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Human understanding
is the heart of CallMiner.

We believe that
transformational change
happens when contact centres dig
beyond interactions to true intelligence

Learn how
to connect the dots
between customer
conversations, deep
intelligence and insights,
and world class customer 
experience at callminer.com

Our AI-powered conversation intelligence platform analyses 100% of omnichannel customer 

conversations to provide insights that organisations can use to enhance overall 

experience, in the contact centre and beyond.

 

Collecting and analysing every conversation – phone as well as other 

channels, like emails, surveys and social media – our platform can 

immediately reveal insights to drive positive customer experiences 

and retention, as well as opportunities for agent coaching 

and continuous quality improvement. Real-time guidance 

capabilities help teams resolve di�cult cases in-the-

moment with fewer escalations.

CallMiner’s advanced AI and machine learning 

capabilities not only enhance e�ciency 

with automation, but they also help 

organisations better scale human 

capabilities and understanding, 

leading to improved outcomes 

and bottom line results.

https://www.callminer.com


 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

http://callminer.com/
https://callminer.com/blog
https://www.linkedin.com/company/callminer/
https://twitter.com/CallMiner
https://www.facebook.com/CallMinerInc
http://callminer.com/
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Blending AI & Human Expertise
To Transform Contact Centres

The rapid rise of AI in contact centres has shifted from fear of job replacement to a recognition 
of AI’s power in augmenting and empowering human agents. With 90% of global CX leaders 
believing AI is key to unlocking employee potential, now is the time to embrace AI-driven 
solutions that enhance both e�ciency and  customer satisfaction.

Managing High Call Volumes & Complexity

As customer interactions grow in volume and complexity, AI-powered solutions enable contact centres 
to streamline workflows, reduce agent burnout, and improve service quality. Real-time guidance and 
post-interaction analysis help frontline teams handle di�cult conversations with confidence, ensuring 
compliance and reducing escalations.

AI-Powered Scorecards & Performance Coaching

AI-driven scorecards provide consistent, data-backed performance evaluations for agents, replacing 
traditional random sampling with 100% interaction analysis. These insights enhance agent coaching, 
drive quality improvements, and foster a culture of continuous learning, boosting both employee 
engagement and customer satisfaction.

Strengthening Compliance & Customer Trust

Regulated industries must navigate strict compliance requirements. AI solutions identify compliance risks 
in real-time, ensuring agents use appropriate language and adhere to necessary protocols. This proactive 
approach helps prevent costly violations and reinforces customer trust in sensitive interactions.

AI as a Workforce Enabler, Not a Replacement

AI optimises, rather than replaces, human expertise. By handling repetitive tasks, AI allows contact centre 
agents to focus on complex, high-value interactions. The result? Improved e�ciency, enhanced customer 
relationships, and a more engaged workforce. With AI as a strategic ally, contact centres can deliver 
seamless, human-centric customer experiences while driving operational excellence.

Discover how CallMiner’s AI-driven conversation intelligence platform empowers contact centres to 
optimise customer interactions, enhance agent performance, and drive operational success.

callminer.com

https://learning.callminer.com/uk/whitepaper-automated-scorecards-uk?lx=_bFGef
https://employeebenefits.co.uk/69-hr-leaders-struggle-improve-employee-experience/
https://learning.callminer.com/uk/whitepaper-forrester-snapshot-new-contact-center-empowers?lx=_bFGef
https://www.callminer.com/
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Average

Use of management information systems, by contact centre size

Use now, no plans to replace/upgrade Use now, looking to replace/upgrade

Will implement within 12 months No plans to implement
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Transport & Travel

Public Sector

Average

Use of management information systems, by vertical market

Use now, no plans to replace/upgrade Use now, looking to replace/upgrade

Will implement within 12 months No plans to implement
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0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Customer satisfaction rating / NPS

First-contact resolution rate

Agent quality scores

Adherence to service levels

Call abandonment rate

Speed to answer

Average call duration

Cost per call

Most important contact centre metrics
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Talk time
50.6%

Email / web chat
14.8%

Post-call wrap-up
11.1%

Idle time
8.1%

Training
6.1%

Admin / paperwork
4.9%

Other
4.4%

Agent activity
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52%

81%
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36%
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0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Small

Medium

Large

Average

Use of workforce management systems, by contact centre size

Use now, no plans to replace/upgrade Use now, looking to replace/upgrade Will implement within 12 months

Will implement after 12 months No plans to implement
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Manufacturing

TMT

Average

Use of workforce management systems, by vertical market

Use now, no plans to replace/upgrade Use now, looking to replace/upgrade

Will implement within 12 months Will implement after 12 months

No plans to implement
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Reporting

Real-time adherence

Multichannel forecasting & scheduling

Multi-skilling

Back office planning

Remote / hybrid workforce scheduling

'What-if' scenario planning

Voice-only forecasting & scheduling

Outbound / blended planning

Automated intraday changes

Agent self-scheduling

Functionality used within WFM solution, by contact centre size
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Medium
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Cloud-based WFM, 2015-24

Do not use this functionality
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for cloud

Use this functionality now, cloud
within 2 years

Use this functionality now, in cloud
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Are you implementing AI to help with WFM?

