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CCW DIGITAL MARKET STUDY:  
THE CUSTOMER EXPERIENCE

To test whether organizations are serious about their promises, we have historically asked them 

to “put their money where there mouths are.”

When it comes to the customer experience, it is time for a new test.

The reality is that today’s organizations are making meaningful investments into customer 

experience initiatives. Whether on “core” contact center projects like training, outsourcing, 

CRM systems and telephony platforms or on next-generation solutions like artificial intelligence, 

sentiment analytics or personality-based routing, organizations are not shy about pledging 

money to the customer contact cause.

Many of these organizations are nonetheless failing to markedly improve their customer 

experiences. They are failing to empower agents to perform. They are failing to turn their 

customer-centric ideologies into customer contact realities.

Money, clearly, is not the sole driver of a great customer experience.

A more appropriate evaluation, therefore, involves asking organizations to “put their results 

where their money is.” A test of whether organizations are sourcing the right solutions and 

whether they are incorporating those solutions into the right overall customer experience vision, 

the results approach more accurately signals customer centricity. It more accurately confirms 

whether the organization is investing in what it thinks will work or actually delivering what 

customers really want.

This report is a form of “test prep.” Citing data from CCW Digital’s annual consumer survey, 

it reveals what customers want – and whether organizations are delivering. The answers 

are simultaneously encouraging and sobering; by revealing that customers are not quite as 

demanding as many thought leaders suggest, it makes organizations’ failure to deliver all-the-

more disappointing.

It then reveals whether organizations are building a framework for actually meeting customer 

demands. That framework fosters an understanding of whether popular customer contact 

investments and initiatives will actually prove successful.

It closes by providing a look at some real-world solutions – all backed by case study insights – 

for building a customer-centric vision and deploying tools for supporting that vision.
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KEY FINDINGS

1 We may call this the “era of customer centricity,” but only 3% of customers are 

“extremely happy” with the experiences they receive. Only 56% of customers feel 

organizations even care about their feedback.

2
Those are unfortunate statistics, since 87% of customers would pay more for a great 

experience in at least some industries.

3
Nearly three-quarters of customers, moreover, are willing to share positive experiences 

with social media followers.

4
Top customer priorities include first contact resolution, friendly agents and quick 

resolutions.

5
If forced to choose, customers would select fast, easy experiences over 

personalized ones.

6
Top customer complaints include unprepared agents, multiple transfers and 

unfriendly agents.

7 Only 10% of customers feel agents truly care about the customers they are serving. 

8
Voice overwhelmingly remains customers’ preferred contact channel, but support is 

growing for live chat, messaging and self-service.

9 The majority of customers are comfortable using chatbots.

10 Fewer than 50% of businesses measure Customer Effort or NetPromoter Score.

11
Only 46% of organizations rely heavily on the voice of the customer to score 

performance.

12
Nearly one-third of organizations do not actively map their customer journeys. Of those 

which do, only a small portion focus on building customer profiles or understanding 

customer intent.

13
When a customer escalates from self-service, live agents rarely have instant access to 

details about the customer and issue.

14
The top data concerns include customer security, authentication and regulatory 

compliance.

15 Fewer than 25% of businesses can handle complex interactions in digital channels. 
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METHODOLOGY & 
DEMOGRAPHICS

ABOUT THE AUTHOR

To collect data for this market study, CCW Digital conducted two in-depth market research surveys. 

One survey involved customer experience, contact center, marketing, operations and IT 

professionals answering questions on behalf of their organizations.

Example respondent job titles included “associate director of customer service,” “head of visitor 

experience,” “operations manager,” “vice president of customer success,” “director of customer 

care,” “chief executive officer,” “vice president of global customer service,” “senior manager 

of global quality,” “vice president of support center,” “director of customer care operations,” 

“vice president of customer care,” “chief operating officer,” “senior director of contact center 

strategy,” “new channels director,” “chief health information officer,” “senior manager of digital 

engagement,” “chief marketing officer,” and “vice president of patient services.”

Seventy-six percent of those surveyed directly control or influence the customer experience 

budget. Many sit within or directly report to the C-suite.

The respondent pool encompasses a wide range of organizations, including a substantial 

number of large entities. Fifty-three percent employ over 1,000 individuals, while over 56% 

have three or more contact center sites.

The other survey was issued to consumers, who answered questions about their own preferences. 

The respondent pool encompasses a wide range of adult consumers; all age groups (over the 

age of 18), geographic regions, and income levels are represented.  

Brian Cantor 

Principal Analyst, CCW Digital 

Customer Management Practice 

CUSTOMER
MANAGEMENT
PRACT I C E

Brian Cantor is the principal analyst and director for CCW Digital, the global online community 

and research hub for customer contact professionals. In his role, Brian leads all customer 

experience, contact center, technology and employee engagement research initiatives for CCW 

Digital’s series of reports. CCW Digital’s articles, special reports, commentaries, infographics, 

executive interviews, webinars and online events reach a community of over 150,000.

A passionate advocate for customer centricity, Brian regularly speaks on major CX 

conference agendas. He also advises organizations on customer experience and business 

development strategies.
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CUSTOMER EXPERIENCE: A LOST OPPORTUNITY

This may be the era of “customer centricity.” 

Organizations may identify the customer experience as 

a top strategic priority and customer satisfaction as a key 

performance indicator. They may trumpet the importance 

of frictionless, personalized, omnichannel experiences.

That conceptual support is not, however, translating 

into particularly magical experiences. On the whole, 

customers remain unimpressed with the service they 

are receiving.

Only 3% of customers say they are “extremely happy” 

with the experiences they typically receive. Five percent, 

on the other hand, are not at all happy with their typical 

customer service experiences. Nineteen percent are 

only slightly happy. 

Graph B
IN GENERAL, ARE YOU HAPPY ABOUT THE CUSTOMER SERVICE YOU RECEIVE 
FROM BUSINESSES?

 5.16% Not at all

 19.41% Slightly

 56.76% Somewhat

 15.23% Very happy

 3.44% Extremely happy

This underperformance is costly.

Fifty-four percent of customers will consider switching 

to a competitor after a bad experience. Fifty percent, 

meanwhile, will share their bad experiences with 

friends, family and coworkers.

If receiving poor service from a particular agent, nearly 

62% of customers will escalate to a supervisor or manager. 

This escalation is costly – the manager has to devote time, 

energy and availability to a customer whose satisfaction 

(and future business) may be impossible to save. 
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Graph I

Consider switching to a competitor

Yell at / rant to the customer  

service employee

Ask to speak to a manager/

supervisor

Send negative feedback  

directly to the business

Post a complaint on  

social media/websites

Tell friends/family/coworkers  

about the issue

Nothing, one or two bad 

experiences are okay

SUPPOSE YOU HAD A BAD CUSTOMER SERVICE EXPERIENCE.   
WHAT WOULD YOU DO? 

54.18%

7.09%

61.77%

43.29%

22.03%

50.38%

10.13%

In addition to the financial impact of lost business 

and sour word-of-mouth, organizations that fail their 

customers miss out on the opportunities associated with 

great service.

Nearly 87% of customers would pay more for a better 

experience in at least some industries. Forty-two 

percent would pay a premium for great service in most 

or all industries. 

