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Executive summary
The core competencies of telephony providers - voice and data, messaging and minutes - 
are fast becoming commodities. With the bars of SLA and QoS consistently high, how can 
sector players differentiate their services?

Technology company Rapide believes the answer lies in enhancing the customer 
experience - with cases from customers using its proactive communication solution, 
Inform & Interact and real-time feedback solution, Rant & Rave, as examples. 

From connecting with celebrities in consumer mobile, to transcribing spoken comments for an 
integrated provider of business telephony, this paper presents ten ideas for making the most 
of a resource telephony providers have in abundance - the ability to talk and listen.
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Customers want to rant and rave!
Often, companies think customer feedback is all ranting - problems and complaints. In fact, 
Rapide's research shows 2 out of 3 customer comments are constructive. And for many global 
corporations (Rapide works with half of the UK FTSE) total feedback is net positive.

Customer feedback is the critical differentiator
This suggests your mass of emails, Tweets, Call Centre notes, Likes and Shares and Comments 
is a valuable resource... if you know how to leverage it. But there's a right and wrong way to 
capture and analyse it all. Here are the principles:

Make it easy for customers...
Results from world-beating telephony providers like 
Orange, Vodafone, and Daisy demonstrate that 
ease of giving feedback is key to whether a 
customer feels close to your brand. 

Three things matter: channel choice, natural language, and availability.

The choice of channels spans simple text messages to live chat. Natural freeform language 
shows customers at their most honest. While whether you're available at key Moments of Truth® 

along the customer journey can contribute massively to response rates, customer retention, 
and Net Promoter Scores.

In this paper you'll see how to use all three.

... and equally easy for you!
A barrier for many companies is the cost of a Voice of Customer programme. This paper 
shows that listening, responding and acting - at the right time, in the right way - can be 
achieved at startlingly low cost. 

How low? Compared to the resource requirements of traditional survey methods such as mail 
surveys, interviews, or multiple-choice answers, costs can plummet not just by a few 
percentage points... but by 10 or even 100 times.

The ideas ahead show you how.

Above all, get the right perspective
Finally, you'll see how customer feedback can be 
looked at not as a cost centre, but as a business 
driver. 

By listening effectively, companies can see which business areas are suffering or succeeding. 
By responding intelligently, companies can build stronger bonds with customers, increasing 
retention. And by making best use of an ever-growing mass of data, organisations can learn 
more about their customers, raising competitive barriers against their competitors.

These three principles - easy for them, easy for you, seen from the right perspective - were all 
in effect at the three companies you'll see here: Orange, Vodafone, and Daisy. 

Let's see what they did... and how you can do the same.
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Easy for customers...
Idea 1: Avoid guessing when and where feedback will happen
Telecoms is perhaps the most 24-by-7 business of all. However in the Service Department, your 
opening hours may not sync with when the customer wants you most. 

Whether she's unwrapping a new phone at home or pulling an all-nighter on the trading floor, 
there are points in the relationship when she feels unusually strongly about you - positively or 
negatively. And at those moments, she wants to talk.

Rant & Rave is designed to let you be there at these Moments of Truth, the touchpoints when 
customer feedback is most useful - so you can make use of them.

Proactive communication with fast feedback from
customers is critical to business success

So the first way feedback can enhance the customer experience has to do with your listening 
infrastructure. What device do today's customers have with them all the time? It's the mobile. 

(Even when asleep most of us have it within two metres; the average text message is read 
within four minutes, the average email - 48 hours.)

Using the mobile channel - one of your core competencies anyway - as the principal channel 
for feedback means less customer effort is involved. (Always a good thing.) By collecting 
comments through the mobile channel and piping them straight into an analysis tool like 
Rant & Rave - more on that later - your business can be listening 24/7/365. At competitive 
cost.
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Customer feedback takes customer effort
Management school The Henley Centre divides customer effort into four: cognitive, time, 
emotional and physical. Are you making your customers do too much work when they want 
to engage with you?

Cognitive effort: how much the customer needs to flex his mental muscles. If something's hard 
to understand or puts obstacles in his way (like a badly-designed voice response tree) 
cognitive effort is high... making the customer likely to give up.

Time effort: how much of the customer's day you're taking! Long marketing messages before 
voicemail options and delays in email acknowledgement are possible factors. 

Physical effort: blood and sweat, the energy your customer has to expend for example, 
forcing a customer to visit a branch when the same task could be achieved online.

Emotional effort: whether the experience is positive or negative. An incoming call at the point 
an issue arises is positive; having to wait in a Call Centre queue is negative.

