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1. Introduction 

1.1 Background 
Customer feedback provided through many available channels is a rich source of data, providing insights that 

can be used to improve business operations, products and the overall customer experience. 

Customer Feedback Management has been found to make a significant contribution to business performance. 

Opinions are held that organisations that develop and implement enterprise-wide customer feedback 

management practices gain a significant advantage in revenue generation, productivity, operational efficiency 

and customer satisfaction. 

This research study explores Voice of the Customer (VoC) management practices and organisational 

experience in New Zealand today. This report outlines the practices and experiences of organisations across 

New Zealand relating to the collection, management and use of customer feedback and survey data and offers 

empirically driven insights and recommendations for the management and use of customer survey data. 

This research study was led by Kimberley Porter, Research and Marketing Analyst, Great Outcomes Ltd. Great 

Outcomes is grateful for the sponsorship provided by VIGIL Limited and the support, time and guidance 

provided by our Peer Review Panel. 

1.2 Research Objectives 
The research objectives for this study: 

1. Identify the customer feedback strategies currently used in leading New Zealand organisations. 

2. Identify the challenges faced by New Zealand organisations in implementing customer feedback 

strategies. 

3. Investigate the links between customer feedback management and improved business performance in 

New Zealand. 

http://www.vigil.net.nz/
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5 1.3 Research Methodology 

The study overall had two stages. The first was a Qualitative research stage including ten in-depth interviews 

with VoC management executives in New Zealand about their Voice of the Customer programmes. This stage 

was completed in August - September 2015. Research respondents were asked about their expectations, 

achievements and experience in VoC strategies.  All interviews were completed by Kimberley Porter or Giles 

Potter of Great Outcomes. 

These interviews helped to gain an indicative understanding of the current status of VoC management 

practices and key requirements of potential respondents, and were in turn used to guide the design of the 

quantitative study by refining the key information areas of focus. 

Stage Two was a Quantitative survey of all sectors in New Zealand to gain robust measurement of the 

presence, management, and productivity drivers of Voice of the Customer programmes in 2015. 

The survey design was peer-reviewed prior to publication. Areas of importance were identified and the survey 

questions were shaped to ensure relevant data was collected. 

The survey collection method was provided by an online survey platform, VIGIL Limited. Web links guiding 

participants to the online survey were distributed to the sample. 

http://www.vigil.net.nz/
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A peer review panel was formed including five New Zealand based industry practitioners with experience in 

VoC programmes. The peer review panel provided comments and advice about the survey design and final 

report.  

The guidance of the panel has been of great assistance and we are grateful for the time, effort and willingness of 

our Peer Review Panel to be involved in this research study: 
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1.5 Research Authors

 

Giles Potter  

BCom, MBS (Hons), Director,  

Great Outcomes Ltd  

Giles Potter spent the first decade of his career in 

market research and roles requiring a strong analytical 

focus (TNS (NZ and London)), The Business Research 

Unit (UK), before joining PSA Finance (UK) in the early 

1990s. This career experience has featured strongly 

since, including commissioning and using research as 

well as leading research studies. From 2011 when 

Great Outcomes expanded its services to include 

Research, Giles has led the survey design, sample 

design, research management, analysis and 

presentations for clients. Analytical skills have always 

been a key requirement in service performance 

improvement projects. 

During the period 2001- 2015 Giles Potter has led 

many operational service performance reviews for 

government agencies and corporates in New Zealand.  

 

Kimberley Porter  

BCom, BA (Hons), Research and 

Marketing Analyst, Great Outcomes Ltd 

Kimberley Porter joined Great Outcomes as a 

Research and Marketing Analyst in June 2015 and has 

led the research study for 2015 Voice of the Customer 

NZ. Kimberley's a key member of Great Outcomes’ 

research team assisting to produce quality and 

insightful research findings and client reports.  
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1.6 About Great Outcomes 
 

Great Outcomes Ltd is a service strategy and 

operational development consultancy 

established in New Zealand in 2001 that 

specialises in customer experience design and 

management, and customer experience research. 