Graph A

Definitely not

Only if the “experience” is 

part of the product (hotel, 

flights, etc)

Only for technology products 

(computers, phones, etc)

Only for high-stakes items 

(insurance, healthcare, 

finance, etc)

Yes, for most or all products

WOULD YOU PAY MORE TO BUY FROM A COMPANY THAT PROVIDES 
A GREAT CUSTOMER SERVICE EXPERIENCE?

13.27%

32.19%

15.23%

14.50%

41.77%



CCW MARKET STUDY: THE CUSTOMER EXPERIENCE
7

WWW.CUSTOMERCONTACTWEEKDIGITAL.COM   |      #CCWDIGITAL
CUSTOMER 
CONTACT WEEK
DIGITAL

CUSTOMER 
CONTACT WEEK
DIGITAL

CUSTOMER 
CONTACT WEEK
DIGITAL

By attracting buyers, satisfying customers and creating 

advocates, great experiences drive meaningful value for 

businesses. They lead to increased market share and 

increased revenue.

They, to borrow from a thought leadership cliché, are 

how businesses can successfully compete in today’s 

marketplace.

Graph M

They solved a problem really 

quickly/easily

They’re consistently great/you’re 

really loyal to the brand

The employee was extremely 

friendly/helpful

They offered you something 

special (a free gift) for calling

They made it easy to comment 

about your experience

They compensated you for your 

comment

I don’t use social media

I use social media but would 

never comment about customer 

service

WHAT WOULD MAKE YOU TELL YOUR SOCIAL MEDIA FOLLOWERS 
ABOUT A GREAT CUSTOMER SERVICE EXPERIENCE?

48.59%

23.02%

43.73%

13.55%

41.18%

15.60%

30.69%

14.32%

Seventy-four percent of customers, meanwhile, are willing to share great 

experiences with social media followers. 
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What Customers Want

Only 3% of customers are extremely happy with the 

experiences they are receiving.

What makes that sobering statistic even more 

disappointing is the fact that customers are not especially 

demanding when it comes to their brand interactions. 

They are not necessarily looking for steaks at the airport 

or refunds for tires they bought elsewhere. They are not 

asking businesses to deliver magic.

They simply want effective, low-hassle, enjoyable 

experiences.

A priority for just over 65% of customers, first contact 

resolution represents the #1 sign of a great customer 

experience.  

Other leading factors include friendly agents (65%, #2), 

quick resolutions (63%, #3), short hold times (61%, #4) and 

no aggressive cross-sell or upsell efforts (61%, #5).

Customers are not as vociferously demanding free gifts, 

intimate conversations and enthusiastic follow-up calls. 

Their ultimate goal is to receive quick resolutions from 

cordial, customer-centric agents.

Customers may value personalization and omnichannel 

support insofar as they contribute to that big picture goal. 

They are not, however, demanding to be treated as kings 

and queens. They are not asking the business to make an 

extravagant statement; they simply require a commitment 

to successfully resolving problems.

Today’s organizations are nonetheless failing to meet that 

very modest bar. They are not consistently eliminating 

wait times and producing resolutions on the first contact. 

As such, they are not creating happy customers. 
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Graph E
Problem resolved the first time you 

call/contact

It’s “easy” to get help

Little or no waiting on hold

You can solve problems on your own 

(using web tool, chatbot, etc)

Employee engages you in a 

personalized conversation

Employee knows who you are / why you 

might be calling at start of call

Employee solves your problem quickly

All information provided is consistent 

& accurate

You can contact the brand in your 

preferred channel

Opportunities to provide feedback 

(and they use it)

They DON’T try to “sell” to you during 

the conversation

They DO let you know about relevant 

offers/upgrades during the conversation

They follow-up after the call to make 

sure everything’s still good

They apologize/show empathy when 

things go wrong

They provide special make-goods/

offers when things go wrong

They offer advice to help you avoid 

issues in the future

24/7/365 support

Employees/representatives seem 

friendly and polite

Employees/representatives don’t 

sound scripted

WHICH OF THE FOLLOWING ARE SIGNS OF A GREAT CUSTOMER 
SERVICE EXPERIENCE?

65.36%

56.76%

61.43%

20.88%

28.01%

26.29%

62.90%

56.51%

27.52%

30.96%

61.18%

22.60%

35.63%

46.19%

42.01%

43.49%

51.11%

64.86%

48.89%
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How Businesses Are Failing 

Customers are not asking the stars and sky of 

organizations, yet they remained underwhelmed with the 

experiences they are receiving.

Collectively, those concepts suggest a clear reality: 

organizations are failing to meet even the most 

fundamental tenets of a successful customer experience. 

Forget going above-and-beyond; they are not even 

delivering the basics.

In support of this assumption, ill-prepared employees are 

the greatest source of agent dissatisfaction. A whopping 

73% of customers say they become unhappy if the 

employee does not seem knowledgeable.

Other key dissatisfaction drivers include multiple 

transfers (69%, #2), unfriendly/dejected employees (62%, 

#3), inconsistent communication across channels and 

employees (56%, #4), and the need to repeat information 

as they move between channels and agents (53%, #5).

Shortcomings like the agent not knowing the customer’s 

name at the start of the call (13%), a lack of service in 

one’s preferred channel (26%), refusal to modify a stated 

policy (35%) or limited contact options outside business 

hours (37%) are far less likely to drive dissatisfaction.

Indeed, customers are not looking for particularly special 

experiences. They are not even requiring businesses to 

honor each of their individual preferences. They merely 

want quick, accurate, consistent service from agents who 

understand the business and care about their needs.

Forget wowing customers, and forget the notion of 

competing with customer experience icons like Amazon 

and Disney. Many of today’s organizations are struggling 

to deliver the bare minimum.

In further support of that point, only 56% of customers 

feel like organizations actually care about their feedback. 

This is supposedly the era of customer centricity, 

but nearly half of customers do not even believe 

organizations care how they feel, let alone carry a 

passion for tailoring experiences to those feelings.

Customers, similarly, feel today’s agents provide little 

cause for celebration. Only 10% believe agents really care 

about the customers they are serving. Barely 20% believe 

agents are knowledgeable about customer needs, and 

fewer than 30% feel agents are friendly or cognizant of 

their companies’ policies.

In essence, thought leaders are correct to suggest that 

organizations and their agents are failing to meet the 

demands of today’s customers.

They were wrong, however, about the context of their 

failure. The issue is not that organizations are struggling 

to meet the elevated demands of an empowered, entitled 

customer base. The problem is that organizations are 

not making good on their core commitment: productively 

resolving customer issues.
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Graph H

Needing to wait on hold

Only available during business hours

Not available in your preferred channel

Needing to verify identity/social 

security/password at the start of  

the interaction

Employee doesn’t know your name at 

the start of the call

Employee doesn’t know what products 

you have at start of call

Employee doesn’t know why you’re 

calling / why you have called at start 

of call

Needing to repeat your name/

information when you transfer

Multiple transfers during the call

Employee doesn’t seem friendly/happy

Employee doesn’t seem 

knowledgeable

Employee tells you something different 

than the website/advertisement

Company refuses to adjust a policy 

(90-day return window, etc)

WHEN RECEIVING CUSTOMER SERVICE FROM A BRAND, WHICH OF THE 
FOLLOWING WOULD MAKE YOU UNHAPPY?