[PIC OF FRUSTRATED CALLER TO CALL CENTRE]

"Customer Effort: Help or Hype?", Clark, M & Bryan, A, The Henley Centre for Customer Management, April 2013

Idea 2: Treat different channels as part of the same picture
Many telcos assign feedback through different channels to different departments - as if a 
customer phoning in and a customer emailing you were separate species. Of course, in reality 
they're not only all customers, but the same customer may use several channels to reach his 
goals. Even on a single trouble ticket.

Customers are won and lost in real-time... 
at Moments of Truth®, when the ‘emotion’ happens

So the second big change to your business is to integrate all of your feedback channels. Text 
messaging. Voicemail. Automated Voice Response. Landlines. Email. Don't assign greater 
value to one mode simply because it's the core of your business - if you do you're missing a 
trick.

Because to your customer, it's all feedback, whichever channel she chooses. And when you 
bring all the sources together, it starts delivering insights your competitors won't be getting. 
One Rant & Rave customer doing this is telco giant Orange.
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How Orange peeled off 20,000 Magic and 
Miserable Moments
The challenge
Orange is an Anglo-French mobile brand. Like all telcos, it has a busy Call Centre - and 
Orange realised the notes its agents make after each call are a goldmine. (If you want to 
know what a company's real challenges are, ask someone who works in the Call Centre.) 

But when a company has 175m customers across five continents - and Call Centres in twelve
countries - making sense of that mass of data is a hard problem. In addition, Orange wanted 
to do more than understand - it wanted to react. That means looking at the data both in 
aggregate (for broad trends) and detail (for individual customer experiences.) 
Rapide's Rant & Rave was the answer. But what did it do?

The solution
Smoothly integrated into Orange's Call Centres is Rapide's Rant & Rave technology. When a 
Call Centre agent makes a note on a customer's account, the text of that comment goes 
into the Rant & Rave dashboard, with the sentiment analysis technology automatically 
analysing it for content and strength of emotion. Some comments matter more than others.

Unusual strength of sentiment, whether positive or negative, raises a red flag for action. 
Orange calls them "Magic and Miserable Moments". It riffs on the well-known Net Promoter 
Score metric: happy customers or "advocates" tell 8 people about their experience, while 
unhappy ones become "detractors", telling 16. (The figures are even higher when you take 
social media sharing into account.) Orange looks for both.

Each Magic or Miserable Moment is actionable - giving Orange the chance to rescue 
someone about to churn or recognise an emerging friend for life. And in aggregate, the 
dashboard makes common themes and customer issues more visible... while letting Orange 
compare the performance of Business Units across countries and even regions within a 
country, quarter by quarter.

The benefits
Over 20,000 of these Magic and Miserable Moments have been identified by Rant & Rave. 
The insights that emerge give Orange a competitive advantage. What if a sizeable number of 
customers are experiencing dropped calls? Or an unusual proportion thanking the Centre for 
their help? Traits and trends are visible on the dashboard - and can be actioned.

Rapide's Rant & Rave solution has opened Orange's eyes to the potential of using 
communication and feedback to improve the customer experience over 20,000 times so far. 
For Orange, the future's bright.
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Idea 3: Throw out the fixed-format questionnaire
A huge proportion of customer feedback collected by companies is fixed-format: check-
boxes on questionnaires, scores out of 10. There's a reason, of course: pre-structured data is 
easier to analyse. But the best customer feedback isn't structured. It's natural comments in 
everyday language. 

So how can companies make sense of this more useful form of data? 

The answer: make sure your listening infrastructure can cope with the chaos and complexity 
of everyday natter.

Rant & Rave doesn't need fixed format data (although it works just as well with it.) What it does 
is find structure in the chaos. There's no fixed format for a comment: no set length, no 
standard style. But there are similarities between all customer comments. They're called the 
laws of grammar.

 

Rant & Rave shakes out the meaning in natural language, deriving topics and sentiment in 
each sentence - even grading that sentiment for intensity. (Mildly frustrated to outright anger, 
for example.) And it can do it for thousands of comments a minute.

What if a small set of early adopters all say the same thing about a particular product? It may 
help to avoid a product recall later. Or what if people prefer you to your competitor simply 
because you answer the phone in a different way? That's a small but useful competitive 
edge.

Going freeform will bring them in. And it doesn't mean hiring a team of analysts; Rant & Rave 
can integrate with your Call Centre or database, making it simple and cost-effective. As we'll 
see, making it easy for customers can also mean making it easy for you.

