PUTTING YOUR
PEOPLE FIRST WITH
HUMAN SERVICE
Why it’s time to look inwards and
unlock the potential of your #1 asset
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INTRODUCTION

Unlocking the potential of your #1 asset
CHANGE IS AFFECTING
YOUR PEOPLE

ADVISORS LEFT TO HANDLE
GREATER COMPLEXITY

Disruptive factors such as digital
transformation, the increased use
of automation and AI, smarter use
of data across the business, and
the transition to the cloud are all
combining to bring huge change
across the customer service sector.

With AI and conversational technologies now servicing
many routine CX enquiries, contact centre advisors are
inevitably being left to manage a far greater proportion
of challenging customer interactions. This has not only
introduced significantly more complexity, mental strain
and emotion into their daily workloads, but also placed
increased demands on key advisor technologies such as
the desktop workspace.

Each of these areas opens up significant opportunities
for improvements in efficiency and customer
engagement. But, as we rush to transform our customer
service operations and secure the benefits of these
innovations, it’s all too easy to overlook the impact they
can have on the CX world’s #1 asset – your people.
While brands clearly had a pressing need to transition
from assisted to self-service channels during the
pandemic, few have really thought about what this would
ultimately mean for their contact centre advisors – the
key Human Service element of any CX strategy.
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People may be your #1 asset, but the reality for many
contact centres is that there’s a real risk that some
advisors could be left behind. With levels of advisor
attrition already an issue for many organisations, there’s
a pressing requirement to reach inwards and make sure
that your people are being supported as their roles
evolve and become more challenging.

At Sabio we have a full portfolio of
Human Service solutions and services
to help support your advisors as they
adapt to a world of longer and more
demanding conversations. From agile
advisor desktops to smart AI tools that
can assist your advisors, you can make
sure you’re doing everything you can
to enable Human Service performance
and support advisor wellbeing.

WHY CX INNOVATION ALSO
NEEDS TO REACH INWARDS
At Sabio we believe that customer
experience should be brilliant. Every
time someone engages with your
business they are going on a journey,
and we work closely with organisations
to make sure that their customer
journeys are great every time.
Those brands getting this right are typically focusing on
customer service and see it as a differentiator, with every
interaction an opportunity to deliver incremental value to
customers – and also to re-enforce their brand message.
However, delivering a high-quality customer experience at
scale – one that’s consistent across both digital and voice
channels - is always going to be challenging.
This is proving to be the case across a number of key
factors: accelerated digital adoption; a dramatic growth
in the collection of unstructured data; greater automation
and AI adoption; and greater strain on the advisor
desktop. These are all combining to place increased
pressure on traditional customer service delivery models.
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PANDEMIC DRIVES DIGITAL
FIRST ENGAGEMENT
While people stayed home, protecting themselves
against the pandemic, businesses had to respond
by accelerating their digital activities. Transformation
programmes went into overdrive so that customers
could be supported online, and consumers quickly
became comfortable with an increased level of digital
engagement. Indeed, for many customers, digital first is
now their clear preference.
More and more customers now prefer to interact digitally,
opting to self-serve and interact via additional channels.
Over the last year, we’ve seen organisations reporting a
6x increase in interactions taking place on WhatsApp,
while webchat contacts alone are four times higher than
before the pandemic.

