
Getting Smart  
About CX Analytics
How to Deliver the Insights 
Your Stakeholders Need



You diligently deliver CX insights to your 
stakeholders, but when it comes to analytics, 
one size does not fit all. Depending on the CX 
objectives for a particular function or group, the 
analytics needed can vary widely.  In this ebook, 
we’ll offer insights into how to think about each of 
your stakeholders needs to help determine when 
to rely on standard analytics, and when you need 
to take a deeper dive into custom data analysis.  
You’ll discover analytics basics including scales and 
confidence intervals, how to think about analytics 
in the context of customer experience management 
(CEM), and the critical metrics to set you up for 
analytic success.

Overview
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Building Blocks for Successful CX Analytics

What should you measure?

• Which metrics should you use?

• Which customer segments will  
you cover?

• What data is required to create 
relevant filters?

• What are your operational metrics?

• Are there financial considerations  
that should be included?

Why are you measuring?

• What are the goals and objectives of  
the business? 

• Where is the balance between 
customer and stakeholder needs?

• Are you trying to advance your 
operational program goals?

• Are you delivering the metrics your 
stakeholders want?

Who needs the analysis?

• What is your audience’s level  
of understanding?

• What are the data needs of  
each stakeholder?

• Do you have role-specific insights?

How do you measure?

• What is your experience level  
with analytics?

• Are you utilizing standard techniques 
to ensure trustworthy reporting?

Simply put, there are four crucial building blocks for delivering CX analytics that your stakeholders need to drive action for their respective groups.  
Begin by mapping out your answers to these key questions.

Smart CX
Analytics
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What to Measure
Analyze Through the Lens of Your Customer Journey

When thinking about what to measure, you’ll consider the specific metrics 
you should use, and the data required to create relevant filters. It should have 
roots firmly placed in the customer journey. Think about your analytics from 
the perspective of what drives your customer’s loyalty, and what drives their 
satisfaction across different interactions throughout their journey with you.  

Once you’ve mapped the customer journey, you can build a relationship 
survey that not only tracks a key metric such as Net Promoter Score® (NPS®) 
– the best metric for loyalty -- but also assesses customer satisfaction across 
different stages of the journey. This is where you’ll find your moments of 
truth and your points of pain. Whether it’s a journey stage, an entire support 
service area, or a specific contact center interaction – these will be leading 
indicators of what you need to measure. The metrics, or what you’re measuring, 
will be derived from what you know about that particular interaction.

Once measurements are in place, you will have the opportunity to bring your 
results and CX analytics to life by importing additional and relevant operational 
or financial data.  Keep in mind that it’s about measuring through the lens 
of the customer journey. You can measure customer journey satisfaction 
through your relationship survey, and what that survey tells you about where 
your moments of truth and points of pain are will guide you to what you need 
to measure within those areas to improve the overall customer journey.  

Defining Terms
 
Moment of Truth

A time when a person or thing is tested, a decision 
must be made, or a crisis must be faced. 

Pain Point 

A diverse and varied problem faced by your 
customers and prospects.
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Setting Yourself Up for Success 
Narrowing down your data analysis to key moments of 
truth and points of pain in the customer journey can seem 
like a daunting challenge. Here we suggest data layers to 
use as a framework for identifying the most impactful data 
that you should collect for additional analysis and value.

Operational Data includes contact center 
hold times and website experience.

Attitudinal Data is a collection of how your customers 
feel and can include structured indirect feedback.

Financial Data illustrates the relationships 
between CX metrics and bottom line 
revenues, and customer lifetime value.

Customer Segmentation Data will allow you to cut 
and slice the CX analytics through different lenses 
and drill the data down to the areas that you need 
to focus on, providing a better understanding of the 
impact of the variables that you are measuring.

Attitudinal Data

Satisfaction and verbatim comments from survey responses

Social media comments

Call center transcripts

Financial Data

Customer lifetime value

ARPU

Account tier

Operational Data

Average hold time for contact centers

Number of web page visits

Number of locations

Customer Segmentation Data

Market

Product type

Industry

4



Why to Measure
Align Metrics with CX and Business Goals
Any customer journey moment of truth or point of pain that you think about measuring should 
have a clear line of site to your business and operational goals. If what you measure has this 
connection, you’ll be able to target your analytics directly to how you are performing in key areas.

