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Calabrio ONE® – Calabrio is revolutionising the way enterprises engage their 

customers with Calabrio ONE®, a unified suite—including call recording, quality 

management, workforce management, voice-of-the-customer analytics and 

advanced reporting—that records, captures and analyses customer 

interactions to provide a single view of the customer, and improve the overall 

agent and customer experience.  

Calabrio ONE is easy to use, which empowers management to align activities 

and resources quickly with the demands of today’s multichannel customer. The 

secure platform has a lower total cost of ownership and can be set up and 

expanded on a public, private or hybrid cloud. 

Contact: 

Calabrio EMEA 

a: 12 Melcombe Place, Marylebone, London NW1 6JJ 

t: +44 (0)203 367 2122 

 

Corporate Headquarters: 

a: 400 1st Ave N, Suite 300, Minneapolis, MN 55401 

t: 855.784.2807 

 

e: info@calabrio.com  

w: http://calabrio.com  
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CUSTOMER EXPERIENCE MEASUREMENT & IMPROVEMENT 

Most businesses say that customer satisfaction is vital to them. Yet this raises more questions: how 

‘satisfied’ do customers have to be? What do customers want from contact centres? Quite simply, 

they would like to be answered quickly by a person who is able to help them without passing them 

around, and have the correct answer given to them quickly by someone with whom they feel 

comfortable talking. Additionally, the business has to deliver on the reason the customer is calling in 

the first place - by sending out the purchased item promptly, changing the database details or 

refunding money, for example. So the contact centre does not stand alone: it orchestrates the rest 

of the business.  

Various pieces of research show that the benefits to a business that are made from increasing 

customer satisfaction are non-linear: if a customer is very happy, they are likely to be worth a great 

deal in additional direct purchases and possibly more importantly, will act as a brand advocate for 

your company. A customer who is merely ‘satisfied’ will not have anywhere near the same positive 

impact on revenues or profits, and is likely to be a good deal less loyal. There is also advice from 

business consultancies that says customer satisfaction is overrated as a metric, and that 

organisations should be focusing upon reducing the amount of effort that a customer has to expend 

to carry out the interaction successfully. 

A contact centre can achieve all the operational performance measurements which it sets for itself, 

without actually being successful. If the customer does not hang up the phone feeling that she has 

been treated appropriately and that her query has been resolved to her satisfaction, then that 

counts as a failure, regardless of how good the internal metrics may be. Elsewhere in this report, 

contact centres state that adherence to internal metrics is of more importance to them than first 

contact resolution rate - which is consistently seen as the key to customer satisfaction - so the 

argument that businesses have moved to a customer centric model is still very much up for debate. 

As customers become more demanding and their expectations of what constitutes good service 

increase, then contact centres are forced to develop greater external focus. This is in part due to the 

growth of outsourcing, which has introduced a new competitive edge to the business of handling 

calls. In addition, the greater choice available to customers in terms of suppliers means that 

customer retention is now as important as customer acquisition. Without knowing what your 

customer thinks of your service, you cannot legislate for their requirements. A continuous tracking 

survey hosted by a third party is a useful piece of corporate intelligence. Surveys hosted on a SaaS 

platform have the advantage of being contact centre provider- and equipment-agnostic. Businesses 

can continue using surveys non-stop as they outsource, switch suppliers or take their contact centre 

service back inhouse, hence tracking the impact of these changes. 
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FACTORS IN ACHIEVING CUSTOMER SATISFACTION 

THE VIEW FROM THE BUSINESS 

Survey respondents were asked their opinion on which are the three most important factors 

impacting upon customer satisfaction from a list of eight, with the chart below showing the most 

popular choices.  

As with many past ContactBabel surveys, first-time resolution was clearly seen as being the most 

important factor impacting upon customer experience, with 52% of respondents ranking it in first 

place, and a further 31% placing it within the top three. 

A short queue time or wait time for a response was also seen as being important, being ranked in 

the top 3 by 45% of respondents, with polite and friendly employees being ranked in the top 3 by 

47% of organisations surveyed. Having the issue handled by a single employee was placed in the top 

3 by 46% of respondents. 