Our key areas of research experience have been 

centred on online customer experience 

measurement. Great Outcomes also assists 

clients to develop new service operations 

(contact centres, service centres, and IT 

Helpdesks) and optimises the service 

performance delivered from existing centres. 

Core business services are in consulting, 

customer experience research, contact centre 

software, and staff training.
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Vigil is a customer experience management tool that helps companies monitor their service performance 

wherever and whenever it occurs. Vigil collects, collates and analyses customer service feedback in real-time, 

creating outcomes for their clients to act on.  

Vigil has operated in the field of Customer Experience Management (CEM) for many years and their expertise 

lies in the following areas: 

VIGIL IMMEDIATE (Real-time Customer Feedback): An online response system, with Alerts, enabling 

customers to respond to service issues immediately. 

VIGIL MARKETING (Inbound / Outbound Email Marketing): Email campaign Manager communicating to 

prospects and lost opportunities. 

VIGIL INTENSIVE (Service and Compliance Audits): An extensive network to deliver a high-quality ‘Customer 

Experience’ survey (Mystery Shop). 

VIGIL BAROMETER (Customer Brand Experience & Perception Measurement):  Ability to analyse customer 

commitment and loyalty and project future loyalty to the brand. 

 

 

 

 

   

http://www.vigilcem.com
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1.8 Respondent Composition 

The sample size for this research was a total of 46 unique and complete responses representing 46 

organisations across New Zealand. 

The organisations that responded varied in their size, operational activities and industries. The following 

industry sectors were represented: 

 

 Figure 1: Respondents by industry sector

4% 

4% 

7% 

7% 

7% 

10% 

13% 

48% 

Utilities eg. Gas, water (n:2)

Insurance (n:2)

Agriculture (n:3)

Telecommunications/IT (n:3)

Retail/Wholesale (n:3)

Banking/Finance (n:5)

Business to Business Services/Contact Centre Outsource
Vendor (n:6)

Government/Healthcare/Education (n:22)

n:46 

Respondent Composition 
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organisation’s Contact Centre, 13% in Operations/Service Delivery and 11% in Research/Business Insights. 

Respondents were drawn from the following functional areas: 

Functional Area Respondents (n:46) 

Contact Centre 60% 

Operations/Service delivery 13% 

Research/Business Insights 11% 

Executive Management/Board 4% 

Marketing 4% 

Other eg. Sales, IT/Systems management, 

 

communications 

8% 

 

              Figure 2: Respondents by functional area 

The organisations that responded to this survey varied in size as shown in Figure 3 below. 

 

                 Figure 3: Employee numbers (in New Zealand)

41% 
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37% 

Employee numbers in New Zealand 

<500

500-999

1000-9999

10,000 and above
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2. Executive 
Summary 

This research report provides an analysis and evaluation of Voice of the Customer (VoC) management practices 

and organisational experience in New Zealand today. The report outlines the practices and experiences of 

organisations across New Zealand relating to the collection, management and use of customer feedback and 

survey data and offers empirically driven insights and recommendations for the management and use of 

customer survey data.  

This report finds that Voice of the Customer programmes are still relatively new initiatives across organisations 

in New Zealand. Most programmes (77%) have been in place for 5 years or less with many organisations 

expressing plans to expand and develop their VoC programme in the next 12months. Although the age of the 

VoC programme does not necessarily indicate the degree of development, the comments from respondents 

suggests that many of these VoC programmes are still in the developmental stage. 

This report has found that: 

 Most VoC programmes (56%) are managed overall by a designated person/central team. 

 VoC is driven by, or at least aligns to, strategic organisational objectives. 90% of VoC programmes 

were tied to specific organisational objects and/or key drivers. 

 VoC programmes are spread across multiple functional areas. Respondents were drawn from several 

functional areas including Contact Centre (60%), Operations/Service Delivery (13%) and 

Research/Business Insights (11%). 