Use Case – Global Beauty Retailer

Increased store conversion 
How easy was it to find the products that  
interested you during this visit?

Maximize employee feedback to drive training
Now thinking about our in-store consultants, how 
would you rate the level of assistance they provided? 
- Not Enough - Just Right - Too Much/Inappropriate

Create an easy and seamless shopping experience
We wanted to make sure your visits to  
our stores are easy and seamless.  
How easy were things during the visit?

G
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M

etrics

In this use case example, the retailer had a high-level goal of providing an easy and seamless shopping 
experience. Analytics collected off the back of questions that are aligned to specific business goals 
are used to measure influence and compare the company’s performance with their operational goals
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How to Measure
Analytics Basics
You know what you want to measure and why, but how do you answer the 
inevitable questions about data quality? You don’t need to be a statistician to 
translate your analytics into actionable insights. By understanding a few basic 
analytic techniques, you’ll be able to stand by your results with confidence.  

Statistical Significance
If you want to make sure you’re focusing on what really matters, you don’t want 
to fall into the trap of worrying about insignificant results that cause you to chase 
a number rather than the analytics behind the number that show root causes. 
Let’s say, for example, that your NPS® went from 71 to 73 from one month to 
the next. Is a 2-point NPS® change significant to your business? A statistical 
significance test will help you determine if it’s a significant change before you 
spend the time trying to figure out why. It provides robustness around the results 
to indicate if the increase is meaningful or just by chance. If the increase proves 
to be statistically significant, then it’s worth making the effort to understand what 
caused that movement.
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Confidence Intervals
It’s unlikely that you’ll receive feedback from your entire customer base, 
so in terms of customer experience, it’s critically important that the 
data collected is representative of the entire population. A simple use 
for this calculation is on a single set of response data with a view to 
understanding whether the average of that set contains the true average 
of the whole population. For example, if you conduct a relationship 
survey for a sample of customers and you calculate the confidence 
interval for that survey result between 71.2 and 75.3 at a 95% confidence, 
that means that if you surveyed your entire customer base your average 
is likely to fall between 71.2 and 75.3. 

Sample Sizes
Confidence intervals can also be used when you have multiple samples.  
The larger the sample size, the more significant your results are going to 
be. This may seem glaringly obvious, but all too often companies report 
results from small sample sizes and when they get questioned about how 
many responses they received or how many surveys they sent, if the 
sample size is small the confidence in the data will be questioned. If your 
sample size is less than ideal, make sure you have statistical significance 
before reporting the results. You don’t want to stand by data that does 
not contain these key, basic elements.

Statistical Significance

Confidence Intervals

Sample Sizes

• Means that your results are unlikely to be caused by chance
• Indicates you can stand by the finding 

• Tells you how confident you can be that the range of values given captures the true value
• Traditionally, we aim for 95% confidence intervals

• Larger sample sizes give you higher statistical significance 
• Increasing sampling size narrows the confidence interval i.e. increases confidence

How to Measure
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Utilizing the Basics
Where in your day-to-day life would you utilize these basic calculations and surveying techniques? 

• Tracking ongoing changes to understand if any up/down movement in your results is statistically significant

• Understanding a range in performance by using confidence intervals to understand averages   

• Using statistical significance to track the effect of events will add clarity to help you determine if there is a need to report or follow-up on the event

DO DON’T

• Enable the “barge-in” feature on your system if supported  
by your IVR vendor

• Test extensively to identify and remove pauses

• Briefly get survey consent at the start of the conversation

• Only allow customers to enter their answer after forcing them to listen to the 
entire question every time

• Allow for extra pauses and stops between questions, sections, or when 
respondents pick up the call

• Wait until the end of an interaction to ask for consent to a survey - ask for it 
before the interaction starts
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Advanced Analytics Examples
Let’s look at a couple of examples where you might want to go more advanced with your CX analytics. Most companies look at how 
individual drivers are impacting their overall NPS®. Penalty-Reward analysis takes this one stage further and drills into the drivers of 
promoters and detractors. Typical questions answered include which drivers heavily impact the creation of promoters and detractors, 
and which drivers have a significant gulf between their impact on detractors and promoters. In this example, Value Expected and 
Easy to Business are highlighted because of the larger gap between detractors and promoters. It shows how each driver impacts the 
promoter and detractor segments. You could do the same analysis for your passive group.  