52.91%

37.72%

26.33%

27.34%

13.16%

25.32%

33.67%

53.16%

68.61%

62.03%

73.16%

56.46%

34.68%
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Graph J

They really care about me

They really care about the company 

they represent

They are really knowledgeable about 

the product

They are really knowledgeable about 

the company’s policies

They are really knowledgeable about 

me/my issue

They are really friendly

They understand & fix problems quickly

They are calm / don’t get mad easily

None of the above

HOW WOULD YOU DESCRIBE MOST CUSTOMER SERVICE EMPLOYEES 
THAT YOU TALK TO?

10.49%

18.41%

31.20%

29.92%

20.46%

29.67%

38.87%

46.55%

17.90%

Raising the Bar 

Glass half-empty professionals will lament organizations’ 

failure to meet customers’ rather rudimentary, unimposing 

demands.

“This is supposedly the era of customer centricity, 

yet businesses cannot even quickly, consistently, and 

accurately address customer issues? How disappointing!”

Glass half-full professionals will celebrate the opportunity. 

They will embrace the idea that a contact center can 

win support from customers – and separation from 

competitors – simply by doing its job. It does not have to 

be magical; it just has to be productive.

Truly opportunistic professionals will go one step further. 

Aware that many businesses are not even meeting basic 

customer demands, they will recognize and pursue the 

additional value of going beyond the basic call of duty. If 

they can more meaningfully honor customer preferences, 

they stand to create an even greater competitive 

differentiation. They stand to generate an even more 

powerful flavor of customer happiness. 
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Channel Preferences

Discussions about customer preferences often focus on 

contact channels. Engaging customers in their preferred 

media represents one of the most straightforward 

examples of customer centricity.

For today’s customers, voice conversations represent the 

#1 customer service preference. A whopping 71% identify 

live agent conversations as a preferred way to receive 

customer support.

E-mail, another fairly “traditional” channel, represents the 

#2 option. Forty-six percent of customers identify e-mail 

as a preferred channel.

Modern channels are, however, gaining support. Thirty-two 

percent identify live chat as a preferred contact channel, 

while 26% say the same about text messaging. Self-service 

tools are a popular option for 14% of customers.

When evaluating these numbers, it is important to 

consider the impact of familiarity. Telephony has long 

been the “standard” contact channel, which means 

customers are naturally going to be more comfortable 

gaining support through that medium. It also means that 

organizations are more likely to understand the best way 

to deliver customer care through the phone; in many 

cases, they are still offering abbreviated or otherwise-

inferior service in chat, messaging and social channels.

These factors collectively tip the statistical scale in 

favor of voice. If customers are more familiar with voice 

customer service, more comfortable getting voice 

customer service and more confident in the quality of 

voice customer service, they are going to prefer voice 

customer service.

It would, however, be irresponsible to assume familiarity 

bias is the only explanation for the preference. It is totally 

reasonable to assume that some – if not many – customers 

objectively prefer voice conversations. As a result, it is 

pivotally important for organizations to continue treating 

telephony as a strategic priority. 

Graph C

Phone (speaking to a live person)

Phone (interactive/automated menu)

Push button on product

Video/Skype

Web chat

Text messaging

Social media (Twitter, Facebook, etc)

E-mail

Self-service/virtual assistant tool

IN WHICH OF THE FOLLOWING CHANNELS DO YOU PREFER TO RECEIVE 
CUSTOMER SERVICE?

71.01%

13.27%

5.16%

8.11%

32.92%

26.04%

11.79%

46.44%

14.00%
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AI Preferences 

A strategic investment focus for the majority of 

organizations and a conversation topic for nearly all 

customer contact professionals, artificial intelligence is 

firmly on the customer experience radar. The community, 

in particular, focuses on the opportunity to introduce 

chatbots into the customer experience journey.

As businesses consider opportunities to harness the 

power of AI-driven self-service, it is obviously important 

to consider how customers feel about chatbots.  

The technology may be impressive, but is it customer-

centric? Will customers actually feel comfortable, let 

alone happy, with an experience that makes use of bots?

In general, the answer is yes. Fifty-five percent of 

customers confirm their comfort using virtual assistants or 

other bots in some cases. Forty-two percent believe bots 

Personalization

“Personalization” may be a popular buzz phrase within the 

contact center world, but customers do not necessarily see 

it as an end-goal. Their greatest demand is for consistently 

quick, easy and resolute experiences. They appreciate an 

emphasis on personalization insofar as it contributes to 

those successful experiences, but they do not necessarily 

need the experience to “feel” particularly “personal.”

Asked to choose between an easy, quick or personalized 

experience, only 20% voted in favor of the personal touch.  

are well-suited for simple, transactional issues, while 13% 

would use bots for all issues.

Only 36% are presently uncomfortable using bots, while 

9% are unsure.

These statistics are particularly promising in context. Only 

some organizations are presently attempting to make 

robust use of bots, and even fewer are leveraging them 

especially successfully. Despite that lack of familiarity, the 

typical customer is still inclined to embrace bots for some 

or all issues.

As education rises and the use cases become stronger, 

the comfort will only grow. Bots will not merely be a fringe, 

“cool” contact center feature – they will be a fixture of the 

customer experience journey.

Forty-four percent and 37% demonstrated stronger 

affinities for easy and quick experiences, respectively.

But while personalization may not be a deal-breaking 

customer demand, it still matters. Personalization may 

not be a top demand for the typical customer, but it is still 

important to 87% of them.

It still represents a way to enhance the quality of the 

experience, leading to stronger connections, unforgettable 

moments and lasting loyalty.

Graph D

ARE YOU COMFORTABLE RECEIVING CUSTOMER SERVICE FROM  
A CHATBOT / VIRTUAL ASSISTANT?

 12.53%  Yes, for all issues

 42.26%  Yes, for simple issues (account 

balance, etc)

 36.12%  Not comfortable (I only want 

support from a real person)

 9.09% Unsure
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When pursuing that superior form of customer 

experience, organizations will most notably want to focus 

on confirming the customer is satisfied before ending 

the call. A top priority for 33% of customers, that step 

represents the #1 thing a business can do to demonstrate 

“personalization.”

Other top personalization preferences include calling the 

customer by name (16%), anticipating why the customer is 

calling (12%) and asking for thoughts and feedback during 

the call (8%).

It is worth noting that each of these forms of 

“personalization” directly ties into customers’ overall 

customer experience demands.

Confirming satisfaction before ending the call is an 

important way to assess first contact resolution. Using the 

customer’s name signals friendliness, while anticipating 

the customer’s issue leads to a quicker, more accurate 

conversation. Gaining honest customer feedback is both 

a method of communicating friendliness and of acquiring 

insight that can optimize future experiences.

Graph F

WHEN RECEIVING CUSTOMER SERVICE, WHICH OF THE FOLLOWING  
IS MOST IMPORTANT?