Modern tech stacks and agile processes
are helping to drive this innovation, with
many organisations now dealing with
potentially millions of interactions a year in
what is now a digital first world. However,
when things don’t work out digitally - or
if customers have issues that are too
complicated to self-serve – they’re still
going to be reaching out to your people.
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GROWTH AND
MISMANAGEMENT OF
UNSTRUCTURED DATA
While most CX operations already collect data from
digital, self-service and contact centre interactions, it’s
estimated that the volume of this kind of business data
is doubling every 15 months – creating an enormous
amount of untapped metadata. Organisations clearly
recognise the potential value stored within this data,
however very few are currently successful in linking
this unstructured information to the actual outcomes
identified from IVR journeys, web chat, virtual assistants,
speech analytics or customer feedback programmes.
We know that this metadata is critical for powering
analytics, machine learning and business intelligence.
Those brands that are successful in capturing, visualising
and drawing insight from their unstructured data unlock a
huge advantage – particularly in terms of improving their
customer experience.
That’s why we’re seeing an increased focus on data
segmentation – a new approach that gives businesses
the ability to build highly personalised customer journeys
based on the most up-to-date customer data. It’s critical
that actionable insights from this data is available not just
across digital channels, but also accessible by advisors to
support smarter and more successful interactions.
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MASSIVE GROWTH IN
AUTOMATION AND AI
At the same time we’re also seeing the levels of
automation and AI accelerating across the CX sector,
with a Harris poll reporting that 46 percent of customer
interactions are already automated. This level continues
to grow, with the pandemic clearly accelerating brands’
determination to simplify processes and enable more
effective digital access. It’s a trend that we expect to
continue beyond the pandemic.

46% of customer
interactions are
already automated
We’re already seeing AI and automation support CX
operations by predicting customer intents, creating
natural conversational experiences that enable new levels
of service consistency, and match customers to the most
appropriate contact centre advisors.
And, with AI-computational power currently doubling
every 3.5 months according to McKinsey, you can expect
to see automation and AI become even more prevalent as
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it helps brands to free up customer service resources and
make more informed decisions. Implemented correctly,
it’s logical that effective automation programmes should
result in a requirement for a smaller but higher skilled
group of advisors. However, it’s vital that organisations
don’t overlook both the initial and longer-term impact of
these changes on their people.
The reality is that while overall customer call volumes
should drop, advisors will inevitably have to spend their
time handling the much more complex, urgent and
emotional customer journeys – and potentially much
longer – conversations that can’t be handled by your AI
processes. The impact of such a sustained workload of
challenging interactions will place considerable emotional
pressures on advisors.
But there’s nothing artificial about the people who have
to work alongside all your digital engagement, data and
analytics, and automation and AI programmes. Indeed,
it is critical to remember that these innovations don’t
only impact your customers but also the people in your
contact centres. That’s why CX innovation also needs to
reach inwards into the contact centre, using the same
powerful technologies to support your advisors with their
more complex workloads.

That’s why CX innovation
also needs to reach
inwards into the
contact centre, using
the same powerful
technologies that
55% TAKEN BUSINESS
service your customers
TO A COMPETITOR DUE
support your
TOtoUNSATISFACTORY
advisors with
their more
CUSTOMER
SERVICE.
complex workloads.
Kevin McGachy, Head of Programmable CX, Sabio

PROVIDING ADVISORS WITH THE
SUPPORT THEY NEED
People may be your #1 asset, but
many advisors feel they’re often held
back in their determination to serve
customers by a combination of poor
supporting technology, gaps in customer
journeys, limited empowerment
and often incohesive feedback.
There are gaps in contextual information during your
customer journeys that need to be surfaced more
effectively to allow advisors to serve them better.
Our industry should also be doing much more to
acknowledge the key role that advisor mental health and
wellbeing plays in delivering excellent customer service.
This contrasts with the volume of metrics tracked and
management information collected to analyse each
advisor’s performance. Contact centre managers know
exactly when advisors need to be working, how many
calls they are handling, whether service levels are being
met, whether their employees are saying the right things
to customers, and even ways that they could be more
productive.