 Organisations use multiple channels to gather customer feedback. Organisations used an average of 

3.5 different methods to collect customer feedback across their customer service channels and 

interactions. 

 VoC programmes are well supported by executive managers (7.8/10). 

 VoC programmes are not well supported by non-customer facing sides of organisations (5.4/10). 

 VoC programmes are expected to grow and develop over the next 12 months. The top three VoC 

initiatives for the next 12 months are increasing customer feedback channels (67%), expanding surveys 

to collect new data (47%), and analysis to measure return on investment from increased VoC scores 

(47%). 
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3. Research 
Insights 

This research study identified the following key insights: 

1. The presence of VoC programmes across organisations in New Zealand today was lower than might 

have been expected. Of those organisations that responded to this survey 35% did not currently have a 

VoC programme in place. Further research can help to identify how these organisations get feedback 

from their customers, if at all, and the competitive advantage gained by those organisations that have a 

VoC programme in place. 

2. Most (77%) VoC or similar customer feedback management programmes in New Zealand have been in 

place for 5 years or less. Comments from individual respondents suggest that many of these 

programmes are still in the developmental stage. The changes in VoC practices and strategies will be an 

area to watch as people and organisations become more familiar and experienced in VoC. 

3. Most VoC programmes (56%) are managed overall by a designated person/central Customer or 

Business Insights team. Organisations have recognised that it is most effective to assign a person or 

team to this task and have moved to centralise it in most cases.  

4. A key function of VoC programmes across the organisations in this survey is customer experience 

design/improvement (90%). The identification and understanding of key drivers of customer sentiment 

will be important in driving the development of VoC programmes in organisations in New Zealand and 

extracting greater value from VoC insights. 90% of the organisations in this survey are already using 

strategic objectives and key drivers to drive their VoC practices and strategy. Identifying the drivers of 

customer sentiment will be a key part of the development process for those organisations developing a 

VoC programme in the next 12 months. 

5. Although formal organisational structures (strategic objectives, targets and key drivers) were in place 

to support the VoC programme, support from top management and other staff varied between the 

organisations in this survey. 
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6. VoC programmes are well supported by executive managers (7.8/10) however, support from non-

customer facing sides of the organisation is inconsistent and rates lower (5.4/10) across the 

organisations in this survey. Cultural change programmes will be a key element in getting buy-in from 

non-customer facing sides and supporting the effective use of VoC insights across the organisation. 

 
7. Over half of the organisations in this survey (59%) saw the value in communicating VoC insights to all 

levels of the organisation. Those organisations wanting to drive cultural change and get buy in from 

non-customer facing sides of the business may benefit by including all levels of the organisation in VoC 

reporting. The communication of VoC results to all levels of the organisation will be an important step 

in increasing employee engagement in VoC processes and gaining buy-in from non-customer facing 

sides of the organisation. 

 
8. The three main methods of communicating VoC results to relevant roles and groups were through 

periodic reports (86%), presentations to management (66%), and presentations to staff (55%). Only 

38% of those organisations surveyed made the results from their VoC programme available on the 

staff intranet and internal dashboard. Easy, on-demand access to VoC results through the 

organisation’s staff intranet or internal dashboard may help drive the regular use of VoC insights by 

managers and staff in business operations. 

 
9. All of the organisations used VoC insights to inform decisions in strategic non-customer facing sides of 

the business. This suggests the growing recognition of the value of VoC insights beyond customer-

facing operations in organisations across New Zealand. However, with low levels of support in non-

customer facing sides (5.4/10) organisations will need to drive support for their VoC programme in 

order for business decisions and changes in business processes in these areas to be effective.  
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10. The effectiveness of organisations in taking action on customer feedback is rated relatively low 

(6.5/10). Organisations will need to identify the challenges that exist to leveraging customer feedback 

data in order to maximise the value they receive from their VoC programme and improve the 

effectiveness of their response. 

