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Talk to most Customer Management providers and they will tell you that their primary key 
performance indicators (KPIs) are metrics such as customer satisfaction, total interactions, 
and average handling time, alongside a handful of others. Undoubtedly, these are all impor-
tant measures of performance; but we often find there is one metric that is a glaring omis-
sion: first contact resolution (FCR).

In this e-book, we outline why at Comdata we believe FCR should be one of the most important KPIs captured, 
tracked, and measured for customer experience, along with the benefits you can expect to see from improving it.

In a nutshell, FCR measures a contact centre’s success 
rate in resolving a customer enquiry the first time 
they are in touch through any channel – whether it is 
telephone, social media, email, or any other means of 
communication.

Ultimately, a better FCR rate means resolving an en-
quiry as quickly as possible, without the need for mul-
tiple interactions with a customer. This has been prov-
en to deliver happier customers – who do not have 
to make several phone calls to get the response they 
need – and lower costs – with agents working more 
effectively – alongside easier management of enquiry 
volumes and peaks.

FCR is increasingly being recognised as one of the best 
ways of assessing efficiency. However, there are many 
in the industry that still do not capture and measure it, 
because the technology that allows you to do so has 
only relatively recently become widely available.
 
So, how do you go about increasing your FCR? We have 
identified five different ways you can achieve this and 
the benefits each of them will bring about for your 
different stakeholder groups.

WHAT IS FCR AND WHY 
DOES IT MATTER?

FIVE WAYS TO INCREASE YOUR 
FIRST CONTACT RESOLUTION
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OPTIMIZE YOUR 
PROCESSES1.

Identifying the issue will require deep analysis of your processes. In practice, that means listening to calls, run-
ning through different scenarios, and looking at the overall customer experience. From there, a picture of what 
is going wrong should begin to emerge about where multiple contacts can be combined into one or where SOPs 
may require amendments or additional training can be provided.

From our experience, the optimization could be as simple as ensuring advisors are asking customers if they 
can help them with any other issues at the end of a call. More often than not, that will uncover another related 
query that can be handled and resolved on the first contact.

Similarly, there are some basic checks that can be built into processes. Ensure advisors are double-checking 
emails for any unaddressed issues – this will pre-emptively avoid follow-up contact.

Another common cause of further enquiries is impending expiry of payment methods, which can easily be add-
ed as a final check to any first interaction with a customer. All of these examples can be trained out through a 
60-second module on your learning management system.

THERE COULD BE A VERY STRAIGHTFORWARD 
SOLUTION, SO START WITH SOME BASIC 
QUESTIONS, SUCH AS:

1. Is a key component of a customer interaction left 
out of a process, making a third or fourth contact  
inevitable? 

2. Are customer care advisors being instructed to ask 
the right questions at the right time? 

3. Is there more advisors could be doing on first contact? 

4. Is there something missing from your standard 
operational procedures (SOPs) that would catch key 
information from a customer?

The best place to start is by looking at your processes. If your campaign is regularly gener-
ating a third or fourth contact from customers before their enquiry is resolved, it is time to 
start asking why this is happening and what can be done to fix it.
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ANALYZE 
ENQUIRY 
RESOLUTION 
PATTERNS2.

Another good starting point for improving FCR rates is by looking at your data on current 
customer enquiry resolutions. You can break this down in a variety of ways to draw out cor-
relations with higher or lower FCR scores.

When you have identified these, they are likely to be a good starting point for further research. A few of the most 
common are:

Simple questions like these could point towards issues with specific individuals, training groups, or processes. These 
can then be addressed with straightforward fixes such as adding additional training modules or changing a trainer.

They may also indicate disconnections in your processes, for example, where letters are not being generated in 
response to calls on changes of address, which can then be remedied with IT solutions.

At Comdata, our systems allow you to conduct this kind of deep analysis. They always report the raw data from 
campaigns, allowing you to cut it in whatever way you like and not restricting you to pre-set reports.

1. Time

Is your FCR rate the same on Mon-
days as it is on Wednesdays? There 
should be a degree of consistency 
throughout the week, rather than 
peaks and troughs. 

2. Channel split 

Is there a noticeable difference 
in FCR rates between email and 
phone? While you would expect 
phone to be higher, given it is 
more interactive, there should still 
be a standard level across differ-
ent channels. 

3. Enquiry type 

Do customers asking particular 
questions receive a quicker reso-
lution than others? Some enqui-
ries are inevitably easier to an-
swer, but analyzing contact drivers 
may reveal surprising problem 
areas. . 
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For instance, interactive voice re-
sponse (IVR) and automatic call 
distributor systems (ACDS) can be 
built into your telephony services 
to accurately direct calls to the 
most relevant teams or even 
provide information to custom-
ers with routine enquiries. Many 
people will have had their account 
balance with a finance provider 
read to them by a bot, but there 

MAKE SMART USE 
OF TECHNOLOGY3.