But if we continue to overlook mental
health then organisations are failing
to provide the rounded support that
they need to continue delivering
high quality customer experiences.
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THE MOST INTENSELYMEASURED HUMAN
ROLE ON EARTH?
The advisor and performance metrics we gather might
be great for balanced scorecards - with contact centre
management knowing exactly what contact centre advisors
have been doing. But it’s rare for organisations to stop and
ask what advisors actually need to do their job better.
What would actually help them to be more productive?
What could enable them to feel more empowered? How
could they get hold of the data and insights that would
support them in serving customers better? Advisors
almost certainly know what it is they need to do a better
job. Unfortunately, very few get asked this question.
And because we don’t tend to monitor advisor wellbeing,
we shouldn’t be surprised that so many advisors end
up frustrated, with a significant proportion choosing to
quit their roles. Indeed, average advisor attrition levels
suggest this is a significant industry-wide problem, with
an average rate of 15% across UK contact centres.
It’s a problem for contact centre operators, with this rate
of annual attrition effectively costing a 500-seat contact
centre approaching £1m to replace and train advisors
– in addition to its impact on the customer experience
and brand loyalty. It should also be a concern for those
organisations that aren’t able to provide their advisors
with the support they need to remain engaged. So what
can today’s CX operations do to address this challenge?

HUMAN SERVICE IN ACTION TRACKING CUSTOMER FEEDBACK
AT MONEYBARN
Moneybarn is the UK’s leading
lender of specialist car, van
and motorbike finance for
customers, and over the last
30 years has grown its business
and been recognised as one
of the UK’s best workplaces.
The company was determined
to make sure that the Voice
of the Customer was at
the heart of its strategy.
The company decided to work with Sabio and its
Navigator Voice of the Customer solution to help ensure
consistency of service across its end-to-end customer
journey. Sabio Navigator helps to identify advisor
performance improvement opportunities based on
customer feedback. It also proves valuable in identifying
any friction points in the customer journey that can result
in repeat contact and a frustrating customer experience.
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For Moneybarn it was really important that advisors were
able to own the feedback process, recognising how vital
advisors are when it comes to shaping customer scores.
As part of this process, advisors worked to develop their
own Agent Charter based on key values and behaviours.
During workshops held as part of the deployment of
Navigator, advisors were able to clearly see how these
values mapped directly on to their own activities.
Analysis from Sabio Navigator has clearly showed how
Moneybarn’s customer service levels are exceeding
national benchmarks across all areas by 7%. Data analysis
from the Sabio Insight team has also confirmed that
Moneybarn is outperforming the Financial Services sector
performance benchmark by a similar margin.
Voice of the Customer feedback scores have become
a core element within the company’s broader Balanced
Scorecard approach. Working with Sabio, Moneybarn is
now able to identify top performers through Navigator
scores and verify them against both advisor quality results
and team leader inputs. This allows Moneybarn to gain a
much more holistic view of customer feedback and the
CX team’s performance against the company’s strategic
business goals. For Moneybarn, it’s all about taking
ownership of feedback.
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Sabio provides the
expertise and CX
solutions we need to
respond to the everchanging needs of our
customers. Using the
analytics and insight
we receive from Sabio
Navigator will help us to
improve every aspect of
our customer experience.
Sam Wooller, Customer Experience
Communications Manager, Moneybarn

BRINGING IT ALL TOGETHER –
HUMAN SERVICE STARTS AT THE DESKTOP
With contact centre advisors increasingly left to handle a far greater proportion of complex customer
interactions, there’s a pressing requirement to support advisors with the skills and tools to help them keep pace.
It’s particularly important to focus on
removing the friction – whether from
legacy technology or needlessly complex
processes – that can easily cause
frustration for advisors. Today’s highlyskilled advisors need to be supported
by a new generation of assistive, unified
desktops that in turn are powered
by agile data platforms that combine
customer touch points across all channels.
At Sabio we concentrate on how we can bring together
telephony, digital channels and CRM data insights
to provide advisors with a single, central view of the
customer journey. Having such a unified advisor and
digital channel experience that is brought together at the
advisor desktop is key to the delivery of faster, smarter
and more personalised service.
We’ve also thought hard about other capabilities that can
be delivered through the advisor desktop, including:

AI TOOLS
A new generation of assistive AI tools that
support advisors with relevant customer, product
and service insights in real-time – helping them to
engage more effectively by providing customers
with the right information at the right time.

