
3 STEPS TO BECOMING A VOICE OF 
THE CUSTOMER SUPERHERO
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You and your executive team likely recognise the 
potential value of voice-of-the-customer data.
But are you leveraging customer data beyond surveys? 
Contact centre analytics offers timely insights into 
customer behaviour and experiences to give your 
company an opportunity to outpace the competition, 
nimbly pivot to meet new customer needs and quickly 
respond to issues. The result? Longer-term, more loyal 
customers, and happier, more engaged contact centre 
staff. 

So why do so many call centre analytics deployments 
fail to meet their full potential—or even simply 
meet basic executive expectations? We at Calabrio 
commonly see three main reasons for this frequent 
disappointment: 

• Confusion on what “analytics” really is, or can be
• Inadequate pre- and post-deployment planning
• Lack of ongoing focus, resources and funding

But it doesn’t have to be this way. With the right 
approach and continued consistency, you can realise 
powerful business benefits from call centre analytics 
and become a voice of the customer superhero.

Here’s how.
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First and foremost, you and your executives need to be on the same 
page regarding the definition, purpose and outputs of analytics in your 
contact centre. Otherwise, important analytics-uncovered insights may 
fall on deaf ears. 

Today’s “big data” world is data-heavy and data-rich. As a result, for 
many people “analytics” is synonymous with “hard numbers.” They 
find comfort in easily digestible Salesforce.com reports and executive 
dashboards showcasing charts with lines that aggressively move up 
and to the right. 

But today’s rich analytics is so much more. It’s about representation, 
not just hard data. It uses speech analytics, text analytics and desktop 
analytics. It extends beyond basic customer satisfaction and net 
promoter score (NPS) surveys so you get a true, authentic flavour of 
your customers across a broader spectrum of interactions (phone, chat, 
email, etc.). Thanks to this wider input  you can more easily identify root 
causes and resolve challenges plaguing your business.

Despite the potential of this new-world analytics, some stakeholders 
may be reluctant to relinquish their need for hard numbers and money 
earned/saved. But this surrender isn’t a suggestion, it’s a mandate. 
There are, however, ways you can use your voice of the customer 

superpowers to help them adjust to this new way of thinking:

• Consistently communicate how analytics-based findings drive 
positive progress against company goals. Agree upon a defined set 
of metrics against which to measure improvement. These metrics 
should line up to key corporate objectives, such as growing revenue, 
increasing customer satisfaction or decreasing customer turnover. 
Compile these metrics into an easy-to-read report that succinctly 
explains what the data tells you; this could be a combination of 
data, observations, inferences and hypotheses. Don’t assume 
executives will connect the dots—clearly explain within the report 
how the findings tie back to company goals. Distribute this report 
each week to leaders and decision makers within the organisation.

• Tell insight-based stories, succinctly articulating how analytics 
delivered the findings. People remember stories, not stats. So tell the 
story of each analytics-based project. Explain what your hypothesis 
was and why; how you gathered and analysed various data to prove 
or disprove that hypothesis; what the most important (sometimes 
unexpected) findings were; actions taken because of the data; and the 
results to-date from those actions. For bigger projects, you might use 
a customer journey or customer experience map. Explain a customer’s 
emotions and experiences during each step of that journey, and 
how analytics can help the organisation alleviate pain and amplify 
satisfaction.

• Ground your subjective findings in numbers whenever possible. 
Stakeholder evolution takes time. Whenever you can, weave relevant 
hard numbers into your stories, so stakeholders have something 
tangible to anchor to while they digest the other, more subjective 
findings you present.

IT’S ALL ABOUT THE DATA—OR IS IT?

1. GET SAVVY ABOUT ANALYTICS
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• Avoid “assumption”—use “hypothesis” instead. While common in 
data analysis, the word “assumption” can be a dirty word in business. 
Leaders may associate it with error-based decisions, wrong paths taken 
or just plain lazinesss. Better to reassure them by aligning with the 

trusted scientific method and use “hypothesis” when communicating 
what exactly it is you’re trying to prove/disprove.