 
11. The links between VoC practices and business performance are not easily identifiable. Only 13% of 

organisations linked their VoC programme to improvements in profitability. Most (60%) had not 

analysed the return created by their VoC programme. 27% measured the value created from their VoC 

programme by improvements in process design, customer retention, satisfaction and growth, 

enhancing reputation and closing service gaps. The return on investment and effect on overall business 

performance at the strategic level was unclear. 

 
12. Most organisations (67%) plan to expand their current programmes to cover more customer channels. 

The identification and understanding of key drivers of customer sentiment and the use of cultural 

change programmes to drive support for the VoC programme will help these organisations drive 

greater value from the expansion of their VoC programme. 

 
13. One in three of those already running a VoC programme (30%) stated they have plans to implement 

VoC technology or a VoC platform in the next 12 months. The upgrading of data collection, analytics 

and reporting capabilities through the use of an online platform will see these organisations develop 

more robust VoC programmes and a competitive advantage. 

 
14. Further analysis is required to identify why one-third of respondents (35%) do not have a VoC 

programme of some type today, and what value components they would need to see evidence of to 

determine that they should introduce their own VoC initiative. 
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4. Current 
Practices & 
Strategies 

4.1 Presence of Voice of the Customer Programmes in New 
Zealand 

 

The presence of VoC programmes across the organisations in New Zealand today was lower than might have 

been expected. Of the total respondents 35% did not currently have a VoC programme in place. 

As shown in Figure 4 below, 15% of the organisations that responded did not have a VoC programme or similar 

function, 13% did not have a VoC programme but say they are developing one within 12 months, and 7% did 

not have a VoC programme and had no plans to develop one. These respondents were directed to the end of 

the survey and no further information was collected.
1
 

 

Figure 4: Presence of VoC programmes in New Zealand 

                                                           
1
 The main findings of the report are drawn from those respondents who did have a VoC programme. This comprises 30 responses from 30 

organisations (65% of the total sample). The relatively small sample size is a key limitation of this research.  As a result, the findings in this 

report are only indicative and cannot be generalised across organisations in New Zealand based on this study alone. 

 

7% 

13% 

15% 

65% 

My organisation does not have a VoC programme, and
has no plans to develop one

My organisation does not have a VoC programme, but
we are developing one within 12 months

My organisation does not have a VoC programme (or
similar function)

Organisations with a VoC programme

n:46 

Presence of VoC programmes in New Zealand 
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The organisations that responded to the survey had varying degrees of experience with VoC practices and 

strategies. 

Figure 5 shows that of those respondents that did have a VoC programme in place 40% managed their 

organisation’s VoC programme, 37% were part of the business unit/department that managed the collection of 

VoC customer data and 23% were part of the business unit/department that analysed VoC customer data. 

 

Figure 5: Respondent's role in VoC programme 

23% 

37% 

40% 

My business unit/department analyse VoC
customer data

My business unit/department staff manages
collection of VoC customer data

I manage my organisation's VoC programme

n:30 

Question: What is your role in your organisation's Voice of 
the Customer Programme?  
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4.2 Functional Area Managing Voice of the Customer 

As shown in Figure 6 below, in those organisations with a VoC programme VoC is managed across various 

functional areas. Most (60%) respondents were employed in their organisation’s Contact Centre, 13% were 

employed in Operations/Service Delivery and 13% were employed in Research/Business Insights.  

 

Functional Area Respondents (n:30) 

Contact Centre (n:18) 60% 

Operations/Service Delivery (n:4) 13% 

Research/Business Insights (n:4) 13% 

Other eg. Marketing, IT/Systems Management, 

Communications (n:3) 
10% 

Executive Management/Board (n:1) 3% 

 

               Figure 6: Functional area managing VoC 

 

Of those respondents with customer feedback management programmes only 37% were called ‘Voice of the 

Customer'. Most (63%) had a customer feedback programme that was called something other than ‘Voice of the 

Customer’. Common names given for programmes other than ‘Voice of the Customer’ included ‘Customer 

Satisfaction’, ‘Customer Feedback’, ‘Customer Experience’, ‘Net Promoter Score (NPS)’, ‘Client Research’, 

