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The journey to fluency
For international brands, providing customer service in the local language is a must. As such, every 

organisation that operates in multiple countries must build and manage a multilingual contact centre. 

For outsourcing partners (BPOs) the multilingual market is attractive: one analysis claims the European 

outsourcing market will grow by more than USD3 billion from 2021 to 2025.1   33% of this growth is attributed 

to the UK market.

Like individuals learning a new language and culture, for organisations to become fluent in operating in 

multiple markets is a journey that takes time and some trial and error. Contact centre leaders must decide 

whether to house under one roof or to maintain local-country operations. A good experience depends not 

only on language fluency but a good understanding of local-market nuances. Recruiting and managing 

teams comprising colleagues from different cultures brings specific considerations.

Based on in-depth conversations with contact centres representing a number of leading brands, this report 

outlines the key considerations for setting up and running a multilingual contact centre. It discusses various 

operating models and strategies for building capability, with the goal of ensuring that both customers and 

colleagues working in local languages receive the best possible experience.

With thanks to...
We interviewed seven contact centre leaders representing a diverse mix of vertical markets and contact 

centre types. All interviewees were UK based themselves but owned Europe-wide responsibility with a need 

to operate in multiple languages. The CCMA and ChatLingual extend thanks to our contributors for their 

generous participation in the study.

Graham Brown, Chief Revenue Officer, HGS

Karen Crosby, Global Head of Consumer Services, Mayborn Group Limited

Damian Hall, Customer Service Director, Vision Direct & MyOptique Group

Tracy Kellaway, Director of Customer Service / Contact Centre Operations, The Estée Lauder Companies Inc.

Steven Lee, Director of Business Operations EMEA, LEGO® Consumer & Shopper Engagement

Alf Rodway, General Manager - Global Sales, Service & Litigation, Air France-KLM

Jason Stanton, Director of Sales Operations, WEX

1 https://www.technavio.com/report/call-center-outsourcing-market-in-europe-industry-analysis
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Foreword from CCMA
The UK and Europe is home to many brands and 

organisations which operate in multiple markets. 

The need for multilingual customer service is only 

expected to increase in the years to come, as 

brands’ ambitions and geographical footprints 

grow.

Running a contact centre in one language is hard 

enough, particularly in the current recruitment 

environment. When multiple languages are 

introduced into the mix, additional considerations 

come into play. This is a topic I’ve been hearing 

more and more about lately as interest in 

multilingual customer service grows. This report has 

been written to help you navigate on your own 

journey to multilingual fluency.

Leigh Hopwood,  

CEO, CCMA

Foreword from ChatLingual
No question about it—supporting your customers in 

their native language is one of the best experiences 

you can create for your business.

Exponential improvements in technology have 

led to revolutionary advances in customer service 

experiences. As a result, customers don’t simply 

want a more personalised customer experience, 

they demand it. Personalisation runs deeper 

than first name tokens appended to emails and 

recommending accretive purchases based on 

previous shopping behaviours. Customers want to 

interact with brands the way they do with friends 

and family, in the language they are most familiar 

with—their native language. 

In support of this, a study from CSA Research found 

that nearly three-fourths of consumers want to 

purchase from, and connect with, companies that 

provide native-language offerings. And, we’ve 

witnessed these results alongside our clients with 

drastic improvements in their CSAT scores, loyalty, 

and increased revenue since implementing 

multilingual messaging solutions. 

The big question we’ve addressed in this research is: 

how can companies harness the growth potential 

of providing native-language services despite the 

increasing costs and complexities of hiring bilingual 

speakers?

The culmination of back-to-back historical events 

such as the COVID-19 pandemic, the Great 

Resignation, and Brexit has led to even more 

recruiting and hiring challenges in an industry that 

already suffers from a notoriously high attrition rate. 

Don’t fret—we have good news for you.

Rapid advances in technology have altered 

the customer experience landscape for the 

better. Companies can now improve their 

staffing strategies by consolidating operational 

hubs and hiring for customer service skills rather 

than language capabilities, all while minimising 

overhead costs. Forward-thinking brands are 

already experiencing the results.

