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Investing wisely in the 
age of the next normal 

Historically, organisations controlled the 
information, data and products. They decided 
almost every aspect of the customer’s interaction 
and access. Today is a very different world. 
Changes in society and technology have 
transferred power to customers. The race to 
differentiate has become a challenge.

Then in March 2020, everything stopped for 
a beat… and changed. Customer expectations 
shifted. Some trends accelerated, and 
others emerged. “In-person” interactions 
collapsed, digital became the normal overnight. 
Organisations scrambled. Adjusting supply chains, 
remote working and engagement in times of crisis. 
Many also sought to channel scarce resources and 
rearranging operational processes.

So, how important is CX now?

The pandemic has catalysed a change in 
how customers engage with organisations. 
Everyone is digital now. To survive and flourish 
organisations need to deploy the right digital-first 
business infrastructure. They need to commit to 
customer experience (CX) that differentiates. 

CX remains the only real differentiator. As customers 
continue to change, CX must also continue to 
evolve. Customers don’t care about process, 
tech or people. They want an experience which 
anticipates their needs, and provide the best 
answer every time. Organisations must redefine 
processes, roles and tech to matches their CX 
aspirations. A customer who has their needs met, is 
a happy customer.

Those that move early and decisively will do best.

Frontline: Contact centre - put 
your best foot forward

Your contact centre is often the first touch-point
for customers. Your contact centre must optimise 
your agent’s performance for the new normal. But 
it must go further. It must offer the opportunity to 
empower agents. It has to be agile enough to cope 
with the continual changes that customers expect.

A successful CX strategy deploys a contact centre 
which simplifies your IT landscape. Reduced 
complexity helps lower costs. Your contact centre 
helps empower agents to uncover improved 
efficiencies and productivity. 

Finally, it helps foster changes that innovate 
how you meet customer demands. Your contact 
centre can help you translate your CX strategy into 
practical outcomes.

Introduction
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Treat your employees and customers as your 
North Star. Show customers how you are 
genuinely looking out for their well-being - even 
if that requires re-examining your own habits and 
tactics of business decision making. 
Why? Because consumers are seeking out 
brands that care. 

-

Forrester - Decision Making During The COVID-19 Crisis 
Requires A Bias Toward People, Not Profit, Mar 2020

“

Getting it right

To get it right, you need to make informed decisions. 

That’s why we’ve created this guide covering everything 
from identifying the key issues through to finding a partner. 
We’ll guide you through the whole buying process.
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Balancing cost management and 
CX ambitions

The pace of customer expectations is relentless. Many 
organisations can become reactive to problem-solving. How do you 
continue your shift to a responsive approach that creates better CX?

Your CX ambition must be to unlock CX insight, agent enablement, 
and process review. 

Consider the following, will you be able to:
-  Help identify where customer self-service drives more 

effective positive CX? 
-  Deliver more effective agent engagement?
-  Remove or reduce the impact of organisational silos on team 

efficiency?
-  Continue refining your internal processes to improve employee 

engagement and CX?
-  Ensure that you have enough management information to 

intervene before CX is negatively affected?

Chapter 1: Identify opportunities to achieve your dream contact centre
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The considerations...

CX evolves with every customer interaction. The immediate focus is 
always quick-fixes to solve today’s problems. Afterwards, you need to 
prepare for the next CX challenge.

This is the opportunity to identify your real needs. What must you achieve?
-  Make sure your contact centre is ready and able to react to an 

unexpected crisis?
-  Reduce the complexity of tasks for teams and agents?
-  Enable agent remote working and access to data and systems?
-  Integrate and unlock knowledge within your systems?
-  Increase capacity by reducing interaction time?
-  Improve front and back office productivity?

The expert view...

Gaining early buy-in from your team and across the business for your 
transformation project can be the key to its success. Engage with 
your teams, they will have valuable insight and their expertise can 
propel you towards your goal.

None of us is as 
smart as all of us. 
-

Ken Blanchard 
leadership, customer service and empowerment 
author, speaker and business consultant 

“
The best approach...

-  Start with your goal, then work backwards. Be innovative – this is
your vision for the future

-  What does good look like? Think from a new perspective, taking into 
account both your agent and customer journeys

-  How you will measure success? What criteria will you use?
-  What critical systems do you need to keep and how will you integrate them?
-  Consider future-proof platforms. How will you manage future change 

and uncertainty?
-  Give a realistic timeline to allow your project to reach its full potential
-  Assess your timeline and understand what and how deadlines affect your 

decision-making
-  Create a project ‘dream team’ including managers, supervisors and agents
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Get to the 
root of the issue

Chapter 2: Identify specific pain points

The next step is to uncover any underlying causes. How 
do you expose potential issues? To move forward, you 
must first have a clear view of your challenges.

It can be tempting to rush this phase to fix urgent 
problems. Instead, seize the opportunity to analyse the 
needs. Centre on the customer journey both planned 
and realised. Invest your time with key stakeholders. 
Deeply understand their expectations from customer 
journeys and show them the reality. Create a clear 
understanding of the gaps you intend to close, to see 
greater long-term results.

Use innovative tools to quickly identify the root of 
inefficiencies and issues. 

