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Seeing Moments of Truth® in the context of the overall customer 
journey can offer value beyond the interaction itself. 

"One thing Call Centres get wrong is that they keep targeting
instead of measuring.

Measure instead and you’re gaining business intelligence
to drive you forward." 

Alan Hughes, Former CEO, First Direct
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Executive summary

Inhouse or outsourced, many Call Centres rely on the same simple metrics, such as handling 
times and call-completion rates. Such "hard" measures allow effective cost control and 
resource planning - yet today's Service-Level-Agreements increasingly look for "soft" outcomes 
like brand values and emotional experience. Outcomes that are far harder to measure. 

So how can Call Centre Managers drive business improvement, when the information they 
need to do so isn't in an easily quantified format? This Rapide Thought Bubble looks at the rich 
non-numerical data end-customers provide as part of any Call Centre interaction... and how 
it can be analysed and acted upon. Using nine basic ideas, Call Centres can:

    -  Reduce resourcing requirement by 30 days/yr
    -  Cut customer complaints by over a third
    -  Achieve response rates of 35-90%
    -  Increase volume of debt collected by 4x or more
    -  Increase customer satisfaction scores by 50%
    -  Leverage 75% greater insight than human analysts alone
    -  Drive £1m/yr in incremental revenues with a single process change 

To learn how - even when the Call Centre is thousands of miles from the Head Office – read 
on.
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Rings-to-answer. Resolution rate. Handling time. All metrics well known to anyone managing a 
Call Centre. 

And there's the issue: the metrics we know best aren't always the best for the job.

Because in a world of fierce competition, where quality is excellent everywhere and product 
differentiators hard to define, what makes the biggest difference to customer loyalty? Answer: 
the brand experience itself.

Brands, after all, are more than products and services. They're personalities. And the 
customers' impression of a brand comes from a variety of sources. Warmth, friendliness, 
attitude, quirkiness, even aloofness or arrogance... the thousand and one things that define 
you as distinct and individual. 

And whether you're an inhouse team or a distant outsource, getting that into your 
measurement criteria is a whole different ballgame.

A broadband customer is frustrated that the IVR tree didn't give him the right option. How do 
you recognise that this happens too often? You work for a credit card provider known for its 
customers' strong sense of attachment. How do you convey the same sensations in your 
calling scripts? You're marketing to new mothers in an emerging market. How do you know 
your agents are leaving women with the same quiet excitement they get from that snazzily 
packaged nutrition box?

Introduction: the trouble with Call Centre metrics

Figure 1: A brand is the totality of many interactions along the customer journey



When today's supply chain is a hundred links long and service infrastructures are disparate 
and outsourced, maintaining a consistent brand image is harder than ever. Much brand 
image is built at specific interactions along the customer journey – what Rapide call "Moments 
of Truth", and a surprising number of these interactions happen in the Contact Centre.

For Call Centres today, the game isn't won by servicing the client – it's won by being the 
client. Delivering the same brand values to the person on the phone as the company you 
represent would, and that's why we need additional metrics.

Working with over half the FTSE, using technologies Inform & Interact and Rant & Rave, Rapide 
has learned a few things about what to look for and what actions to take. In this Thought 
Bubble, we focus on where the touch is most personal: the Contact Centre.

Customer experience: when good calls go bad
Calls to any Contact Centre fall into a small number of categories. Among inbounds, there 
are the info-requests, the trackers, the chasers. Amazingly, such calls can eat up to 90% of 
Call Centre capacity1. (Despite many being preventable; chasers – customers making repeat 
demands - shouldn't really happen at all.) 

While each is a Moment of Truth for the caller – sitting at home, waiting for a late delivery, is a 
strong brand interaction, isn't it? – these are mostly low-value calls that can be handled 
quickly and cheaply.