DESKTOP
Designing the desktop that is right for your
advisors. Providing relevant customer information
as it’s needed, supporting advisors with additional
insights and guidance whilst they handle the
more complex customer requests

ROUTING
AI-enabled interaction routing, connecting your
customer with the right advisor first time. By
enabling the advisor with call reasons, you reduce
the friction and remove frustrating transfers

FEEDBACK
Continuous real-time metrics so that advisors
get to track their own performance through a
continuous, data-driven feedback loop

TRAINING
Continuous and meaningful real-time metrics,
allowing advisors to track their own performance
through a continuous, detailed & insightful datadriven feedback loop

8

eBOOK: PUTTING YOUR PEOPLE FIRST WITH HUMAN SERVICE

Of course, technology alone isn’t
the answer. It’s also important to pay
attention to your advisor community
and culture. The way that many
service teams work has inevitably
changed due to the current pandemic
and beyond, with many still working
to find the right balance between onsite, hybrid and remote. This is likely to
continue post-pandemic.
This disruption has brought its
own team challenges – placing an
increased need for advisor desktops
to also support virtual team events, as
well as tracking employee wellbeing
and satisfaction.

HUMAN SERVICE IN ACTION –
NEWDAY’S JOURNEY WITH
SPEECH ANALYTICS
Helping agents make key decisions quicker
NewDay is a consumer credit financial
services organisation that serves close
to 5 million customers across the UK.
The company’s mission statement is to
help people move forward with credit. In
2020, NewDay successfully helped 1.9m
customers improve their credit score,
provided support to more than 234,000
people during Coronavirus via payment
holidays, and took part in more than
100m customer service interactions.
The company opted to work with Sabio to implement
a Speech Analytics tool in 2018. The project had been
identified as a crucial one for NewDay as it looked to
enhance the overall customer experience as well as
providing agents with the correct information from which
to make key decisions quicker.
Once implemented, the Speech Analytics solution
provided NewDay with more all-round customer and
business intelligence - particularly in terms of its ability to
manage risk. For example, Speech Analytics was able to
set-up daily automated monitoring and a built-in alert that
was sent to NewDay’s dedicated fraud inbox whenever a
call was received from a suspicious mobile number. This
proved to be particularly well received by advisors and the
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wider team, saving lots of time and cutting down on the
effort required from advisors to manually track these calls.
For several years, NewDay’s goal has been on improving
its online features and customer journeys with the aim
of providing a market-leading digital product for its
customers. However, this process was rapidly accelerated
by the outbreak of Coronavirus – and the Speech
Analytics tool would become key for its advisors during
the drastically changing call landscape.
From the start of the pandemic there were changes in
customer behaviour that required the NewDay team to
build new categories – such as furlough – that they hadn’t
come across before. Shorter calls were also eliminated
due to an increase in self-service options through IVR and
the company’s website and app. However, other, more
complex calls were coming into the call centre and driving
up advisor handling times – who were working from home
by this point. Speech Analytics helped as it allowed the
NewDay team to track the volumes of previously unheard
call types and route those calls directly to the most
appropriate advisor.
In 2019, as part of a wider continuous improvement
programme, NewDay’s Speech Analytics project with
Sabio was recognised with a gold award at the European
Contact Centre & Customer Service awards in the
category ‘Best Use of Insight’.
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Speech Analytics helped, as
we could track the volumes
of previously unheard call
types and route those calls
into an appropriate agent
that was appropriately
skilled and trained and
who could make decisions
on a specific subject
– such as payment
holidays for example.
Matt Baxter, Senior Specialist, Interaction Analytics &
Design at NewDay

Once implemented, the
Speech Analytics tool
provided us with more
all-round customer and
business intelligence,
enabling the business to
make key decisions and
quicker - particularly in our
ability to manage risk.
Jane Slater, Senior Manager, Voice Analytics at NewDay

BUILDING THE RIGHT HUMAN
SERVICE STRATEGY
INFORM

INFO
RM

An effective advisor desktop sits at the
heart of any successful Human Service
strategy. And given the underlying
integration of multiple solutions needed
to make this happen, it’s easy to think that
building such a strategy will require the
adoption of a range of new technologies.