Figure 1: What do you believe is the importance of these factors to a customer when contacting your organisation? 
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Five Ways Contact Centre Analytics Can Improve the Customer Experience

1. Helping contact centre 
managers increase first call 
resolution (FCR)
FCR is consistently prioritised as the 
contact centre’s number one metric 
four good reason: studies have shown 
that customer satisfaction drops by 15% 
each time a customer has to call back 
to have their issue resolved. Analytics 
allow managers to not only track their 
repeat call volume but also–critically– 
gets them to the root causes so they can 
quickly improve their FCR and keep their 
customers happy.

2. Ensuring contact centre 
evaluators perform 
truly targeted quality 
management
Machine learning can be used generate 
predictive evaluation scores four 100% of 
interactions, which makes it possible four 
evaluators to focus their time on the right 
calls and use those quality insights to 
provide impactful coaching to the agents 
who need it most.

3. Identifying agents who 
consistently get high 
evaluations from customers
Machine learning can also be used to 
identify agents who consistently deliver 
quality customer experiences. This helps 
managers and trainers discover tactics 
that they can use to train other agents, as 
well as making it possible to recognise 
top agents four their performance.

4. Helping contact  
centre managers improve 
proactive outreach
By using machine learning to generate 
predictive Net Promoter Scores (NPS) four 
every customer interaction – regardless 
of whether the customer completed a 
survey – managers can see 100% of their 
promoters, detractors, and passives and 
target them with the appropriate efforts.

5. Allowing the  
organisation to quickly 
detect customers at risk of 
attrition–and respond
When a customer is frustrated, they 
frequently use words that can be 
classified by an analytics solution as 
having a negative sentiment. Call centre 
data can be used to identify those 
customers and take actions to retain 
them, driving up the overall lifetime value 
(LTV) four customers.

Learn more about how 
Calabrio Analytics can 
help improve customer 
experience at: 
calabrio.com/demo-
analytics.

calabrio.com |  +1 (855) 784-2807 (US)  | +44 0203 367 2122  (UK)

The happier customers are, the more likely they are to remain loyal to an organisation–which is why many organisations 
rank customer retention as a top priority. The first area we see companies using analytics—including analytics that 
leverages artificial intelligence (AI)-driven machine learning—is to discover ways to makes a customer’s journey smoother 
by alleviating contact centre pain points and anticipating a customer’s future needs. 

Contact centre analytics easily alleviates these pain points, and in turn, increases customer  
engagement by:

https://www.calabrio.com/demo-analytics
https://www.calabrio.com/demo-analytics
http://www.calabrio.com
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THE VIEW FROM THE CUSTOMER 

In order to compare businesses’ opinions of the most important customer experience factors with 

those of actual customers, ContactBabel commissioned the research firm Aurora Market Research to 

carry out a survey of 1,000 UK consumers.  

As such, consumers were asked to state which were the top three most important factors to them 

when contacting an organisation, with the same factors presented to them that had been offered to 

organisations within the business survey which most of this report is based on.  

Figures below are expressed as the percentage of each age group that expressed an opinion. 

Figure 2: What are the top 3 most important factors to you when contacting an organisation by phone or digital channel? (by age range) 
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http://www.auroramr.com/
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The previous chart shows the importance of various customer experience factors as an aggregated 

bar chart, segmented by age so as to show the factors that were of most importance to customers in 

each age range. Aggregating the results allows an understanding of which factors were placed in the 

top three overall, while also providing insight on age-related opinion.  

For example, 47% of the youngest age group (16 to 24 years old) stated that first contact resolution 

was one of their top three most important factors, whereas 60% of the oldest age group (over 65 

years old) placed this in their top three. 

This consumer research has some interesting findings when comparing consumer attitudes to 

businesses’ beliefs: 

• both businesses and consumers agree that first contact resolution is the most important 

single factor impacting upon customer experience when contacting a business (‘first contact 

resolution’ is joint first with consumers, alongside ‘UK-based agents’) 

• a short queue/wait time for response is also seen as being a vital part of the customer 

experience 

• having UK-based employees is seen as far more important to customers than businesses 

believe 

• having long opening hours is quite important to younger customers, whereas businesses 

place this amongst the least important customer experience factors. 

 

When considering these findings from the perspective of the various age ranges, the importance of 

first contact resolution is considerably higher in the older age ranges, as is having UK-based 

employees. There is also a pattern that older age-groups are less likely to be happy with being 

passed between agents.  