• Tune your message for your audience. Few stakeholders can keep 
up to the subject matter expertise possessed by your data scientists 
and business analysts. If you want stakeholders to get comfortable with 
and value analytics-based efforts, you need to communicate with them 
in a way that makes sense. Skip the jargon and in-depth details—stick 
to an “executive summary” approach that features succinct, tangible 
findings and examples. If they want more detail, they’ll ask for it, and 
you can provide it at that time. 

• Make frequent, actionable improvements. Don’t wait for a big 
project or big finding to make analytics-based improvements in the 
business. Smaller, more frequent successes keep your projects top-of-
mind and remind stakeholders of the ongoing value analytics delivers.

• Not every super plan succeeds—show them the success in failure. 
But rewards come from disproving hypotheses, too. The business can 
move on to other challenges, rather than wasting time rehashing things. 
irrelevant to the company’s longterm success.

To become a voice of the customer super hero, you must recognise that 
today’s contact centre analytics now covers more than speech. And 
today’s customer satisfaction is about more than net promoter score 

(NPS).

Today’s tools can analyse what is said—not just during phone calls, 
but what’s communicated via emails, chats, social media and more. 

THINK MULTICHANNEL.

Sentiment, not merely words, can be analysed. How your agents 
utilise the tools available to them during customer interactions can be 
revealed.

This holistic approach helps your business gain more accurate, data-
driven insights to improve the customer experience and drive revenue 
with every customer interaction. Yet some businesses hesitate to 
embrace multichannel analytics due to its perceived complexity. How 
does it work? How will they know which touchpoints cause repeat 
effort? How will they avoid channel churn?

The reward is well worth the extra effort, however. Your customers are 
less loyal than ever; you need to let them connect with you in multiple 
ways, across multiple channels, or you risk losing their business 
altogether. At the same time, only by connecting the dots between 
multiple channels will you understand their interdependencies and 
connectedness—knowledge needed to fully optimise your customers’ 
experience with you. 

IT’S OKAY TO “FISH.”
Some of the greatest discoveries in history were unintended. Outcomes 
from customer analytics are no different. Let analytics be your beacon, 
and you’ll likely discover something you didn’t know.
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Case in point: an American credit union 
discovered an issue with their ATM policy 
when searching for calls in which the 
customer asked to speak to a supervisor. As a 
result, they adjusted the policy and recouped 
over a billion dollars in lost revenue.
 
So keep an open mind when scrutinising calls 
and other customer interactions. Synthesise 
the data, look at the puzzle pieces: try to 
understand the story. Don’t be afraid to see 
possibilities or follow hunches. 

And when you hear something interesting on 
a call? Use analytics to determine the scope 
of the potential problem or opportunity before 
determining if a valid project exists.

EXAMPLE
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Companies implement contact centre analytics to drive improvement 
by analysing the cornucopia of data available within customer 
interactions. Improvement requires change. But it’s human nature to 
resist change. And there’s widespread misunderstanding about what 
analytics means. So what do you do?

Any kind of change management is a company-wide endeavor. And it 
has to start from the very top. If executives aren’t comfortable with the 
change, you won’t have their support when attempting to implement it 
with their frontline workers.

Next, you need to ready the internal stakeholders who will provide 
input. Have they bought in? Do they understand what’s needed of 
them and what the potential outcomes are? If they haven’t yet actively 
applied or used contact centre analytics, you may have to educate 
them on what it is—and what it’s not.

Like any project, who’s on the contact centre analytics team largely 
influences whether it succeeds or fails. You have to plan for and fund 
both implementation and ongoing resources. You need to have the right 
people, with right skill sets, working on it. And this requires funding. 
It’s important your leadership team and stakeholders understand this 
requirement, and commit longterm to the project and its associated 

budget.

