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Agenda

• 2009 Contact Centre Key Challenges
• Customer Satisfaction and Loyalty 
• What is Speech Analytics? 
• How Speech Analytics is Impacting Business today
• Case Studies
• Success Factors
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Key Contact Centre Challenges in 2009



Let’s examine what goes on 
in the contact centre
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Customer satisfaction and loyalty

For many businesses, the Call Center is the place 
where the greatest number of customers have a 

direct "moment of truth" with the company. 
Every day in the call center a company has 

thousands of opportunities to build their brand, 
satisfy customers and drive long-term loyalty.

*The Customer Institute, University of Michigan
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The value of customer conversations

The Impact of an agent:

8 calls/hr
60 calls/day

260 days x 60 calls
= 15,600 customer contacts/year

for each front line person
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Quality is more than agent behaviour

Agent performance is a small portion of 
customer complaints:

Agent Based – 20-25%
Failure to follow procedures
Knowledge gaps
Behavior issues

Company Based – 55-65%
Product / service deficiencies
Marketing policies 
Billing errors
Broken processes

Customer Based – 15-20%
Unrealistic expectations
Customer error
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Leveraging customer interactions
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Leveraging customer interactions
Traditional Quality Monitoring - Most centers actively listen to <1% of their calls
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Speech Analytics automatically surfaces valuable insights that help navigate
changes in customer behavior and reduce costs/increase satisfaction

Leveraging Customer Interactions



Page 12 |   2009 06 16   |   CONFIDENTIAL

Call Optimization

Why speech analytics for Bell Canada?

• Do more with the customer interactions than we 
have today

• Assess root cause as to “Why customers call”
• Determine “value add” vs. “non-value” process
• Engage other parts of the organization
• Drive the Voice of the Customer
• Reduce the “right” calls



Page 13 |   2009 06 16   |   CONFIDENTIAL

Customer Interactions

Customer Interactions and Business Intelligence

• Customer conversations are powerful data sources

• Learning more about your customer = BI

• What they like

• What they don’t like

• What more they would like

• How they feel

• How they behave



How does speech analytics work?
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Purpose of speech analytics

Customer conversations are comprised of unstructured 
information  - it must be structured in order to be 
analyzed.

The purpose of speech analytics is to:

•Capture the information

•Structure the information into searchable data

•Analyze the data

•Take action on the data
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Three Levels of Speech Analytics
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Building call categories
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Deep dives on the calls
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The value of speech analytics

• Gain immediate insight into changes in customer behavior

• Cut costs by improving process and
reducing need for repeat calls

• Create “focus groups on demand”

• Connect the contact center
and the enterprise

• Focus quality monitoring on 
key business issues



Using Speech Analytics
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How we use speech analytics?

Customer Service

• Root cause analysis – why customers call
• Script integrity
• Awareness of operational issues
• Identify customers at risk of churning
• Real-time customer feedback
• Improve overall quality of interactions
• Positive impact on FCR
• Lower service costs
• Reduce low value call
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How we use speech analytics?

Sales and Marketing

• Identify opportunities to increase cross-sell, up-s ell
• Improve conversion rates and overall lead generation
• Increase revenue
• Identify competitive opportunities
• Review market trends and customer needs
• Reduce customer attrition
• Improve overall customer loyalty
• Review effectiveness of marketing campaigns
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Analytics drives change at Bell

• FCR
• Customer Irritants
• Determining proper metrics
• Call elimination
• Competitive Insights
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6 separate calls

Total talk time - 1 Hour 35 minutes

“I thought it was all taken care of. I do not 
understand these documents…I called 

last night and they told me they would call 
back by 4:00 today”

Understanding First Contact Resolution
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Average duration of 10+ min calls is 18:37

Exploring the Length of a Call by Call Type

Determining proper metrics
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Bell Mobility – Leveraging the VOC

• Spending Cap Policy 
– Verint Speech Analytics – customer’s unaware had a 

spending cap
– Resulted in repeat or unnecessary calls
– Threaten to cancel
– Action

• Enhance IVR messaging, improve scripting, agent 
training, e-mail confirmation upon activation

– Potential savings of $75,000 monthly
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Our experience with taking quality to 
the next level

Customer Example

Financial Services

Financial Services - Leveraging the VoC
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In the words of our customer

Speech Analytics

Simply the most powerful vehicle to drive the “Voice of the 
Customer” to the Executive level

More importantly to have that voice heard!
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Why speech analytics?
• Customer service overwhelmed by challenges created by 

the Enterprise

• Quality Monitoring not the catalysts needed to effe ct real 
change

• Internal departments did not understand the Voice o f the 
Customer in their decisions

• Transition from agent quality to enterprise quality  

• The ability to review impact of new process changes  on 
the customer
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What did they expect?

• Identify top customer dissatisfiers

• Identify areas to improve operational efficiency

• Learn how to improve the customer experience

• Understand our customer expectations

• Finding ways to “Get it right with my customer”
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How do they make it work?

• Ownership at Executive level 
• Major irritants are reported in a quarterly review
• Participation of entire Executive Team
• Monitored action plans to track effectiveness
• New “Manager Voice of the Customer”

Driving Actionable Intelligence
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What happened?Standard Report

How many, how often, where?Ad Hoc Reports

Where exactly is the problem?Query / Drill Down

What actions are needed?Alerts

Why Is this happening?Statistical Analysis

What if these trends continue?Forecasting / 
Extrapolation

What will happen next?Predictive Modeling

What’s the best that can 
happen?

Optimization
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Source: Adapted from a graphic produced by SAS.

Business Intelligence and Analytics
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Analytics allows us to…

• View quality beyond agent behaviour
• Share the Voice of the Customer (VOC) with other 

parts of the organization
• Drive change on processes that impact customer 

contact
• Truly understand our drivers on FCR
• Define how long our calls should be by call type 
• Be alerted to events impacting our customers almost 

immediately
• Know what our competitors are doing immediately!



Thank you

erika.vannoort@bell.ca
416 410 7353