‘Quality Plan’ and ‘Quality Assurance Survey’. This suggests what many organisations understand as their VoC 

programme is an extension of and/or run in conjunction with existing customer satisfaction and quality 

assurance programmes.  
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VoC programmes are still relatively new initiatives across organisations in New Zealand. Figure 7 shows that of 

the total respondents 47% of Voice of the Customer programmes in New Zealand have been in place for less 

than 2 years. One-third (30%) of respondents had a VoC programme in place for 3-5 years, 20% had a VoC 

programme in place for 5-10 years and only 3% have had a VoC programme in place for more than 10 years.  

 

 

                       Figure 7: Time VoC has been in place 

 

3% 

20% 

30% 

20% 

27% 

more than 10
years

5-10 years 3-5 years 1-2 years less than 1 year

n: 30 

Question: How long has your VoC programme been in 
place? 
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Although the age of the VoC programme does not necessarily indicate the degree of development, the 

comments from respondents suggests that many VoC programmes are still in the developmental stage: 

 

‘relatively new initiative that has executive support. We realise though that VoC is 

core to our growth as a business’ – Business to Business Services/Contact Centre Outsource Vendor 

 

‘ours is not a true system and is really just feedback gathering to assist us with 

moving the programme forward’ –Respondent from Agricultural Sector 

 

 ‘VoC is very new in [our organisation] and still in early developmental phase. There 

is strong commitment to VoC from senior management’ – Respondent from 

Government/Healthcare/Education 
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4.3 Voice of the Customer Practices in New Zealand 
 

The management of VoC programmes varied across the organisations surveyed. Figure 8 shows that most VoC 

programmes (56%) were managed overall by a designated person or central team, 20% were managed by a 

third party provider, 13% were managed independently by business units and 20% were managed by business 

units with support from a central team. One organisation within the Government/Healthcare/Education sector 

answered positively to all the statements about their VoC practices listed in Figure 8. 

 

Figure 8: VoC management practices

7% 

10% 

10% 

13% 

20% 

56% 

We have implementd a VoC technology platform or
system

Business units undertake their own customer experience
research and are supported by a central team

Business units undertake their own customer experience
research and results are collected and reported by a

central team

Business units undertake their own customer experience
research independently

We have engaged a third-party provider to manage our
VoC programme

VoC is managed overall by a designated person/central
team in our organisation

n:30 

Question: Which of the following statements describes VoC 
practices in your organisation? 
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Figure 9: VoC management practices by sector 

  

7% 

7% 

7% 

6% 

6% 

26% 7% 

11% 

7% 3% 

7% 

3% 

3% 

3% 

3% 7% 

We have implementd a VoC technology platform
or system

Business units undertake their own customer
experience research and are supported by a

central team

Business units undertake their own customer
experience research and results are collected and

reported by a central team

Business units undertake their own customer
experience research independently

We have engaged a third-party provider to
manage our VoC programme

VoC is managed overall by a designated
person/central team in our organisation

n:30 

VoC management practices by sector 

Government/Healthcare/Education

Business to Business Services/Contact
Centre

Banking/Finance

Retail/Wholesale

Telecommunications/IT

Agriculture

Insurance

Utilities
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4.4 Strategic Objectives and Benefits  

The business objectives relating to VoC programmes varied across the organisations surveyed. 

Figure 10 shows that most organisations (90%) identify ‘customer experience design/improvement’ as a 

business objective they aim to achieve through their VoC programme, 73% identified ‘measuring customer 

perceptions of the organisation’ as a key objective and 60% identified ‘business process design/improvement’.  

Of the total respondents 37% used their VoC programme to gain customer insight into proposed organisational 

changes/special projects while 30% used VoC insights to inform product development.  

