energy 
providers, travel service companies, major 
charities, statutory corporations, educational 
institutions and specialist suppliers of direct 
marketing services. 

ADMA events and councils offer the perfect 
way for marketers to meet and network. 

About ADMA Councils 

This paper is the work of the Contact Centre 
Council. 

ADMA has seven different councils 
including: 

a) Agency 

b) Analytics and Data 

c) Contact Centre 

d) Digital 

e) Mail Marketing 

f) Multi-Channel Acquisition 

g) Relationship Marketing/Customer 
Management 

The Digital, Multi-Channel Acquisition and 
Relationship Marketing /Customer 
Management Councils are Super-Councils 
because each has broad cross over of 
multiple facets of marketing disciplines. 

The objectives of the ADMA Councils are to: 

a) provide forums for sharing 
information on matters of specific 
common interest aimed at increasing 
the industry sector body of 
knowledge 

a) assist in the development of a unified 
approach on public policy and 
regulatory matters 

b) develop, where appropriate, industry 
best practice guidelines that set 
ADMA members apart from others in 
the industry 

c) add value to ADMA membership 

ADMA Councils allow marketers to network, 
discuss best practice and regulatory issues, 
discuss current challenges and make new 
contacts. 

ADMA Councils are a free member benefit. 

Joining an ADMA Council is easy and any 
employee of an ADMA Member can join by 
emailing councils@ADMA.com.au or 
calling 02 9277 5419. 

  

http://www.adma.com.au/events
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How to Become an ADMA 
Member 

By becoming an ADMA member you join 
Australia‟s largest marketing industry 
association. 

ADMA membership delivers Protection, 
Promotion and Education benefits to all 
employees in your company including: 

c) Access to free Regulatory guidance, 
updates and compliance webinars 

d) The ability to participate in member-only 
ADMA Councils 

e) 35% discount on ADMA events and 
education programs  

Becoming an ADMA member is easy. ADMA 
Councils are a free member benefit. Simply 
complete the online form or call  
02 9277 5400. 

http://www.adma.com.au/
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Australian Direct 
Marketing Association 

Level 6, 50 Carrington Street 
Sydney NSW 2000 
www.adma.com.au 

councils@adma.com.au 
 