The right touch, at the right moment, can prevent an angry diatribe costing two hours of your 
resources. The trouble is, call volumes can be hard to predict; they come in random bursts, 
driving up your resource requirement. (How would you, in an outsourced Call Centre, know 
about the traffic jam that led to 200 deliveries going astray?) 
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Figure 2: A Cranfield University report found that 40-90% of calls to an organisation were preventable

1 Marr, B and Neely, A: "Managing and Measuring for Value: The Case of Call Centre Performance", Cranfield University



By contrast, outbound calls – debt-collecting, upsells, account farming - are often high-value 
interactions. You're reaching out to people you know already, pushing for an action. But they 
suffer from the same resourcing issues. A bank calling debtors may make 20 calls before 
getting beyond voicemail. An important customer may only be at her desk for 30 minutes 
each day. Again, it takes a lot of resource to get the interaction. 

Three things matter. The modes (channels) you use for contact, the mood your customer is in, 
and the methods you use to understand them. Combining all three gives startling uplift to your 
results. 

One bank saw a 400% increase in debts collected. A technology vendor gets response rates 
of over 50%. While an innovative water utility uses non-quantitative metrics to demonstrate 

how it meets – and exceeds – its SLA to its regulator

All these companies had one thing in common: they built an understanding of customers' 
emotional states. While indicators like NPS and CSAT depend heavily on these soft, people-
centric qualities, they don't always contain the insights that true "Voice of the Customer" 
programmes reveal. Because the most valuable customer comments are those given freely 
and spontaneously, at the point of service experience - the ones that reveal your Ranters & 
Ravers!

The good news is, all the modes and methods you need to do it integrate smoothly with the 
weapons in your arsenal already – your customer service agents, your telecoms technology, 
and the software and applications you use every day.

Used effectively, they can minimise low-value calls, maximise high-value, drive up your 
response rates and successful completions, and smooth capacity over the working day. All 
backed up by the right tools to measure and manage it all. Sounds good? 

Here are Rapide's top tips for dealing with low-value calls, getting the most out of high-value 
calls, and measuring and managing for improvement. 

Modes, moods and methods: nine effective ideas

Part I: Driving greater engagement from low-value calls
With low-value, mostly inbound calls, the name of the game is resource planning: they're a 
cost. Those costs go down if you can smooth volumes effectively and deal with the customer's 
issue with a single touch. Here are some ideas.

Tip 1: Give customers a choice of channels
Voice is king for conveying the humanity and warmth of a much-loved brand. But several 
technologies can work alongside your agents to make every call count. For example, simple 
text messages are typically read within four minutes, against up to 48 hours for an email. 
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Give customers the option of receiving text alerts, and you can cut low-value call volumes.

For example, hotel chains experience high call volumes between 6 and 9pm – when guests 
are on the road trying to find their rooms for the night. Premier Inn uses outbound text 

messages to confirm reservations and provide links to maps... even offering reservations in the 
restaurant. The chain not only reduced inbound calls; it reduced no-shows by an incredible 

20% and sells £1m of extra dinners into the bargain

Tip 2: Time-shift your customers for effective resourcing
If the call has a negative vibe – such as a debt-chaser – it can take a lot of calls to get the 
conversation going, and the agent doesn't know whether that conversation will happen on 
call 5 or call 50. What if you could corral customers into time slots that matched your Call 
Centre resource availability?

HSBC text debtors at variable times of day with a polite request to call the bank, precisely 
when its Contact Centre has available resource. The effect on call volumes is immediate. 

By "mopping up" calls into certain time slots, it smooths out workload over the working day, 
meaning it can handle more customers with fewer resources. Instead of frantically reaching 

out, they're persuading their customers to reach in.

Tip 3: Turn every interaction into a feedback opportunity
Every Moment of Truth is one stage on a longer customer journey. What if you could turn those 
individual interactions into a "managed conversation over time"... where at every stage 
customers felt their concerns were being listened to and carried forward to the next 
interaction?

