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Don’t get better at the dumb stuff

2

“How do we stop doing dumb things 
to our customers and our people ?”

Repeat contacts are not new !
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42 emails, countless phone calls, 
one cancelled order
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Think phone or tech not car ! 

• First 30 day / First billing cycle 
– FAQ are different 
– contact rate vs later contact rate

• Knowledgebase ready before launch

• User forums monitored and information re-used
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Advisor Feedback Loop - Not right? Tell us..
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Content 
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within 
24 
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Usage

It’s been solved before
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Repeat contact is part of wider 
contact elimination, not a separate subject
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Irritant

ValueIrritant Customer

Simplify Leverage Opportunity

Eliminate Automate

16.7% 38.4%

13.1% 31.7%

Value

Why do I contact you at all ?

Company
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For which of these contact reasons do I 
have to contact you repeatedly ? 
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And NPS, cost, revenue so you prioritise the most impactful contact reasons
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Zero contact is the aim

Looks

Seeks help

Self serves

Assisted service

Need help

Stuck

Perfect journey

Use contact intelligence to move improvement upstream 

Analytics

Customer gets resolution, tries harder or gives up…..

Contact

The “Stairway To Heaven’

Zero contact

Customer’s first contact ?

Your first contact ?
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5 more tips when looking at repeat calls
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Person
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What kinds of repeat contact do you have?

Need

Different person, 
same need

Same person, 
same need

Same person, 
different need

Different person, 
different needs
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Motivations will vary according to need/intent, personal 
profile and timing
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Customers can be consumers, clients, partners et al

Invisibility

Lack of 
confidence

Reassurance

Lack of 
knowledge

Novelty

And remember !
– boredom/fandom
– mobile phone signals ! 
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“Snowballs” rolling down hill & gathering size

• Spot the snowballs 
• Melt the snowball
• Who created the snowball 
• Who can prevent it in 

future ?

• Measure ratio of snowballs 
melted to created 

– by department, person, 
team, site, vendor etc  
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Your operational model can drive repeat 
contacts

• Technology or human triage 
• Universal agent or specialised groups 
• Specialise by…. product or segment split 

• Specialise after complexity split
– pebbles = most frequent intent & easily trained
– rocks = complex, so skill is required
– quality of the knowledgebase dictates the split
– more confidence for staff & customers
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Rocks & 
Pebbles
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Optimisation teams, tools & analytics 
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The best companies drive to zero contact



June 7th - pre-order the handbook on 
Amazon now
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