Younger customers place more importance than the older generation on longer opening hours, and 

are also more likely to value having a choice of ways to communicate with the organisation. Further 

evidence for this age group’s valuing of its time can be seen in relatively high importance being 

placed upon short call/web chat duration compared to the older generation.  

However, the youngest age group are not willing to sacrifice courteous service for time saved, as 

57% of this cohort place ‘polite and friendly employees’ in the top three factors, making it their no.1 

most important factor. This may be because the youngest age group have the least experience of 

dealing with businesses and contact centres, perhaps lacking some of the confidence that comes 

with years of speaking with businesses, and to have a friendly and approachable agent seems to be 

valued very highly.  
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When segmenting the consumer data by socio-economic group, AB respondents are those who are 

keenest to have a choice of ways to communicate, long opening hours, a short wait time and short 

call duration: factors impacting upon their time. 

C1, C2 and DE respondents are most likely to state that having UK-based employees is important for 

their customer experience, and also value first contact resolution.  

All groups place similar emphasis on polite and friendly employees, and generally speaking, the 

differences between socioeconomic groups are not major. 

Figure 3: What are the top 3 most important factors to you when contacting an organisation by phone or digital channel? (by 

socioeconomic group) 
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CUSTOMER SATISFACTION MEASUREMENT TECHNIQUES 

Customer surveys have been an integral part of most businesses since time immemorial. Recently, 

there has been a great increase in the number of organisations implementing “Voice of the 

Customer” programs, often based around large-scale analysis of call recordings, but the more 

traditional, direct methods of understanding customer experience and requirements are still very 

much present. 

The numerous methods of directly surveying customers include the following: 

IVR: at the end of the call, and after agreeing to do so, the customer may be passed through to an 

automated IVR system, which typically asks a mixture of open and closed questions which can be 

answered with a combination of touchtone and speech. This has the benefit of immediacy, in that 

the caller will be able to give an accurate assessment of the call and the agent, and also the business 

may be alerted in near-real-time to any major problems through pre-programmed automated SMS 

or email alerts.  

The speed and ease with which an agent-invited IVR survey can be implemented gives it a distinct 

advantage over a survey conducted via outbound calls. The resources and staff time required to 

make outbound calls often mean that they are conducted erratically and rarely during peak times 

which undermines the quality and usefulness of the data collated. As agent-invited IVR surveys are 

automated, they require little staff input and can monitor customer satisfaction whenever the 

contact centre is open. 

 

Outbound automated surveys are becoming more prevalent, with more than 10m outbound IVR 

survey calls estimated to be made each year in the UK. After the call has been concluded, the caller's 

number may be put into an outbound dialler's queue, which calls them and offers an IVR survey. The 

speed with which this call-back is made is crucial to the take-up rate of the survey, with up to 70% 

acceptance rate if the call-back is in minutes, but perhaps only 10% if the call is made over 48 hours 

later. 

 

Written: some businesses ensure that a system-generated letter is posted to the customer soon 

after an interaction takes place, requesting feedback. Typically, more customers who have had a 

poor experience will bother to return the questionnaire, skewing the figures, and although some 

good and detailed learning points can emerge, it's an expensive way to survey customers, and 

perhaps only appropriate if the customer has engaged very deeply with the business on a number of 

recent occasions (e.g. completing a mortgage application) or with a demographic that has more time 

available to them, especially older people. There can be a lack of immediacy, and many people might 

feel that sending out a written questionnaire to ask about how well a single call was handled is 

overkill. 

A more popular written alternative is to send an email to the customer, which allows immediacy and 

offers a customer a chance to express themselves more fully, rather than simply with numerical 

scores. This method also has the advantage that it can be fully automated.  
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Detailed person-to-person interviews have an important role to play, particularly where the 

feedback generated can be compared side-to-side with feedback by other methods. Having 

quantitative and qualitative data provides valuable feedback that can’t be achieved by adopting a 

single surveying method. 

 

Web forms are becoming increasingly widely-used as an increasing number of customers visit a 

website initially to see if they can find the information or resolve the issue themselves. Online survey 

invitations that pop up within a couple of seconds of entering a website are widely used, although 

many customers find them intrusive as they have not yet found the information that they require. 

Using a little more intelligence around when to offer the survey to the customer would provide far 

higher take-up rates and more accurate, informed feedback. 