...easy for you...
Idea 4: Use findings as a source of ideas, not proof points
It's great if findings from customer feedback back up your hypotheses. But it's even better to 
see insights you'd never thought of in the first place.

That's the next big change Rant & Rave users see: the way interesting ideas simply bubble up 
from the charts and graphs on its dashboard. 
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The words of the customer are more valuable than a 
business’s questions

You may see an unusual number of customers describing a particular topic in the same way. 
(Time to redesign a process?) Or two sets of customers talking about the same thing in totally 
different terms. (Time to split one product into two variants?) Mass-customising one product 
for different segments, even if the core product is Voice Minutes, can make every customer 
feel more special. 

So don't use your customer feedback to prove points; rather, use it to get insights you'd never 
thought of before. Your customers will thank you. 

Idea 5: Don't segment customers - let them segment themselves
You may have your customer categories defined already. No-frills for low earners; suites for 
SMEs; assisted services for over-60s, fat pipes for the Global 1000. But customers don't 
necessarily divide themselves into the same groupings.

So here's another big change: let customer feedback define your customer segments, so you 
can offer products and services based on how they think of themselves.

Instead of by job title, maybe the thing that draws them together is a love of motor racing. 
Perhaps customers taking completely different services from you share a yearning to hear 
from their favourite celebrity.

 

One telco doing great things in this space is Vodafone. When it launched a new iPhone, it 
didn't spray out communications indiscriminately. Instead, it worked out who its top prospects 
were - based on a few feedback metrics like usage, billing data, and frequently called 
numbers. These are the people who depend on their phones. 

To interest them, this segment received a custom-made video about the new iPhone, sent 
directly to their existing handsets. Not as an intrusive phone call, but as a message that, when 
clicked, led to the streaming video. It was simple to experience - and received ultra-high 
customer attention well worth the bandwidth.

More things draw us together than keep us apart. Divvying up customers by psychographics 
rather than demographics becomes much easier when you've got a mass of customer 
feedback to mine for insights. Rant & Rave can help you do it - as Vodafone discovered.
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Fast-moving customer engagement at Vodafone
The challenge
The mobile giant had a huge range of people to excite. And they were all different. From 
school-leavers to experienced engineers. From young professionals to older adults. But 
Vodafone knew one thing about them: their mobile phone number. After all, they all worked 
for Vodafone.

You may not think of employees as a customer group - but they are. To get the most out of 
your workforce, you need to motivate them, interest them and engage with them just as you 
would with customers. Vodafone's involvement with Formula 1 gave them an opening.

The solution
Using Rapide’s proactive communication solution, Inform & Interact, the company made sure 
every new employee received a welcome message from someone very special… racing ace 
Lewis Hamilton. 

Every new member of the team was greeted with a pre-recorded message from Hamilton - 
not delivered as intrusive phone calls, but as direct deliveries to each person's voicemail, 
which they could listen to when it was convenient for them.

The benefits
The solution gave Vodafone much more than just delivering a cheerleading message. The 
data on how many people listened to it, how many listened more than once, even how long 
it took them to listen - and the time of day they did it - contained valuable insights. 

Are your employees most receptive to a welcome message at 9am on their first day at work? 
Or is it more welcome later in the day, during the afternoon lull? Perhaps they even wait until 
they're home, away from work pressures. 

Perhaps you've no way of knowing when your people are most receptive. But Vodafone has. 
Perhaps that's why, like Lewis, Vodafone is always out in front.
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Idea 6: Make the most of the Pareto Principle
While there are countless interactions on any customer journey - the OOBE (Out-of-Box 
Experience) with a brand-new phone, making the first call, using the new broadband, 
experiencing the first service issue - Pareto's finding applies: 20% of the issues will cover 80% of 
the interactions.

This set of most common customer issues can be quite small. 10 common problems? 15? It's 
rarely more than 20. And what customers want first at these Moments of Truth is simple: an 
acknowledgement of their problem.

What if you could automate a huge volume of work that now comes through your Call 
Centre, taking up resources with the same few problems time and again? Services like 
Rant & Rave can help, by recognising the issue in a customer's words and responding to it 
promptly and automatically. Opening a trouble ticket if needed.

If you can find a Ranter, the re-purchase probability can 
change from 32% to 89% just by acknowledging and 

recovering the situation

A set number of scripted responses, written or spoken in just the right tone of voice - even as a 
simple text message sent out - can turn a rabid Ranter into an outspoken Advocate. With so 
many telcos sounding the same, it's another way today's telco can stand out from 
competitors.
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...with the right perspective.
Idea 7: Think of complaints as a gift
Most telcos think of complaints as a small but necessary part of their business. What if you 
changed perspective, and looked at these comments as your principal source of business 
advantage?