No, will not use this

No, but it would be useful

Yes
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What % of your customers use a mobile phone to call a contact centre? 2016-24

76-100%

51-75%

25-50%

Less than 25%



 

15%
18%

23% 22% 21%
23%

17%

23%
20%

26%

80%

93% 94% 94% 93% 92%

2% 3% 4% 4% 5% 5%
2% 3% 3% 4%

74%
72%

70%

76%

71%
73%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%
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Customer Issue: "I can’t hear clearly and/or I have to repeat 
myself as they can’t hear me" (by age range)

Never

Infrequently

Fairly often

Very often

https://cks.nice.org.uk/topics/hearing-loss-in-adults/background-information/prevalence/#:~:text=In%20the%20UK%2C%20around%2040,and%20older%20have%20hearing%20loss
https://cks.nice.org.uk/topics/hearing-loss-in-adults/background-information/prevalence/#:~:text=In%20the%20UK%2C%20around%2040,and%20older%20have%20hearing%20loss
https://cks.nice.org.uk/topics/hearing-loss-in-adults/background-information/prevalence/#:~:text=In%20the%20UK%2C%20around%2040,and%20older%20have%20hearing%20loss
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Use of call recording, by vertical market

Use now, no plans to replace/upgrade Use now, looking to replace/upgrade

Will implement within 12 months No plans to implement
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Average

Use of call recording, by contact centre size

Use now, no plans to replace/upgrade Use now, looking to replace/upgrade

Will implement within 12 months No plans to implement

Cloud-based now
71%

On-premise now, 
cloud within 2 

years
23%

On-premise now, no 
plans for cloud

6%

Call recording deployment methods
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45%
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0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Evaluate agent performance & training requirements

Insight used to improve contact centre

Enable regulatory compliance

Insight used to improve CX

Insight used in rest of the organisation

Effectiveness of quality assurance

Very effective Somewhat effective Ineffective Don't use QA recording for this
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calls
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customer
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Effectiveness of quality assurance, by channel

Don’t use this channel

Use this channel but do not
evaluate it

Ineffective

Somewhat effective

Very effective
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Not enough time or resources to coach and train

Not enough time to analyse data

Staff do not have the skills to analyse data

Technology doesn't support QA and performance management

Performance and quality is low on our priority list

Challenges to managing performance & quality 

Major problem Minor problem Little or no problem
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100%

Using analytics Not using analytics

How useful is call recording for speeding up the QA process?

Not useful

Somewhat useful

Very useful
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11%
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14%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Small

Medium

Large

Average

Use of interaction analytics, by contact centre size

Use now, no plans to replace/upgrade Use now, looking to replace/upgrade Will implement within 12 months

Will implement after 12 months No plans to implement
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Average

Use of interaction analytics, by vertical market

Use now, no plans to replace/upgrade Use now, looking to replace/upgrade Will implement within 12 months

Will implement after 12 months No plans to implement



 



52%

39%

43%

28%

32%

11%

23%

25%

33%

57%

28%

50%
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73%
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15%
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16%

28%

30%

18%

64%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Flagging instances of non-compliance with regulations or script

Automating / speeding up the quality monitoring process

Identifying training requirements at an agent level

Influencing future scheduling of staff, or routing of calls

Gaining insight into customers

Providing information about competitors

Identifying improvements to business processes

Usefulness of post-call analytics

Very useful Somewhat useful Not useful Do not use analytics for this



• 

• 

• 



• 

• 

• 

• 

• 

• 

• 

• 



46%

44%

30%

33%

31%

33%

26%

48%

8%

7%

7%
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15%

15%

37%

15%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Suggesting to the agent better ways to handle the call

Flagging instances of non-compliance with regulations or script

Identifying cross-sell / up-sell opportunities

Handling unhappy customers

Usefulness of real-time analytics 

Very useful Somewhat useful Not useful Do not use analytics for this
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32%

32%

47%

40%

35%

27%

32%

13%

13%

18%

11%

6%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

The improvements identified would be very disruptive to
current business practices

We don't fully understand where in the wider business things
are breaking down

The contact centre doesn't have the influence to change the
areas causing the problems

We have difficulty following & understanding the customer
journey across channels

We have difficulty following & understanding the customer
journey across departments

Customer journey projects: an assessment

Strongly agree Agree Neutral Disagree Strongly disagree
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50%