Penalty / Reward

31.0%Value Expected

Relative Impact on 
Detraction Promotion

-2.7

+0.4

+0.4

+2.0

Enable Results

Easy to do Business

Anticipating Needs

28.3%

28.3%27.9%

23.1%

17.9%

25.1%

18.3%

Promotion-
Detraction  
Delta (%)
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Advanced Analytics Examples
The second example is around financial linkage which connects the metrics measured in your CX program to financial metrics 
executives already use. It shows the link between NPS® increase and average spend increase. Questions answered can include 
how do CX metrics link to my company’s financials, and if a change is made to a CX metric, what is the likely change to the financial 
outcomes? There are dependencies to make this analysis work. You’ll need a robust measurement framework and data that has been 
collected over a significant amount of time, which goes back to having significant sample sizes. Once those are in place, your reporting 
will take on holy grail status. Financial linkage analytics are hugely impactful and beneficial.
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Who Needs the Analysis 
Engage Your Stakeholders with Targeted Analytics

If your CX analytics don’t resonate with your stakeholders, what’s the point? Different stakeholders will have different interests in the data.  
It’s important to design your CX analytics with what each of your stakeholders want and need to see. This doesn’t always mean that you 
need to create different reports for each stakeholder group, though that shouldn’t be hard if you’re using the right system.  Sometimes it can 
be a simple question of presenting the same set of results in different ways for different audiences and making sure you accommodate for 
how people may be seeing that data. The type of stakeholder you are reporting to will determine what kind of analytics need to be created. 

It’s important to spend time when you design your metrics thinking about how you will be reporting them. Find out from each of your 
different stakeholder groups what they need to see, what will engage their interests, and what’s going to help them report or improve their 
area of performance.  By delivering your CX analytics in this way, you’ll be operationalizing the data by getting stakeholders to utilize the 
reports and drive actions – which is the outcome that you’re striving for.  

With the right design decisions in place your stakeholders will receive the information that engages them and points them in the right 
direction to improve their performance.  There are many ways to slice and dice the analytics for your stakeholders needs. The important 
thing is to engage all stakeholders throughout the process, so they have a clear understanding of what you can deliver at all levels.

Contact Center Leadership Account Management Customer Success Team 

• Operational KPIs

• Correlation to overall CSAT or loyalty

• Comparing locations

• Per-agent insights for coaching and  
performance evaluation 

• Account heat map by role

• Change in year-over-year ratings

• Root causes for dissatisfaction

• Team comparisons

• Account heat map by role

• Referenceability by team member

• Increase in satisfaction metrics

• Target metrics achieved 
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Summary
Some final thoughts to keep in mind about CX analytics as you build a program that meets your business objectives and engages all your 
stakeholders with effective reporting.   

Ground what you measure  
in the customer journey.   
Utilize the pain points and 
moments of truth that you find 
in your journey to expose other 
areas that you need to measure 
and where you need to drill down 
for more detail.

Measure against your strategic, 
operational, and frontline goals.   
Make sure that everything 
that you deploy as far as your 
CX analytics and reports are 
concerned can tie back to  
these essential elements.

Apply the basics before you 
communicate your results.   
Employ the What, Why, How, 
and Who in your analytics 
measurements for results 
that you can be confident 
in when releasing across 
your organization.  

Always consider how to 
engage your stakeholder. 
Deliver CX reports and 
analytics that will engage and 
incite your stakeholder groups 
to drive action aligned with 
the business objectives.  
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Request Demo

NICE Satmetrix provides CEM software with the robust analytics capabilities 

you need to build and improve your customer experience program.

All set to get smart  
about your CX analytics?  

http://www.satmetrix.com/request-a-demo/


INTERNATIONAL +44(0) 845.371.1040 | NORTH AMERICA 888.800.2313
sales@satmetrix.com | www.satmetrix.com
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