Telecommunications Optimization
Case Study

SITUATION
A large telecom brought CFI Group in to audit their existing internally collected metrics. More than 100 metrics were gathered
and reported on a regular basis, yet little was done with many of these metrics. CFI Group was asked to determine which of these
metrics drove the customer experience. In other words answer the question, “which metrics mattered to the customer?” And for
that customer-focused set of metrics, identify the optimal level of performance to best affect customer behavior.
At the outset the client maintained targets for each of the full set of metrics, most of which were set based on industry benchmarks
or historical performance levels. Finally, the client was in the process of approving a major capital expense to build a new call center,
as it was impossible to meet some of the call center metrics targets with current facilities.

APPROACH
CFI Group gathered operations data for more than 60 measures for the prior 3 years, as well as corresponding customer satisfaction
feedback. Data was delivered in a variety of formats, from different systems, using different measures of time and geography
to aggregate the data. Step one was to put this disparate data into a single data file and determine a unit of analysis for linkage
modeling purposes. CFI Group used an advanced causal modeling technique to link the operational data to customer perceptions
and satisfaction in such a way as to identify key drivers and sift out those that had minimal or no impact on the customer experience.
Once the key satisfaction drivers were identified, our analysts used sophisticated non-linear modeling techniques to determine the
optimal service levels for these various metrics to enhance the customer experience.

CHANGE
Ten key drivers were identified. These drivers became the significant metrics on senior management’s dashboard and were reviewed
on a daily basis. For each of these key metrics, target service levels were set.
As a result of this analysis, the client realized that call center metrics targets had been set too aggressively—in essence delivering a
level of service the customer would not reward through higher reported satisfaction or in behavioral terms.
Expensive improvements that were not going to result in an increased level of satisfaction (and the related revenues and profits)
were evaluated and modified. Aggressive targets were required for some key customer segments, but not for all. The client was able
to adjust its operations and manpower models to meet the empirically suggested service levels for key target groups, while holding
or even lowering service levels for some customer groups. As a result, the client was able to achieve the optimal service levels
without building new call center facilities, saving millions of dollars.
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CFI Group is a global leader in providing customer feedback insights through analytics. CFI Group provides a technology platform
that leverages the science of the American Customer Satisfaction Index (ACSI). This platform continuously measures the customer
experience across multiple channels, benchmarks performance, and prioritizes improvements for maximum impact.
Founded in 1988 and headquartered in Ann Arbor, Michigan, CFI Group serves global clients from a network of offices worldwide.
Our clients span a variety of industries, including financial services, hospitality, manufacturing, telecom, retail and government.
Regardless of your industry, we can put the power of our technology and the science of the ACSI methodology to work for you.
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