50%

49%

46%

25%
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28%

20%

28%
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4%

4%
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14%

13%

15%

25%

14%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Checking the quality of customer interactions

Identifying opportunities for self-service

Identifying business process failures

Assisting with customer journey analytics

Identifying dissatisfied customers

Usefulness of analytics for improving CX

Very useful Somewhat useful A little useful Not useful DO NOT USE ANALYTICS FOR THIS
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20%
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Average

Current and future use of touchtone IVR, by contact centre size

Use now, no plans to replace/upgrade Use now, looking to replace/upgrade Will implement within 12 months

Will implement after 12 months No plans to implement
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Average

Current and future use of automated speech recognition, by contact 
centre size

Use now, no plans to replace/upgrade Use now, looking to replace/upgrade Will implement within 12 months

Will implement after 12 months No plans to implement
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Use voicebots 
now
10%

Use within 2 years
35%No plans to use

47%

Don't know
8%

Current and future plans for voicebots
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10%

9%

59%

24%

60%

45%

15%

13%

22%

18%

30%

26%

11%

33%

11%

15%

34%

4%

17%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

The customer does not trust the system / wants reassurance

Too many IVR options

The self-service functionality does not offer what they need

Speech recognition is not accurate / user-friendly

Excessive security questions

Reasons for abandoning telephony self-service sessions
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https://www.ukfinance.org.uk/system/files/2024-05/Annual%20Fraud%20Report%202024_0.pdf
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Contact centres taking card payments by phone, by vertical market



https://listings.pcisecuritystandards.org/pdfs/SAQs_for_PCI_DSS_v4.0_Bulletin.pdf
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https://www.pcisecuritystandards.org/document_library?category=pcidss&document=pci_dss
https://www.pcisecuritystandards.org/document_library?category=pcidss&document=pci_dss
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https://www.pcisecuritystandards.org/pdfs/SAQs_for_PCI_DSS_v4.0_Bulletin.pdf


https://www.visa.com/splisting/searchGrsp.do
https://www.pcisecuritystandards.org/document_library/?category=saqs
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https://usa.visa.com/splisting/splistingindex.html
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How is the contact centre’s PCI DSS compliance programme run? 
(by contact centre size)

Self-assessment questionnaire (SAQ), not externally audited Self-assessment questionnaire (SAQ), externally audited

Internal dedicated resource External qualified security assessor (QSA)

No PCI compliance programme



• 
• 

• 

• 

7 See  for more detail.  

https://www.pcisecuritystandards.org/documents/Protecting_Telephone_Based_Payment_Card_Data_v3-0_nov_2018.pdf
https://www.pcisecuritystandards.org/faqs
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Pause and resume recording

Clean desks / rooms - pen, paper, mobile prohibited

Detect and block DTMF tone (DTMF suppression)

Cloud provider (no card details enter contact centre)

Manual processes and training

Obscure data entered on agent screen

Screen recording application does not capture card details

Take payment by IVR mid-call

Send secure payment link by SMS or email

Tokenisation

Specific internal teams take card payments

Take payment by IVR post-call

Use of card fraud reduction methods



https://www.pcisecuritystandards.org/documents/Protecting_Telephone_Based_Payment_Card_Data_v3-0_nov_2018.pdf
https://www.pcisecuritystandards.org/documents/Protecting_Telephone_Based_Payment_Card_Data_v3-0_nov_2018.pdf






https://listings.pcisecuritystandards.org/documents/Tokenization_Product_Security_Guidelines.pdf


 

https://www.contactbabel.com/the-inner-circle-guide-to-fraud-prevention-and-pci-compliance/
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Effect of cost of compliance on card payments, by contact centre size

There has been little/no extra cost and
change in process
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in process

There has been a significant cost and
change in process

Because of this, we now use a third-party
to take card payments
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Single largest cost for PCI DSS compliance, by contact centre size

The cost of a qualified security
assessor (QSA)

Dedicated staff member(s) for
compliance

Staff training

Software and/or payment technology
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Virtual and stand-alone operations, by vertical market

Multiple - single virtual contact centre Multiple - mix of virtual and stand-alone

Multiple stand-alone operations Single contact centre
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Agent utilisation/queue lengths

Handling of call spikes

Cost of attrition, buildings, IT, etc.

