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AN INDUSTRY RESEARCH REPORT BY CONTEXTA360
This research was undertaken to understand the
use of speech and chat interaction analytics in UK
contact centres. 250 contact centre managers were
surveyed, with half representing companies with 5004999 employees and half representing companies
with 5000 or more employees. The survey explored
how organisations are using speech and chat
analytics, ease of use, how well it integrates with
other technologies and platforms and the benefits
respondents aim to realise.
The research was conducted by independent research company,
Opinion Matters, in November 2019.
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FOREWORD

RECENT ADOPTERS FACE CHALLENGES –
IT’S NOT ALL PLAIN SAILING

By Andrew White, CEO, Contexta360

AI-powered speech and chat analytics
have the potential to revolutionise customer
interactions in the contact centre. By
intelligently supporting agent performance in
real-time, delivering previously unachievable
levels of customer insight, automating manual
processes and securing compliance efforts,
speech and chat analytics can unlock
efficiencies, savings and greater revenue
opportunities. Ultimately, the successful
deployment of this technology can liberate
the intelligence residing in the voice channel
and turn that channel from a costly burden or
non-uniform engagement to a competitive
advantage and excellent service.
But how successfully are contact centres in
UK companies realising these benefits? How
are they using speech and chat analytics and
what outcomes are they aiming to achieve?
Understanding this is the rationale behind our
first industry survey. The results are illuminating.
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Been using for more than a year
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Started using in last 12 months

(7%)

SPEECH AND CHAT ANALYTICS IS THE
TECHNOLOGY OF THE MOMENT
Various forms of speech analytics solutions have
been around for several years. Nevertheless,
we found it surprising that among the contact
centre managers that we surveyed a large
majority - 92% - say they are using some kind
of speech and chat analytics. Looking more
closely at the responses reveals a split: almost
half (49%) have been using speech and chat
analytics for more than one year, meaning
their deployment is more mature, but they
may not be benefiting from some of the more
recent innovations and flexibility in speech/chat
analytics. However, the remainder – 43 % - only
started doing so in the past twelve months;
they are in the very early stages of adoption. A
further 7% plan to implement speech analytics
in future. This underlines the fact that speech
and chat analytics really is the technology of
the moment.
This is supported by Gartner’s customer
service hype cycle1, which in 2018 positioned
speech analytics just past the ‘peak of
inflated expectations’, on the brink of the
‘trough of disillusionment’. In our experience,
adopters of early iterations of speech analytics
technology have already undergone a degree
of disappointment related to the relative
inflexibility, cost and closed, proprietary nature
of those older platforms. However, our survey
found that the risk of disillusionment is also a
factor for those new to speech analytics.

Plan to implement in the future

Results show that those who have adopted
speech and chat analytics in the past year
are on a rollercoaster ride. They are finding it
difficult to use call recordings with third party
AI or analytics platforms, which will be putting
a brake on the level of granularity and insight
they can extract. This is supported by the fact
that only one in five first-year users say getting
actionable insight is easy, compared with well
over two thirds of more experienced users.
In this report we draw out some of the most
striking contrasts between new users and
more mature deployments, which will be
useful intelligence for those in the process
of specifying and procuring speech/chat
analytics. A primary caution should be around
estimations of time-to-value: the technology
takes time to bed in and integration with other
platforms may not be as easy as anticipated.
The integration capability of potential solutions
with existing architecture should be a key
decision factor, alongside the ability to work
with third party analytics providers.

THOSE WHO HAVE ADOPTED
SPEECH AND CHAT ANALYTICS
IN THE PAST YEAR ARE ON A

ROLLERCOASTER
RIDE

AGENT MONITORING AND COMPLIANCE ARE
PRIMARY APPLICATIONS
While most organisations are understandably
seeking greater customer satisfaction as a
result of deploying speech/chat analytics, our
findings show that there is also a significant
focus on agent performance monitoring
and compliance. In today’s data privacy,
regulatory-focused environment, and also
‘Brand Sensitive’ world this is not unexpected,
but preoccupation with it may divert attention
away from some of the more intelligent
potential of the technology, especially for
newer users. We see enterprises primarily
implementing the operational capabilities
of speech and chat analytics, rather than
exploring its strategic transformation possibilities.
This was further reflected in the fact that less
than half of respondents said the platform

they were using had AI and deep learning
capabilities and 59% were unable to tailor
their technology to recognise key industry
jargon and product names. This was a
notable frustration for them. We also found
low adoption (under 50%)of AI-powered
automation features such as auto-summaries of
voice calls, auto C-SAT and auto-injection into
CRM systems aimed at removing workload.

