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Meanwhile Warren is also having similar issues 
with the same service provider and his cellular 
phone, but instead of contacting his service 
provider he angrily tweets “Is there a worse 
company to deal with in South Africa than 
__________”

Alison’s cellular phone is constantly dropping 
calls and is not able to send out SMS text 
messages. She is frustrated with this and decides 
to contact her service provider’s call centre in an 
attempt to sort out the issue. After her call she is 
asked to complete a survey and rate the service 
she received.

Both of the above scenarios could be considered examples of the customer providing a company 
with useful and necessary feedback that could assist the company in improving their services. 

Both are looking at the Voice of the Customer (VOC) but the data form of the two is different. 

SCENARIO ONE SCENARIO TWO



Both data forms would be considered 
potentially significant to the company as 
the importance of customers and their 
opinions is not a new idea. 

Call centres aimed at answering questions and 

supporting customers were developed back in 

the 1960s. 

Since then every improvement in technology has 

meant an improvement in communicating with 

customers. 

A week dedicated to customer service was even 

established in the United States of America in 1992 

by President George Bush’s government and it still 

serves to highlight the importance of customer 

satisfaction and the staff that support and deliver 

services to customers. 

Bill Gates

YOUR MOST
UNHAPPY
CUSTOMERS
ARE YOUR
GREATEST 
SOURCE OF 
LEARNING.

“

”



Typical VOC
Programmes
A VOC programme 
allows you to 
determine & 
control which 
questions to ask 
your customers. 

This has been and remains an 

important principle in managing the VOC, 

because if you only said to your customers 

“Tell me whatever you want to tell me” 

they would tend to give you a large amount of 

unrelated information that is not possible for 

you to action. 

By structuring the feedback and 
using good research principles and practice, 
you can limit the responses you receive to the 
issues and things that are controllable, the 
issues of your business that you can promptly 
respond to and improve.



Until recently, VOC was mostly quantitative in nature and mainly structured 
according to the terms of the organisation, apart from the one customary 
verbatim question at the end of most surveys that represents qualitative data.

The partiality towards quantitative data made 
things simple, because it required very simple 
database structures and it presented you with 
numbers you could take averages of to draw a pie 
chart. As your VOC information became more 
sophisticated, you could start asking questions 
like “how does A predict B?” 
Most customer experience (CX) players are very 
good at this. 

But how does qualitative data fit into this picture? 
Since qualitative data can potentially be coded 
quantitatively, it begs the question that at what 
point does qualitative data become quantitative? 

Qualitative data tends to present itself as 
unstructured data, and to make meaning of this 

data it is necessary for us to structure it. 

But what is unstructured data and what is 
its potential use in VOC programmes?



Let’s talk about
unstructured data

Where your customer is talking about you. 

These refer to opinion pieces you might find on 

social media sites such as Twitter, 

Facebook, HelloPeter etc.

Data available in emails, call centre 

conversations, blogs etc. This is underpinned by 

behavioural information that looks at what 

people are doing and how they are doing it. 

For example, how often do they phone an 

organisation.

First, it is necessary to understand what unstructured data 
looks like. Overall, unstructured data falls into two types: 

Unstructured data is therefore both internal and external to your company. 
Internal being emails and call centre notes, external being posted messages and 

comments on social media sites. The biggest difficulty with unstructured data, 
is how to structure it in a way that makes sense and is of use to the organisation. 



All this available unstructured data potentially 
presents a wealth of information for your company but it 
must be noted that there are challenges in using 
unstructured data. One of the main challenges is how to 
put this unstructured data into a structure that can 
provide meaningful answers and information that are 
useful to you. Another challenge with unstructured data 
is the persona people develop when writing opinion 
pieces on social media websites. 

Often people tend to develop a far more negative 
demeanour than they would when they are talking to 
someone at a call centre or at other company 
touchpoints. Do these this negative comments matter to 
the company? How predictive of peoples’ consumer 
behaviour are these negative comments?

To answer that, it is important that we consider what 
is the goal of looking at and considering this 
unstructured data? 

How is this data relevant to CX?



Now you want to use information from your customer that you 

do not want them to structure in any way. 

But at the same time, you do want to be able to bring the 

unstructured information into a structured framework to see if 

it is meaningful and you can use it. Mostly the viewpoint is that 

making sense of unstructured data is useful to your company and 

that it could make patterns and connections visible that otherwise 

could have been easily missed. 

Some would argue that is it is as useful for you to know how your 

customers feel about your company and its products and/or 

services as it is for you to know your actual sales numbers, but in 

the past this information has traditionally been harder to 

determine.

CX has always been simple because the 
information you collected from your 

customer was structured on your terms. 



How do we currently 
use unstructured 
data in VOC
programmes?

For us, one of the most obvious ways to bring 
structure into unstructured data, is to link it to the 
customer journey map. 

A customer journey map refers to the visual 
creation and portrayal of how and when a
customer interacts with an organisation across 
their various touchpoints. 



We also use time as a common structure element to 
which we link the unstructured data. This means that 
we plot the unstructured data (for example tweets 
or Facebook comments) to a timeline and plot the 
structured data (VOC quantitative scores) to the 
same timeline. 

We can then use the concept of sentiment analysis 
to see how that influences the scores. 

Sentiment analysis is the process of using data to 
understand the emotional state of the customer and 
how that impacts their attitude towards a company 
or brand.

Once you have a view of the timeline, you can ask 

what sentiment’s role is in influencing CX scores: 

is sentiment predicting it, or is sentiment not 

predicting it? And is there a time lag between 

the two? 

So, if there is negative sentiment towards a 

company, the question is will that sentiment be 

reflected in their CX scores? 

More interesting will be to see if there is some time 

between the two, does negative sentiment today 

translate into negative CX scores next month?



It therefore appears that to have the full VOC 
picture will require the analysis and integration 
of both structured and unstructured data. 

Structured data tends to provide the 
explanation for what is happening while 
unstructured data provides insights into why 
it is happening. 

Therefore, the aim is use both types of data to 
enhance your understanding of your customers.



What is the
future of

Unstructured 
Data & VOC?



Given the growth in the availability of 
unstructured data, we must consider the 
possibility that in the future, the VOC will become 
mainly unstructured. 

IBM Watson is one such technology, it can take 
unstructured data (text, images, audio and 
video) analyse it and make useful 
interpretations. These neural networks have 
the capacity of modelling very complicated 
relationships. 

Essentially, known results are used to cultivate 
and instruct a model that can then predict 
values for new data. Neural networks can man-
age nonlinear relationships in data, as they are 
based on pattern recognition and other 
artificially intelligent processes. 

The future of deriving information from 
unstructured text lies in predictive analytics 
and cognitive technology that can think like a 
human being.

In the future, we will probably not only be doing 
surveys as we know them but those of us adept at 
mining the information that is published for free 
by your customers, through how they behave and 
how they talk on social media, will be first to find 
new insights that help you stay ahead of the curve.



Predictive analytics allows organisations to 

sustain the competitive advantage in a busy marketplace. 

It makes use of statistical models and techniques 

to provide answers to the question of 

“what could happen in the future.”
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