Call cost between sites

The range of agent skills available to callers

The ability to offer longer opening hours

Effects of contact centre virtualisation

Positive Neutral Negative



Finance 25% 20% 38% 12% 19% 23% 38% 27% 28% 

Housing 33% 57% 61% 50% 42% 20% 24% 28% 47% 

Insurance 20% 20% 19% 10% 0% 0% 17% 10% 14% 

Manufacturing 5% 15% 15% 20% 25% 30% 17% 14% 20% 

Outsourcing 15% 27% 39% 31% 40% 36% 8% 14% 24% 

Public Sector 50% 31% 42% 58% 43% 24% 9% 17% 31% 

Retail & Distribution 33% 14% 31% 29% 33% 32% 4% 18% 21% 

Services 20% 29% 38% 50% 50% 33% 22% 21% 13% 

TMT 50% 67% 63% 60% 50% 18% 20% 30% 36% 

Transport & Travel 10% 10% 0% 24% 25% 29% 29% 31% 17% 

Utilities 50% 60% 71% 67% 50% 50% 100% 71% 83% 

Average 29% 31% 39% 38% 34% 25% 19% 22% 28% 
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https://www.contactbabel.com/inner-circle-rhwccs/
https://www.contactbabel.com/inner-circle-rhwccs/
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https://www.contactbabel.com/inner-circle-rhwccs/
https://www.contactbabel.com/inner-circle-rhwccs/
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https://www.contactbabel.com/the-uk-customer-experience-decision-makers-guide/
http://www.mckinsey.com/business-functions/organization/our-insights/the-moment-of-truth-in-customer-service
http://www.mckinsey.com/business-functions/organization/our-insights/the-moment-of-truth-in-customer-service


 



 

Strongly agree
2%

Agree
28%

Neutral
32%

Disagree
27%

Strongly 
disagree

11%

"We have difficulty following & understanding the customer journey 
across channels"
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Technology platform does not support single customer view

Insufficient budget to carry out required changes

Business processes are siloed and separate

Agents lack skills and capabilities to handle multiple channels

Lack of strategy and vision about omnichannel

No single decision-maker with power to deliver full solution

Top 3 barriers to omnichannel
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Barriers to omnichannel, 2015-24

Technology platform does not support single
customer view

Business processes are siloed and separate

Insufficient budget to carry out required
changes

Lack of strategy and vision about
omnichannel

No single decision-maker with power to
deliver full solution

Agents lack skills and capabilities to handle
multiple channels



• 

• 

• 

• 

• 

• 



• 

• 

• 

 



26%
15%

8% 4% 3% 2%

43%

39% 52%

44%

30%

18%

24%

42% 35%

48%

32%

27%

54%

7% 3% 3% 3%

30%

46% 31%

2% 1%
6% 7%

15%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

Web chat SMS /
messaging

(WhatsApp,
Messenger,

etc.)

Telephone
(self-service)

Social media
(customer

service)

Email Telephone
(live agent)

Letter

How do you think inbound channels will change in your contact centre 
in the next 12 months?

Greatly decrease

Slight decrease

No change

Slightly increase

Greatly increase
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Net expectations for channel change in next 12 months, 2011-24

Web chat

SMS / messaging (WhatsApp,
Messenger, etc.)

Social media (customer
service)

Telephone (self-service)

Email

Telephone (live agent)

Letter



Telephone (live agent)
64.1%

Email
19.8%

Web chat
7.1% Telephone (self-service)

3.8%

Social media (customer 
service)

2.1%

SMS / messaging 
(WhatsApp, Messenger, 

etc.)
1.8%Letter

1.2%

Inbound interactions by channel
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Email, web chat and social media customer contacts that require the 
use of another channel to be answered fully

More than 50%
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Less than 10%
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Level of automation used in email management (2015-2024)

Entirely by automation without any
checking or editing by the agent

Automated responses suggested,
and checked or edited by the agent

Answered manually by agents using
editable templates

Answered manually by agents using
a blank email
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Use of web chat by vertical market

Use now, no plans to replace/upgrade Use now, looking to replace/upgrade Will implement within 12 months

Will implement after 12 months No plans to implement
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Use of web chat by contact centre size

Use now, no plans to replace/upgrade Use now, looking to replace/upgrade Will implement within 12 months

Will implement after 12 months No plans to implement
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Level of automation used in web chat, 2015-24

Entirely by automation (i.e.
chatbots / virtual agents)

Initially by a virtual agent, but
then by a human agent

By a human in all instances
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Web chats that require the use of another channel to be answered fully (2017-2024)

More than 50%

26-50%

11-25%

Less than 10%

https://www.contactbabel.com/the-inner-circle-guide-to-chatbots-voicebots-and-conversational-ai/
https://www.contactbabel.com/the-inner-circle-guide-to-chatbots-voicebots-and-conversational-ai/


75%

59%

42%

21%

11%
10%

0%

10%

20%

30%

40%

50%

60%

70%

80%
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self-service (e.g.
placing orders or

making amendments)

Virtual agents /
chatbots

Free-text search of
documents on

website

Access to user
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crowdsourced
answers

None of the above

Use of web self-service applications and techniques



 

Less than 10%
36%

11-25%
41%

26-50%
21%

More than 50%
2%

Proportion of callers that have tried to answer own queries through 
web self-service before calling 
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Complex issue(s) requiring a live agent