We’re grateful to have partnered with CCMA to 

reveal how providing native-language customer 

support with multilingual contact centre technology 

is becoming the new status quo, ushering in the 

greatest digital era of customer experience yet!

Thank you for being part of the journey with us,

Justin Custer,  

CEO, ChatLingual
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Multilingual is core to customer experience
For international brands operating in multiple 

countries, enabling customers to use their 

preferred language when making contact is a 

given. Although English is the lingua franca of 

international business and is widely used internally 

even in contact centres based outside of the UK, 

brands which value their customer experience 

do not force their customers to use English. In 

the case of extended wait times for a local-

language advisor, some contact centres will offer 

the customer the option to be connected to an 

English-speaking advisor right away.

For outsourcing partners, the ability to deliver 

multiple languages is increasingly important to 

stay competitive when pitching for contracts 

from multinational brands. Without multilingual 

capabilities, BPOs may immediately be ruled out 

not only from local-language work but also for 

English-language contracts, as many international 

clients seek partners who can provide a one-stop 

solution. 

For some brands, volumes in certain languages 

such as Norwegian or Czech may be too small to 

sustain full-time teams. Nonetheless, some have 

chosen to maintain full-time language natives who 

can also operate in English when needed, when 

there is insufficient local-language demand and to 

assist with peaks in English.

“For lower-demand languages where you need 

more than one speaker to cover a shift but there 

isn’t really the volume for two, we utilise them to do 

other activities. If both agents aren’t available, the 

customer gets the option to speak to somebody in 

English rather than wait.”  - Tracy Kellaway, Director 

of Customer Service / Contact Centre Operations, 

The Estée Lauder Companies Inc.

“Whilst I have language speakers, they’re not 

getting the opportunity to fully use their native 

language. I worry that causes dissatisfaction for 

them.”  - Karen Crosby, Global Head of Consumer 

Services, Mayborn Group Limited

CX and operational fluency for multilingual contact centres   
A CCMA Research Initiative  |  September 2022

http://www.ccma.org.uk
https://www.chatlingual.com


© CCMA 2022
6

Central hubs are the most common operating model
Some organisations operate centralised 

multilingual hubs while others maintain individual 

in-country operations. In a few instances, 

organisations operate with a mix of both.

Central hubs are by far the more common 

operating model. Where in-country teams exist, this 

is typically due to legacy or organisational reasons 

such as countries operating as separate P+Ls, or 

because certain languages cannot be resourced 

from the central location.

Organisations have migrated away from separate 

in-country operations to consolidating centrally, for 

a number of reasons:

Reasons for 
centralising

Consistency Oversight

Insight Scale

Consistency and oversight are much easier to 

achieve when managing a central team. This 

is especially important for regulated industries 

such as healthcare and utilities which keep an 

especially close eye on how customer queries 

are handled, not only to maintain customer 

experience but also to adhere to regulations.

“If you think about the different market sizes, from 

the bigger markets like Germany where you’ve 

got 80 or 90 advisors to smaller markets like 

Greece where you’ve only got a few, how do you 

protect the customer experience? How to make 

sure consumers in Greece get the same great 

experience that bigger markets get?”   - Steven 

Lee, Director of Business Operations EMEA, LEGO® 

Consumer & Shopper Engagement

“It comes down to culture and control.”   - Damian 

Hall, Customer Service Director, Vision Direct & 

MyOptique Group

Other than safeguarding the customer experience, 

capturing insight - for example, business intelligence 

- is also easier in central hubs operating on shared 

systems. Understanding demand patterns and 

drivers, consolidating customer feedback and 

purchasing data are all simpler to accomplish when 

this information resides under one roof.

“Originally much of our contact was handled 

locally.  We have consolidated that over time into 

central hubs and that has enabled us to capture 

insight and ensure consistency of experience.”   

- Tracy Kellaway, Director of Customer Service 

/ Contact Centre Operations, The Estée Lauder 

Companies Inc.