59%

TAILOR

Fewer than half of respondents said the
platform they were using had AI and deep
learning capabilities and 59% were unable
to tailor their technology to recognise key
industry jargon and product names

THE ENDURING IMPORTANCE OF THE VOICE
CHANNEL
There is still strong recognition that the
voice channel has value. Overall 57% of
our respondents aligned with statements
underlining its importance, though some see it
as a costly, but necessary, medium and others
find it hard to gain usable insight and link it to
other channels. Support for the voice channel
is higher among those who have been using
speech and chat analytics for more than a
year and this group is less likely than newer users
to feel that the days of the voice channel are
numbered.
Overall our findings indicate that enterprise
adoption of speech/chat analytics is at an
inflection point: companies are embracing the
technology but not necessarily accessing the
full range of advantages that are available.
Ease of use, interoperability with third party
solutions and the ability to gain insights are a
challenge, while use of the more advanced
features offered by AI-powered interaction
analytics platforms is not yet widespread.
We hope you find this survey useful and
informative. If you would like to engage in
further discussion please contact us via
www.contexta360.com

1https://blogs.gartner.com/smarterwithgartner/files/2018/09/PR_051_502297_Bryan_4_Focus_Areas_
from_Gartner_Hype_Cycle_for_Customer_Service_and_Engagement_Infographic.png
www.contexta360.com

WHAT CAPABILITIES DOES YOUR SPEECH/CHAT
ANALYTICS PLATFORM HAVE?

FULL RESEARCH
FINDINGS

To explore which common features of speech/
chat analytics platforms are being used
successfully in UK contact centres we asked
respondents to identify what capabilities their
chosen technology had.
The most commonly chosen feature was the
ability for all those that have a business need
to be able to leverage the platform (e.g.
compliance, sales, marketing and product
development departments). Just over half of
respondents (51%) said this was possible.

IF YOU HAVE USED OR PLAN TO USE SPEECH/
CHAT ANALYTICS, WHAT ARE THE MAIN BENEFITS
YOU HOPE TO SEE AS A RESULT? (SELECT TOP
THREE)
The most common benefit cited by respondents
overall was improved customer satisfaction,
with 45% selecting this outcome. This was
followed by greater customer insight, chosen
by 38%, and improved compliance levels (37%).
Lower down on the list was the attainment of
more upselling/cross-selling revenue; topic
detection and call classification; and shorter
call times, all of which were selected by 30%.
Only 35% still see one of the main benefits as
agent quality performance monitoring.
Among organisations with more than 5000
employees, there was greater desire to achieve
higher first contact resolution rates – this ranked
second in this demographic with 37%, after
improved customer satisfaction, with 43%.
Interestingly, companies with more than 150
agents working in the contact centre said
improved compliance levels were the top
priority, with 45% of respondents from those
organisations identifying it as one of the main
benefits they would like to see.

HAVE YOU ATTEMPTED TO USE THE RECORDINGS
FROM YOUR CURRENT SPEECH/CHAT ANALYTICS
OR RECORDING TECHNOLOGY WITH OTHER AI
OR ANALYTICS PLATFORMS?
The majority of respondents had tried to
integrate their call/chat recordings with third
party platforms, with varying degrees of
success.
While overall for 42% the process proved
easy and seamless, 46% found it somewhat
challenging and not as easy as they would
have liked. For 11% of respondents it was either
not possible at all or they were locked in by the
vendor.