 

Outbound: frequently, the contact details of a proportion of incoming callers will be passed to a 

dedicated outbound team, who will call the customer back, often within 24 hours, to ascertain the 

customer’s level of satisfaction with the original call. Sometimes customers will find this intrusive, 

while others will welcome the chance to provide feedback. Additionally, certain companies employ 

outside agencies to survey customers regularly, which may be useful in benchmarking exercises, 

since they will apply a more formalised and structured approach to data gathering and presentation. 

The automated option as mentioned in the IVR section above should also be considered as an 

option.  

 

SMS: Text messaging has the advantage of immediacy of sending and also of reporting on the 

results. It is a cheap way of carrying out surveys, and can be linked to a specific agent, allowing the 

contact centre to use this information for agent performance as well as satisfaction with the 

business. SMS does not allow detailed or multiple questions though, and businesses will have to 

collect mobile numbers if they do not already have them. However, take-up rates are better than 

many other forms of feedback (at around 25-35% on average), and younger and more time-poor 

customers are more likely to respond, providing a wider universe of responses across demographics. 

This form of survey can allow the contact centre to identify very unhappy customers and schedule 

an outbound call to deal with the problem. 
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Different customers will prefer to be surveyed in different ways and a survey platform should have 

the flexibility to support IVR, web, text and written surveys and collate the results in a unified 

reporting system. Not only will this mean that businesses are increasing the number of customers 

accessed, but a different quality of feedback will be received from each approach. 

The table below shows that email is by far the most widely-used survey method, with a minority of 

companies using the other methods. 

Figure 4: Methods of gathering customer surveys (in contact centres using surveys)  

Method  % of respondents using this method that survey customers  

Email 54% 

Live agent 33% 

IVR 27% 

Web form 24% 

SMS 15% 

Other 25% 
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When considering the volume of surveys collected by each method, email is of course most popular, 

with 32% of surveys being collected in this way. Email allows a mixture of quantitative numerical 

data to be collected, along with qualitative comments which may highlight issues that would 

otherwise be unknown. It also has the advantage of immediacy and can be fully automated, 

requiring little or no additional input from the business. Web forms also allow this mix of numerical 

and written data to be collected, but the timing of offering the surveys during a web browsing 

session can be difficult to get right. 

Despite the cost, outbound survey calls carried out by live agents are used in 23% of cases, which 

allow a depth of qualitative information to be collected from which insights can be drawn. 

Both SMS and IVR are more positioned towards gathering quantitative information, often aligned to 

NPS.  

Figure 5: Proportion of customer surveys gathered by method 
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Many companies pay lip service to listening to their customers, but do they actually hear what their 

customers say? And more importantly do they act upon it to change or improve their processes? 

There is no point in generating an expectation which the business has no intention of fulfilling. Don’t 

ask the customers for feedback if there is no intention of using it to make the service provided 

substantially better. The following section on customer feedback examines this in more detail. 

Formal surveys of customer satisfaction offer the customer a chance to feed-back, and the business 

to learn. Setting up surveys involved various elements which should not be overlooked, including:  

 Defining the purpose and objectives of the survey  

• Deciding the approach  

• Developing the questionnaire  

• Carrying out the survey  

• Collating the data  

• Analysing the results 

• Presenting the findings - and acting upon them. 

 

The point of a customer satisfaction survey is to discover what the company is doing wrong, where 

improvements can take place, how the company is perceived against its competition and how it can 

improve. It is important to view the survey from the customers’ perspective, rather than checking 

boxes that just relate to internal company metrics, which is self-serving. Surveys should also be 

ongoing, to check whether real improvements are being made after the issues have been identified. 

Survey forms should be simple and quick to complete, but if possible should carry enough weight to 

allow the company to change its processes and behaviours if that is what is required, using a mixture 

of objective questions that can be segmented and scored, as well as free text, especially in telephony 

questionnaires, where customers can be encouraged to add real value.  

For surveying customers’ experience of the contact centre, the key to success is to keep the survey 

fairly short, with a maximum of around 5 questions, which can be range-based (e.g. "strongly 

disagree", "disagree", "neutral", "agree", "strongly agree", etc.), a simpler ‘Yes/No’ option and a 

free-text, 'any comments' question. These questions may include: 

• Was the call answered quickly? 

• Was the agent polite? 

• Were you satisfied with the response?  

• Was this the first time you had called about this matter? 

• Do you have any comments you would like to make? 

