
Business Transformation and Analytics:   
Driving Change in a Customer-Centric World

New Study Reveals Reliance on Too Few 
Data Sources; Organizations Likely Missing 
Opportunities to Meet the Real Needs of 
Customers
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We read constantly about the need to adapt or die—and that “digital 

transformation” is the change businesses must make today. Many 

organizations even believe becoming an agile digital business is critical to 

their ability to innovate and compete. Take Blockbuster and its resistance to 
change or Dominos, who embraced digital head on, and you can see that how 

companies deal with transformation can make or break them. But what are 

the drivers of change? And what sources of information do companies rely on 

to lead transformation?

In this era of big data, we collect information from more sources than ever 

before. But having access to data and effectively utilizing that data are two 

different things. In fact, in the face of so many sources and the complexity 

of analytics solutions, many decision makers may be trying to cut through 

the noise by simply relying on data points they are most comfortable 

with—thus failing to understand the real status of the business. This report 

includes responses from over 1,000 C-Suite executives in the U.S. and U.K., 

and uncovers the factors that compel change and reveals the data sources 

companies rely on to inform their decisions. 

The findings suggest an alarming problem: companies lack sufficient insight 

across their vital data sources to confidently and reliably drive change. With 
IDC estimating enterprises will spend in excess of $2 trillion in 2019 on 

digital transformations, failure is too costly.

INTRODUCTION

https://digit.hbs.org/submission/blockbuster-its-failure-and-lessons-to-digital-transformers/
https://digit.hbs.org/submission/blockbuster-its-failure-and-lessons-to-digital-transformers/
https://www.econsultancy.com/blog/69823-how-digital-helped-domino-s-overtake-pizza-hut
https://images.idgesg.net/assets/2018/01/state_of_the_cio_01_ciod_winter_final.pdf
https://images.idgesg.net/assets/2018/01/state_of_the_cio_01_ciod_winter_final.pdf
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Change is inevitable in business, and 
more than half of the executives surveyed (60 
percent) say they have experienced a significant 
sales or marketing change in the past 12 to 18 
months. However, there is a notable difference 
across the C-suite. Significantly more CMOs (81 
percent) say they have undergone such a change 
compared to CEOs (59 percent). This gap likely 
reflects the on-the-ground reality: CMOs are 
experiencing the most disruption from digital 
transformation—they face intense pressure to 
understand new sources of customer data and 
quickly act to meet new customer expectations.

When it comes to the top reasons C-suite 
executives make a change, revenue numbers (49 
percent) and direct feedback from customers (39 
percent) top the list, with only 27 percent claiming 
external brand perception as the cause. 

However, one of the most revealing findings 
highlighted why decision makers don’t initiate 
change. Sixty-eight percent of executives admitted 
to avoiding a major change initiative in their 
businesses because of an “if it ain’t broke don’t 
fix it” attitude where “broke” simply means lack 
of direct pressure. However, a company that is 
not looking for new opportunities and driving 
transformation to meet elevated customer 
expectations risks losing its customers to a 
company who will provide a more engaging, 
relevant experience. 

In a world where companies are racing to innovate, 
decision-makers can’t afford to wait until 
something breaks before they make a change. 
They must proactively identify efficiencies and 
new ideas or they risk being left behind.

WHAT’S DRIVING CHANGE?

Revenue and customer feedback are 
catalysts—but if it ain’t broke don’t fix it!

Sixty-eight percent of 
executives admitted to 
avoiding a major change 
initiative in their businesses 
because of an “if it ain’t 
broke don’t fix it” attitude.
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MORE DATA, FEWER PROBLEMS

Decision makers recognize the need for data 
analytics to inform change but admit to 
consulting too few sources 

Insights are key. It’s no surprise that 85 percent 
of executives agreed that data and analytics 
are important to informing sales and marketing 
changes. However, the survey reveals two troubling 
trends.

