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Call centres and contact centres have 

become the so-called factories of our 
time. Some of them are undeniably 

Victorian in the ways they organise and 
motivate their staff. It doesn’t have to be 
this way though. Contact centres, as we’ll 
refer to them in this white paper, are 

often the hub of customer service 
departments and the lovely people that 
work in them are the front line for 
representing most businesses. What does the future hold for places like this? 

Well, customers’ expectations are changing. Long gone are the days of patiently 
waiting in a queue or being on hold for more than a couple of minutes. When a 
customer needs help, they want it immediately. How are contact centres handling 
the pressures of delivering stunning customer service all the time? Through our 

observations, it’s fair to say that some are doing well and others aren’t so hot!  

‘Factories 

of our time’ 

Why listen to us? 
 

Rambutan’s gained vast cross-industry 

experience, working in a variety of 

different contact centres, from a 12 seat 

contact centre in the travel industry, to a 
15,000 seat telecoms giant. This has 

helped the Rambutan bunch learn a lot 

of stuff around what goes on in these 
environments.  

Throughout our work, we’ve noticed 

patterns and themes that commonly 

feature in the challenges our clients 

face. They can be in completely different 
industries, e.g. transport to telecoms, but 

ultimately people are people. 

We believe that by delivering stunning 
customer service, a business can build a 
sustainable reputation, gain customer 
loyalty and watch its profits soar. To get 
employees to deliver stunning customer 
service, a business must focus on strong 
leadership skills along with the ability to 
communicate and then learn to trust 
everyone involved. What do you think?  
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Thinking about the changing 
landscape 
 

Customers are becoming savvier in order 
to get the best service and, because of 

this, their expectations are higher. 

Advances in technology support their 
needs, and businesses that embrace it 

will reap the rewards.  

 

The amount of methods for 
communicating with businesses is 
increasing. Social media is a great 
example. Contact centres need to 
monitor social sites so they can engage 
with their customers, no matter what the 
situation. There’s more opportunity for 
naming and shaming poor performing 
businesses, as well as crediting those who 
are outstanding. This has created an 
expectation of what’s acceptable and 
what’s not.  

 
 

 

 

 

 

 

Most customers find the internet to be a 
great resource and with the creation of 

well-structured websites, portals and live 

webchat, customers will only need to 
phone contact centres with complex 

issues. This will mean facing challenging 

calls from potentially irate customers 
who haven’t been able to find a solution 

elsewhere. Are your employees ready for 
this? 

 

We also believe that customers will no 

longer accept the language barrier of 
speaking to an offshore contact centre 

(moved offshore in the first place based 
entirely on cost). This will result in contact 
centres being relocated back to home-
language sites, in order to improve the 

customer experience.  

 

With this in mind, contact centres need 
to accept that there’ll always be a cost 
pressure attached to stunning customer 
service, due to its highly labour-intensive 
model. Unlike the industrial revolution 
and Kaisen-inspired lean manufacturing 
revolution, automation isn’t the answer. 
Customers don’t want this so businesses 
need to move past it. There’s a massive 
opportunity for contact centres to build 
brands, provide consumer insight and 
drive consumer loyalty, but it takes a very 
enlightened and brave approach not to 
see a contact centre solely as a cost 
centre. 

‘Customers are 
becoming 

savvier’ 
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So, where’s it currently 
going wrong? 

 

How many times have you, as a customer, spoken 

with an agent to get some help and felt they were 

simply going through a process?  

Scripts are scarily common in contact centres. 

Agents are taught to answer a call in a particular 

way, with too much emphasis placed on saying the 

right words, rather than doing what’s best for the 
customer.  

 

In some businesses, senior management 
teams aren’t listening to their front line 
people.  

They’re the ones who are using the 
processes and have a handle on what’s 

working.  

When changes are being made, why isn’t 
someone asking these guys?  

 

Even with processes in place, things break down. 

Managers need to hold people at every level 

accountable.  

This applies to standards AND behaviours AND 
attitudes; having a bad personal day isn’t an excuse to 

speak out of turn to a customer. Who’s reminding 

them of this?  