Scale is more quickly attainable in a central 

team that shares support services and platforms, 

compared to multiple local operations each 

requiring its own systems. Using local operations 

also necessitates a centralised management team 

in head office to coordinate.
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For similar reasons, central hubs can deliver cost 

efficiencies versus running separate teams due to 

the reduced need for multiple systems and support 

infrastructure. Albeit this is negated at least in part 

by the higher property costs and higher salaries 

commanded by language natives in the high-cost 

cities where multilingual hubs tend to be located: 

top-tier cities with large international communities 

such as London, Manchester and Berlin.

The diversity of multicultural teams working in central 

offices can be an advantage in attracting new hires.

“When you walk in here, it’s such a vibrant 

experience. You’ve people from different 

backgrounds and experiences coming together. 

It creates something quite unique.”   - Steven 

Lee, Director of Business Operations EMEA, LEGO® 

Consumer & Shopper Engagement

“We host theme days and other activities, 

broadening the horizons of the team. If it’s Bastille 

Day in France our French speakers might do a 

performance or host a learning session. It builds 

bridges and brings cultures together.”   - Karen 

Crosby, Global Head of Consumer Services, 

Mayborn Group Limited

The potential downside of operating a central hub 

is also the primary advantage of local operations: 

ease of sourcing native speakers.

“In the UK, it was always a challenge for me to 

backfill. If we lost a German speaker, it would 

take us several months to find another.”   - Tracy 

Kellaway, Director of Customer Service / Contact 

Centre Operations, The Estée Lauder Companies Inc.

The higher costs of maintaining teams of language 

natives in top-tier cities where multilingual hubs 

tend to be located can be a barrier to scaling up.

“We would use London predominantly to do that. 

But cost is high and therefore it’s probably not 

sustainable for large-scale operations.”   - Graham 

Brown, Chief Revenue Officer, HGS

Whilst it’s easier to find native speakers in local 

countries, some UK-based organisations have 

been discouraged from doing so as a result of 

local regulations which by UK standards can 

appear byzantine.

“It’s really difficult to exit anybody on performance 

in Europe. German employment law, for example, 

is a minefield.”  - Jason Stanton, Director of Sales 

Operations, WEX

“We used to have a small operation in the 

Netherlands but the Dutch employment laws 

frankly are unworkable for an organisation that 

doesn’t have large scale. It’s one of the only 

places in the world where you have to go to court 

to sack somebody.”   - Damian Hall, Customer 

Service Director, Vision Direct & MyOptique Group

Outsourcing on the rise

In the wake of the pandemic and the Great 

Resignation, contact centres are facing pressing 

challenges with recruitment and retention. To 

help them through this difficult period many 

organisations are turning to BPOs.

Some clients prefer partners to run multilingual 

operations centrally, which minimises the 

overhead required from the client to manage the 

relationship. 

For cost reasons, Eastern Europe is popular for 

BPO-operated multilingual hubs, albeit it can be 

difficult to source people locally who are fluent in 

lower-volume Northern European languages, such 

as Scandinavian languages. When this happens, 

BPOs will outsource to another BPO partner, or 

brands will work directly with multiple BPOs to 

achieve the coverage they need.

Some brands, even after migrating to a primarily 

outsourced approach, have chosen to maintain 

a small team in-house to serve specific customer 

groups, for example, ‘premium’ customers.
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Becoming language fluent
Most organisations with multilingual central hubs 

employ people who are native to that language’s 

country or at least have spent considerable time 

in that country, rather than people for whom it is a 

second language.

“You want someone to be able to think and feel in 

that language, to understand the feeling behind 

the words and respond with empathy.”   - Steven 

Lee, Director of Business Operations EMEA, LEGO® 

Consumer & Shopper Engagement

When it comes to languages that are spoken in 

multiple countries, contact centres have learned 

that customers can respond negatively when 

presented with an advisor who speaks a different 

dialect. 

“Accents and ways of speaking French from 

French-speaking African countries are not well 

appreciated by our French customers. The 

inflections and speed are completely different for 

South American Spanish compared with native 

Spanish in Spain. Even regional differences play a 

part, especially for those who speak Catalan.”    

- Damian Hall, Customer Service Director, Vision 

Direct & MyOptique Group

Multiskilling is the norm

Since the pandemic, organisations of all kinds 

have accelerated their rollout of digital channels 

to meet evolving customer expectations, and 

in response to resourcing difficulties leading to 

increased wait times for voice.