Customer wanted the reassurance of talking to someone

The information / functionality required was not available on
the website

Customers need to be taken through phone security

The information / functionality was available, but the customer
could not find it

Why customers move from web self-service to live telephony

Strongly agree Agree Neutral Disagree Strongly disagree
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What % of your customers use a mobile phone to call a contact centre? 2016-24
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Use of mobile functionality (app, mobile website) for customer service, 
by contact centre size

Use now, no plans to replace/upgrade Use now, looking to replace/upgrade Will implement within 12 months

Will implement after 12 months No plans to implement
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Use of mobile functionality (app, mobile website) for customer service, 
by vertical market

Use now, no plans to replace/upgrade Use now, looking to replace/upgrade Will implement within 12 months
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How can mobile customers escalate their query to an agent? 
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Use of video agents, by contact centre size

Use now, no plans to replace/upgrade Use now, looking to replace/upgrade Will implement within 12 months

Will implement after 12 months No plans to implement

https://www.contactbabel.com/the-inner-circle-guide-to-next-generation-customer-contact/
https://www.contactbabel.com/the-inner-circle-guide-to-next-generation-customer-contact/
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Use of SMS / messaging for customer service, by contact centre size

Use now, no plans to replace/upgrade Use now, looking to replace/upgrade Will implement within 12 months

Will implement after 12 months No plans to implement
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Use of SMS/messaging for customer service, by vertical market

Use now, no plans to replace/upgrade Use now, looking to replace/upgrade Will implement within 12 months

Will implement after 12 months No plans to implement
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http://www.contactbabel.com/research
http://www.contactbabel.com/research
http://www.contactbabel.com/research
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AI will be used to replace
agents

AI will be used to support
agents

AI will be unimportant to our
contact centre

Views on the role of artificial intelligence in the contact centre

Strongly disagree

Disagree

Neutral

Agree

Strongly agree
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Customers just want
their issues resolved as

soon as possible

Older and younger
generations will view AI

differently

Customers will always
prefer human
interactions

AI will have to be hidden
from customers

Views on how customers will perceive AI in the contact centre

Strongly disagree

Disagree

Neutral

Agree

Strongly agree
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Retail & Distribution

Housing

Manufacturing

Insurance

Public Sector

Transport & Travel

TMT

Services

Utilities

Finance

Outsourcing

Average

Proportion of inbound call spent navigating between screens / applications, 
by vertical market

Single application 1-10% 11-20% 21-30% >30%



 

6%

3%

3%

23%

28%

25%

25%

21%

27%

16%

21%

15%

13%

29%

19%

35%

28%

30%

31%
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Proportion of inbound call spent navigating between screens / applications, 
by contact centre size

Single application 1-10% 11-20% 21-30% >30%
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Agents often need to duplicate or cut-and-paste
data into multiple applications

Agents' post-call workload needs to be reduced

Requirements for in-call and post-call AI automation
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Neutral
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26%

34%
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35%
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6%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

In-call agent assistance

Call transcription

Call summary generation

Form-filling / process initiation

Use of AI applications within the call

Use this now Plan to use with 2 years No plans to use Don’t know
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Handle more enquiries through self-service

Improve knowledge base

Better understand customers

Improve accuracy of responses

Reduce call queues

Cut call durations

Reduce agent headcount

Support multiple languages

Predict customer behaviour

Detect fraud attempts

Outcomes seen from current use of AI (only businesses using AI now)

Yes No Don't use AI for this Don't know
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Technology was at end-of-life

Disaster recovery / business continuity

Improve scalability

Increase functionality

Support virtual operations / homeworking

Decision made at corporate level

Reduce capital expenditure

Reduce pressure on IT resources

Trial new functionality without upfront investment

Reasons for choosing cloud-based solutions

1st 2nd 3rd
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Legacy applications form a
critical part of the agent

desktop environment

Legacy applications are fully
integrated with the other

desktop applications

Legacy applications are too
costly to replace

Views on legacy-based contact centre functionality

Strongly disagree

Disagree

Neutral

Agree

Strongly agree
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"Technology is holding us back but cannot yet be replaced"

Strongly disagree

Disagree

Neutral

Agree

Strongly agree
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Planned and future cloud-based functionality

No plans for cloud
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Cheaper cost of ownership More powerful / extended
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Easier to make changes to system

Have cloud-based solutions made any difference to your contact centre?
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Strongly Agree
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https://www.contactbabel.com/the-inner-circle-guide-to-cloud/
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0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

First-time resolution

Short queue / wait time for response

Polite and friendly employees

Choice of channels

Issue handled by one employee

Short call / web chat times

UK-based employees

Long opening hours

What do you believe is the importance of these factors to a customer 
when contacting your organisation?