 43.80%  How easy it is to get your 

problem solved

 36.71%  How quickly you get your 

problem solved

 19.49%  How friendly/personalized the 

conversation is
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Graph L

I don’t care about personalization

Call you by name

Engage in a real conversation  

(ask about your pets, vacations, etc)

Ask for thoughts/feedback during 

the call

Know why you’re calling without 

you needing to explain

Reach out to you about an issue 

before you call

Follow-up after the conversation to 

make sure you’re still happy

Confirm you’re satisfied BEFORE 

ending the call

WHAT IS THE MOST IMPORTANT THING A BUSINESS CAN DO TO 
“PERSONALIZE” THE CUSTOMER SERVICE EXPERIENCE?

13.30%

15.60%

6.14%

8.18%

12.28%

3.58%

7.67%

33.25%

Authentication

With the rise of digital engagement making customers 

more cognizant of data misuse and recent headlines 

emphasizing the reality of data abuse, authentication 

obviously represents a key customer contact talking point.

One element of the discussion involves the impact of data 

authentication on customer centricity. Specifically, how can 

an organization balance the desire for data security with 

the demand for quick, frictionless experiences.

Organizations that can successfully answer that question 

gain a two-dimensional competitive advantage: they get 

to boast about better security and more customer-centric 

engagement experiences.

As a general rule, that balance can skew in favor 

of stronger security. Only 18% of customers would 

be categorically opposed to a more methodical 

authentication process.

That does not, however, mean a slower authentication 

process is always desirable.

While the other 82% may not be opposed to the concept 

of stronger authentication, the majority (68%) would only 

answer more questions for organizations that manage 

sensitive data (such as financial or healthcare entities). 

Only 32% of theoretical supporters would endure slower 

authentication in most or all cases.
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Graph K
TO PREVENT FRAUD/IMPROVE SECURITY, WOULD YOU BE WILLING TO ANSWER 
MORE QUESTIONS ABOUT YOUR IDENTITY AT THE START OF A CALL?

 17.65%  No

 55.75%  Only for companies that 

use sensitive data (finance, 

insurance, healthcare, etc)

 26.60%  Yes, for most or all companies

Proactive Engagement 

If an organization is going to proactively contact its 

customers, it better be sharing something specific – and 

related to customer service.

The majority of customers only believe two forms of 

proactive engagement are acceptable: that related to a 

specific customer service issue (52%) or a follow-up to a 

specific complaint or piece of feedback (51%). Many other 

forms of messaging – particularly those of the sales variety 

– risk creating widespread frustration and annoyance.

Only 6%, as an example, believe proactive marketing 

messages are acceptable. Only 7% approve of specific 

sales messages (such as “you left something in your 

cart, would you like to check out?”). 

Support for general customer service announcements 

(36%) and retention efforts (36%) generally fall in 

between. While the majority of customers do not 

approve, the support is substantial enough to keep the 

options on the radar. 

Graph G

Customer service (something 

specific to you)

Customer service (a general issue 

affecting most customers)

Customer retention (to apologize 

to you for a past issue)

Follow-up to complaints/feedback

Marketing (to let you know about a 

new/exciting product)

Marketing (to provide you with a 

coupon/offer)

Sales (“you had items in your cart, 

do you want to check out?”)

It’s never okay

WHEN IS IT ACCEPTABLE FOR A BRAND TO PROACTIVELY CONTACT YOU 
(THEY CALL/EMAIL/MESSAGE FIRST)?

52.41%

36.46%

36.46%

51.39%

6.33%

12.66%

7.09%

10.63%
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CUSTOMER EXPERIENCE: TO THE BASICS – AND BEYOND

Today’s organizations are neither opposed to the idea 

of customer centricity nor unwilling to invest in their 

customer experiences.

Their efforts are not, however, radically moving the 

needle. Customers are not especially thrilled with the 

experiences they are receiving.

To rectify the situation, organizations must recalibrate 

their customer experience visions. They must ensure 

they are built to consistently deliver what customers 

really want.

In the present term, that demand is for fast, accurate, 

easy interactions that involve friendly agents and 

resolutions on the first contact. Customer-centric 

organizations ensure that their people, metrics, 

processes and technologies are capable of consistently 

creating that form of experience.

They do not, however, stop there. They also ensure they 

are closely monitoring and quickly adapting to the voice 

of the customer. In doing so, they avoid falling behind 

when it comes to meeting key customer demands. They 

can also seize opportunities to go beyond the basics – 

and deliver exceptional value for their customers.
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Managing Metrics 

Metrics are the framework on which organizational 

strategy is built. They represent a universal language in 

which all stakeholders are fluent.

Agents rely on metrics to understand their own 

performance – and likelihood of praise, bonuses and 

career advancement. Supervisors use metrics to train, 

coach and manage their teams. Departmental leaders 

leverage metrics to evaluate initiatives, uncover 

opportunities and devise strategies. C-suite executives 

monitor metrics to assess business impact and make 

big-picture decisions.

As the compass all stakeholders use to guide their 

mentalities and behaviors, metrics ultimately determine 

the type of customer experience an organization will 

deliver. They, therefore, must be perfectly aligned with 

the demands of today’s customers and the goals of 

today’s businesses. Any misalignment will result in a 

customer experience that dissatisfies customers and/or 

delivers suboptimal value for the business.

For today’s organizations, “conventional” contact center 

metrics continue to serve as the guiding light. Roughly 

89% of organizations leverage service level to score 

performance or measure improvement.

Average handle time, another conventional contact center 

metric, carries similar significance within the customer 

experience operation. Roughly 81% of organizations use 

AHT to score performance or assess change.

Other fairly universal metrics include first contact 

resolution (a key factor for 78%), CSAT (a key factor for 

76%) and average speed of answer (a key factor for 76%).

Given customers’ demand for fast resolutions on the 

first contact, the aforementioned metric selections are 

rather intuitive. Average handle time and first contact 

resolution rates will help organizations assess their 

ability to meet customer demands, while attention to 

CSAT ensures efficiency is not coming at the expense of 

customer happiness.

It is, however, noteworthy to see organizations pay 

comparatively less attention to measures like deviation 

from script (17%), NetPromoter Score (31%), customer 

effort score (47%), and customer retention rate (49%).

Deviation from script simultaneously assesses 

personalization and accuracy; both – while not 

necessarily the leading customer priorities – have 

relevance in the era of customer centricity. NetPromoter 

Score and retention rate speak to the organization’s 

ability to create loyal advocates (the ultimate goal of 

satisfactory experiences), while reducing customer effort 

supposedly represents organizations’ #1 priority for 2018.

Another intriguing finding involves the comparison 

between AHT and time to resolution. Average handle 

time is a far more popular metric (leveraged by 81% 

vs. 57%), yet time to resolution is the more customer-

oriented measure. 
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Average Handle Time

CSAT

First Contact Resolution

Customer Effort Score

Self-Service Utilization/Abandonment

Net Promoter Score

Customer Retention Rate

Service Level

Average Speed of Answer

Transfer Rate

Time To Resolution

Deviation From Script

HOW ARE YOU USING THE FOLLOWING METRICS?

37.84%

43.24%

32.35%

33.33%

25.00%

34.29%

20.00%

17.14%

38.89%

35.14%

25.71%

31.43%

11.11%

  To score/manage current performance

  To assess change/drive improvement in performance

44.12%

44.44%

22.22%

17.14%

11.43%

31.43%

50.00%

40.54%

14.29%

25.71%

5.56%
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Voice of the Customer

One of the business world’s few true universalities 

concerns the voice of the customer: organizations 

all understand the importance of knowing what their 

customers want and how they feel.