While efforts to provide more self-serve capabilities 

have largely been successful in migrating demand 

for simpler queries away from live channels, there 

will always remain a high level of demand for 

queries that are too complex to be self-served 

or where the customer is looking for the extra 

reassurance that human interaction offers.

While voice and email continue to be the most 

widely-used assisted channels, live chat and mobile 

messaging via platforms such as WhatsApp are very 

much on the rise. Today, the vast majority of contact 

centre advisors work across voice and multiple 

digital channels. The ability for advisors to multiskill is 

seen as essential, but not everybody has the same 

level of written and spoken language ability.

“It’s really important to us that employees have 

good written and verbal skills – even if they are 

predominantly on one channel, there will always 

be a need to switch to another.”   - Tracy Kellaway, 

Director of Customer Service / Contact Centre 

Operations, The Estée Lauder Companies Inc.

Voice is where native ability is most critical due to 

the immediacy of voice interaction and its greater 

requirements when it comes to comprehension 

and rapport. 

“If you’re reading an email and it’s not quite 

right, you’ve got time to process and to translate. 

If you’re speaking live with someone who’s 

got a different version of French to you and 

different cultural references, that dissonance is 

really difficult to manage. The cognitive load 

on the colleague is much greater.”  - Damian 

Hall, Customer Service Director, Vision Direct & 

MyOptique Group

“How you respond to a customer’s mindset and 

build rapport on the phone is massively important. 

It’s definitely harder on voice than on written.”    

- Alf Rodway, General Manager - Global Sales, 

Service & Litigation, Air France-KLM

Live chat sits between voice and email in terms 

of the requirements for advisors’ language 

ability, without the considerations around 

accent and tone that apply to voice but with 

the cognitive demands that come with real-time 

communication.
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“For me, chat is still a challenging channel 

because it happens in real time and you need 

people available to support – many of the 

challenges you have in voice also apply to chat. 

The move to asynchronous messaging, whether 

that’s WhatsApp or social media, alleviates many 

of these challenges.”  - Graham Brown, Chief 

Revenue Officer, HGS

Ensuring that advisors have both spoken and 

written skills of the required calibre to effectively 

multiskill is a recruitment challenge particularly for 

central hubs. 

“It’s a challenge hiring people with multilingual 

skills. We’re looking for people who have got 

native level in both English plus at least one other 

language written and spoken. Finding this skill set 

often means there is a low ratio of applicants per 

role.”  - Steven Lee, Director of Business Operations 

EMEA, LEGO® Consumer & Shopper Engagement

It is harder to find expatriates with excellent written 

and spoken language skills than it is to find people 

who can simply speak well.

“One of the biggest reasons why people don’t 

make it through training is because their written-

language skill isn’t good enough.”  - Damian 

Hall, Customer Service Director, Vision Direct & 

MyOptique Group

Some brands deploy periodic evaluations to 

ensure that advisors’ language skills continue to be 

at the required level. Central hubs, which employ 

colleagues living outside their native country and 

spending a considerable amount of their time 

operating in English, do this to ensure that local-

language capabilities have not become ‘rusty’.

When implementing ongoing evaluation of 

language skills, it is important to be aware of 

potential sensitivities.

“Every year we do a standard review. That’s 

caused challenges before because some people 

have told us they feel a bit insulted. We’re trying to 

find the right balance between making sure we’re 

supporting our colleagues and maintaining what 

they need to do, without them feeling like they’re 

being checked up on or disrespected.”   - Alf 

Rodway, General Manager - Global Sales, Service 

& Litigation, Air France-KLM

The need for multilingual  internal operations and 

colleague communication

Whether centralised or in country, operating in 

multiple languages requires extra infrastructure 

and ongoing support needs. Quality checking 

of local-language conversations must be done. 

Specific training must be provided even for native 

colleagues around specific local-language terms 

and local-market nuances.

Shared systems for teams within international 

organisations still mostly operate in English and 

it is common for internal communication to be 

standardised in English. However, local-language 

internal communication is emerging as a strategy 

for organisations seeking to attract and retain an 

international workforce.