Two water companies illustrate the point. Yorkshire Water and Affinity Water both offer
customers the chance to give feedback on their experience after every call, with a 

non-intrusive message inviting them to respond by email, phone or text. Response rates are 
high – over 52% in Yorkshire's case – while giving customers a chance to "Rant" has reduced 

complaints by over a third at Affinity. Now that's engagement.

Part II: Building customer advocacy in high-value calls
High-value calls have direct impact on the profit and loss – yet it's still common for Call 
Centres to schedule calls by their working hours rather than the customer's lifestyle. A touch 
when your customer is most receptive to a call isn't just incremental; it can improve takeup 
and uplift hundreds of percent.

Tip 4: Speak to customers when it matters most to them
But your customers' most receptive times may not coincide with your opening hours; few 
companies can staff a Contact Centre 24-7. What if you used supportive technologies to 
reach out when your customers were ready for you?
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Howdens, a builders' merchant, uses its intimate knowledge of White Van Man's habits to send 
out very personalised messages when they're most open to offers – for example, at 7am when 
they're getting ready to hit the road, one store even invites them over for a bacon sandwich! 

Offers are often taken up on the spot: one campaign drove £2m in extra sales and even 
boosted their share price.

Tip 5: Pre-announce calls with authority
The human voice is the most empathetic communications channel of all. A voice recording 
sent to people's mobile phones – as a cordial text message with a number they can dial up 
and listen to in their own time – can set the scene for a full conversation, letting your customer 
service agents borrow the authority of the CEO or celebrity.

Vodafone leverages its sponsorship of motor racing to drive employee loyalty. On their first 
day, new recruits get a very special message: a pre-recorded welcome from Formula 1 ace 

Lewis Hamilton. It's a great start to their career – and imbues them with positive brand 
attributes from day one.

Tip 6: Stop customers falling out of the funnel with confirmations
A customer who receives a confirmation by email or text straight after a conversation feels 
much surer about his decision, reducing returns and rethinks in any cooling-off period. 
But timing is critical.
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Figure 3: A single contact may lead to many customer touches



Research shows text messages tend to be read more quickly than emails, and the short 
message format lends itself well to snappy confirmations, alerts, and reminders. Two public 

sector organisations – the UK Borders Agency and Jobcentre Plus – used the method to 
remind interviewees of times, dates and venues, increasing attendance rates and reducing 

confusion. In Jobcentre's case, savings added up to £8m.

Part III: Managing for improvement with non-quantitative metrics
Empathising with end-customers' moods and using a variety of channels to reach them work 
well together. There's a third leg that makes them even better: continuous improvement by 
"listening in" to freeform, unstructured data like off-the-cuff comments. 

Tip 7: Measure the sentiment, as well as the subject
Your customers are most honest when they're being natural. The foreboding nature of a 
survey clipboard isn't the best way to get them to behave naturally. But intelligent analysis of 
natural language lets you turn huge volumes of English words into customer insight gold.

Orange Mobile knew what subjects its customers liked to talk about; what they wanted was to 
find the strength of sentiment about each. Analysing 20,000 customer comments – not 

tickboxes or scores, just freeform utterances – let them discover thousands of "magic" and 
"miserable" moments that gave great insights into what really mattered to them.
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Figure 4: The UK Contact Centre Decisionmakers' Guide 2012 found agent attitude was in the top 3 CSAT scores
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Tip 8: Use anecdotes to build broader insights
Sometimes, business-critical insights can be found in a relatively small dataset. Natural 
language analysis reveals both big, broad trends in freeform data, icebergs in the ocean... 
but a complete improvement strategy looks for tiny diamonds, too.

When a train operator analysed 3,000 customer comments, only a few mentioned a 
malfunctioning coffee machine – just anecdotal, really. But virtually all were from first-class 
passengers – the most profitable, for whom a hot cuppa was very, very important. (And a 
major reason for paying the higher prices.) Extrapolating, it meant perhaps thousands of 

customers a year were retreating to the far less profitable coaches – a situation where a small 
fix would make a big difference.