Past CCW Digital research confirms that 100% of 

organizations understand view customer feedback as 

important. 99% say the same about customer analytics 

solutions. Businesses, quite simply, know the journey 

to a great customer experience runs off the rails if not 

driven by the voice of the customer.

They may not, however, be using it as extensively as 

possible. And even if they do make the voice of the 

customer the centerpiece of all key strategic decisions, 

they may not be capable of adapting to changes in 

customer feedback, demands and sentiment.

How They Use It

Organizations do consider the voice of the customer 

when formulating nearly all aspects of their customer 

contact strategy.

It rarely, however, represents the main or only thing 

they consider.

Per today’s organizations, the voice of the customer 

makes its biggest impact when it comes to scoring 

performance. But with an impact of 3.24 on a scale of 0-5 

(with 0 being no impact and 5 being “the main or only 

thing we consider”), it is far from an end-all, be-all driver.

To put it another way, only 46% of organizations say 

the voice of the customer “very substantially” impacts 

how they score performance. This may be the era of 

customer centricity, but the majority of organizations 

do not fixate over how customers feel about the 

experiences they are creating.

In a comparative sense, the voice of the customer also 

heavily impacts agent training (3.22), metric selection 

(3.18), marketing and sales strategy (2.99) and proactive 

engagement (2.95). In an objective sense, there is little 

“heavy” about those numbers.

Organizations know the voice of the customer is valuable 

in a theoretical sense. To improve their customer 

experiences, they must start using it in a practical one.
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2.19%

5.07%

Graph N

Technology purchases

Channels you offer

What you measure

Scoring your performance

Agent training

Experience design  

& journey-mapping

Scripts, policies & procedures

Hiring decisions

Product development

Proactive engagement

Marketing and sales strategy

1.47% 12.50% 27.21% 27.21% 30.15% 1.47%

5.26% 9.02% 19.55% 24.81% 40.60%  0.75%

2.99% 15.67% 35.82% 39.55%  3.73%

4.38% 13.87% 35.04% 43.07% 2.92%

2.19% 15.33% 35.77% 40.88% 3.65%

5.84% 5.84% 19.71% 29.93% 34.31%  4.38%

3.62% 25.36% 30.43% 32.61% 2.90%

5.93% 10.37% 22.96% 36.30% 23.70% 0.74%

6.62% 3.68% 24.26% 30.15% 31.62% 3.68%

3.65% 6.57% 20.44% 32.12% 35.04% 2.19%

4.41% 8.09% 16.91% 31.62% 32.35%  6.62%

TO WHAT EXTENT DOES “VOICE OF THE CUSTOMER” IMPACT THE FOLLOWING:

  Not at all    Slightly    Somewhat    Substantially    Very Substantially    The main/only thing we consider 

0.73%

2.24%
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Assessing Adaptability 

While most organizations do not exclusively rely on the 

voice of the customer for any initiative, virtually none 

ignore it completely. They recognize its importance, they 

choose to measure it, and they at least partially consider 

its ramifications for the customer contact operation.

Not all, however, are able to swiftly act based on voice 

of the customer insights.

While 13% say taking action based on the voice of the 

customer is extremely easy, more than 17% say it is very 

difficult. The others generally fall in between.

Given that the business world is infamously resistant 

to change, some may celebrate the modest numbers: 

adapting to the customer experience is not necessarily 

impossible.

Given that the voice of the customer is the purest source 

of information about what customers want and how they 

feel, it is important to curb any such celebration. Even 

a slight delay in adaptation reflects a moment that the 

organization is not meeting its customers’ needs – and 

thus not delivering a satisfactory experience.

Graph Q
SUPPOSE VOICE OF THE CUSTOMER REVEALS A PROBLEM WITH YOUR 
EXPERIENCE; HOW EASY IS IT TO MAKE CHANGES/FIX THE PROBLEM?

 17.39%  Very difficult

 13.04%  Somewhat difficult

 39.13% Neither difficult nor easy

 17.39% Fairly easy

 13.04%  Extremely easy (we can do it almost instantly)

Elevating the Customer Journey

Customers are not explicitly interested in the idea of 

a “journey.” They do, however, value the results of a 

journey-driven approach to the experience.

When a business thinks about a journey, it can better 

understand its customers, anticipate needs, and 

successfully resolve problems. It can, quite simply, meet 

the demand for fast, easy, accurate, resolute experiences.

Journey mapping and orchestration, therefore, represent 

cornerstones of a customer-centric operation. They may 

not be selling points in their own right, but they produce 

experiences that help organizations attract, satisfy and 

retain customers. 
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How Organizations Use Journey Mapping 

Despite the clear importance and abundance of industry 

hype, not all organizations leverage journey maps. A 

whopping 32%, in fact, confirm that they are not actively 

mapping their journeys.

For the organizations that do use journey maps, optimizing 

the overall experience represents the greatest focus.

Thirty-one percent of businesses identify eliminating 

pain points as their #1 reason for using journey maps. 

Assessing the quality of the experience, another 

comparatively popular application, is the #1 focus for 20% 

of organizations.

The majority of organizations, therefore, primarily value 

journey maps for their ability to create the smoothest, most 

frictionless experience possible. Rather than focusing 

on what happens within an individual interaction, these 

organizations wish to look at the big picture. What happens 

when a customer moves between channels or issues? 

How can the organization make the overall engagement 

experience as quick and painless as possible?

Far fewer organizations are presently using journey 

mapping to add contextual value to the experience. Only 

9% say their #1 journey-mapping priority is to enhance 

predictive or proactive engagement. A mere 5% prioritize 

journey mapping to understand customer intent, while 

fewer than 3% focus on building customer profiles.

On the one hand, customers are not necessarily asking 

businesses to make extravagant use of contextual data. 

They do not need to be treated as a close family member; 

they simply need a quick, easy resolution to their problems.

On the other hand, contextual data definitely can 

contribute to a smoother experience. Knowing how 

particular customers behave in pursuit of what they want 

is certainly relevant to an organization aiming to efficiently 

deliver effective resolutions.

It also represents an organization’s pathway to creating 

additional value. Deep contextual data may not always be 

necessary for serving a customer, but it can certainly help 

organizations wow them. It can certainly help transform an 

organization’s image from a “provider” into a “partner.”

It can also help make sales and marketing efforts more 

effective. Customers presently view up-selling as a sign 

of a bad experience, but it is also a necessity for profit-

minded organizations. With relevant contextual data, 

an organization can tailor its sales initiatives to specific 

customer needs and preferences. This customization 

will serve to soften the frustration – and increase the 

likelihood of conversion.

Graph OWHICH IS YOUR #1 REASON FOR USING CUSTOMER JOURNEY MAPS?

 32.28%  We don’t/rarely do

 20.47%  We use them to assess the quality of the experience

 2.76%  We use them to build profiles on customers

 4.72%  We use them to understand customer intent

 30.71%  We use them to fix “pain points” in the experience

 9.06%  We use them to “orchestrate” predictive and/or 

proactive engagement
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Escalations 

When thinking about the customer experience journey, 

one of the most common issues involves escalations.

Can customers easily move between contact channels?

There are multiple facets to that question, including the 

literal process of transferring from one channel to another.