Clearly there is a lot of value in these comments. Does a particular turn of phrase correlate 
with 100% propensity to churn within three months? Does a halving of bandwidth provision 
lead to contract cancellations? Conversely, can one resource-intensive service be dropped 
from your portfolio without anyone minding? 

(For example, BT recently judged now's the right time to drop dial-up Internet access, a 
low-value service that's costly to provide.)

Only 4% of dis-satisfied customers tell the brand and 70% of 
defection is down to a poor experience

Putting the negative feedback front and centre can flag up these issues. These people aren't 
"problems", they're the customers who know how to improve your business. By always listening 
- perhaps using a service like Rant & Rave - you can make the most of them.

Idea 8: Think managed conversation, not a series of separate contacts
A huge source of customer frustration is when a company doesn't remember their previous 
contacts and has to start from scratch when an issue arises. It's not limited to high-volume 
telephony like consumer mobile - it's a problem for deep-and-broad integrated bandwidth 
providers too.

That frustration is a massive opportunity. Services like Rant & Rave can bring a series of 
customer contacts into one unified conversation - providing context and insight into a 
customer's problems that can be a key driver of business advantage.

(And letting your prioritise. If it's a new customer, you'll get right on it. But if it's a key account 
with the same problem he's had ten times before, you need your best Customer Service 
Agent on it yesterday.)

You might think the data isn't structured enough; in fact, it's possible to apply structure to it. 
Has the same topic featured in customer comments on ten different occasions spanning ten 
trouble tickets? Looking across all customers, does one topic tend to lead to another, 
meaning you've got a process problem to solve at the macro level? 

Rant & Rave can tell you... as B2B experts Daisy found.
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Why customer service is blooming for Daisy
The challenge
Daisy is in the telecoms business: Voice-over-IP, business broadband, mobile - with the
services to make them all work together and the SLAs to provide peace of mind. As the
company says in its marketing literature: What would happen if your phones stopped
working... can you afford to find out?

But delivering that reassurance was a challenge in itself. After all, business continuity is about 
more than technology; it's about retaining the confidence of your customers, and letting 
them know you're listening. To do it, Daisy turned to another big player in the mobile space - 
Rapide.

The solution
Not surprisingly, Daisy's own Call Centre is a hive of activity - the company has a number
of relationships spanning years. And when someone's happy or unhappy with the service 
received, Daisy doesn't want to wait until the end-of-month review... they want to respond in 
real-time. Rapide's Rant & Rave lets them do just that. After a service call, customers have the 
option of leaving feedback - right there on the call, in their own words. Response rates are 
rarely below 12% - approximately twenty times the response rate of a typical comment - card 
campaign.

Without further customer effort, their spoken comments are transcribed into a permanent
textual record and submitted to Rant & Rave for analysis. Topics are extracted from
comments and assigned a "score" on a scale of strongly negative to strongly positive, and
results aggregated into a broad overview authorised users can view on a graphical 
dashboard.

The benefits
Daisy uses the results actively - not simply to respond to what customers are saying, but to
make broad and deep improvements across its business operations. It's led to a dramatic
increase in their customer satisfaction scores... and since satisfied customers recommend you 
to others, there's a multiplier effect on the bottom line, too.

Also of note is the opportunity to increase morale among Daisy's workers. Daisy doesn't see 
Rant & Rave as a "complaints procedure"; it's a mechanism for communicating praise too. 
When a Call Centre Agent receives good feedback from a customer, managers make sure 
the agent and his team are informed and rewarded - great for employee engagement.

Of course, the benefit that rings loudest is that it all happens in real-time. In a business where 
minutes of downtime add up to major client problems, Rant & Rave even acts as an early-
warning system - both for big issues, and for big wins. That's why at Daisy, business is 
blossoming.
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Idea 9: Think of feedback as a ready-made VoC programme
Many sectors in technology and telecoms run Voice of the Customer initiatives, generally as 
distinct projects and their own budgets. Here's an idea: why not treat all your customer 
comments as VoC data?

Advocates spend 3X more than any other group and are 
responsible for influencing up to 50% of new customers as 

Word of Mouth (WoM) Champions

You don't need focus groups and workshop sessions to design customer feedback into your 
offerings. You just need to know what they think, in everyday language.
 