First, when it comes to data sources, decision 
makers rely on a limited set of numbers that are 
the easiest to derive. While these data points are 
important, by themselves they lack the depth and 
nuance that true data analytics can provide. By 
only looking at these sources, companies miss out 
on the power and accuracy of analytics solutions 
that can surface issues and possibilities that are 
otherwise invisible.

https://twitter.com/intent/tweet?text=“Sixty-eight+percent+of+executives+admitted+to+avoiding+a+major+change+initiative+in+their+businesses+because+of+an+“if+it+ain’t+broke+don’t+fix+it”+attitude.”+Read+more+in+the+latest+report+from+@Calabrio.+http://bit.ly/2IwINcP
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While most executives acknowledge that relying 
on a single data point is insufficient for informed 
decision-making, many continue to do so—likely 
because they are comfortable with a particular set 
of numbers and struggle to access or understand 
the value of broader analytics. This is supported by 
another surprising set of findings. A full 33 percent 
of respondents review their dashboard of metrics 
and analytics only weekly, and 29 percent review 
them daily. Just 11 percent admitted they look at 
their dashboards only when there is a problem.

Second, 39 percent of all respondents admitted 
to relying too heavily on just one data point, and 
this number skyrockets for CMOs (63 percent) and 
CIOs (65 percent). 

FOR THOSE WHO ADMITTED ONE 

DATA POINT IS “ADEQUATE”…

36% 
rely on revenue 

figures

20% 
rely on social 
media data

16% 
rely on sales 

figures

15% 
rely on 

feedback from 
the team

12% 
rely on contact 

center data

39% 
rely on revenue 

figures

35% 
rely on social 
media data

SO WHAT’S THE CHALLENGE 

WITH USING ANALYTICS?

38% 
said they have 
no issue with 

doing so

24% 
said it is too 
complicated

20% 
said there 

are too many 
sources

19% 
said they don’t 

find the data 
valuable

WHAT INFORMS DECISIONS?

Clearly, executives recognize the value of analytics 
but are underutilizing it. Whether the reason is they 
feel their analytics solution is just too complicated 
or doesn’t produce actionable information, the 
result is they continue relying on the data sources 
they are the most comfortable with, missing a 
huge opportunity to gain a holistic view of the 
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STOP LISTENING TO THE 
OBVIOUS. GET TO THE REAL 
SOURCE.

While it’s evident businesses are not taking 
full advantage of data analytics to drive their 
change initiatives, the situation is worse than it 
first appears. Thirty-nine percent of respondents 
said they rely on direct customer feedback to 
drive change, yet only 23 percent said customer 
feedback is how they solve a crucial problem to a 
product or service. 

When executives do consider customer opinion, 
their most common sources are ratings and 
reviews (49 percent) and social media (40 
percent). However, this information rarely provides 
an accurate or complete picture of the attitudes of 
the customer base. 

These channels attract those with the strongest 
opinions, whether extremely satisfied or 
unsatisfied. And because these opinions are highly 
visible and emotionally charged, it is far too easy to 

Businesses still aren’t tapping into a vital 
source of direct customer feedback that 
allows them to deliver what customers really 
want

customer. Consequently, they may be skewing 
their decision-making by not fully understanding 
what’s happening in their business, or at least 
produce business changes that don’t deliver 
expected results.

allow them to sway decision-making. 

Change will only be successful if it delivers what 
customers want. Narrowly defining customer 
feedback and informing decisions from biased 
sources leads to less than optimal results. Instead, 
a company’s analytics solution should include 
sources that are democratized, such as contact 
center data–a goldmine for customer insights. 
Often overlooked, the contact center provides 
reliable, unbiased data that can ensure change 
initiatives reflect the true needs of the customer.

WITH THE VOICE OF THE 

CUSTOMER, THE CONTACT 

CENTER GETS A SEAT THE TABLE

Conversations happening in the contact center 
create some of the richest data in an organization. 
It’s the unfiltered voice of the customer, directly 
(and indirectly) telling you what they want, and 
how they want it delivered. With the right analytics 
solution in place, enterprises can tap into this 
invaluable resource, transforming the contact 
center into a driver of business change. When asked if they had ever 

led an unsuccessful change 
initiative at an organization, only 
41% said they had not, while 
22% said a failure stemmed 
from not delivering what the 
customer wanted. 
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Align contact center priorities to the business 
goals
To gain recognition from the rest of the 
organization, the contact center must operate 
with the desired business outcomes in mind. 
Understand what information executives need 
from customers to meet their corporate objectives, 
then design analytics initiatives and implement 
analytics tools to deliver it. Prioritize the projects 
that most strongly tie back to company goals. 
Then, stay informed on how corporate goals and 
strategies evolve based on market changes. 