A dimension with particularly significant customer 

satisfaction ramifications is that of recognition. When 

customers move from one channel to another, will 

they have to repeat information? The need to repeat 

information represents one of the most popular customer 

complaints and sources of frustration. As such, the need 

to ensure seamless data transfer between channels is 

essential. If any customer data is collected in one channel, 

it must be instantly accessible to all channels.

Unfortunately, many organizations are falling short of that 

requirement. The struggle is particularly noteworthy when 

customers attempt to move from self-service to agent-

assisted environments.

More than 21% of businesses, in fact, say that no data is 

typically transferred between the two environments. Thirty-

nine percent say only basic information is transferred, 

which means the majority of organizations do not have 

complete context for the customers they are serving. They 

will have to ask the customer to repeat information upon 

escalation.

Fewer than 9% say they will have instant access to details 

about the customer’s profile and interactions. The idea 

of a 360-degree view, unfortunately, appears to be an 

aspiration rather than a reality.

No organization can afford to let this reality linger. 

Whether looking to reduce customer effort or deliver 

a hyper-personal experience, all organizations require 

vivid contextual details. All need to know what brought 

a particular customer to a stop on the journey. All, just as 

importantly, need to understand the customer’s ultimate 

destination.

Graph R

None

Basic customer identification/

profile information

Detailed customer identification/

profile information

No profile information but details 

about this specific interaction

Profile information + details about 

this specific interaction

Profile information + details about 

the customer’s past interactions in 

select channels

Profile information + details 

about all of the customer’s past 

interactions

Other

SUPPOSE A CUSTOMER ESCALATES FROM SELF-SERVICE TO A LIVE AGENT.  
WHAT INFORMATION WILL YOUR AGENT HAVE ABOUT THAT CUSTOMER?

21.74%

39.13%

13.04%

0.00%

4.35%

8.70%

8.70%

4.35%
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Customization

Customers may not necessarily need an experience that 

“feels” intimately personal. Many who interact with live agents 

will, however, require some degree of personalization.

As self-service options become more familiar, robust 

and intuitive, customers will be able to address basic 

matters on their own. Situations for which “one size fits 

all” experiences are appropriate will happen outside the 

auspices of live agents.

When live agents get involved, it will be to address 

complex, nuanced issues. These live agents must be able 

to deliver complex, nuanced communication.

From a systems and processes standpoint, organizations 

generally do support this form of customization.

Fifty-two percent say that delivering custom or off-

script communication is always easy. Twenty-three 

percent can support customization as long as there 

is no clear compliance concern, while 18% enable off-

script messaging for simple or minor issues. Only 7% say 

customization is an operational impossibility.

Granted, there is a marked difference between enabling 

agents to customize messages and actually delivering a 

tailored experience.

Since robust self-service is a fairly new development, 

agents have historically spent the majority of their 

time dealing with transactional issues. They may be 

theoretically well-suited for deep, nuanced interactions, 

but they are not necessarily experienced in or comfortable 

with delivering them.

As a result, organizations cannot simply evaluate 

“customization” through the lens of technology or policy. It 

must also represent an imperative for the training process. 

Comfort using the tools is, after all, as important as the 

tools themselves.

Graph P
SUPPOSE AN AGENT NEEDED TO COMMUNICATE A CUSTOM/OFF-SCRIPT 
MESSAGE OR DOCUMENT FOR CUSTOMERS.  WOULD IT BE EASY?

 6.82%  No

 18.18%  Only if the message was simple/minor

 22.73%  Only if the message didn’t have compliance concerns

 52.27%  Yes, customization is always easy
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Protecting Customer Data 

No matter how extensively it personalizes the experience, 

an organization will collect personal customer data.

It, accordingly, will be responsible for protecting that data.

That responsibility may be dictated by regulatory bodies; 

certain organizations are required by law to implement 

certain security practices. It is almost surely dictated 

by reputation; most organizations can benefit from 

demonstrating a firm commitment to security, and all will 

suffer from reports of data misuses.

It is also a tenet of customer centricity. Customers value 

security so much so that eighty-two percent would be 

willing to endure a slower customer experience in the 

name of better authentication.

Coupled with changes in the engagement marketplace, 

these factors utterly compel organizations to care about 

data protection. Indeed, one would be hard-pressed 

to find an organization without a hint of concern about 

customer data.

One will not, however, struggle to find differences in how 

organizations approach data protection. Different factors 

carry greater weight within certain organizations. The 

weight of those factors will determine how organizations 

monitor, measure and invest into the protection of 

customer data.

Granted, many organizations will share some priorities. 

Comforting customers, as an example, represents a data 

priority for 66% of customers.

Other comparatively high-ranking data priorities 

include authentication during engagements (#2, 50%), 

broad regulatory compliance (#3, 35%), making digital 

engagement more secure (#4, 35%) and regulations for 

digital interactions (#5, 33%).

Organizations are less fixated on managing how marketers 

use data (19%), GDPR compliance (22%) and managing 

third-party use of data (25%).

Graph S

GDPR compliance

Other regulatory compliance

Customer data security/protection

Authentication during customer 

engagements

Making digital/mobile engagement 

more secure

Regulations/privacy for sharing 

customer data via text/web/social

Managing third-party use of your 

customers’ data

Managing how your marketers/

sales representatives use your 

customers’ data

None of the above

WHICH OF THE FOLLOWING “CUSTOMER DATA” ISSUES ARE PRIORITIES? 
(CHECK ALL THAT APPLY)

22.45%

35.10%

65.71%

49.80%

34.69%

32.65%

24.90%

18.78%

22.04%
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Choosing the Right Channel 

Much like personalization and journey mapping, “channel 

preference” is not an explicit demand for today’s 

customers. They declare core elements of the experience 

– the speed, effort level and quality of the resolution – to 

be more important than the specific medium.

Much like personalization and journey mapping, “channel 

preference” plays a pivotal role in driving those core 

elements. The ability to deliver experiences in particular 

media will directly impact the ability to create an easy, 

convenient and substantially valuable for customers.

To put it another way, customers will not necessarily 

declare war against a brand simply because it does not 

offer full service in every conceivable contact channel.

They will, however, gravitate toward brands that leverage 

particular channels to reduce overall effort and wait times.

Channel strategy is not, therefore, merely about meeting 

explicit channel preferences. It is about using a full suite of 

channels to create great overall experiences.

The more channels an organization can meaningfully 

support and integrate, the greater the chance of 

optimizing every interaction.

In the status quo, organizations do not stand a particularly 

great chance of optimization.

While most organizations are well-equipped on the voice 

front – 90% can handle all or most interactions over the 

phone – far fewer are making use of alternative channels. 

Fewer than 50% can even handle conversations in social 

media, live chat and SMS/text, while fewer than 25% can 

handle complex interactions in any of those media.

If viewed through the “channel preference” lens, 

organizations are not necessarily failing. Voice is by far the 

most popular channel, thus justifying its disproportionate 

share of resources and attention from businesses.

If viewed through the overall customer experience lens, 

however, they are missing a major opportunity. One of the 

reasons customers continue to gravitate toward the phone 

is conditioning – they are either unaware of alternative 

options or unsure they can receive a meaningful resolution 

within them.