1st 2nd 3rd 4th 5th 6th 7th 8th
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0% 50% 100% 150% 200% 250% 300% 350%

Your question/issue is solved first-time

Short queue/wait time for response

UK-based employees

Polite and friendly employees

Issue handled by one employee

Choice of channels

Long opening hours

Short call/web chat times

What’s most important to you when contacting an organisation? 
(top 3 choices, by age range)

16-24 25-34 35-44 45-54 55-64 65+

http://www.auroramr.com/
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What are the top 3 most important factors to you when contacting an 
organisation by phone or digital channel? (by socioeconomic group)

Short call/web chat times

Long opening hours

Choice of channels

Issue handled by one employee

Polite and friendly employees

UK-based employees:

Short queue/wait time for response

Your question/issue is solved first-time
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Speech analytics (i.e. of recorded calls)

Customer experience research calls and emails

IVR or SMS (i.e. automated, near real-time surveys)

Projects studying the customer journey

Formal process for gathering agent comments

Meetings with supervisors who pass on agent insights

Effectiveness of methods for gathering customer insight

Very effective Somewhat effective Ineffective We don't use this method
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Customer satisfaction score

Quality score

First-contact resolution rate

Net Promoter Score

Customer retention rate

Customer Effort Score

Usefulness of CX benchmarks

Very useful Somewhat useful A little useful Not useful DON'T USE THIS METHOD
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Net Promoter Score

Customer satisfaction score

Overall revenue / sales

Cost per service interaction

Customer retention rate

Cross-sell / upsell rate

Customer Effort Score

First-contact resolution rate

Quality score

Other
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CX metric upon which the Board / senior management most judge the 
success of the CX programme
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Most effective channel to use for complaints, 2014-24

No preference

Letter

Social media

Email

Telephony (self-service)

Web chat

Web self-service

Telephony (live)



 

http://www.auroramr.com/


 

46%

50%

30%

58%

22%

39%

34%

20%

62%

48%

30%

50%

27%

28%

31%

25%

63%

51%

42%

42%

26%

30%

24%

22%

62%

59%

48%

33%

35%

24%

17%

21%

54%

55%

63%

35%

38%

24%

17%

15%

59%

59%

66%

34%

45%

22%

7%

8%

0% 50% 100% 150% 200% 250% 300% 350%

Your question/issue is solved first-time

Short queue/wait time for response

UK-based employees

Polite and friendly employees

Issue handled by one employee

Choice of channels

Long opening hours

Short call/web chat times

What’s most important to you when contacting an organisation? 
(top 3 choices, by age range)

16-24 25-34 35-44 45-54 55-64 65+
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Service Sales Complaints

Which channel would it be best for your customers to use for 
service / sales / complaints?

No preference
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Web self-service

Telephony (live)
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Preferred method for contacting a company (high emotion interaction), 
by age range

No preference

Social media

Web chat

Email

Visit the store/office/branch, etc

Ring the call centre

Website self-service/mobile app

http://www.contactbabel.com/uk-cx-dmg-2
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"All of our applications are fully integrated and optimised for the 
user journey", by contact centre size
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No repeat calls from a customer in a specific timeframe

Automated interaction analytics

QA monitoring

Agent asks whether customer query answered fully

Post-call IVR survey

Agent call disposition codes

Use and effectiveness of first-contact resolution measurement methods

Very useful Somewhat useful Not useful Do not use this method
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Proportion of call-backs due to downstream business failures, 
by contact centre size
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Length of initial IVR welcome and instructions, 
by contact centre size

More than 60 seconds

45-60 seconds

30-45 seconds
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Less than 15 seconds

https://www.contactbabel.com/the-inner-circle-guide-to-fcr-v2/
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Customer satisfaction score

Quality score

First-contact resolution rate

Net Promoter Score

Customer retention rate

Customer Effort Score

Usefulness of CX benchmarks

Very useful Somewhat useful A little useful Not useful DON'T USE THIS METHOD

https://www.callcentrehelper.com/how-to-calculate-customer-effort-94671.htm


28%

18%

17%

14%

5%

3%

3%

3%

2%

7%

Net Promoter Score

Customer satisfaction score

Overall revenue / sales

Cost per service interaction

Customer retention rate

Cross-sell / upsell rate

Customer Effort Score

First-contact resolution rate

Quality score

Other

0% 5% 10% 15% 20% 25% 30%

CX metric upon which the Board / senior management most judge the 
success of the CX programme
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The importance of customer personalisation as a contact centre strategy, 
by vertical market



 