A mix of both formal and informal leadership needs to be on the 
analytics team in order to drive improvements. A good way to start 
building this mix is to zero in on the squeaky whee—find the outspoken 

leader who’s been vocal about an issue contact centre analytics 
can help resolve, and get them involved. Teach them about contact 
centre analytics, use it to solve their problem, then leverage them 
as an internal cheerleader to promote your cause. Once you have 
this advocate on your side, you can seek out other leadership team 
members.

Those who work on the contact centre analytics project day-to-
day are your customer subject matter experts and advocates. 
They’ve demonstrated proclivity toward viewing things from the 
customer perspective. And they’ve proven they can easily translate 
and communicate the customer experience to other people in the 
organisation. Most companies can quickly identify internal candidates 
for this role.

You also need analysts, coaches and cheerleaders. Frontline contact 
centre agents and business analysts typically assume these roles. Their 
purpose is to understand the insights, drive relevant information to 
the people who need it, communicate that information well and build 
ongoing enthusiasm for the project. Analysts in particular require a 
special skillset. They need to tap into both their logical mind and their 
intuition to get to the root of the data, then deliver the resulting insights 
in digestible, actionable pieces. Analysts must also maintain and tune 
the analytics processes, which are constantly evolving.

Finally, contact centre analytics is not just a contact centre tool—it 

can drive systematic improvement across the entire enterprise. So the 
analytics team should be cross-functional, featuring members who 
possess a strong understanding of every aspect of the business.

PREPARE FOR CHANGE. 

GATHER YOUR TEAM.

2. PLAN AND PREPARE PROPERLY
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Just as the team needs to be cross-functional, so do the projects on 
which the team works. Since customer analytics can impact every 
corner of the organisation, it’s important to encourage everyone in the 

company to have a voice in the ongoing process and to suggest possible 
analytics projects. In return, your analytics team needs to promote and 
maintain a true open door policy. 

Frontline agents in particular often surface great suggestions; they 
do, after all, speak to your customers every day. In fact, it’s safe to say 
nothing is more valuable than your frontline when it comes to contact 
centre analytics initiatives. So you need to give them a safe haven in 
which they can share ideas, insights and observations. They’re your 
most valuable resource when it comes to identifying initial, “low-
hanging fruit” projects on which your analytics initiative can focus.

But open door policies and safe havens aren’t enough. Your analytics 
team needs to be receptive to the observations and suggestions they’re 
given. They need to put their own beliefs and egos aside, and listen 
objectively to the information they receive. Most importantly, they can’t 
be afraid to hear the answer to whatever question their analytics project 
might ask. A culture of continual learning and ongoing improvement will 
only occur if this type of neutral environment is fostered.

A common assumption with analytics is that, once you set it up, it 
just operates by itself. Not true. Analytics needs to be nurtured and 
fostered. It’s a continuous cycle of issues and projects. As a result, those 
working on it day-to-day risk burnout or demoralisation. They need 
continual encouragement and support. They need ongoing training and 

immersion in best practices. They also need empowerment.
How do you do this? Give your team the autonomy and safety to find 
their voice, to say, “this is what I’m seeing.” Let them base insights off of 
observations, not ego or emotion. Let them apply their intuition, their 
gut instinct.

GET INPUT.

SET UP THE ANALYTICS TEAM FOR SUCCESS.

YOU WANT THEM TO DRAW 
CONCLUSIONS FROM HARD DATA, BUT 

YOU ALSO WANT THEM TO COMMUNICATE 
THE INTANGIBLES: ‘THIS IS WHAT I SEE. 
THESE ARE THE ISSUES I’M IDENTIFYING.’
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The kryptonite of analytics projects are too many requests and too 
many distractions. To maintain focus, create a formalised, closed-loop 
process:

• Identify potential issues to investigate. For the most impact, 
understand the issues from the customer perspective—not from the 
company perspective. A customer’s perception is their reality. So ask 
questions like, “What is a customer’s experience with us like? How easy 
is it for them to do business with us? What are their biggest frustrations 
with us? How can we improve the customer experience and reduce 
their effort?” And think like a kid—use “imagine if” scenarios; imagine 
if you could do this, imagine if you had this information. It’s about 
possibilities. 