RM

OR
PERF M

That needn’t be the case, indeed it’s quite likely that you
may already have many of the components required to
kick-start your Human Service initiative. However, rather
than starting the programme with an RFP crammed full of
solution tick-box lists, Sabio believes it’s more valuable to
take an iterative approach to your project.

TRAN
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O
F
S

However, any strategy needs to take account of the reality
that the advisor role is changing and that contact centres
need to adapt their increasingly expert role. Advisors will
need more support during and after interactions – which,
in turn, could well end up much longer due to complexity.
So any Human Service strategy needs to be iterative
and responsive to changing conditions. That’s why we
recommend a three-stage process - built around Sabio’s
Inform – Transform – Perform methodology – that’s
focused on solutions and outcomes not technology, and
results in a clear Human Service blueprint of both process
and business outcomes. Key programme elements include:

Plotting progress against your industry-specific CX
maturity curve to understand how advanced your CX
strategy is; carry out a data-led decision-making process
to agree successful outcomes, identify strategy and
action plans, and build a blueprint for success; work
in close partnership to choose the best and most
appropriate future-forward technologies to deliver against
short, medium and long-term objectives. Organisations
that first use data-led decision-making will see the most
successful transformational outcomes.

TRANSFORM
With the emphasis on delivering value early and often, a
focus on knowledge transfer and reduced time to value
through specialisation. Sabio’s extensive portfolio and
toolset allows us to spend less time on repetitive, nondifferentiated tasks, allowing you to unlock value quickly
and with less risk.

PERFORM
By providing a framework for continued innovation,
the value of Sabio Human Service projects appreciates
over time, with our deep CX understanding guided by
intuition but always validated by data collected during the
process. Direct qualitative and quantitative employee and
customer feedback is an essential part of the process,
enabling an iterative process that constantly re-evaluates
and adapts plans based around the latest data. At Sabio
we strive for continuous improvement, and we do this
through our proven, iterative approach to delivering
successful outcomes.

OPTIMISING THE ADVISOR
EXPERIENCE AT ALLIANZ DIRECT
When leading insurance firm
Allianz Direct worked with Sabio to
deploy a disruptive CX solution, it
was focused on delivering contact
centre innovation in order to make
its insurance products and services
as easy and intuitive as possible
for customers across Europe.

The company was determined to deliver a WOW
experience for its customers, and was determined to
facilitate an agile way of working that would enable
its contact centre operations to deliver – and keep on
delivering - an improved service for customers. Allianz
Direct were less concerned with feature capabilities and
the number of tick-boxes a particular vendor technology
offered. Instead, the focus was on an agile, iterative
approach to delivering the WOW!
Using Twilio’s disruptive Flex contact centre platform
solution enabled Allianz Direct to introduce contact centre
innovation at a revolutionary pace, with daily updates –
including changes to the advisor desktop, enhancements
to contact routing, as well as increased personalisation
of both the advisor and customer experience. For the
contact centre this has meant an approach characterised
by self-managing teams, more choice for advisors to
decide what they work on, and a constant release of
technology around the customer/advisor – including
increasingly intelligent routing and constantly-evolving
advisor desktops.
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From a contact centre advisor perspective, the transition
to agile has also had a major impact. Almost all have
recognised how Allianz Direct’s more agile model has
given them much more control and choice over their
working lives. A strong indicator here is the drop from a
13% sickness rate before the transformation, to a 3% rate
following the introduction of the agile model. A key part of
this change has been a determination to give advisors the
flexibility and tools they need to deliver on the company’s
customer commitments. Advisors can choose how they
can make the best contribution, whether that’s handling
calls, supporting social interactions, managing chat
sessions or supporting operational tasks.
Allianz Direct advisors also find working with Twilio much
more intuitive. Previously, they had 20 separate applications
to log in each morning – now it’s between just two and
five apps each. This saves 15 minutes of admin at the
start and end of each day. Advisors also get to use a
dedicated Slack channel to share their Team updates as
well as make recommendations to share suggestions and
recommendations with the Twilio Dev team.