48% said their speech intelligence technology
could identify key sales phrases, while 46% had
AI and deep learning capabilities. 43% had
comprehensive multi-language capabilities
and 41% said their platform could be tailored
for their sector e.g. trained to recognise industry
jargon and product names.
Large organisations with over 5000 employees
were twice as likely to have found it not
possible to use recordings with other platforms,
with 14% saying it wasn’t possible compared
with 6% of smaller organisations.
In companies with between 11-50 agents in
their call centre (27% of our sample) 52% said it
was not as easy as they would have liked to use
recordings with other AI or analytics platforms.
Those organisations that had more than
150 agents were the highest number (53%)
reporting that it was easy and seamless to do
this.
Companies that have started to use speech
and chat analytics in the past year are much
more likely to report difficulties using it with other
AI and analytics platforms – 68% said it was
somewhat challenging and not as easy as they
would have liked and 11% said it was simply not
possible to use it with other platforms.
Those that have been using speech analytics
for more than one year (123 of 250) were the
highest percentage to say yes it was easy and
seamless (67%)

11%

cannot use call recordings with
other AI & analytics platforms

The mid-sized organisations (500 to 4999) were
more likely to be able to tailor speech for their
sector (46% versus 37% for companies with more
than 5000 employees)
Those with more than 150 agents had the
highest percentage using it for sales speech
analytics (52%).
It is interesting to note here that some of
the more advanced and transformative
capabilities of speech analytics technology
have not yet penetrated widely. 59% cannot
tailor their platform to their sector by training it
to recognise industry jargon or product names.
54% have no AI and deep learning capability
and just over half have no ability to identify key
sales phrases.

WHAT DO YOU USE SPEECH/CHAT ANALYTICS IN
THE VOICE CHANNEL TO DETERMINE?
Still the most popular use of speech/chat
analytics in the voice channel is to determine
agent performance, selected by half of
respondents. This was closely followed by
detecting the intent of the call or contact
(49%) and compliance with regulations (47%).
Sentiment detection was lower down the list
with only 39% saying they use speech/chat
analytics to achieve this.
Detecting Agent performance was more of a
priority for large organisations (selected by 54%)

IT’S NOT EASY TO USE

CALL
RECORDINGS

(52%)

52% say it’s not easy to use
call recordings with AI &
Analytics platforms

and those with more than 150 agents in their
contact centre (55%). Those with more than
150 agents were also more likely than smaller
contact centres to be using speech/chat
analytics for compliance (52% for those with
more than 150 agents)
Mid-sized organisations were more interested in
detecting the intent of the call or contact - 57%
of respondents from mid-sized organisations
(500-4999 employees) selected this, compared
with on 41% of large companies (5000+
employees).
Those who had started to use speech/chat
analytics in the past year were more likely to be
using it for agent performance monitoring (54%
in the last year vs 50% used for more than one
year) and compliance with regulations (52% vs
49%).
However, those who had been using it for more
than a year were leveraging more advanced
capabilities: 55% were using it to detect intent
of call/contact compared with 50% of newer
users. 50% were using it for topic detection,
compared with only 39% of new users.

DO YOU USE ANY SPEECH OR CHAT AI TO ASSIST
YOUR TEAMS WITH ANY OF THE FOLLOWING?
(TICK ALL THAT APPLY)
To examine the process benefits of using
artificial intelligence in speech/chat analytics,
we asked respondents to state whether they
were currently using key features.
Respondents were most likely to say that they
use AI to auto-inject the conversation in the
CRM record (48%). This reduces the risk of keying
errors and ensures a more accurate record of
the customer interaction.
44% said they use AI to auto-highlight the
compliance status of the interaction. 43% said
they used AI to auto-summarise the actions of
the conversation while 41% said they
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23% THE VOICE

11% THE VOICE

CHANNEL IS A PREMIUM
CUSTOMER CONTACT
CHANNEL OF HIGH VALUE

AI-ASSISTED FEATURES ARE NOT YET
PENETRATING THE MAJORITY OF
CONTACT CENTRES

CHANNEL IS OF
DECRESING RELEVANCE
COMPARED TO DIGITAL
ALTERNATIVES

19% THE VOICE

14% THE DAYS
OF THE VOICE
CHANNEL ARE
NUMBERED

CHANNEL IS A
NECESSARY BUT COSTLY
MEDIUM FOR CUSTOMER
SERVICE AND SUPPORT

15% THE VOICE
18% WE ARE ACTIVELY

auto-completed surveys based on the call to
denote an NPS/C-Sat score.
38% used AI to auto-select the call or chat
category.
Again, these figures show that AI-assisted
features are not yet penetrating the majority
of contact centres, with none of the features
registering greater than 50% adoption.