By bolstering their alternative channels, organizations 

would correct for that reality. They would build the 

necessary education and confidence, thus increasing 

utilization. Customers would get to reap the experiential 

rewards of conversations in the quick, convenient 

channels they prefer for their everyday, social 

communication. The business, meanwhile, would get to 

reap the operational rewards of servicing customers in 

lower-touch digital environments.
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1.56%

0.00%

0.82%

Graph T

Phone/live agent

Phone/IVR

Social

Live chat

SMS/text

Web/mobile self-

service/bots

1.56% 7.03% 89.84%

12.00% 16.00% 4.80% 25.60% 41.60%

29.75% 5.79% 25.62% 25.62% 13.22%

38.52% 11.48% 24.59% 24.59%

57.02% 2.48% 17.36% 16.53% 6.61%

36.29% 4.84% 12.10% 38.71% 8.06%

WHICH DESCRIBES HOW YOU ENGAGE CUSTOMERS IN THE 
FOLLOWING CHANNELS?

  Not at All      Only for Routing      Only for Information Requests      Only Basic/Simple Transactions      Most or All Interactions
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Organizations universally identify voice of the customer as important to a successful customer contact operation. An organization 

cannot begin to connect with customers if it does not understand their profiles, behaviors and needs.

Knowledge about customers is not, however, a surefire ticket to a better customer experience.

“A voice of the customer strategy, in and of itself, is of very little value to an organization if they do not take any action from the 

insights delivered,” says Brad Snedeker of Calabrio. “The key to measuring the success of an action plan derived from a voice of the 

customer strategy is to determine the metric (or metrics) you are trying to move, set a goal, and monitor over time to ensure success.”

Indeed, the quest for results hinges on the organization’s ability to leverage actionable analytics.

In a recent webinar, Tammy Marinac of Calabrio explored the concept of analytics. She, more importantly, shared some practical 

use cases.

An abbreviated transcript follows.

So what do we mean when we talk about Analytics? Here at Calabrio, using analytics means that your organization is taking all of 

the speech, text, and desktop data within your contact center and then using it to make better, faster, more consistent data- driven 

decisions that will protect and grow your business. Analytics is what allows you to discover the true nature of every agent and 

customer interaction because it takes intelligence from the voice of customer’s experience and makes it actionable.

Regardless of industry or size, every contact center cares about 3 things. First, that they drive down any unnecessary operational 

costs. Costs, as you might know, are driven largely by the amount of calls coming into the organization. Secondly, the need to 

increase customer satisfaction. Finally, the need to mitigate risk to the organization and to ensure that it’s complying with all 

necessary state and federal regulations.

All of the Analytics use cases we’ll discuss today relate to these 3 very basic and universal contact center goals.

Driving Down Operational Costs

Our first Analytics use cases focus around driving down operational costs specifically those related to their labor expenses (which 

make up 80% of the total).

Let’s talk about the most effective ways contact centers can reduce their operational expenses. The contact center labor force – 

the agents - are there to interact with customers – primarily via telephone but also by chat, email, and social media channels.

The most effective way for an organization to reduce their costs, then, is to reduce the number and length of calls. (When we 

say “calls,” let’s assume that covers every type of interaction with customers, whether phone call, email, text, or interaction on 

social media)

Every call center WANTS FEWER CALLS. Fewer and shorter calls will always equal reduced operational expense. In fact, reducing 

the number and length of calls is the #1 way for call centers to reduce their expenses.

3 WAYS TO BOOST YOUR BOTTOM LINE WITH CONTACT 
CENTER ANALYTICS
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To do that, though, you’ve got to first reduce the number of inbound calls. This means it’s absolutely critical for your organization 

to know WHY customers are calling in the first place. Is it because, for example, they don’t know how to reset their passwords? 

This is actually one of the most common reasons customers call into contact center, and the sheer volume of password-related 

interactions can take up massive amounts of time for any contact center.

Secondly, you’ll want to reduce repeat calls – when customers have to call in more than once to get their issue resolved. You’ll 

also want to reduce the amount of unnecessary time that agents are spending on calls by making them as efficient as possible – and 

ensuring that they’re getting off the call quickly so they can get to the next customer.

Finally, you’ll want to reduce the number customer escalations. Escalations are not only costly in terms of time but also in terms of 

customer frustration as well as bandwidth constraints on leadership.

We’re going to walk you through how Analytics can help reduce call volume and thereby operational expense by reducing all of 

these types of calls. 

One of our customers did not realize before using analytics that their password-related calls were as frequent as they were. They 

came to us with the recognition that their call volume was high, but they didn’t know if there were any larger themes or issues 

driving the high volume.

In the past 7 days alone, they had a total of 673 calls related to customers needing help with their password. That was 17% of 

their total call volume. Once they had this information, they could drill into calls that included common phrases such as “password 

reset” and “need help resetting my password.”

They were then able to confirm that a vast number of calls coming in were from customers who simply couldn’t figure out how to 

reset their password using the organization’s website. To the organization’s credit, there were instructions for password reset on 

their website – but customers weren’t finding them.

With this data in hand, the company was able to make a couple of very simple website changes to make the “Reset Password” 

button more prominent and visible to customers. After they made this change, they went back to re-measure and found that the 

number of calls coming in related to password issues had dropped from 17% to only 5%.

This one insight and simple change saved them hundreds of thousands of dollars by reducing their call volume and freeing up 

agents to focus on issues where their skills were truly needed.

The amount of time an agent spends on a call can also be costly to the organization, particularly when that time is not well spent 

on things like resolving a customer issue but instead is spent wasted because the agent is having system issues. Analytics can do 

a couple of things to help the organization here.
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First, it can look at average handle time by agent – and then it can compare that against the number of times those agents are 

involved in customer interactions in which phrases related to their efficiency are mentioned. Phrases like “my system is slow” or 

“give me a second.”

It can then analyze the agent’s desktop to determine whether in fact the agent is having system issues – or is simply stalling 

because they’re not sure of the next step.

The reduction of unnecessary call time can be extremely lucrative to a contact center.

We spoke with a customer whose average cost per call was $4.19. Their average call length was 275 seconds – or just under 5 

minutes. Were they to reduce their average call time by just 2% - a very modest amount – they would save $200,000 annually.

Eliminating repeat calls also represents a huge priority. Not simply expensive, they’re also extremely indicative of a customer’s 

overall satisfaction with the company AND the customer’s willingness to remain a customer. Studies have shown that on 

average, a customer’s satisfaction drops by 15% every time they have to call back about the same issue.

First call resolution therefore represents the single-most important contact center KPI.

Analytics allows you to easily identify all of the calls and other types of customer interactions – including email, chat, and social 

media – that are related to first call resolution. Calabrio’s Innovation Center, by the way, works with all of our customers to set up 

the best phrases for their business that allow them to easily spot callers who are contacting the organization more than once. 

Some industry-agnostic phrases include “I called last week” or “I’m calling again” or “I’m getting tired of this.”

Analytics users can view the trend of repeat callers over time and then drill down into the data further. They can even filter reports 

by agents or teams to see whether there’s a correlation between a particular set of agents and the rate at which customers need 

to call back for more help. Often, there are simple training changes that an organization can make to significantly reduce the 

number of repeat contacts.