 

             Figure 10: Key focus of VoC programme 

30% 

37% 

60% 

73% 

90% 

Product development

Proposed organisation changes/special projects

Business process design/improvement

Measuring customer perceptions of the
organisation

Customer experience design/improvement

n:30 

Question: What is the key focus of your VoC programme? 
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 Figure 11 shows that organisations in Government/Healthcare/Education were more likely to use VoC insights 

to inform proposed organisation changes/special projects. The survey found that 45% of those organisations 

that used VoC insights for organisation changes/special projects were from 

Government/Healthcare/Education.  

Product development was more likely to be a key focus among organisations in Banking/Finance and those in 

Agriculture. 

 

    Figure 11: Key focus of VoC programme by industry sector 
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The use of VoC insights in ‘Business process design/improvement’, ‘Proposed organisational changes/special 

projects’ and ‘Product development’ suggests that some organisations have recognised the value of VoC 

insights in improving operations across more strategic and non-customer facing sides of the business.  

4.5 Key Drivers  
The survey highlighted the identification and understanding of the drivers of customer sentiment (positive or 

negative) across the organisations that responded and the connection between these drivers and their VoC 

programme. Key drivers were identified as those items organisations had identified as important to customer 

experience, satisfaction and retention. 

Figure 12 shows that most VoC programmes (90%) were tied to specific organisational objectives and/or key 

drivers. Only 3% of VoC programmes were not tied to organisational objectives and 7% of respondents were 

not sure if their programme was tied to business objectives and/or key drivers. 

 

 

                Figure 12: Strategic objectives and/or key drivers of VoC programme 
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The identification and understanding of key drivers was most common among organisations in 

Government/Healthcare/Education. Those respondents that were not sure if their VoC programme was tied to 

specific strategic organisational objectives and/or key drivers (7%) were from 

Government/Healthcare/Education. Those respondents whose VoC programme was not tied to organisational 

objectives and/or key drivers (3%) were from the Agricultural sector.  

Examples of the strategic objectives and key drivers driving the VoC programmes across the organisations 

surveyed are shown in Figure 13. 

 

Figure 13: Strategic objectives by industry
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4.6 Key Measures 

The use of key measures by the organisations in this research makes it possible to track correlations between 

VoC and business performance in key areas such as customer experience and sales.  

Figure 14 shows the key measures used by organisations. The top three VoC measures used by organisations to 

track progress in key business areas include customer satisfaction score (80%), NPS score (50%), and customer 

effort score (37%). The use of these measures makes it possible to see correlations between VoC and business 

performance in key areas, however, it does not prove causation.  

The survey found that 4 in 5 of respondents in Banking/Finance used NPS as a key measure of their VoC 

programme while customer satisfaction score was the most common measure amongst those organisations in 

Government/Healthcare/Education (84%). 

 

Figure 14: VoC key measures
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5. Research 

Methods 
 

5.1 Customer Feedback Collection Methods 

The survey found that organisations are using a mix of methodologies to collect customer feedback. Figure 15 

shows that the top customer feedback channels used by organisations are email/online surveys (90%), 

Outbound call (CATI or agent-assisted telephone interview) (50%), In-bound call (agent-assisted telephone call) 

(50%), the customer portal on the organisation’s website (47%), and focus groups (37%). The survey found that 

over half (54%) of those respondents that used focus groups were from Government/Healthcare/Education. 

Smartphone applications and text-based surveys were not commonly used by the organisations in this survey. 

Only one organisation used a smartphone VoC application to collect customer feedback and only one other 

used text surveys.  

Organisations in this survey used an average of 3.5 different methods to collect customer feedback across their 

customer service channels and interactions. 

 

Figure 15: Channels used to collect customer feedback 
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Figure 16 shows that feedback was collected from customers after an interaction with the organisation (67%), 

through random sampling (63%), from businesses/organisations who are customers (53%) and from third parties 

eg. intermediaries, resellers, agents, advisors or brokers (23%). 

 

Figure 16: Groups used to collect feedback 
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Organisation-driven feedback includes those surveys initiated by the organisation and undertaken at set 

periods. These surveys have the benefit of capturing those customers who are less actively engaged with the 

organisation and may not be captured by customer-driven and transaction-based surveys. These surveys may 

also be targeted at high value relationship customers. In this instance, measurement is around the ongoing 

customer relationship rather than transaction or other event based interactions. 