“We’re a European business. When I travel for road 

shows, the senior manager in that country will 

stand alongside me, I will speak in English, and 

then they will translate. Our HR team now has a 

Dutch speaker and a French speaker. We’ll get 

better engagement if we can talk to our people in 

their own language.”  - Jason Stanton, Director of 

Sales Operations, WEX
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Recruitment and retention in a multilingual  
contact centre
Across the world recruitment has become 

significantly more difficult since the pandemic. 

Brexit was anticipated by some to constrain the 

availability of local-language natives in the UK, but 

thus far it is difficult to isolate any Brexit effect from 

the wider impact of the pandemic.

Lead times for local-language expatriates living 

outside their native country tend to be longer 

to begin with due to small pools and additional 

assessment requirements.

“You’ve got to move faster to secure people. If you 

have a process that takes six weeks, you will lose 

them as somebody else will beat you to them with 

such high demand. However the process involves 

more steps because not only are you checking 

competencies to fit the role, you’ve also got to 

validate language capabilities as well.”   - Graham 

Brown, Chief Revenue Officer, HGS

Salaries are rising particularly quickly for expatriates.

“I’ve increased the customer service salary three 

times in just over a year to remain competitive. For 

our language speakers, I increased their salary 

by nearly 25%.”  - Jason Stanton, Director of Sales 

Operations, WEX

Some languages are easier to recruit than others: 

Northern European expatriates such as Dutch, 

German and Nordics are consistently mentioned 

as being relatively challenging to hire.

“We get a lot of interest from French natives. 

There’s a constant pool that we can draw upon for 

French. But I’ve been unable to fill vacancies for 

German speakers after two or three months. I’ve 

had to rethink how we offer support in that region.”   

- Karen Crosby, Global Head of Consumer 

Services, Mayborn Group Limited

“In Manchester, Spanish and Italian are actually 

easier to recruit than English at the moment. I think 

it’s because there aren’t too many inbound only 

non-sales contact centres in Manchester where 

you can use your native language.”   - Damian 

Hall, Customer Service Director, Vision Direct & 

MyOptique Group

To help address local talent shortages, some 

multilingual hubs in the UK have begun to recruit 

fully-remote workers living in the UK but outside of 

their typical catchment areas.

“We are having now to go out and recruit 

nationally permanent remote-working for Dutch. 

The Dutch speakers in Manchester have had 

the lowest retention. We tend to find southern 

European and French natives come to the UK 

and they stay as a way to improve their English. 

You don’t find that with the Dutch.”  - Damian 

Hall, Customer Service Director, Vision Direct & 

MyOptique Group

“We’ve had one vacancy for Norwegian that we 

struggled to recruit locally. We actually recruited 

someone from London, to work permanently 

remotely.”   - Jason Stanton, Director of Sales 

Operations, WEX

To ensure sufficient availability of language 

natives, multilingual contact centres tend to be 

located in higher-cost multicultural cities such as 

London, Manchester and Berlin with large overseas 

and student populations. Some brands have 

relocated their hubs specifically to be able to tap 

into sufficient pools of language natives. Targeting 

students is a strategy that some central hubs have 

pursued, recognising that colleagues who come 

in through this route will only be available for a 

relatively short period.
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“There’s an opportunity to get involved with 

universities that are taking foreign students and 

weaving in work experience. You get to have 

something different on your CV. It’s a win-win. 

Even if you only get 25% of your hiring every year 

through that route, you know that 25% is solid.”    

- Steven Lee, Director of Business Operations EMEA, 

LEGO® Consumer & Shopper Engagement

Tapping into expatriate networks can be an effective 

way to target language natives, as well as using 

targeted social campaigns. Referrals from existing 

colleagues and ‘snowballing’ recruitment techniques 

are also proven methods to source new hires.