Scripts 

Listening 

Accountability 
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From a customer’s perspective, what will  

‘stunning’ look like in the future? 

 service that feels unique to each person: scripts will (hopefully!) become 
less common. This means that customers will be less tolerant of them 

when they’re used. None of us want to think that we’re the 98
th

 caller the 
contact centre agent has spoken with that day 

 always available: another important factor to consider, in customer service 

as a whole, is availability. More and more customers are working shifts and 

juggling family arrangements. Longer opening hours and drop-in centres 
will be just the start. There’s already an expectation that businesses will 

respond immediately to messages sent via Twitter, even if they can’t 
provide an immediate solution 

 effortless resolution: the more a customer has to do, the more a business 

loses out. Businesses should try to make the customer’s life easier. 
Tracking the Customer Effort Score (CES) would be a wake-up call for 

some. Agents need to understand their role in making customers’ lives 
easier; and all processes and systems should make it easy for the agent to 
do just that 

And what will the contact  

centres need to do? 

 take down the score boards. This means that some calls would be longer, 

others shorter; a uniformed approach and pre-determined call length isn’t 

in the customer’s best interest so it shouldn’t be measured. Quality of calls 
cannot be measured by a quantitative approach  

 have script-less calls; agents should be coached, not told, what to say, 

allowing them to be themselves. Customers will like this, a lot. Trust us! 

 get a strong executive team in place which communicates a clear 
customer vision for the business. Make sure every employee understands it 

and can articulate it in a way that means something to them AND shows 
how their effort is meaningful to the vision and the lives of their customers  

‘None of us 
want to think that we’re the 

98
th

 caller  that day’ 
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Managers’ roles 

A key component for making contact centres stunning is getting the management 
right. Without strong leadership at the heart of a business, delivering successful 
company growth will be a struggle. This applies to every level of management, from 
first line managers to senior managers to directors. If you’re a manager, here are 
some things you’ll need to get right:  

First line managers 

 demonstrate trust to the agents; don’t just use it as a 
buzzword! 

 give timely feedback and encourage others to do the same 
 challenge poor performance in individuals BUT generally trust 

agents to be able to make decisions about how to handle the 
call they’re on; give them the technical training they need then 
let them do the rest 

Senior managers 

 stay out of the detail, trust first line managers and focus 
on leading 

 make sure first line managers have the skills, mindset and 
confidence to hold agents accountable, motivate their 
teams and inspire a desire for constant improvement 

 role model a feedback culture, giving and accepting 
feedback themselves 

Directors  

 

 be brave about not being too involved; trust the managers they 
have put in place 

 listen when they’re told about business-wide challenges that are 
getting in the way…then act accordingly  

 meet with, and listen to, customers, employees and stakeholders. 
Use this insight to shape policy, procedure and process   
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If you were being really daring, what else would you do? 

The Rambutan bunch try to live and work by their values. One of them is daring. If 
you were being daring in your contact centre, what would that look like? Here’s just 
a few things you might like to consider: 

Get agents to ask 
customers for live 

feedback at the end 
of a call, as opposed 

to sending a text  
or a Net Promoter 

Score (NPS) survey  

Gain customer insight: 
call customers for a 

catch up to find out 
how they’re using their 

devices or your 

services. Find out about 
their life and how you 

can make it even 
easier 

Be proactive: check 

in with customers 

from time to time to 
find out what’s working 

and what isn’t; it’d be a 
great opportunity to 

talk about new 
products or services 

with no hidden agenda 
or sales pitch 

Give agents the 

instant ability to 

credit customer 

accounts, to 

compensate for 

problems, without 

checking with a 

manager first 

Set up a service 
for customers 

that get stuck 
abroad; all they 

need to do is 

send a text to 

get a call back 
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A little bit about us 

Rambutan’s a management consultancy on a mission; a mission to help create 
engaging work experiences where people, teams and whole organisations can fulfil 
their potential. All of the bunch are straightforward with their approach to business 
challenges and this is backed up by their risk-free guarantee, which helps clients 
achieve the best results first time around.  

The Rambutan bunch has loads of experience working with organisations that have 
contact centres. Recent projects have included helping Phones 4u improve their 
position in the Top 50 Call Centres chart; helping Virgin Media improve their NPS 
and helping Cruise and 
Maritime Voyages achieve the 
best period of sales in their 
history. If you’d like to meet for 
a coffee and find out more, 
give Rambutan a call on 

In closing 

Changing customer expectations need to be managed if contact centres are to be 

successful. The ability to trust at every level, from senior management to the front 
line, is vital.  

If a business exists to serve its customers then the custodians of that core purpose 
are the front line. They should be empowered to act and have the power to drive 
change that will improve service and veto change that would have the opposite 
effect. In essence, we need to turn businesses on their hierarchical heads! 

Research, and our experience, has shown a tangible link between engagement and 
performance and this is magnified in a fast-paced consumer environment. We’ve 
seen businesses improve their sales and profits as a result of empowering and 
engaging its employees. With agents understanding how they can help customers, 
and being allowed to do so, CES will also increase and positive reputation will follow.  

+44 (0) 1858 461071 or drop 
an email over to:   

hello@rambutan.biz 
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