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Business leaders in every sector increasingly recognize that it’s 

no longer the products or the prices that customers care about 

most: 9 in 10 companies today compete primarily on the basis of 

customer experience (CX).1 As the age of customer-centricity 

puts the focus on the CX, the multi-channel contact center has 

a tremendous opportunity to elevate its influence—delivering 

customer-centric insights and becoming a true strategic partner 

to the business.

THE KEY: TELLING A BETTER STORY
The customer-centric insights that business leaders seek pour 

into the contact center every day — and new analytics tools 

make it easy and cost-effective for contact center leaders 

to turn the raw voice of the customer (VoC) into actionable 

business intelligence. The challenge is weaving those insights 

together to tell a simple, compelling story that your senior 

leadership cannot ignore. With that goal in mind, here are 

some quick tips for presenting VoC data and contact center 

analytics insights to effectively influence decision-makers:

Understand Your Audience’s  
Hopes & Frustrations

If you want to tell a compelling story, you need to speak to 

your audience’s priorities and motivations. Start by building 

a list of the key business objectives, as well as challenges, of 

the business leaders you want to influence.

TIP: Look for immediate or urgent priorities over 
long-term goals. Delivering value now is more 
impressive than promising value later.

TIP: Pay careful attention in cross-departmental 
meetings and to internal communications that give 
hints to the pain points felt by other business units.

Put Your Best (Most Important) Foot Forward

Avoid the tendency to tell your story in chronological order 

(First we did this, then this…the data showed this, which means 

this…). This puts your most important information last, where 

it may never get heard.

TIP: Follow the journalist’s inverted pyramid:Begin 
your presentation with all the most important 
information (based on your audience’s motivations).

Give Them Information — Not Data

The most important information isn’t the data itself — it’s what 

the data means (to your audience/for your business).

TIP: Do the work for your audience. Don’t make 
them extrapolate conclusions from your data — you 
risk losing their interest, or (worse) open the door 
to misinterpretations.

TIP: Use “why” language — not “what” language. 
Don’t just give them contact center KPIs. Explain 
what improving FCR or reducing AHT means for 
sales conversions, customer loyalty, operational 
costs, etc.
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Speak Their Language

Avoid the temptation to prove your expertise by filling your 

presentation with data science terminology and contact 

center lingo. The goal is to elevate the conversation to a 

business-wide level; your language should speak to this broad,  

high-level audience.

TIP: Be concise, clear and simple. Avoid jargon and 
explain technical language in simple terms.

TIP: Talk the talk of business value. Make sure 
you’re connecting your message to the objectives 
(customer loyalty, revenue, etc.) and challenges 
(customer attrition, operational costs, etc.) your 
audience cares about.

Paint a Very Simple Picture

Best-in-class analytics tools enable you to create complex 

graphs and charts, but save those for a different audience. Keep 

graphics simple and don’t risk confusion or misinterpretation.

TIP: For your most important conclusions, flip the 
old adage around: Tell them; don’t just show them. 
This avoids misinterpretation and keeps you in 
control of your message.

Don’t Bore Them with How

Process is absolutely critical to a successful contact center 

analytics program. But it’s largely irrelevant to an audience 

of high-level business leaders. They want to know what you 

found—not how you found it.

TIP: However, make sure you are prepared to speak 
to process, if asked. A firm grasp on methodology 
can quickly dispel any “what abouts” that may 
come up.

Let the Customers Tell the Story

Whenever possible, back up your findings with raw VoC 

feedback. This reminds your audience that you’re simply 

conveying the message coming from your customers. Moreover, 

while VoC analytics allows you to go beyond anecdotal  

insights, there’s no denying that a good anecdote can make  

a big impression.

TIP: Show (and read) a customer quote that directly 
supports a key assertion you’re making. Make sure 
you carefully select the quote and connect it to 
the big-picture finding to avoid losing control of 
your message.

TIP: Take VoC feedback to the next level by 
creating a VoC mashup. Use keywords to pull 
together a collection (mashup) of raw VoC clips 
that demonstrate that your findings represent 
much more than a single customer viewpoint.
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SHARE YOUR POWERFUL STORY
Savvy contact center leaders have long known that there is 

tremendous value in the VoC insights living in the contact 

center. The widespread embrace of customer-centricity opens 

the door to sharing these insights and elevating the role of the 

contact center. But while there’s no denying the power of the 

insights themselves, contact center leaders need to strategically 

tell their stories in order to maximize impact and influence. By 

following the best practices covered in this guide, you can turn 

your contact center analytics insights into clear, compelling 

stories — establishing the contact center as a strategic business 

partner in driving customer-centric decision-making.
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