“We identify associations and large communities 

of native speakers, such as universities and 

expat groups. Once you’ve started to build up 

momentum, people that are coming through can 

help to continue to fill the pipeline because they 

know other people.”   - Graham Brown, Chief 

Revenue Officer, HGS

Translation 
Technology

Adds 
resource 
flexibility

Lowers cost  
to serve

Increases  
uptime

Makes 
specialist skills 

available 
to more 

customers

How translation technology can help

Software tools which translate email, chat and 

other digital channels in real time are starting to 

attract the attention of contact centres as they 

promise a number of benefits:

For high-volume languages with larger teams it 

is easier to manage peaks, but for lower-volume 

languages with smaller resource footprints it can 

be more difficult. Translation tools add resource 

flexibility by enabling advisors to operate in a 

language in which they are not actually fluent.

“Worst case scenario with my French agents is 

one’s on holiday, one calls in sick, one arrives late. 

The remaining agent is left on their own and it’s a 

busy day here. Using the tools we’ve implemented, 

English-speakers can respond to social media and 

web chat in French. The only channel they can’t 

yet support is voice.”  - Karen Crosby, Global Head 

of Consumer Services, Mayborn Group Limited

The use of translation tools can lower cost to 

serve by minimising the dependence on native 

speakers. It increases uptime by allowing local 

languages to be offered to customers even when 

there are no native speakers online.

Translation tools support multiskilling by reducing 

the need to recruit advisors who have a high level 

of native-language written capability as well as 

spoken. Furthermore, they make specialist skills 

available to more customers as specialist advisors 

can work in local languages even if they don’t 

know the language.
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“While [the translation tools] only address non-

voice channels, with non-voice taking up a 

growing share of overall demand this means they 

can potentially address around 70% of our contact 

volume. Which means finding native speakers 

becomes much less of a problem. If technology 

can help you to deal with 70% of demand leaving 

just 30% requiring native support, it becomes much 

easier to manage and opens up opportunities for 

us.”  - Graham Brown, Chief Revenue Officer, HGS

“We’re really fortunate to have agents with 

particular skills to support more scenarios in 

different languages. It might be e-commerce, 

escalations including illness, injury, damage 

to property or complex product issues. Tools to 

make their jobs easier and transferable are a 

no-brainer.”  - Karen Crosby, Global Head of 

Consumer Services, Mayborn Group Limited

When implemented well, translation tools can 

not only improve customer experience but also 

colleague experience, thanks to the flexibility it 

brings.

“I was very nervous about the translation tool, 

but actually it works really, really well. I’ve saved 

money as my cost to serve has reduced. Speed 

to answer has improved. Just as important, team 

motivation has excelled as the guys can genuinely 

help each other. Language isn’t a barrier, it’s an 

opportunity. I can give my French colleagues the 

day off with their families when it’s a French bank 

holiday and still have agents available to support 

consumers in region.”  - Karen Crosby, Global 

Head of Consumer Services, Mayborn Group 

Limited

Not everyone has had such positive experiences 

with translation tools, and some express concerns 

about their implementation.

“Based on my experience so far, I am only happy 

to deploy [translation software] when we are at a 

point where we know the service of our consumers 

is going to be compromised due to slow 

response time.”  - Steven Lee, Director of Business 

Operations EMEA, LEGO® Consumer & Shopper 

Engagement

“At this stage I am not sure the technology is 

developed enough to provide the experience 

we want for our consumers.”  - Tracy Kellaway, 

Director of Customer Service / Contact Centre 

Operations, The Estée Lauder Companies Inc.

Contact centres looking to deploy automated 

translation should be mindful of potential 

resistance from colleagues. Any implementation 

in a contact centre which employs native advisors 

should be complemented by appropriate 

communication and change-management steps.

“We’ve tried Google Translate but some 

colleagues don’t like using it. You can be sceptical 

and say it’s because they’re trying to protect 

themselves, but I believe it’s because they care 

about doing a good job.”   - Jason Stanton, 

Director of Sales Operations, WEX

Translation tools bring out the best in chatbots

While adoption of real-time translation to assist 

human advisors is still in its relative infancy, some 

brands have already been successful using 

translation tools to provide chatbot service in 

multiple languages. As chatbots are themselves 

automated, concerns around the use of 

automated translation are not as applicable.