Use methods to quickly identify the root of inefficiencies 
and issues. Try the ‘5 whys’ method: Ask ‘why’ a 
particular challenge happens, and then ask ‘why’ again 
to the answer. Continue at least 5 times. Digging into 
these hidden causes will find the primary cause.
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The considerations...

-  Consider “lessons learned” both internal and external. If others have 
undertaken similar projects, learn from them

-  Think from the outside-in. Understand how your pain points affect CX
-  Understand the must-have future requirements
-  Look at both your customer and agent journeys when defining the 

‘must-have’ features. They are unique, but reliant on one another
-  Prioritise - be clear about what is not important

The expert view...

Remain focused on your overarching outcome. 
The solution should deliver you through to 
realising your goals and beyond.

The best approach...

-  Invest the time to document your goal 
-  Growth is disruptive. Lessons learned are valuable tools for positive change
-  Avoid the appeal of products with ‘cutting edge features’. Look at the big picture and find a total solution for your strategic vision
-  List and rank business-critical systems and data  
-  Always look for a partner. Favour reliable advisors, with a track record for sustainability and objectivity  
-  When you engage with vendors, make it clear to them what you need and why. Otherwise, they will interpret what they think you need
-  Remember that you deserve good CX too

Companies that prioritise customer 
experience generate 60% higher 
profits than their competitors. 
-

Gartner

“
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Build a compelling case

Chapter 3: Present a strong business case

A simple clear business case is essential. It must 
reflect the critical outcomes and “red lines” of all key 
stakeholders. Your business case will link your vision 
into the heart of the business strategy. 

Take a step back. Writing a plan will increase 
leadership confidence in the potential of the project. 
Give them the opportunity to see the full scope of 
your project.

It provides leadership with the assurance needed to 
commit time, money and resources. Highlight how your 
project addresses wider organisation and CX goals:
-  Assess the impact on CX and how it will help to

create a seamless customer journey
-  Explore how it will address agent efficiency and 

productivity
-  Explain its role in optimising resource management
-  Demonstrate how internal process challenges are 

affected
-  Provide details for the short, medium and long term

of each soft and cashable benefit
-  Detail all budgets, including ongoing licencing and 
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The considerations...

-  Show how it will support your organisation’s 
mission and vision

-  Define what success looks like and how
you will measure it

-  Outline potential return on investment (ROI)  
-  List any external or internal risks
-  Detail finances and timing, explore 

deployment, Capex & Opex payment options
-  Finalise approval before you commit any  

further time to the project

The expert view...

-  Help stakeholders to understand the  
implications of not investing. Doing nothing 
has a cost

-  Prove your case. Establish each problem in 
turn and your proposal for solving it

-  Show them evidence - what will you gain
and how long will it take you to achieve it 

-  Ask suppliers for their typical ROI, 
challenge the answers until you reach the 
most believable ROI 

CX drives three types of 
customer loyalty: retention,
wallet share and recommendations.
What’s more, improving CX 
can slash costs. The result: 
higher revenue and increased 
profitability.
-
Forrester - Improving CX Through 
Business Discipline Drives Growth, 
Sept 2019

“

The best approach...

-  Check stakeholder expectations before any presentation
-  Link your project to organisational strategic goals
-  Confirm the impact that change will have on your 

agents and how you will manage the effects 
-  Highlight any project risks and what mitigating actions

you will take
-  Show what success looks like, state when it will arrive

and how you will measure it
-  Agree your budget for upfront and ongoing costs
-  List the costs and risks of doing nothing
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Finding the 
right solution

So you’ve identified your key challenges and 
presented your business case. 

The end goal is firmly in sight. What will it take to bring 
your vision to life? Finding the right solution takes more 
than a checklist.

Do you and your colleagues share a common interpretation 
your goals? Can you inform the right partner to help 
support you in creating the most effective brief?

Chapter 4: Define your supplier brief
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The considerations...

When you begin a buying process, set yourself up for success. 
Define a clear brief with strategic and practical objectives. Be 
explicit about what you want and need.

Allow time to fully explore your contact centre’s performance and 
integrations. Untangle its complexity. Establish your essential 
features and services. Review your day-to-day headaches. 
Understand what causes them - people, process, technology or 
all of the above.

Be thorough. To gain a full 360° view of challenges, engage with 
the rest of the business. Expand your thinking and brainstorm with 
colleagues. Drill into operational details. Define a brief that rewards 
you and your stakeholders’ expectations. Seek guidance from:

-  Management - deployment, security, data protection and 
disaster recovery

-  Finance or legal - budget, payment, contracts and timelines
-  Supervisors - reporting, instant alerts and business information
-  Top agents - greater autonomy, operations, customer journey,  

user interface and daily administration
-  IT - integrations, back-office systems, legacy equipment or 

platforms

Even a simple 5% increase in customer 
retention can increase business profits 
between 25% and 125%
-
Gartner

“

The expert view...

Review your customer and agent journeys. They are unique and both 
need to be successful.

Understand your legacy equipment contracts, constraints and 
dependencies.

The best approach...