Investing in technology is a good way of improving performance and efficiency in many 
lines of business, and enhancing FCR rates is no different. A range of technologies can be 
incorporated into processes that automate basic functions and free up advisors to concen-
trate on more complex and valuable tasks.

are a wide array of other exam-
ples where this technology can be 
used to provide standard updates 
for customers.

Similarly, macros – automated in-
put sequences that imitate key-
strokes – can be implemented in 
processes to ensure certain tasks 
are completed without the need 
for human intervention.

A common example would be advi-
sors using a macro that generates 
batches of letters that are then sent 
to customers’ addresses en masse 
– such as, an insurance renewal cor-
respondence. This ensures each of 
them will be done correctly and to 
the same format, which would be 
difficult to guarantee if 50 different 
advisors were responsible for each 
of their own contacts.
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USE REMOTE 
VISUALIZATION 
TECHNOLOGY4.

The pandemic caused the vast majority of businesses a range of significant challenges, but 
it also led to an acceleration in the development and adoption of technology too. One of 
the best examples of this has been the greater use of remote visualisation technologies to 
help deliver better customer service.

In a nutshell, remote visualization allows advisors to 
use a camera on a customer’s device to inspect a 
product. Accessed through a real-time link, this ena-
bles the customer to show the advisor what the issue 
is and either communicate with them over a chat in-
terface or verbally. The issue can then be dealt with 
much more easily first time.

The visualization technology we use with our clients 
offers a range of features and benefits, including:

• Live video footage from a customer’s phone
• Embedded chat and photo sharing
• The ability to scan and analyze items like bar codes 

and serial numbers
• Reporting and analytics to track advisor performance
• Two-way streaming for better interactions between 

customers and advisors

Find out how we supported Eaglemoss, the publish-
er and producer of collectibles and figurines, to deliv-
er an enhanced service for its customers through the 
introduction of a remote visualization tool in one of 
our latest video case studies.

The client not only reported an increased level of first-
time resolution, but also an overall rise in customer 
satisfaction, leading Eaglemoss to adopt the tool in the 
UK, EU, and USA. We would, of course, be delighted to 
talk about how Comdata can make this technology work 
for your brand.

https://www.youtube.com/watch?v=w35vL1KTX6E&ab_channel=ComdataGroup
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Despite its importance, FCR is generally not regarded as a primary KPI in Customer Manage-
ment. However, for any operation looking at the quality and grade of its service, it should be 
treated as a priority concern.

As we have mentioned, one of the historic reasons for the lack of focus on FCR has been that the technology has 
not been widely available to accurately measure it – particularly when it came to email. But, with the technology that 
allows people to track and report on FCR becoming more ubiquitous, there should be no reason it cannot become 
a main KPI alongside customer satisfaction and average handling time.

Before you do this, there are a range of factors to take into consideration so that you implement FCR 
measurement correctly:

MAKE FCR A 
PRIMARY KPI5.

1. Do not obsess over the number
It is tempting to try and hit a particular FCR rate be-
cause it was achieved on another campaign. The aim 
should be to get the FCR rate to where it cannot be 
improved any further, rather than trying to hit an ar-
bitrary target. 

3. Encourage staff to engage with FCR
Staff need to understand FCR and why it is important 
– they also need to understand how it interacts with 
average handling times and other metrics, so that cus-
tomer satisfaction remains high. Gamification is one 
way of doing this, along with appropriate training. 

2. Focus on the trends 
Try to compare a campaign against itself over time and 
focus on the trends in performance. No two cam-
paigns are the same and there are plenty of reasons 
why one may underperform another in FCR terms. 

4. Capture the success stories
We have seen scenarios where customers have post-
ed on Trustpilot praising advisers for knowing to ask 
pre-emptive questions and dealing with their enquiries 
on the first contact. Capture this positive feedback 
and share it with the team to help with their buy-in.  
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SPEAK TO COMDATA 
ABOUT IMPROVING 
YOUR FCR

Comdata works with some of the world’s top brands to continually deliver excellent customer 
service wherever they operate, allowing our clients to focus on leading their business into the 
future. We offer our partners access to 50,000 passionate people across the world, with 118 
locations, speaking 30 different languages in 21 countries.

Whatever your industry, we can link together all the 
history of your customers’ contact with your brand to 
give you a truer measure of FCR. We can also advise 
you on the full customer journey, from offering tra-
ditional contact centre services and credit manager to 
consulting on digital transformation and process au-
tomation to maximize your FCR rate.
Our teams in different parts of the world have suppor-
ted brands and consumers through some incredibly 

challenging times, including providing fundamental 
customer services with bespoke digital solutions 
during the height of lockdown. 

If you want to hear more about how Comdata  
can support your business in delivering excellent, 
cost-efficient customer service to both new and 
existing clients, please get in touch.

https://www.comdatagroup.com/insight/client-stories/client-stories-services/success-story-with-samsung/
https://www.comdatagroup.com/contact/