Opinion is split on whether surveys should identify specific agents, as although major outlying 

training and behavioural problems can be identified, many operations are keen to avoid the 'Big 

Brother' feeling of spying on agents, and prefer to emphasise that surveys are done to identify 

broken processes, not to criticise individuals.  
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Regardless of whether surveys identify specific agents or not, a key to success is whether the survey 

implemented is considered by agents as just yet another form of monitoring, or a genuine attempt 

to help them provide better service in the long run. Agents tend to respond well to successful 

customer satisfaction improvement initiatives as they usually make their job easier and more 

rewarding. Keep the survey process simple, focus on agent engagement and act quickly to provide 

positive feedback to the team. It’s more important to get the survey adopted as a positive part of 

the company’s customer service strategy, than it is to design the academically-perfect survey that 

has a negative impact on the morale of the team. 

It is vitally important before beginning to survey customers, that a business: 

• Clearly determines the purpose and aims of the survey 

• Considers adopting a variety of question types. Scored questions enable a business to 

produce statistically significant and representative data. Free comments allow the gain of 

real insight into customers’ perception of service 

• Selects an experienced company to set up and host the survey. Businesses will benefit from 

their expertise and knowledge and avoid potentially costly errors 

• Ensures that the survey can be carried out throughout the day, including peak times, to gain 

a true picture of the customer experience 

• Makes sure that the results of the survey can be collated and analysed in a wide variety of 

ways. It is pointless to amass information if it cannot be evaluated and the results 

disseminated usefully 

• Has procedures in place to act upon the information that it finds. The survey may have 

uncovered some broken processes in the service which need attention. It will also inevitably 

throw up disgruntled customers whose specific concerns need addressing. In this instance, 

the survey platform should provide some mechanism for alerting and following-up to ensure 

that dissatisfied customers are escalated to the appropriate staff 

• Adopts a unified approach across the business to assessing and monitoring customer 

satisfaction. If a business continues to reward agents based on traditional call performance 

metrics, it is merely paying lip service to good service. If agents are rewarded based on 

customer satisfaction ratings, it will increase agent engagement and retention at the same 

time as improving the service it offers to customers. 
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USING CUSTOMER FEEDBACK 

The chart below takes into account the respondents’ opinions of the effectiveness of each method 

of gathering customer insight. 

Respondents tend to rate customer experience research calls and emails fairly highly, with 29% of 

those using this method of customer feedback finding it very effective and with only 4% ineffective.  

Call analytics - which in this case also includes supervisors analysing call recordings as well as the use 

of automated speech analytics solutions – also gets considerable approval (with 55% of those using 

this method stating it to be very effective). IVR/SMS surveys are seen as somewhat less useful.  

Despite the higher incidence of their use, neither the informal nor formal gathering of insight 

directly from agents are judged as especially useful, with 16% stating that they are ineffective 

compared to 28% very effective, although formal meetings are seen more positively than in past 

years’ research. 

Figure 6: Effectiveness of methods for gathering customer insight 
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CX BENCHMARKING 

Businesses were asked which of four methods that they use in order to measure customer 

experience and satisfaction.  

CSAT (customer satisfaction) scores do not have a fixed and accepted scoring system, but is more 

generic and wide-ranging. Businesses may decide that they want to track the proportion of 

customers who report being “very satisfied”, score them at 5 out of 5, etc. 

Net Promoter Score® 1 , otherwise known as NPS, is an index ranging from -100 to 100 that measures 

how likely customers are to recommend a company’s products or services to others. The question 

asked to customers is: 

 “On a scale of 0 to 10, how likely are you to recommend this company’s product or service to a 

friend or a colleague?” 

Based on their rating, customers can then be grouped into in 3 categories: detractors, passives and 

promoters. ‘Detractors’ score lower or equal to 6,  ‘Passives’ score of 7 or 8 and ‘Promoters’ 

answered 9 or 10.  

NPS is determined by subtracting the percentage of customers who are detractors from the 

percentage who are promoters. For example, if 50% were promoters and 10% detractors, the NPS 

would be 40. This allows businesses not only to focus upon increasing the proportion of people that 

actively like and evangelise about the company, but also to bear in mind those at the opposite end 

of the spectrum who are lukewarm or negative.  