Decreasing repeat calls is easy to quantify in terms of your cost savings. If your organization’s average cost per call is $7.36, and 

you average 20,000 calls per week, and if you use Calabrio Analytics to reduce your repeat calls by just 5%, that works out to an 

annual savings of nearly $400,000.

Let’s move on to discussing customer escalations and why reducing them is so important to your business.
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Here’s a quick story about one of Calabrio’s customers that exemplifies how they used Analytics to reduce their escalated calls. 

This wireless retailer started out with a very common problem – they had a lot of escalated calls and wanted to understand why. 

They started by looking at calls using a very common phrase – “speak to a supervisor” – and began drilling down from there. They 

were able to pinpoint the exact – and widespread – cause of customer frustration. Customers had received emails alerting them 

that their phones were ready to be picked up in a retail store. They customers would go to the store and pick up the phones, but 

then would receive subsequent messages again asking them to pick up their phones. Customers were confused and annoyed. 

Why were they getting these emails?

It turned out that the store managers were not closing out the orders following pickup, causing the system to automatically send 

reminder emails and continue to pester customers for no reason.

After learning this, the retailer updated their training to ensure all store employees knew how and when to property close out orders 

– and then saw a 13% reduction in their escalated calls. Because agents no longer had to spend time on this type of call, they also 

saved a whopping $400,000 in operational expenses due to the decrease in call volume.

Increasing Customer Satisfaction

Let’s now move on to another topic that is universal to all contact centers, big and small – the question of customer satisfaction 

levels. CSAT is a key driver in both retention and the ability to drive upsells – both critical components in increasing your contact 

center’s revenue.

One of the things an organization can do to increase customer satisfaction is to look at all the positive things going on in their 

customer interactions and to build best practices around them. Dashboards, for example, can be used by an organization to 

recognize proactive agents. Reports can go through a week’s worth of calls and display the most commonly used phrases. We’ve 

categorized certain phrase used by agents such as “is there anything else I can do” and “I look into that for you” as proactive 

agent phrases. These are phrases that show that the agents feel empowered to take ownership of the customer experience. We 

consider them all indicators of a proactive agent. And what an organization can do with this is ensure that ALL their agents are 

empowered to take ownership every single time. They can also simply click on a button within Calabrio ONE to have any of these 

positive conversations shared with all their agents as a best practice – as a way to encourage the use of proactive language vs. 

what we’d call detractor language.
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Here’s a real world example of an organization using Analytics to identify and solve a common issue. This company is an 

appliance retailer that knew it had a lot of recent customer inquires – by phone, email, as well as social media – and it knew its 

agents were busy handling all these interactions – but it didn’t know what was driving them.

They used Analytics to review the full customer journey and to analyze every interaction – whether by phone, chat, email, or social 

media. And they found a common pain point – a particular model of refrigerator had a product defect that caused its handle to 

malfunction. This turned out to be a very popular model of refrigerator and a lot of customers had been affected. The organization 

– after determining the root cause – immediately contacted the manufacturer, who then redesigned the handle and shipped 

out replacements to all affected customers. The organization, meanwhile, reached out to all the customers who had previously 

ordered the refrigerator to let them know of the defect. Because they used analytics here, they were able to reach out not just to 

the customers who had called in to complain but to all the affected customers, which meant they had a chance to not only resolve 

customer issues but also head them off before they became a problem.

Because of the organization’s actions, they saw a 20% reduction in call volume and also watched as their customer sat levels went up.

An unsatisfied customer is a customer at a high risk of attrition. So how do contact centers use Analytics to identify customers who 

might attrite? We put a graph together for one of our customers. The organization wondered – as many do – whether their rate 

of escalated calls might correlated to their rate of attrition. So we dug into their data. We put together a chart showing their rate of 

attrition vs their number of escalations over a 12-month period of time. And we bucketed into the category of “attrition” all calls with 

phrases that might be related to a customer threatening to leave or cancel service. What we found is that yes, there was a very 

clear correlation between their attrition rates and their escalated calls. What was also interesting was that the spikes in both attrition 

and escalation appeared to be seasonal, with most customers escalating calls and cancelling their service after the holidays.

So then we dug in some more. But we didn’t need to look at all of the escalated calls. Instead, we filtered our report down to 

show only those we speculated were the most painful – the calls that were 1) related to attrition; 2) longer than 5 minutes because 

longer calls tend to be the most painful; and 3) included the most “volatile” phrases related to attrition. We then listened to only 

this small but extremely relevant subset of calls to get to the root case of both the escalations and the resulting attrition. What we 

found was that lots and lots of customers wanted to make post-holiday returns and that most agents weren’t properly trained on 

how to do this. Customers knew they had a more lenient time period in which to make returns but the agents did not – leading to 

lots of frustration and escalation and eventually attrition. 

The organization who utilized this information was ecstatic when we were able to demonstrate the clear correlation between their 

retention rate and their rate escalations. They loved that they could easily drill into the data to find an answer to the problem and then 

go back and re-measure after they took action to confirm they had made an impact.
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Mitigating Risk

All industries deal with risk. Industries that are highlight regulated, however, such as education, financial services, or banking – they 

have an even higher amount of risk when it comes to complying with state and federal regulations. They have to ensure that their 

agents are following a very particular script and including certain disclaimers.

They also have to ensure that their agents are NOT saying anything they’re not supposed to – over-promising something to a 

customer for example.

One example organization sees a high percentage of risk-related calls in the credit card PCI compliance category. Some of 

the most common phrases that they monitor include “3-digit code on the back of the card” and “activate that card for you.” By 

monitoring the use of these phrases, the organization can drill into conversations in which PCI compliance is critical. Because 

the costs of fines related to non-compliance – or litigation for that matter – are so costly to the organization, it is critical that they 

continually monitor this type of activity.

Of course there’s more to risk than regulatory compliance. Organizations monitoring risk are also on the lookout for customers 

who are threating to sue or call the Better Business Bureau. We looked at one organization’s data over the course of a week 

and found all calls that included the phrase “better business bureau,” which indicated that the caller was so frustrated they had 

threated to report the organization to the local BBB. The company obviously has a strong interest in learning more about these 

calls. So here they can choose to either listen to the entire call – or they can zero in on exactly when the phrase “better business 

bureau” was mentioned.

After listening, the supervisor can decide what type of action to take. It may be that the agent handled this customer’s mention 

of the Better Business Bureau well and managed to pacify the situation. In that case, the call can be automatically shared with all 

agents so that they can listen to it as a best practice. But it might also be that the agent involved in this call made a statement that 

the supervisor thinks might put the company at risk for legal action. They could then easily click this “Mark for HR” button so that 

the human resources department gets notified immediately and can provide the necessary feedback to the agent – or perhaps 

even terminate the agent’s employment.

Taking Action

Here at Calabrio we often get questions around what a best-in-class analytics solution includes. We recommend you use an 

analytics platform with speech, desktop and text analytics so you get a full 360 degree view of all customer interactions. We also 

recommend a solution that covers all your omnichannel needs, including analysis of chat, social media, and email.

Finally, the easier you can make the solution for your teams to use, the better, so we recommend a widget-based environment 

with easily customized dashboards that show key activities, patterns and trends – as well as a way to dig into the minutiae of the 

data. This way you can get a quick big picture view and then drill down for deeper analysis.
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