As with English-only chatbots, it is good practice to 

provide an option for the customer to switch to a 

live advisor if preferred. Some chatbots go further 

than this and automatically trigger a switch to a 

live conversation when deemed necessary, using 

trigger phrases back-translated using translation 

tools.
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“If the chatbot picks up a health risk to the 

customer, it transfers them to an agent regardless 

of the language.”  - Karen Crosby, Global Head of 

Consumer Services, Mayborn Group Limited

Ongoing development and fine-tuning key to 
implementing translation tools

Continuous feedback and improvement loops 

are an essential part of successful implementation 

of any emerging technology. For translation tools 

specifically, a customised dictionary is important 

for many brands.

“The tech provider needs to give you the capability 

to fine tune and provide you with best practice. 

Also, we get feedback from users of the service as 

well. There should always be continuous learning.”  

- Graham Brown, Chief Revenue Officer, HGS

“There’s quite a lot of technical phraseology in 

our business, technical optical terms.”  - Damian 

Hall, Customer Service Director, Vision Direct & 

MyOptique Group
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Becoming culturally fluent
Multilingual contact centres have a birds-eye view 

of how customer expectations and behaviours 

differ across nationalities. The leaders interviewed 

for this research cited an array of examples ranging 

from different channel preferences, time of day 

preferences, to how customers wish to be addressed.

“Email is twice the penetration in the Netherlands 

than in the UK, but they don’t like chat.”   - Damian 

Hall, Customer Service Director, Vision Direct & 

MyOptique Group

“The Spanish will ring first thing in the morning. 

One of the challenges that we’re having with 

Spanish at the minute is making sure we’ve got 

enough people at that time of day.”  - Damian 

Hall, Customer Service Director, Vision Direct & 

MyOptique Group

“In France, there are certain ways that you have to 

communicate to your customers. For example to 

address them Mr. or Sir, not by first name. It’s formal 

particularly when dealing with government.”  - 

Jason Stanton, Director of Sales Operations, WEX

Cultural differences can have a material effect on 

contact centre metrics. Some multilingual contact 

centres have different Average Handle Time (AHT) 

targets for different languages. Net Promoter Score 

(NPS) ratings should also be calibrated to take into 

consideration different response patterns.

“Our contact rates in Italy are twice that of the 

UK, and it’s not because we’re doing anything 

differently.”   - Damian Hall, Customer Service 

Director, Vision Direct & MyOptique Group

“We’ve had to change our AHT metrics to take 

into consideration market variation, and adjust our 

resourcing accordingly.”  - Alf Rodway, General 

Manager - Global Sales, Service & Litigation, Air 

France-KLM

In addition to differences in human characteristics, 

it is important to be aware of local-market 

nuances.

“In Australia it’s not unusual for a child aged six 

or seven to still be going to school with a dummy 

in its mouth. There are lots of localised situations 

that only a native to that country can empathise 

or relate to.”  - Karen Crosby, Global Head of 

Consumer Services, Mayborn Group Limited

While employing native advisors helps to ensure 

local norms are taken into consideration, training is 

important even for natives..

“Our templates used to be very much the same for 

all countries. We realised that what might be good 

for a German customer might not be so good for 

an Italian. Or what works for an Italian doesn’t for 

a Portuguese. So we created localised templates 

and retrained our staff.”  - Alf Rodway, General 

Manager - Global Sales, Service & Litigation, Air 

France-KLM
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1 The central hub model tends to be more popular for multilingual contact centres due to 

consistency, insight, cost and scale.

2 Operating in multiple languages adds complexity and management overhead.

3 Consider BPO partners who run multilingual operations centrally.

4 Target language communities and social networks to recruit expats, students and other 

natives based outside of their home country.

5 It can be difficult to recruit people who are not only native speakers but also have the 

required level of writing ability to be effective when multiskilled.

6 Hiring for native language skills requires longer lead time due to the additional need to 

validate language ability.

7 Northern European natives such as Dutch, German and Nordics are challenging  

to hire overseas.

8 Multilingual chatbots can be used to handle conversations and escalate to a live 

conversation when necessary.

9 The use of translation technology can create resource flexibility, lower costs and increase 

uptime, but like any automation needs care in selection and implementation.

10 Cultural nuances in different countries can impact your operations and staffing strategies.

considerations for 
multilingual CX and 
contact centre operations10
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