Examples of organisation-driven feedback includes feedback that is collected periodically ie. monthly, quarterly, 

annually (60%), and ad hoc, on a project by project basis (43%) as shown in Figure 17. 

 

Figure 17: Customer feedback collection times 
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6. Reporting 
Voice of the 
Customer 
Results 

 

Almost all of the organisations surveyed (97%) communicated VoC results to other 

staff/departments/managers in the organisation. Only one organisation in this survey did not report the results 

from their VoC programme. 

Figure 18 shows that management is the overriding group that receive VoC results. Of those organisations who 

did report the results from their VoC programme 72% reported results to senior management and 72% 

reported results to department heads. Almost two-thirds of the respondents (59%) reported results to all levels 

of the organisation.  

Organisations in Government/Healthcare/Education were more likely to communicate VoC results to the 

general public through advertising. The survey found that of those organisations who communicated VoC 

results to the general public, 83% were from Government/Healthcare/Education. 

  

Figure 18: Communication of VoC results 
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 Organisations used a number of methods to communicate VoC results to these groups. Figure 19 shows the 

methods of communication used by the organisations in this survey. The three main methods of communicating 

VoC results were through periodic reports/documents (86%), presentations to management (66%), and 

presentations to staff (55%).  

Selective reporting through reports and presentations are the most common method of communication. Only 

38% of respondents made the results from VoC available to staff on the staff intranet or internal dashboard.  

 

Figure 19: Methods used to communicate VoC results
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7. 
Management & 
Organisational 
Support 

7.1 Organisational Attitudes towards Voice of the Customer 
Programme 

Almost all of the organisations surveyed (93%) described their VoC programme as important to improving the 

customer experience and 83% said VoC was important to improving front-line operations. Improving the 

customer experience was most common among organisations in Banking/Finance where all the organisations 

(100%) described VoC as important to improving the customer experience.  

Figure 20 shows that 70% described VoC as important in driving leadership decisions and actions in their 

organisations and only 30% saw VoC as necessary for compliance. Most of the organisations (44%) that saw 

VoC as necessary for compliance were from Government/Healthcare/Education.  

The importance placed on VoC insights by most organisations beyond meeting compliance requirements 

suggests that organisations in New Zealand recognise the importance of VoC insights in business operations 

and strategic decisions.  

 

Figure 20: Organisational attitudes towards VoC 
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7.2 Organisational Support for Voice of the Customer 
Programme 

The recognition of the importance of VoC insights in business operations and strategic decisions shown in 

Figure 20 above has been accompanied by a high level of support from executives across the organisations in 

this survey.  

Figure 21 shows that when asked to rate the level of support received by their VoC programme from executive 

managers 10% rated 10/10, 30% rated 9/10, and 30% rated 8/10. Only two organisations rated the level of 

support from executive managers below 5/10.  

On average the organisations in this survey rated the level of support from executive managers 7.8/10. This 

suggests that executive managers in most organisations recognise the importance of VoC. 

 

Figure 21: Level of support from executive managers 
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The level of executive support was rated high among organisations in Government/Healthcare/Education; 

Business to Business Services/Contact Centre Outsource Vendor, and Banking/Finance. 

The survey found that VoC programmes within Government/Healthcare/Education were well supported by 

executive mangers. Most (69%) of the respondents within Government/Healthcare/Education rated the level of 

support from executive managers 8-10/10 and 31% rated the level of support 6-7/10.  

All respondents in Business to Business Services/Contact Centre rated the level of support received by 

executive managers 8-10/10. 

Most (80%) of the respondents in Banking/Finance rated the level of executive support 8-10/10 and the 

remaining 20% rated the level of executive support 6-7/10.  

The survey found that VoC programmes within the Agricultural sector received low levels of support from 

executive managers. Most of the organisations in this sector (66%) rated the level of executive support 0-5/10 

and only (33%) rated the level of executive support 8-10/10.  