14%
8%

13%

5% 5%
8% 9%

29%
37%

38%

45% 45%
42% 39%

20% 17%
12%

18%
26% 28%

21%

21%
19% 15%

12%

10%
11%

14%

3% 11% 18% 15%
11% 6%

11%
10%

5%
3%

3%
3% 3% 2%

5% 4% 5% 4%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

16-24 25-34 35-44 45-54 55-64 65+ Average

Preferred method for contacting a company (high complexity interaction), 
by age range

No preference

Social media

Web chat

Email

Visit the store/office/branch, etc

Ring the call centre

Website self-service/mobile app
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Less than 15 seconds
21%

15-30 seconds
46%

30-45 seconds
14%

45-60 seconds
11%

More than 60 
seconds

8%

Length of initial IVR welcome and instructions





 



77%

38%
33%

16%

8%
11%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

Touchtone / DTMF
IVR

Calling Line Identity
(CLI)

Dialled Number
Identification Service

(DNIS)

Automated speech
recognition

Visual IVR None of the above

Use of call routing technologies





  



58%

23%

15%
12%

8% 7%

39%

0%

10%

20%

30%

40%

50%

60%

70%

Customer history Full details of
current customer
journey (e.g. have

they used self-
service, escalation

from a digital
channel, etc.)

Customer type (e.g.
premium, likely to
defect, long-term,

etc.)

Preferred method
of address (e.g.

informal first name,
formal address)

Dynamic scripting
assistance, which

changes with a
conversation and

depending on who
the customer is

Preferred style of
conversation (e.g.
relaxed, formal,

customer
personality type,

etc)

None of the above

Personalised customer information available to the agent
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42%

13%

5%

10%

5%

9%

5%

11%

60%

13% 13%

6%

3% 3% 2%

0%

10%

20%

30%

40%

50%

60%

70%

Empathy /
listening skills

Reliability Ability to
understand

complex issues

Initiative /
ability to self-

manage

Ability to
handle stress

Ability to
multitask

Ability to deal
with repetitive

tasks

Sales technique

Most valued characteristic of a contact centre agent, 2013 & 2024

2013 2024
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15%

15%

22%

23%

32%

28%

24%

16%

21%
20%

17%

19%

22%
21% 21%

20%
21%

20%

23%
24%

23%

21%

0%

5%

10%

15%

20%

25%

30%

35%

2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024

Historical mean UK agent attrition (2003-2024)



 

Has increased
16%

No major change
36%

Has decreased
48%

Agent attrition change over the past 12 months



 

0-5%
43%

6-10%
31%

11-25%
15%

More than 25%
11%

Proportion of new agents leaving within the first 6 months



 



<3%
21%

3-5%
15%

5-7%
26%

7-10%
17%

10-15%
10%

>15%
11%

Short-term agent absence rate ranges
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90%

75%

69%

62%

62%

61%

58%

32%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Buddying / mentoring programme

Transition training & graduation after basic call handling

Meet executives / senior management

Employee surveys

Single online location for all paperwork and policies

Personalised agent development plans

Social events / team-building exercises

Pre-start familiarisation visit

New agent on-board provisioning  



 

9%
14% 11% 11%

50%

27%

41% 40%

19%

25%

14% 19%

20%

30% 27%
26%

3% 3% 6% 4%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

Small Medium Large Average

"New agents find it difficult to familiarise themselves with our systems", 
by contact centre size

Strongly disagree

Disagree

Neutral

Agree

Strongly agree



9% 5%

28%

14%

70% 81%

56%

69%

21%
13% 15% 17%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

Small Medium Large Average

Agent morale, by contact centre size

Average

Good

Excellent



60%

13%

13%

7%

3%

2%

2%

22%

24%

18%

9%

10%

8%

6%

2%

5%

18%

13%

17%

17%

18%

11%

1%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Empathy / listening skills

Reliability

Ability to understand complex issues

Initiative / ability to self-manage

Ability to handle stress

Ability to multitask

Ability to deal with repetitive tasks

Sales technique

Top 3 characteristics that are most useful and valuable in a contact centre agent

1st 2nd 3rd



 

34%

15%

28% 26%

48%

77%

65%
63%

18%

8% 6%
11%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

Small Medium Large Average

Agent performance, by contact centre size

Average

Good

Excellent



28%

18%

11%

12%

9%

7%

6%

6%

3%

14%

13%

18%

11%

16%

14%

6%

4%

4%

14%

17%

16%

13%

10%

8%

9%

7%

6%

0% 10% 20% 30% 40% 50% 60%

Improved knowledge management applications

Empowerment to make the decisions that help customers

Unified omnichannel agent desktop

Better QA & feedback

Improved training

Better team communication

Incentives e.g. bonuses, prizes, gamification

Higher pay

Improved office environment

Contact Centre Leaders’ top 3 factors that they believe would 
increase agent performance 

1st 2nd 3rd



17%

2%

3%

43%

21%

24%

14%

23%

20%

19%

31%

31%

7%

23%

23%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Technology does not provide the right functionality or information

Excessive focus on adherence to cost-based metrics

Agent lack the experience to go the extra mile

What is holding agents back from being fully empowered to handle 
customer requests more effectively?