Using Rant & Rave to shake out key topics and how people feel about them - without 
pre-guessing what those topics might be - can act as a ready-made Voice of the Customer 
programme... costing a fraction of an organised initiative.

Why not take advantage of it?

Seven Key Ingredients for a successful Customer 
Experience programme in telecoms
Consultancy Beyond Philosophy has come up with a 7-item To-Do list that'll help shift your 
perspective. Their principles are:

1. Prioritise your Customer Experience initiatives
2. Apply best practice governance of the Customer Experience
3. Overcome organisational siloes
4. Build the business case for Customer Experience initiatives
5. Define the experience you are trying to deliver
6. Embrace emotion as a competitive differentiator
7. Engage best practice in journey mapping
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And lastly...
Idea 10: Treat it as an ongoing initiative, not a one-off project
So you've made it easy for customers... and for yourself. While tools like Rant & Rave can help 
change your perspective on customer feedback, by making it easier to listen, understand 
and respond. The last big change brings it all together: keep on doing it.

After all, why not? Rant & Rave scales with ease, from a few customer comments a month to 
millions of emails and text messages a day. (In total its creators have been there for over one 
billion customer interactions, across 250 global corporations.)

By keeping the initiative in place long-term, you'll learn things about customers your 
competitors can't. How the market's moving, how behaviour changes, how fast old issues are 
disappearing and how many new issues are arising that need attention. 

These ten ideas are all about listening to your market, retaining the right customers, and 
improving the bottom line. And ultimately, that's all business is.
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But what does Rant & Rave do?
Rapide has completed hundreds of projects in the telecoms sector. But how do they relate to 
your business metrics? Here are some reasons that our clients have cited...

Keep the lid on churn
The average mobile consumer tends to switch brands as soonas their contract is up. 
Our clients use Inform & Interact and Rant & Rave to enhance service delivery, monitor 
satisfaction... and retain more customers.

Meet changing expectations
Customers are more and more demanding. To retain customers and encourage brand 
loyalty, Rant & Rave helps our clients engage with customers in their own time, on their own 
terms... in natural language, to resolve issues and exceed expectations.

Deepen product knowledge
Selecting a telecommunications provider can often be a daunting task for customers. 
But used effectively real-time communication can help you influence their choice. Our clients 
use Inform & Interact to keep their customers and employees up to date about the latest 
product innovations, so they’re always in the know.

Go for green
Sustainability is a key challenge for any industry. A growing number of telecommunications 
companies are embracing the importance of ‘being green’ and incorporating 
environmentally friendly practices into their businesses. Our technology helps our clients to 
become paperless, communicating via text message, voice and email, without the cost and 
waste of snail mail.

Differentiate your service
Competition within the telecommunications industry is fierce, and services hard to tell apart. 
Our clients use a combination of Inform & Interact and Rant & Rave to offer exceptionally 
individualised services, encouraging loyalty and increasing retention.

Showing the way to innovate
Developing new products is costly, so ensuring their success is critical. Our clients use 
Inform & Interact to spark customer interest... and Rant & Rave to stay on top of inevitable 
issues over a product lifecycle, flagging up opportunities for improvement in the next release.
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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 Rapide can help?
For over 13 years we've been supplying award winning real-time communication and
customer experience management solutions to half the FTSE, increasing their revenue,
retention and customer satisfaction.

For more information speak to one of our Customer Experience Specialists, 
find us online at www.rapide.co.uk or call us on 02476 011 911
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Our clients
Our customers get the most value from our solutions 
when they use them in tandem – proactively 
communicating with customers and asking for simple, 
fast feedback, throughout their journey.

How our clients benefit

Fast feedback
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 
text message, picture message, email or even 
voice message Rant & Rave understands it all 
instantly. Transforming customer experience 
into business intelligence in real-time.

50%
Increase in NPS
by proactively 

communicating at 
Moments of Truth

36%
Reduction in Complaints 
achieved by listening & 
responding to feedback 

in real-time

£1M
Additional Revenue 
made & saved as a 

result of the 
Rapide Platform

£2M

75%
More Insight Revealed 

by our Sentiment Engine 
than simply using 

human analysts alone

35%
Response Rates 
achieved when 

feedback is requested 
in real-time

+

Rapide at a glance

13
Years of Experience

60m
Interactions

20
Countries Served

1/2
FTSE Trust Us Award Winning

Drive advocacy through
real-time engagement

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.

Proactive communication
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.

Rant & Rave®, Inform & Interact® and Moments of Truth® are registered trademarks of Rapide Communication Ltd.
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