It wasn’t enough just to
replace our technology
platform to facilitate an
agile way of working – we
actually had to rebuild and
transform our contact
centre operations to
deliver – and keep on
delivering – an improved
service for customers.
Laura Malinsky, Contact Center and Operations Lead,
Allianz Direct

COMPREHENSIVE
HUMAN SERVICE
SOLUTIONS PORTFOLIO
Sabio addresses all aspects
of Human Service, with a full
portfolio of best practice
solutions positioned across
its Inform, Transform and
Perform project approach. And
because no two Human Service
engagements are exactly
the same, we recommend
organisations adopt an iterative
approach focused on addressing
specific challenges – rather than
simply issuing a comprehensive
RFP based on potentially
incorrect assumptions.

That’s why we first work to shape your Human Service
requirements: assessing, benchmarking and challenging
your current processes. We can then deliver the
outcomes that will help transform your Human Service
operations, with specific project goals to help you
unlock value quickly. The next stage is to track ongoing
performance, drawing on data-driven analysis to provide
a framework for continued innovation.
Sabio’s deep expertise in delivering proven CX solutions
means we have a comprehensive portfolio of solutions
that we can use to support Human Service. At each
stage our goal is to focus our solutions both inwards
and outwards, finding ways not just to help optimise
advisor performance and differentiated customer
journeys, but also to help provide a supportive working
environment that’s designed at every stage to remove
frustration and encourage advisor wellbeing. Sabio
Human Service solutions include:
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INFORM
INTENT CAPTURE AND ANALYTICS

SPEECH ANALYTICS

Sabio’s Analytics approach links data across the customer
journey to help you predict what could happen next.
This 8–10 week programme surfaces real caller trends
insight, providing opportunities to both automate and
transform customer engagement. Our powerful Intent
Capture & Analysis capability also supports your advisors
by providing them with the granular detail of each caller’s
contact intent. This helps to create a seamless journey
between IVR automaton and informed advisors - reducing
the friction for both parties when callers have to repeat
themselves.

Analysing customer interactions to identify opportunities
where advisors can better prepare for their next
interaction. Actions here can include coaching or learning
and development programmes aimed at either filling in
gaps or improving soft skills.

WORKFORCE MANAGEMENT/ENGAGEMENT
OPTIMISATION
Leveraging WFM solutions to help unlock cost savings
that can be re-invested in coaching and advisor
development. WFM can also be configured to support
advisors with improved scheduling to accommodate their
more complex workload.

SERVICE ADVISOR MENTAL HEALTH & WELLBEING
An essential programme that within 10-12 weeks can help
you to support your advisors’ mental health and wellbeing
by analysing their daily routine and surfacing insights.
A virtual mental health & wellness coach is also featured
to help your advisors navigate their emotions, stresses,
pressures and boosts – encouraging advisor wellbeing
and providing organisations with a valuable resource to
help reduce attrition.

TRANSFORM

PERFORM

SALESFORCE SERVICE CLOUD + TELEPHONY

AGENT ASSIST

VOICE OF THE EMPLOYEE

AGENT WORKSPACE

Sabio enables existing Salesforce customers to integrate
their telephony technology of choice into their Service
Cloud solution. By integrating communication channels
directly into the CRM, Sabio’s offering not only improves
advisor productivity but also reduces the cost of context
switching.

Leverages the latest Google AI technology to assist
contact centre advisors when they interact with
customers by suggesting knowledge or next best actions
– or even automating entire workflows. Agent Assist
enhances the advisor experience and improves efficiency
through the use of AI-powered assistance tools. It
provides contextual feedback in real-time to surface
responses to FAQs, and also offers fully-extensible nextbest-action prompts and in-play screen pop support.
Organisations can boost the outcome of Agent Assist’s
capabilities by also leveraging the Sabio Intent Capture &
Analysis service – Inform to Transform!