Customer effort scores look to understand the ease or otherwise with which the customer has 

interacted with the company on a particular occasion. Often, there will be a five-point scale running 

from “very easy” to “very difficult”, which can be converted into a quantitative metric. Various 

methods of calculating customer effort scores and pitfalls to avoid can be found within this 

referenced article2. 

Quality scores differ from company to company, but are based on interaction scorecards on which 

employees are scored over a number of calls or interactions each week or month, and include 

factors such as compliance, quality of greeting and call termination, cross-selling and upselling 

attempts, fluency of communication and other factors deemed important by the business 

Complaint analysis is somewhat different from the other metrics considered here, in that it focuses 

strongly upon understanding negative customer reactions, with a focus upon improving the 

processes and situations that caused these in the first place. 

 

  

 
1 Net Promoter, Net Promoter System, Net Promoter Score, NPS and the NPS-related emoticons are registered trademarks of Bain & 
Company, Inc., Fred Reichheld and Satmetrix Systems, Inc. 
2 https://www.callcentrehelper.com/how-to-calculate-customer-effort-94671.htm  

https://www.callcentrehelper.com/how-to-calculate-customer-effort-94671.htm
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The most widely used customer experience benchmark is the general customer satisfaction rating, 

which is used by 84% of respondents. Closely following this are NPS and agent quality scores. 

Customer retention rate and customer effort score are less widely used, however are still in place in 

58% and 50% of respondents respectively. 

Considering the data segmentation by company revenue, smaller operations and non-commercial 

organisations are more likely to use customer satisfaction scores, with only smaller companies not 

embracing NPS. Customer effort scores are used by around two-thirds of very large companies. 

Figure 7: Use of CX benchmarks, by company revenue 
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As customer experience benchmarks change from company to company - there is no generally 

accepted customer satisfaction rating or quality score that allows direct comparison between 

organisations - only NPS easily allows head-to-head comparison across companies, although there 

were not enough responses from each vertical market to be able to give a full picture across all 

sectors.  

Apart from the reason of its standardised nature, Net Promoter Score has been included here as it 

was stated by 30% of respondents in the “UK CX Decision-Makers’ Guide”3 to be the CX metric 

against which the Board / senior management most judged the success of the customer experience 

programme, second only to general CSAT score (36%), which by the heterogeneous nature of 

measurement is very difficult to compare directly across companies.  

The other customer experience metrics mentioned previously were seen as far less important: 

customer retention rate was considered the most important by 8% of respondents, and customer 

effort score by 2%.  

Figure 8: Net Promoter Score by selected vertical market 

 

 

Respondents to this survey generally reported very good Net Promoter scores, with a survey-wide 

average of 49. Those in the services industry reported the highest average scores, with retail & 

distribution and finance the lowest. 

 

 
3 “The UK CX Decision-Makers’ Guide” is available at www.contactbabel.com free of charge.  
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When looking at customer retention rates, responses mainly came from the finance, insurance, 

manufacturing, retail and TMT industries.  

While the insurance sector had an average customer retention rate of 70%, those in retail, TMT and 

finance stated that they achieved over 85% customer retention.  

Figure 9: Customer retention rate by selected vertical market 
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Looking at quality scores, the fact that there is no single industry-wide quality measurement score 

made head-to-head comparisons impossible.  

Instead, each set of responses was judged on whether it was above target, at target or below target. 

While 56% of respondents are currently missing their quality target, most of these are less than 10% 

below where they want to be. 

Figure 10: Quality score – actual and target 
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In the same way as with quality scores, customer satisfaction scores are not necessarily directly 

comparable between organisations. However, where possible, the data was normalised as a 

percentage, although this should be treated with caution. 

Most of the respondents that answer this question gave high customer satisfaction scores and all 

sectors were close to, or had exceeded their target. 

Figure 11: Customer satisfaction score – actual and target 

 
Vertical market  

Actual Target % of target 

Finance 78% 81% 96% 

Housing 85% 90% 94% 

Insurance 91% 88% 104% 

Manufacturing 75% 80% 94% 

Outsourcing 85% 90% 94% 

Public Sector 87% 86% 101% 

Retail & Distribution 84% 89% 94% 

Services 89% 93% 95% 

TMT 82% 90% 91% 

Transport & Travel 86% 80% 108% 

Utilities 88% 90% 97% 

Average 85% 88% 96% 

NB: as some respondents use different measures, data was normalised as a percentage where possible. 
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Survey respondents were asked to pick a single customer experience metric upon which their board 

or senior management team most judged the success or otherwise of the customer experience 

programme. 