Contact center analytics initiatives should 
seamlessly shift as needed to continually support 
company growth.

Provide a comprehensive view with 
omnichannel analytics 
Contact center analytics covers more than speech. 
Today’s tools can analyze what is said not only 
during phone calls, but also what’s communicated 
via emails, chats, social media and more. Then 
sentiment can be analyzed to get to the root of 
what customers actually mean. But the important 
part is analyzing data across channels to develop 
a complete view of the customer—and then rolling 
those findings up to the greater organization. Only 
by connecting the dots between multiple channels 
can companies understand their correlation and 
gain the knowledge needed to fully optimize the 
customers’ experiences and deliver on their needs. 

SO HOW CAN THE CONTACT 

CENTER UTILIZE ANALYTICS TO 

GAIN A SEAT AT THE TABLE?
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Deliver impactful reports
Make it easy for anyone across the organization 
to understand the insights buried in the contact 
center data. Implement reporting solutions 
that break down data silos and deliver visual 
dashboards that take the analysis burden off the 
decision-maker. These reports will cut through 
the noise and drill down into relevant insights 
that matter to the health of the company. When 
data is presented in a simple, digestible manner, 
businesses can see the big picture and deliver a 
data-driven customer experience that exceeds 
expectations.

Get team buy-in
Cultivate advocates from across the company—
each department will be able to add insight 
and depth to contact center findings. Analyzing 
the conversations agents have with customers 
provides insights that are relevant to product, 
sales, marketing, and nearly every other 
department. By sharing this information with the 

rest of the organization, each team will be able 
to get to the root causes of issues and get buy-in 
from the C-suite down to make adjustments to 
enhance the customer experience.

Play a part in leading the change
Ensuring a successful change initiative centers 
around one thing: action. It’s not enough to simply 
share results; contact centers must play a role 
in facilitating changes that give customers what 
they want. This may involve developing and 
implementing new coaching and training within 
the contact center or adjusting product roadmaps 
to fix a defect or add a feature that customers 
are requesting. Insights are nothing without 
application, and if the company is motivated 
to initiate change to improve the customer 
experience, this is where the rubber hits the road.

*This research was conducted by VI.GA consulting with over 1,000 C-Suite 
executives in the U.S. and U.K. in February 2018.
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Calabrio is a customer engagement software company that provides analytic insights to catalyze growth 
through customer service contact centers. The Calabrio ONE® software suite empowers everyone in 
an organization, from contact center agents to the CEO, with easy-to-use tools that provide a better 
understanding of the customer. Every customer interaction yields insights that expand customer 
consciousness, which is how leading companies now drive growth and long-term corporate prosperity.

Calabrio ONE is a unified workforce optimization (WFO) software suite–including call recording, 
quality management, workforce management, voice-of-the-customer (VoC) analytics and advanced 
reporting–that transforms the contact center into a customer engagement center and a valuable source 
of customer insight.

The clean and 
simple way to 
capture every 

customer voice—
across every 

channel. Create 
a unified view of 

the customer, see 
the big picture 

with new clarity 
and leverage 

comprehensive 
voice-of-the-

customer data to 
drive key business 

objectives.

Highly automated 
and efficient 

evaluation of 100% 
of your customer 

interactions. 
Shorten feedback 
loops and target 
training to drive 

better agent 
performance 
that directly 

improves customer 
satisfaction.

Smart forecasting, 
scheduling and 

admin tools that 
drive elevated 

WFM strategies. 
Efficiently predict 

and respond to 
dynamic customer 

call volume 
and deliver a 
consistently 
outstanding 

contact center 
experience.

Sophisticated 
speech and text 

analytics engines 
that harness 

the voice of the 
customer—and 

intuitive outputs 
that bring that data 

to life. Leverage 
predictive

and prescriptive 
insights to deliver 

value to sales, 
marketing, IT, 

product
development and 

business
development 

teams.

Amazingly 
integrated

reporting and 
analytics tools that 
integrate customer 
and business data 

from across the 
organization. Break 

down data silos, 
eliminate tedious 

reporting, visualize 
critical metrics and 

see the full story 
your data tells.

ABOUT CALABRIO

Find more at calabrio.com 
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