Tip 9: Use quantitative and non-quantitative information together
A final tip takes these methods to their highest effectiveness: by combining "hard" quantitative 
metrics with "soft" human insights, the whole becomes much greater than the sum of the parts.

Technology vendor Atos collects numerical data - such as Net Promoter Score, where 
customers respond to three questions with a 0-9 depending on how strongly they agree - after 
each service interaction. It's an excellent base layer, showing Atos how likely a customer is to 
come back. But it analyses freeform comments, too - not at the end of each month or quarter, 

but instantly. If a major issue comes up, it's instantly red-flagged and responded to by a 
human agent, giving Atos both the broad landscape and the low-level detail of its customer 

interactions in real-time.

Outbound messaging is a core part of the Inform & Interact solutions, while analysis and insight 
is performed by Rant & Rave, a software infrastructure for listening and acting on two-way 
communication with customers. Both are from Rapide. 

They're profitable too
Companies as diverse as Howdens, Barclays, Affinity Water and Premier Inn use modes, 
moods, and methods in different ways – with one common factor: they make money. 
Howdens adds £2m to its sales figures. HSBC quadruples its collection figures and Barclays 
breaks its own record for one-day sales of a new product. Affinity wins the right to charge 
more thanks to its NPS scores, while Premier Inn's cross-selling adds a cool £1m to the bottom 
line. Here's a quick recap:

     1. Give customers a choice of channels
     2. Time-shift your customers for effective resourcing
     3. Turn every interaction into a feedback opportunity
     4. Speak to customers when it matters most to them
     5. Pre-announce calls with authority
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     6. Stop customers falling out of the funnel with confirmations
     7. Measure the sentiment, as well as the subject
     8. Use anecdotes to build broader insights
     9. Use quantitative and non-quantitative information together 

But perhaps even more importantly, these tools let Call Centres increase their understanding 
of each interaction – both of the end-customer, and of their client (whether that's another 
department or an outsourcing contract.) 

And when that happens, it lets the Call Centre truly look like the brand... with the same 
empathies, the same personality, and the same attitude as the company it represents. Of 
course, that's the ideal way to win and keep new customers – on both sides of the SLA 
contract. For an inhouse team, it lets you perform better within your company. For an 
outsource, it's a true competitive advantage.

If you'd like to talk about Rapide's Inform & Interact and Rant & Rave services – which all the 
examples in this Thought Bubble use – call us today on 02476 011 906
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About Rapide
We provide customer engagement solutions that drive advocacy to half of the FTSE.

Our proactive communication and fast feedback technology lets our clients increase 
revenue and reduce churn by listening and reacting to the voice of their customers in
real-time.

Because real advocacy starts with great communication our multi-channel Inform & Interact
solutions are all about proactive communication. Whether you want to reach one person or
several thousand with a text message, voice broadcast or email our solutions make it happen
in real-time.

Because emotions run strongest straight after service delivery Rant & Rave is there to capture
the pure, untainted opinions of customers at Moments of Truth. Whether they choose to share
their views by SMS, MMS, email or even Voice Message Rant & Rave understands it all
instantly. Transforming customer experience into business intelligence in real-time.

Want to know how we can help your business?
Click here to get in touch and we’ll be more than happy to offer some expert advice

Try our new interactive demo

The multi-channel Rapide Platform helps our clients to communicate with their customers 
along their journey, from marketing messages and service updates to feedback requests and 
real-time responses.

To show you how the platform works we're offering you the chance to experience our all new 
interactive demo

• Receive example text messages to your phone
• Listen to real voice broadcasts
• Experience our unique 'speech to insight' capability
• Learn why real-time is the only time for effective customer engagement

Click here to give our new interactive demo a try

mailto:duncan.ramm@rapide.co.uk?bcc=marketing@rapide.co.uk&subject=The softer side of the Call Centre Enquiry
http://rantandrave.com/home/demo/

	1
	2
	3
	4
	5
	6
	7
	8
	9
	10
	11
	12