HOW EASY IS IT FOR YOUR ORGANISATION TO
GET QUALITY/ACTIONABLE INTELLIGENCE FROM
SPEECH ANALYTICS IN THE VOICE CHANNEL?
Overall, contact centre managers are generally
having a good experience when it comes to
getting high quality, actionable intelligence
from speech analytics. 27% said it was easy
to get insights, with no work needed. This rose
to 36% in organisations that had been using
the technology for more than one year, and
dropped to 21% in those who had adopted it in
the past year.
A further 61% said actionable insight was very or
quite straightforward to get.
However, a significant minority (12%) said it was
very or quite difficult or impossible to get high
quality, actionable intelligence from speech
analytics in the voice channel. This rises to 14%
in companies with more than 150 agents in their
contact centre. Larger enterprises are more
likely to say that getting actionable intelligence
is difficult or impossible – 15% said this,
compared with 10% of mid-sized organisations.

27%

said it was easy to get insights

WHICH OF THE FOLLOWING STATEMENTS
REFLECTS YOUR COMPANY’S PRIMARY VIEW
OF THE VOICE CHANNEL IN CONTACT CENTRE
CUSTOMER SERVICE?
To identify overall sentiment about the voice
channel, we asked respondents to match their
dominant view to a range of statements.
The results showed that overall, while there is still
a great deal of respect for the voice channel
in customer service, this is not unreservedly the
case.
23% of respondents said that the statement The
voice channel is a premium customer contact
channel of high value to our organisation
most closely reflected their view. However,
a pragmatic 19% aligned with: The voice
channel is a necessary but costly medium for
customer service and support. 15% think the
voice channel is important but find it hard to
get usable insight out of it. Combining these,
overall 57% accept that the voice channel as
important.

LOOKING TO MOVE
CUSTOMERS AWAY FROM THE
VOICE CHANNEL

18% said they were actively looking to move
customer interactions away from the voice
channel as far as possible.
14% felt that The days of the voice channel as a
customer service medium are numbered, while
11% said The voice channel is of decreasing
relevance to our business compared to digital
alternatives.
Companies with more than 5000 employees are
much more positive about the voice channel
– 27% said it was a premium channel of high
value to their organisation, compared with 18%
of mid-sized organisations.
On the other hand, mid-sized companies
were more than twice as likely to say that
the days of the voice channel as a customer
service medium are numbered, with one in five
respondents from mid-sized enterprises aligning
with this view. Mid-sized companies were
also more likely to view voice as a necessary
but costly medium, with 22% stating this view
compared with 16% of respondents from large
enterprises.

CHANNEL IS IMPORTANT
BUT WE FIND IT HARD
TO GET USABLE INSIGHT
AND LINK IT TO OTHER
CHANNELS

On average, companies with fewer agents
in their contact centres are more likely to
be looking to move interactions away from
the voice channel, with 21% of 11-50 agents
contact centres looking to do so, compared
with 15% of those with more than 150 agents.
Companies that have been using speech/chat
analytics for more than one year are almost
half as likely as newer adoptees to say that the
days of the voice channel are numbered and
8% more of them said that the voice channel
is a premium customer contact channel. This
may be an indication that those who are more
experienced with speech analytics are seeing
more value in voice/chat. (28% used for more
than one year versus 20% started to use in the
last year)

31% are either actively looking to move
customers away from voice (18%) or believe the
days of voice channel are numbered.
Larger 5000+ companies were more inclined
to rate the voice channel as high value
than smaller (27% over 18%). 20% of smaller
companies said that the days of the voice
channel were numbered (20% versus 7%)
www.contexta360.com

MATURITY MATTERS

(20%)

20% Deliver a better quality service
and hence customer satisfaction

(19%)

Gain savings or efficiencies

(19%)

Eliminate some of the calls
which can go through digital
channels

WHAT IS/WHAT WAS THE MOST COMPELLING
RATIONALE FOR YOUR ORGANISATION TO
GET BUDGET FOR SPEECH/CHAT ANALYTICS
TECHNOLOGY?
One in five respondents said the potential to
deliver a better quality service and hence
customer satisfaction was the most effective
rationale, closely followed by 19% who selected
savings or efficiencies. 19% said the ability to
eliminate some of the calls which can go through
digital channels provided their best rationale,
while 17% said making agents more productive
was an argument that helped them get budget.