-  Determine your expectations from a technology partner
-  Rank them in order of importance 
-  Plan time for customer reference calls and visits
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Long term relationships
As with any investment, it’s vital to choose 
a technology partner that shares your 
values. You can use this framework for 
assessing your options.

The considerations...

Any new technology systems will impact 
both your customer and agent journeys. 
They can also result in a long-term 
relationship with your new vendor. 

The right partner can mitigate that impact 
on the former. They can also explore 
ongoing innovation and support in the latter. 

You need a technology partner that 
understands how your business ticks.

Ensure that they have:

-  Financial stability and regional experience   
to put your needs first

-  Business models to suit the flexibility 
and scalability you need

-  A passion for innovation, combined with
the discipline to deliver practical solutions 
to fit your needs

-  Direct accountability, with the support   
and service delivered in the UK

Choose a partner with a proven track record 
of solution and payback delivery. Ensure that 
they will:

-  Differentiate your CX from key competitors

-  Support your goal for a sustainable 
end-to-end service

-  Integrate your processes and data to  
deliver an efficiency and flexibility

-  Innovate and improve your team productivity

-  Provide improvement milestones into     
the future including upgrades, security, 
standards and data protection 

Chapter 5: Gain a partner not just a vendor
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The expert view...

Clarify what support the vendor will provide for the project 
as well as the ongoing solution. 

This includes response time, service levels, upgrades, 
patching and ongoing training. 

Will they support you to champion the project with staff?

86% of buyers will 
pay more for a better 
customer experience 
-

CEI study 

“

The best approach...

-  Go beyond listing your solution concerns. List and rank
your most important expectations of your partnership

-  Roadmap visibility is good; strategic alignment is better. 
Make sure your vendor has a medium and long term vision 
that matches both your CX vision and ambition

-  See your transformation stages and match the partner
roadmap to your needs

-  Be open to advice from your prospective partner. Demand 
objectivity and remain challenging
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The home 
stretch!

The project is in hand. You’ve put 
forward a winning business case. The 
best-fit solution is the end result and 
it is within your grasp. 

But there is one final stage that 
remains critical: shortlisting 
solutions. It could make or break 
the project’s success. Here are 
our tips for shortlisting suppliers 
and solutions.

When going out to suppliers, start by 
detailing your challenges and pain 
points. Be clear on your timelines, 
scoring, values and contract 
conditions. A tender or request 
for proposal (RFP) is impartial and 
efficient. Creating an RFP takes clear 
thought and good planning. Usually 
they consist of 20 or more sections. 
Getting it right demands time from 
your sponsoring team.

The considerations...

You will need to translate stakeholder 
priorities into action points. Then create 
a framework to rank and score cost and 
quality. 

Online templates are available or you can 
outsource to a specialist. Whichever 
route you choose you will need clear 
information to answer these questions:

-  Why do you need a new solution?

-  Who needs the solution?

-  What is the scope of work, outcome, 
performance and deliverables?

-  How will you assess the entries and 
rank the answers?

-  When will you implement the solution?

Chapter 6: Shortlist the solutions
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The expert view...

Technology moves quickly. Define your ideal ‘must have’ 
features but don’t be too prescriptive about them. Focus on the 
outcome and be flexible about the method used to achieve it.

-  Be future focused. Features change as technology 
advances. Where possible, focus on business outcomes. 
Listing anticipated needs for the next five years will 
restrict your options

-  Try to request answers for your anticipated plans and goals
-  Check for platform agnostic integration 
-  Aim for UK based R&D

The best approach...

-  Avoid bias to your current system and references to 
past technologies

-  Focus on the outcome you need now and in the future. 
Think as an agent / supervisor / manager “I want to…”

-  Ask for legal support to understand your contract terms

Enabling effective digital 
interactions with customers will 
be even more critical for B2B 
companies – stated importance of 
digital is up by 2-3 x after COVID-19
-
McKinsey’s survey UK B2B decision maker 
response to COVID-19 crisis

“
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Engage with 
confidence

Chapter 7: A strategic partner you can trust

We created this guide to share knowledge, 
tips and advice from our team. We help 
deliver CX contact centre projects for 
organisations like you every single day.

We fully understand how daunting change 
can be. And, the temptation to avoid it 
altogether. Our advice? The cost of doing 
nothing, is never nothing. Standing still 
could be a much bigger risk.

Instead, draw on the experience of a partner 
that you can trust.
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Your project’s success hangs on 
more than technology. We listen to 
our customers. We’ll work with you 
to match your contact centre to your 
strategy. And we’re driven to help you 
achieve your goals.

Our solutions integrate with legacy 
systems to improve results. We’ll 
work with you to minimise the 
disruption of change.

Over 600 organisations in financial
services, insurance, local  government
and healthcare use our Liberty 
Platform to make life easier for the 
people that they serve.

Our low-code, contact centre and 
omnichannel messaging solutions 
allow customers to radically improve 
CX and make big changes fast – 
without creating work for IT, blowing 
the budget or replacing core systems.

And we’d love to hear from you.

About Netcall

Request a demo

Want to see Liberty in 
action?

Read more - Liberty Converse 
product sheet:

Liberty Converse

Ready to get 
started?
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