There was a wide mix of responses, with NPS and customer satisfaction score accounting for almost 

two-thirds of responses. 

Interestingly, despite customer effort score being seen as one of the most useful CX benchmarking 

metrics, only 2% of respondents stated that it was the CX metric considered most important by the 

senior management team. 

Of even greater note is the fact that first contact resolution rate was identified as being the key CX 

metric for senior management by only 6% of respondents, despite both the customer and business 

survey results earlier in this chapter showing clearly that first contact resolution was the most 

important factor in influencing customer experience. 

Figure 12: CX metric upon which the Board / senior management most judge the success of the CX programme 
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COMPLAINTS 

John Seddon uses the term “failure demand” to describe calls that are created by the inability of the 

business’s systems to do something right for the customer: 

“A failure to do something - turn up, call back, send something…causes the customer to 

make a further demand on the system. A failure to do something right - not solve a problem, 

send out forms that customers have difficulty with and so on - similarly create demand and 

creates extra work. Failure demand is under the organisation’s control, and it is a major form 

of sub-optimisation.”4  

Seddon cites the instance of the bank where failure demand created almost half of the calls which 

they had to deal with. Another classic example of failure demand is where emails go unanswered, 

leading to calls being made (first-stage failure demand). Later, the email will be answered, 

unnecessarily, as the customer already has their answer or has gone elsewhere (second-stage failure 

demand). This redundant work will then impact on other (still live) messages in the email queue, 

creating a vicious circle of failure demand. Redesigning and restructuring the way in which work 

flows around the organisation, putting the contact centre at the heart of it, rather than treating it as 

a separate silo, will go much of the way to reducing unnecessary contacts. The customer ends up 

getting a better service from the whole company, not just the contact centre.  

One way in which this can be achieved is to unify and automate the agent desktop, bringing in the 

relevant data automatically, depending on who the caller is and what they want. At the end of the 

call, the correct data is written back to the relevant places, and the correct processes kicked off 

automatically, meaning that the right departments will be provided with the right information, thus 

reducing the risk of failure demand, unnecessary calls and irate customers. This also takes the 

pressure off the agents to remember which systems to update and how to navigate through them 

within the call (which causes long delays, negatively impacting customer satisfaction), or in the 

wrap-up, which risks agent forgetting to do things, and also decreases agent availability, increasing 

the queue length, and decreasing customer satisfaction. In cases where multiple processes have to 

happen in order for the customer’s requirement to be met, automated outbound messaging to the 

customer, whether by email, SMS or IVR is likely to reduce the number of follow-up contacts that the 

customer feels that they have to make. 

Information on failure demand can be gleaned from the contact centre, which can also hold huge 

amounts of knowledge about what customers’ views of the products, services, competitors and 

company are. Feedback loops will be established in leading contact centres to push information and 

insights upwards to those who can make a difference in product development, process 

improvements and customer strategies. Interaction analytics offers businesses the chance to mine 

huge amounts of data and find patterns and reasons in a timely fashion, and it is vital then to act 

upon this knowledge, proving to both customers and agents that the business takes them seriously.  

  

 
4 Freedom from Command and Control: A better way to make the work, work, by John Seddon 
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Customers who take the time to complain are also taking the time to state what went wrong with 

your process, product or communication, and this effort should be acknowledged and treated as 

being important. Businesses have found that fixing the problem for one customer can help many 

other customers, including the ones who never contacted you. Most customers are not complaining 

to cause trouble - they want you to know what went wrong, and believe that you can fix it. If one 

customer makes a complaint, the chances are that there are many more who are experiencing the 

same thing. A customer that has given up on your company will probably not complain, but go 

elsewhere and tell everyone who will listen that they are doing so, an issue that is particularly 

important in today's world of omnipresent social media.  

The following charts show the change in the proportion of calls that are complaints, and whether the 

complaint is about the contact centre (e.g. an impolite agent) or the wider business (e.g. a late 

delivery, incorrect product etc). In all years, the target of the complaint was usually the failing of the 

wider business, although 2012-2015 saw 20% or more of complaints being about the contact centre.  