Strongly agree Agree Neutral Disagree Strongly disagree
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43%

40%

38%

24%

21%

9%

39%

37%

42%

42%

38%

25%

10%

11%

18%

25%

30%

36%

4%

8%

2%

4%

9%

20%

4%

4%

5%

2%

10%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Increased technology investment

Improved QA measurement & coaching

Increased soft skills training

Increased technical / product knowledge training

Increased digital channel training

Recruiting more experienced or educated agents

How are you helping frontline staff to adapt to 
changing customer requirements?  

Strongly agree Agree Neutral Disagree Strongly disagree



• 

• 

• 

• 





• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 



 

11%

18%

24%

17%

3%

3%

3%

3%

11%

16%

14%

14%

11%

16%

11%

13%

65%

47%

47%

53%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Small

Medium

Large

Average

Use of gamification, by contact centre size

Use now, no plans to replace/upgrade Use now, looking to replace/upgrade Will implement within 12 months

Will implement after 12 months No plans to implement



 

50%

30%

29%

28%

25%

24%

24%

7%

18%

17%

14%

6%

3%

15%

6%

13%

41%

18%

10%

6%

32%

14%

33%

10%

19%

12%

21%

18%

27%

13%

17%

45%

71%

67%

44%

35%

47%

48%

65%

87%

41%

53%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Utilities

Retail & Distribution

Manufacturing

Insurance

TMT

Outsourcing

Transport & Travel

Services

Housing

Public Sector

Finance

Average

Use of gamification, by vertical market

Use now, no plans to replace/upgrade Use now, looking to replace/upgrade Will implement within 12 months

Will implement after 12 months No plans to implement

https://www.contactbabel.com/the-inner-circle-guide-to-agent-engagement-and-empowerment/


 

80

68

62

62

51

50

50

44

28

20

0 10 20 30 40 50 60 70 80 90 100

Customer satisfaction score

New technologies

Agent attrition

Reducing service costs

Greater personalisation

Changing channel preferences

Regulatory issues

Sales/growth levels

Our competitors

Changing customer age profile

Importance of drivers for change to contact centre strategy





 



78%

71%

57%

54%

57%

51%

52%

49%

47%

29%

29%

18%

21%

17%

17%

8%

16%

18%

13%

15%

7%

11%

10%

11%

13%

13%

6%

14%

7%

5%

3%

2%

3%

4%

2%

9%

10%

19%

6%

10%

15%

33%

14%

36%

9%

20%

14%

6%

2%

5%

5%

10%

5%

11%

8%

11%

11%

20%

4%

17%

13%

5%

3%

7%

25%

17%

22%

9%

27%

18%

17%

14%

39%

13%

59%

40%

53%

80%

0% 20% 40% 60% 80% 100%

Call recording

Management information systems

Touchtone / DTMF IVR

Workforce management systems

Social media as a customer service channel

Web chat

Mobile app for customer service

Email management software

SMS / messaging

Interaction analytics

Robotic Process Automation (RPA)

AI / machine learning

Automated outbound dialler

Automated speech recognition

Gamification

Video agents

Technology penetration and implementation plans

Use now, no plans to replace/upgrade Use now, looking to replace/upgrade Will implement within 12 months

Will implement after 12 months No plans to implement



 





 



20%

15%

12%

11%

4%

39%

42%

37%

31%

13%

16%

19%

22%

15%

25%

20%

15%

22%

31%

36%

4%

9%

7%

12%

22%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Technology is holding us back but cannot yet be replaced

Siloed channels prevent omnichannel & full view of the customer

Lack of investment in systems & processes

HR issues (e.g. attrition, absence, recruitment, agent skills)

Lack of vision about where the contact centre is going

What is preventing the contact centre from achieving its aims?

Strongly agree Agree Neutral Disagree Strongly disagree



 

0%

10%

20%

30%

40%

50%

60%

70%

80%

2015 2016 2017 2018 2019 2020 2021 2022 2023 2024

What is preventing the contact centre from achieving its aims? (2015-24)

Technology is holding us back but cannot
yet be replaced

Siloed channels are affecting provision of
customer service

Lack of investment in systems & processes

HR issues (e.g. attrition, absence,
recruitment, agent skills)

Lack of vision about where the contact
centre is going



6% 3%

43%

12%

26%
26%

21%

18%

16%
18%

36%

53%

26%
35%

18%
26%

18%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

Small Medium Large Average

"The contact centre doesn't have the influence to change the areas 
causing the problems"

Strongly disagree

Disagree

Neutral

Agree

Strongly agree
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