• Prioritise 2-3 issues. In the near-term, go for low-hanging fruit so 
you can demonstrate immediate value and show fast success. These 
are usually fairly easy, low-cost fixes such as moving a website link, 
removing outdated information from the website, and removing or 
enhancing a simple, existing process. Once you have a few of these 
smaller wins under your belt, start tackling the larger issues.

• Dig in, analyse data and create your hypothesis. Now it’s time to 
analyse the data. You’ll need to listen to a lot of calls and review many 
customer interactions. You might also want to expand your definition 

of “stakeholder”—consider including user groups, customer advisory 
councils, or even partners and vendors in your data substantiation 
process. Then create your hypothesis.

• Propose and implement a project plan. The most successful 
project plans are structured yet flexible, and managed from 

INSTITUTE A FORMALISED PROCESS. 

3. INSTITUTE A FORMALISED PROCESS.
implementation through governance by a single person. A project plan 
needs to allow the analytics process to grow with customer demand 
and accurately estimate required future resources. It also needs to 
outline how analytics-driven insights—backed by actual call recordings 
or customer emails, chats, etc.—will be disseminated back to 
stakeholders across various departments and how those stakeholders 
will be educated on what to do with those insights. 

• Continuously measure results. Throughout the project, measure 
and record results on an ongoing basis. Establish baselines—the state 
of the data prior to your analytics project—and measure your progress 
against them. As mentioned above, synthesise this information into a 
concise format and distribute it weekly to your stakeholders. In addition, 
consider how your analytics project can inform your existing metrics 
and KPIs and adjust accordingly.

It’s extremely tempting once you see the wealth of data made available 
by an analytics solution to immediately try to solve every problem you 
can think of. The reality is that change takes time and measuring the 
impact of that change takes even longer. Start slow. Stay focused on 
the most important and/or most immediately impactful projects, and 
close them out before moving on to something else.

DATA ANALYSIS IS BOTH SUBJECTIVE 
AND OBJECTIVE, LEVERAGING TOOLS 

SUCH AS SPEECH ANALYTICS, TEXT 
ANALYTICS, TEXT ANALYTICS AND 
DESKTOP ANALYTICS.
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The ultimate goal of any contact centre analytics project is to improve—
directly or indirectly—customer satisfaction and customer retention. 
At the same time, executives are likely focused on growing revenues, 

increasing customer loyalty and decreasing customer churn. These 
goals are not mutually exclusive. So work with your executives to figure 
out the information they need from customers to meet their corporate 
objectives, then use analytics to deliver it. When choosing which 
projects to tackle, pick the ones that most strongly tie back to company 
goals.

Then, stay aligned with shifting corporate goals and strategies. They 
evolve based on market changes, so stay attuned to them. You want to 
seamlessly shift your contact centre analytics as needed to continually 
support company growth.

Once you’re able to align your contact centre analytics with your 
corporate goals, only then will you become a true voice of the customer 
super hero.

ALIGN WITH COMPANY GOALS. 
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ABOUT CALABRIO
Calabrio is a customer engagement software company that provides analytic insights to catalyse growth through customer service contact 
centres. The Calabrio ONE® software suite empowers everyone in an organisation, from contact centre 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 optimisation (WFO) software suite—including call recording, quality management, workforce management, 
voice-of-the-customer (VoC) analytics and advanced reporting—that transforms the contact centre into a customer engagement centre and a 
valuable source of customer insight.

Find more at calabrio.com 

Calabrio, Calabrio ONE® and the Calabrio logo are registered trademarks or trademarks of Calabrio Inc. All other trademarks mentioned in this 
document are the property of their respective owners.

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.

Call
Recording

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.

Quality
Management

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 
centre experience.

Workforce 
Management

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.

Calabrio
Analytics

Amazingly integrated
reporting and analytics 

tools that integrate 
customer and business 

data from across the 
organisation. Break down 

data silos, eliminate 
tedious reporting, 

visualise critical metrics 
and see the full story 

your data tells.

Advanced 
Reporting

http://calabrio.com

