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Survey tools: great insights and so easy to get started 

By Giles Potter, Director, Great Outcomes  

 

 

 

You contacted us! Thank you.  We’re really pleased you called our contact centre. How did 

we do?  

Hot conversations today in contact centre technology circles generally revolve around AI, chatbots, or cloud 

based applications and their great value.  The cloud has brought fantastic advantages such as flexibility, 

mobility, concurrency, and importantly more functionality.  Of the pure Contact Centre as a Service (CCaaS) 

providers some deliver far wider feature sets and capability than others though, such as survey tools.  These 

are an essential for customer experience management, and so if you’re contact centre’s changing up to a 

CCaaS platform anytime soon there’s many reasons for making sure survey tools are on-platform in your first 

choice selection. If you’re already there, here’s an outline of how to get started and what you can do with this 

functionality. 

 

Benchmarks for Australian Contact Centres 

Fifth Quadrant and AusContact have very generously provided me their latest benchmark results about survey 

usage in Australian contact centres in 2018, so let’s give this some context. Of 143 contact centres surveyed, 

about two thirds currently have a survey tool in place (65%), and a third of respondents do not.   
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Source: Australian Contact Centre Industry Benchmark Report, 2018. Fifth Quadrant. 

Clear Aims 

When you’re considering a new or revising an existing survey it is essential to understand what information 

objectives you have and what you’ll do with the data once collected. There’s a lot of surveys being undertaken 

today which leads to consumer saturation and poor response rates. In order to get the best completion rate 

possible, start with clear survey aims. Are you looking to use this to assess your entire contact centre’s 

performance, or perhaps you want the survey to capture feedback about agent performance? Once you have 

set your survey aims, that influences the survey design and how you’ll action the results once you have the 

data. 

Surveys for Engagement and Coaching 

As well as the insightful customer feedback you’ll capture, think about the very powerful message you’re 

sending your frontline agents by putting a survey tool in place. A good approach is to ask Team Leaders or 

agents to create the survey. Having team members plan the survey process you use makes for an easier job 

convincing the team of what’s to be done after the feedback is in. This will really help with your coaching 

process and team engagement overall. 

From the outputs you’ll receive fact-based evidence to discuss with your internal business partners. Surveys 

can provide robust, statistically significant data that will give you confidence to present and is hard for others 

to challenge.  Whether you’re on top of the world about your centre, or in need of proof that customers are 

having difficulty dealing with your organisation, the independence of your callers’ opinions is an excellent 

foundation to rely upon. 

Largest centres commit to surveys 

Some surveys are taken once a quarter or once a year, but these only give a snapshot at one moment per 

survey. Customers’ opinions will vary based on external factors such as time of year, season, and external 

factors affecting your organisation or sector. Measuring contact centre performance will be much improved by 

using a regular, ongoing measure rather than a snapshot.  A CCaaS platform based survey is an ideal means for 

managing a continuous monitor and to graphically present the results at the time of response through a 

colourful and highly visible dashboard such as a large screen wallboard.   

For small contact centres this is a great opportunity to manage the survey process just as well as any large 

centre could because your contact centre system can  most likely manage a post-call survey process. This topic 

is actually very important for small centres in Australia as they are less likely to have a survey tool currently in 

place.  Fifth Quadrant’s benchmark found that only 51% of centres with less than 20 seats had a survey 

whereas more than 80% of large centres (100+ seats) had a survey in place when asked.    
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Survey design practices 

In case you’re not very familiar with creating a survey, here are a few key points without going into too much 

depth in this column. Short surveys with less than 5 questions work really well. When advised of its brevity at 

the outset customers are often willing to take the survey, and it doesn’t need many days or weeks to build up 

a robust sample. You can even undertake a survey as a callback feature where your system automatically calls 

back after 5 minutes, say, whilst the topic’s still fresh for your customer. In this way, callers don’t need to stay 

on after the call, and you don’t have to keep your agents on the line during a handoff process.  

Surveys should be taken with a random sample of customers, so don’t think you’ll be asking everyone, 

whether its post-call, SMS by post-interaction email, or another method.  In fact, large centres (100+ seats) 

were found to be asking just over 6 in 10 of their customers to answer a survey, and small centres (<20 seats) 

asked only 30% to complete a survey, based on Fifth Quadrant’s research.  What’s key is getting a robust and 

random sample on a regular basis, so I’d place frequency of the survey above the size of the survey once 

you’ve achieved a robust survey size.  

In my opinion many survey processes are too infrequent and would be improved if run more often. When 

using a CCaaS platform there’s every opportunity to measure continuously in real time by call, SMS or email.  

Of the Australian contact centre respondents, Fifth Quadrant found only 22% were surveying in real time or 

daily. My ideal would be to have real time and that then gives opportunities to put in notifications and alerts 

as well, but that’s a topic for another column. 

Open speech – it’s so informative 

Offering customers a free speech opportunity to leave any suggestions or comments is an ideal way of 

capturing rich and insightful information, if your survey platform can manage these recordings. Your callers 

can freely say what they want to. Its highly likely you’ll receive some choice comments that will make you 

cringe when listening to them, but you’ll also receive some verbal bouquets and insightful ideas and pointers. 

The good ideas that come through are gold nuggets and may be very timely.  

Survey Type  

Each of the many survey types has its own pros and cons. The direct email survey can be a more formal and 

credible way for highly important topics when you’re needing to maximise the response rate. For voice based 

surveys, the automated callback can gain increased credibility when introduced in a branded way from your 

organisation e.g. by using the same professional voice as on your IVR, or with wording aligned to your brand.  

Perhaps the personal approach of having your agents asking customers directly if they will stay on the line will 

achieve the highest completion rate for your survey. Testing various approaches is a good way to pilot your 

survey and to assess how you can achieve the best response rate.  

The methods for analysing your data is a very full subject, too much to cover in this column unfortunately. If 

creating a survey or managing it is something you just don’t have time for, or you need any assistance at all 

please don’t hesitate to get in touch. Good luck with your future surveys. 

 

Giles Potter 

Director, Great Outcomes 

giles.potter@greatoutcomes.co.nz 
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