 
The level of support and recognition of the value of VoC insights in non-customer facing sides of the business, 

however, is not consistent across the organisations surveyed. When asked to rate the level of support received 

by the VoC programme in non-customer facing sides of the business respondents gave an average rating of 

5.4/10.  
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Figure 22 shows that only 7% or respondents rated the level of support received in non-customer facings sides 

of the business 10/10, 3% rated 9/10, and 7% rated 8/10. Many organisations (27%) rated the level of support 

from non-customer facing sides of the business 7/10.  

Of those organisations that received below average levels of support in non-customer facing sides of the 

business, 40% were from Government/Healthcare/Education and 20% were from Banking/Finance. 

 

Figure 22: Level of support from non-customer facing sides of the organisation 
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8. 
Implementing 
Voice of the 
Customer 
Insights 
 

8.1 Implementing Voice of the Customer Insights 
The implementation of VoC insights varied across the organisations surveyed. Figure 23 shows that 

organisations used VoC insights in business improvement (83%), to inform business analytical insights (80%), 

and to drive cultural change (67%). 

 

Figure 23: Use of VoC outcomes 
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First level responses refer to the use of VoC insights in changing operations in the customer-facing side of the 

business.  

For example, using VoC insights in staff induction, training and coaching (33%) and linking VoC to frontline 

incentive programmes (23%) as shown in Figure 24. 

 

Figure 24: First level responses 
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Second level responses include the use of VoC insights in the non-customer facing sides of business operations. 

For example, using VoC insights in business process improvement (83%), for business analytical insights (80%), 

to drive cultural change (67%), to make changes in non-customer facing sides of the organisation (50%), linked 

to individual remuneration at multiple levels of the organisation (40%), and linked to CRM system (17%) as 

shown in Figure 25. 

 

     Figure 25: Second level responses 
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 8.2 Effectiveness in Using Voice of the Customer Insights 

Figure 24 and Figure 25 above show that VoC insights were used in both customer-facing and non-customer 

facing sides of business operations. However, the level of effectiveness in taking action based on customer 

feedback was inconsistent across the organisations surveyed. On average, respondents rated their 

organisation’s effectiveness in taking action based on VoC insights 6.5/10. 

Figure 26 shows that when asked to rate the statement, ‘My organisation is very effective at taking action based 

on customer feedback’ none of the respondents rated 10/10. Only 7% of respondents rated 9/ 10 and the 

majority (33%) rated their organisation’s effectiveness 8/10. 

The survey found that no particular industry sector was more effective at taking action based on customer 

feedback. Those respondents that rated their organisation’s effectiveness 8/10 or more were spread across all 

the industry sectors. 

 

Figure 26: Effectiveness in taking action based on customer feedback 
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 8.3 Measuring Value and Return on Investment  

 
This research found that for most organisations the value of VoC is intuitive. Figure 27 shows that the majority 

of organisations (60%) have not analysed the return that their VoC programme creates. Only 13% of 

respondents said that their VoC programme has directly improved business profitability while 27% measured 

the value created from their VoC programme in some other way.  

 

 

Figure 27: Return from VoC programme 
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Figure 28 shows the different measures that organisations in this survey said they used to measure the value 

and return from their VoC programme. Many organisations used anecdotal evidence such as changes in 

customer satisfaction and alignment with better service results to measure the return and value from their VoC 

programme.  

 

Figure 28: Measuring return from VoC programme 
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9. Future Voice 
of the 
Customer 
Strategies  

 

The survey found that many organisations are likely to expand their VoC programme (47%) even though most 

organisations (60%) have not analysed the value and return in investment from their VoC programme.  

Figure 29 shows that the top three VoC initiatives for the next 12 months are increasing customer feedback 

channels (67%), expanding surveys to collect new data (47%), and analysis to measure return on investment 

from increased VoC scores (47%). 

 

Figure 29: Future VoC initiatives 
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