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A Quick Poll



361
  Executives

35-54
Most represented 
age group (37%). 
Average age was 47

49%
Of respondents 
were Directors

68%
Been in their job over 5 
years

Research Demographics

101-500
30.8% of respondents 
worked for a 101-500 
person company

64.7%
Of respondents 
were male



Poll Results



Research Takeaways
1. If executives see their contact center as a 

profit-generator, they get better results.
2. Older, more tenured, and more senior executives 

are more likely to view their contact center as an 
avenue for value creation. 



Research Takeaways
3. Executives planning on cutting budgets in the 

next year are already falling behind the 
competition.

4. Agents add value to a company through a variety 
of actions.

5. Executives believe in 10 years, human 
conversations are still going to be the #1 channel 
for customer service.



1. Value is a Self-Fulfilling 
Prophecy 



Value is a Self-Fulfilling Prophecy 
▸ We asked our respondents how much they agreed with 

the following statements on a scale of 1-5: 
╺ Great service is the best way to build customer loyalty
╺ Great service is less important than solving a 

customer’s problem as quickly as possible
╺ Anything other than self-service support for 

customers ends up being a drain on resources.



Value is a Self-Fulfilling Prophecy 
▸ The answers to these questions were predictive of success 

as measured by agent attrition, customer NPS, and 
customer CSAT scores. 

▸ Especially the last question: Those who responded with 
“1” (Completely disagree) had the lowest churn and the 
highest customer NPS and CSAT of the group. 

▸ Ex. 16.9% agent churn vs. 48%, and better NPS (+7) and 
CSAT (+6)





2. Demographic Differences



Demographic Differences in Value 
Perceptions



Demographic Differences in Value 
Perceptions
▸ Here are some fast facts that more tenured executives 

intuitively understand:
╺ Consumers want a personalized experience when 

they interact with your brand. 
╺ Customer acquisition is 5-25x more expensive than 

customer retention.
╺ Word-of-mouth and other forms of organic marketing 

are invaluable for scalable growth.



3. The Effect of Spending on 
Attrition, CSAT, and NPS



The Effect of Spending on Attrition, 
CSAT, and NPS

▸ In total, 27.7% of respondents said that 
their contact center was cutting costs in 
the next year — and those respondents 
had the worst outcomes when it came 
to attrition and customer satisfaction.

If you’re cutting costs:

● Double the employee churn rate 

(44.8% versus 21.5%).

● Lower customer NPS by 5 points on 

average.

● Lower customer CSAT by 9 points on 

average.



Research Takeaways

▸ If you see your contact center as a 
profit-generator, you get better results. Ex. 16.9% 
agent churn vs. 48%, and better NPS and CSAT.

▸ Executives planning on cutting budgets in the 
next year are already falling behind the 
competition. 2x churn rates, lower NPS and 
CSAT scores.



The Effect of Spending on Attrition, 
CSAT, and NPS

▸ The average increase in software and hardware investment per agent next year 
was approximately $5,495

▸ Average increase in coaching and training investment per agent was $10,367
▸ How does your company’s spending plan stack up against these averages? 



4. Agent Value-Add Activities





Agent Value-Add Activities

▸ Asking for reviews which was perceived by respondents as the least effective 
value-add tactic

▸ It was also listed as the most important by executives
▸ 91% of 18-34-year-old consumers trust online reviews as much as personal 

recommendations, and consumers expect businesses to have a minimum 
average Google rating of 3.84 across at least 20 reviews. 

▸ How does your company stack up?



5. Humans Are Here to Stay



Humans Are Here to Stay
▸ We asked respondents to rank how often they use various 

communication tools today, and how they expect them to 
be used 10 years.

▸ The most used tools today included live chat with a 
human and voice assistance. 

▸ In 10 years, the most used tools were expected to stay 
the same, while the least used tools were expected to be 
discussion forums, social media, and self-service 
knowledge bases. 





Actionable Takeaways

Get real about 
your values

If you view your contact 
center as a 
value-generator, it’ll 
become one: value is a 
self-fulfilling prophecy

Don’t stop 
investing

During an economic 
downturn it’s not about 
how you save, but how 
you spend — the churn 
differences show it

Coach on 
value-adds

From online reviews to 
upsells and cross-sells: 
train your team to 
support your bottom 
line

Bet on voice

The more channels the 
better, but voice isn’t 
going anywhere. Make 
sure your agents have 
the tools and expertise 
they need to succeed



Thank you!
Q&A

Use the Q&A button on your 
screen to submit questions.

All registrants will receive the 
video recording and slides 
following the broadcast.

For more information about 
Balto and the Conversation 

Excellence Lab, visit balto.ai



Sources

▸ The corporate spending that can’t wait for a recession to pass
▸ Cross-Selling and Upselling: The Ultimate Guide
▸ Local Consumer Review Survey 2022
▸ Online reviews statistics to know in 2022

https://www.cnbc.com/2022/06/28/the-corporate-spending-that-cant-wait-for-a-recession-to-pass.html
https://blog.hubspot.com/sales/cross-selling#:~:text=The%20difference%20between%20cross%2Dselling%20and%20upselling%20is%20in%20their,version%20of%20the%20original%20product
https://www.brightlocal.com/research/local-consumer-review-survey/#:~:text=77%25%20of%20consumers%20'always',to%20just%202%25%20in%202021.
https://www.qualtrics.com/blog/online-review-stats/#:~:text=91%25%20of%2018%2D34%20year,reviews%20influenced%20their%20purchase%20decisions.