New users are also twice as likely to find it
impossible to use recordings.

Overall organisations that had been using
speech/chat analytics for less than one year
were slightly more likely to be focused on agent
performance monitoring (54% vs 50%) and
compliance with regulations (52% vs 49%).

Positivity rises to 28% in organisations that have
been using speech/chat analytics for more
than one year and drops to 20% in businesses
that have only deployed it in the last year.

However, those who had been using it for more
than a year were leveraging more advanced
capabilities: 55% were using it to detect intent
of call/contact compared with 50% of newer
users. 50% were using it for topic detection,
compared with only 39% of new users.

Those with more than 150 agents in their contact
centres were predominantly looking for savings
and efficiencies with the highest score in this area
28%.

Only 20% of those deploying speech/chat
analytics in the past year found it easy and
seamless to integrate with other platforms,
compared with 67% of more mature users. 68%
of new users said that it had been challenging
and not as easy as they would like, while only
28% of more experienced users reported this.

OF MID-SIZED COMPANIES SAY
VOICE IS A NECESSARY BUT

COSTLY MEDIUM

VARYING VIEWS ON THE VALUE OF THE VOICE
CHANNEL
Overall our research found that 23% of
respondents were wholly positive about the
voice channel while 77% had reservations of
some kind.

Those who have only started using speech
analytics in the past year are almost twice as
likely to say that the days of the voice channel
as a customer service medium are numbered
(18% vs 10% among more mature users)
More recent users are more likely to say they
are trying to move away from the voice
channel (19% vs 16%)

THIRD PARTY PLATFORM INTEGRATION IS
DIFFICULT FOR NEW USERS
There was a marked difference in the ability
to use call recording with third party analytics
platforms between new and more mature
users.

22%

are fully positive about
the voice channel

Our research uncovered differences between
those companies that have been using
speech/chat analytics for more than one year
and those that have only recently implemented
the technology. This may reflect the changing
capabilities of this dynamically evolving
technology but also that what companies aim
to achieve with speech/chat analytics has a
tendency to change over time as they become
more familiar with the capabilities and/or
limitations of their platform.

13% said providing compliance protection had
convinced stakeholders to grant budget while
12% said the ability to shorten call length was a
deciding factor.

Those who have just started using speech and
chat analytics or were about to do so were
looking to deliver a better quality of service (22%).
They were less likely to be using it to make agents
more productive.

23%

This almost reversal in experience between
more mature users and new users indicates that
there is a definite learning curve associated
with new deployments where organisations
struggle to get their recordings working
effectively with other analytics platforms. This
is a significant drawback when expectations
are that new technology will be open and
easily integrated. Organisations should be
prepared for the possibility that reality may not
match expectations and vendors must offer
full disclosure on the ability to integrate their
offering with third party products and services.

BUDGET RATIONALES DIFFER
When it comes to gaining budget for
investment in speech/analytics, those who
have been using the technology for a longer
period find that highlighting how it makes
agents more productive and can help divert
more calls to digital channels are the most
powerful rationales.
Among those recently deploying the
technology it is the potential to deliver better
service and customer satisfaction, plus savings
or efficiencies that hold the key to unlocking
budget.
For both groups, compliance was lower down
the list, at 11% for more mature users and 13%
for newer users. This is interesting given that
compliance is seen as a key benefit and one of
the main ways organisations are using speech/
chat analytics. Is there an element here of
buying technology but not being completely
sure of the rationale for why? This is not
therefore followed through in deployment and
could lead to dissatisfaction with the results of
the investment.
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ABOUT CONTEXTA360:

Contexta helps enterprises capture voice and video conversations
across multiple languages, transcribing and analyzing them for
biometric, compliance, sentiment, topic, context, effectiveness and
CX. Build a 360-degree view of customer interaction by analyzing
your conversations or transactional history from chat, email, social
and CRM / ERP data files