For every vertical market, the majority of complaints received are not about the contact centre itself 

(or its staff), but rather ‘failure demand’, caused by a breakdown of process elsewhere in the 

organisation. However, the contact centre has to deal with the dirty work, and further failures within 

the complaints procedure (or lack of it) can see customers calling into the contact centre again and 

again, becoming more irate each time, despite the real problem lying outside the contact centre. 

This is further exacerbated by the multitude of channels available to customers, who may choose to 

complain initially via letter or email, and follow up with multiple phone calls if these initial channels 

are not able to provide them with an acceptable response. 

There is also the case that there is a blurring of responsibility between the contact centre and the 

rest of the business so that lines of demarcation over where the fault lies can be difficult to find. For 

example, a telecoms provider that has taken an order for a new line has to rely on the rest of the 

organisation to provision and deliver this correctly. If the agent takes the contact email down 

incorrectly, the customer will not receive any information about their order, which may have a query 

on it. When the irate customer rings in to complain, the problem may appear to be with the back-

office processes where the order has halted, but the fault actually lay with the agent. Whether this is 

tracked or reported on correctly is not a certainty, so the split above between contact centre / back-

office complaints should be treated with caution.  

There is also a real risk, especially within large contact centres, that a single agent does not have the 

capability or responsibility to deal with the customer’s issue, which may reach across various internal 

departments (e.g. finance, billing, provisioning and technical support), none of which will (or can) 

take responsibility for sorting out the problem. 
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A clearer upward trend can be seen when looking at the proportion of calls that are complaints in 

general, from less than 4% in 2010 to over 9% in 2016. There may be multiple reasons for this: 

businesses may be failing the customers more often; customers may have become more demanding; 

or customers may have moved away from the traditional form of complaint – the letter – and prefer 

to use the phone to complain instead. Certainly, many contact centre decision-makers state that the 

most effective channel to use for complaints is the telephone, and it may be that customers have 

found this out for themselves over the past few years. 

Figure 13: Proportion of calls received that are complaints / target of complaints (mean average), 2010-19 
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Taking the two sets of data on the previous chart – proportion of calls that are complaints, and 

proportion of complaints that are about the contact centre (rather than the wider business) – and 

combining them, gives the following chart: proportion of calls that are complaints about the contact 

centre. This is a figure that contact centre decision-makers should be interested in, as these 

complaints not only cost money to handle, but are in large part avoidable in the first place.   

Since 2012, the figure of contact centre complaints has relatively steady at around 1.5% of inbound 

calls, although we have seen three consecutive years of very gradual decline. These figures may not 

seem particularly high, but with around 7bn inbound calls per year and typical cost per call in the 

region of £4.50, handling the 1.2% of calls that are complaints about the failings of the contact 

centre costs the industry around £378m per year. 

Figure 14: Proportion of calls that are complaints about the contact centre, 2010-19 
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MOST EFFECTIVE CHANNELS FOR HANDLING CUSTOMER COMPLAINTS 

Respondents were asked to assess which channel they personally would use if they had a complaint 

as a customer of their own organisation, and how this has changed since 2014.  

Since 2015, a majority consistently say that the telephone would be the best channel, with email 

also having considerable support. There is little support for writing a letter - which has been the 

traditional channel of complaint - with web chat being given very little support as a channel for 

complaints. Social media grew slightly to reach 17% in 2017 but has dropped very significantly in the 

past two years. 

Very few give the diplomatic answer that there would be no advantage to choosing one channel 

over another within their own organisation. 

Figure 15: Most effective channel to use for complaints, 2014-19 
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ABOUT CONTACTBABEL 

ContactBabel is the contact centre industry expert. If you have a question about how the industry 

works, or where it’s heading, the chances are we have the answer.  

The coverage provided by our massive and ongoing primary research projects is matched by our 

experience analysing the contact centre industry. We understand how technology, people and 

process best fit together, and how they will work collectively in the future.  

We help the biggest and most successful vendors develop their contact centre strategies and talk to 

the right prospects. We have shown the UK government how the global contact centre industry will 

develop and change. We help contact centres compare themselves to their closest competitors so 

they can understand what they are doing well and what needs to improve.  

If you have a question about your company’s place in the contact centre industry, perhaps we can 

help you.  

Email: info@contactbabel.com  

Website: www.contactbabel.com    

Telephone: +44 (0)191 271 5269 

 

To download the full “2019-20 UK Contact Centre Decision-Makers’ Guide”, 

free of charge, please visit www.contactbabel.com 
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