Sabio Voice of Employee is a cloud-based employee
engagement survey application that allows for
instant analysis and supports contact centre teams
in driving a continuous coaching and performance
management culture. Conducting regular pulse surveys
helps temperature check engagement during busy
or challenging periods, helping you to spot emerging
trends before they become demotivating issues.

Featuring the latest innovations and open framework
technologies, our Agent Workspace solutions are
designed to boost advisor performance through
seamless data source integrations. This allows for
real-time course correction and iterative approaches
that enable frictionless advisor effort to maximise
customer experiences.

SALESFORCE SERVICE CLOUD ACCELERATOR
Drawing on the deep expertise of Sabio’s makepositive
Salesforce practice, Service Cloud Accelerator helps cut
Salesforce Service Cloud deployment times by 35% and
costs by 40%. This approach reduces time-to-value for
organisations looking to deploy their first CRM solution
or migrate to Salesforce, with solutions fully extensible
after deployment – allowing clients to maximise their
Salesforce investment.

BOTS-AS-A-SERVICE
Sabio works closely with clients to ensure that automated
bot services complement human service with the kind
of informed hand-offs between your AI and advisors that
characterise brilliant CX. The focus here is on refining
disjointed journeys and disconnected experiences to
remove friction from advisor conversations.
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CONTINUOUS DEVELOPMENT
VOICE OF THE CUSTOMER
Sabio Voice of the Customer process captures and
analyses customer feedback at every step, asking
customers to rate their experience. Continuous
measurement allows you to see what’s happening
across your business, flag any issues that need to be
addressed, and close the feedback loop by resolving
issues raised by customers.

Sabio supports your Human Service transformation
through our Managed Service Optimisation
methodology that features an iterative and agile
approach to improve your business outcomes. We
follow a simple Operate/Assist model that provides you
and your team with ongoing success management to
maximise your Human Service investment.

WHY CHOOSE SABIO
FOR HUMAN SERVICE?
Sabio is a full-service provider delivering CX technology services and insights
that help organisations to provide brilliant customer experiences. We recognise
the critical importance of backing advisors with assistive, unified desktops and
associated services – allowing them to handle the most complex customer
requests more effectively. Here are some of the ways we do that:

WE’RE TECH-AGNOSTIC
Having lots of partners means we have a broad
technology stack, allowing us to supply more appropriate
solutions tailored to match your requirements. First,
we help you to identify the challenges you need to
solve, then we’ll suggest the solution that best fits your
business. And because we have specialist teams for each
technology, you’ll always be dealing with experts.

ONLY THE FEATURES
YOU NEED
Because we’re data first, we only propose features or
new technologies when the level of data supports it.
Rather than suggest the biggest scale solution, we
often do a small piece of work with clients – then use
the data to expand the business case together. Our
wider technology portfolio means you will always have a
range of options, allowing you to select only the features
needed for your specific solution.

WE’LL EMPOWER YOU
Rather than keep our knowledge to ourselves, we prefer
to share our expertise with our clients to enable them
to grow their own capabilities and become more selfsufficient based on our invaluable knowledge of CX best
practice. If, for example, your data suggests an AI-enabled
assistive solution for Human Service, we can offer you
a flexible engagement model based on your current
capability and future state. Sabio can build and optimise
it for you, we can enable you with all the tools and knowhow, or we can find the right balance in-between.

MANY INDUSTRIES,
MANY PARTNERS
We’re dedicated to providing excellent human service
solutions through innovative technology solutions. We
do that by working with world-class technology partners
such as Avaya, Verint, Genesys, Twilio, Google, Salesforce
and Amazon. Plus, we have deep and wide industryspecific knowledge covering Banking, Insurance, Housing,
Travel & Leisure, Utilities, Telcos and Retail.
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START YOUR
JOURNEY WITH SABIO
Find out how Sabio can help you unlock
the potential of your #1 asset.

sabiogroup.com

info@sabiogroup.com

@sabiosense

