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INTRODUCTION

Branded Calling
In response to the lack of trust in the voice
channel, the need for better identity
presentation technology has introduced
branded calling. By adding branded
assets, such as caller ID names, businesses
can extend a new layer of identity so that
customers and prospects know exactly
who is calling. 
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With branded calling's recent popularity
in the market, there are many lofty
expectations surrounding the results of
implementing a branded calling strategy,
suggesting answer rates will skyrocket,
and customer satisfaction will be off the
charts. 

The Popular Theory
Since the introduction of branded calling,
the popular theory in the market has
been that the more information provided
to the call recipient, the higher the
likelihood the recipient will answer
and/or interact with the brand
originating the call. As such, companies
are operating under the belief that the
best results will be achieved by branding
every outbound phone number and
every call placed.  

Should businesses brand all their calls? 
But is this really the case? 

In this case study, we put this theory to
the test and set out to answer the
following questions that we hear
customers and prospects ask us every
day, backed up with actual customer
data to figure out if branding every call
justifies the expense in the investment
with a positive ROI, or if we’d find a better
branded calling strategy with lower costs
and greater results. 

Our
Investigation
Questions to be Answered
As with most popular theories, much is to
be learned from putting them into
practice. In testing the hypothesis that
more caller identity information presented
will lead to greater interaction with the
calls, we developed a series of questions
we’ll be testing in this case study:  

Does adding branded calling
information like a caller ID
name increase contact rates or
callback rates? 
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Does the success of branded
calling depend on the type of
customer being called and the
existing relationship with or
perception of your brand? 

Are there potential downsides
that arise from branding all or
too many of your phone calls? 

Where does the overall cost of
branding outweigh the results? 
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How many calls from other brands might
the person you're calling be getting, and
how important are you in the mix?

CUSTOMER EXHAUSTION

Where do these branded calls fit within the
larger picture of interaction and outreach
between the brand and the customer? 

MULTIPLE TOUCH-POINTS

Are you calling an existing, satisfied
customer to deliver a service they've
requested, or are you attempting to entice
an unsatisfied customer of a competitor to
make a switch? 

RISK VS.  REWARD TO ANSWER

Don’t underestimate the relevance of
understanding the many personas in the
Customer Journey before unleashing a one-
size-fits-all call strategy. 

KNOW YOUR CUSTOMER

Campaign Profiles:
Customer Relationships
As part of our customer-centric approach, we
considered the outcomes of branding when
contacting customers who have an existing
relationship with the brand compared to those
who don’t, analyzing two relationship-based
campaign scenarios: 
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Customer Has
Existing

Relationship
with the Brand 

COMPANY PROFILE
Pet Recovery Company 

CALL REASON

SUCCESS MEASURED
Unique Calls Answered 
Live Answer Rate 

Missing pet information

APPROACH
Because of customer relationship, brand
all call attempts 

A Customer-Centric
Approach
We put ourselves in our customer’s shoes
to understand the driving factors
influencing their interactions with our
communications as influenced by the
Customer Journey. It’s important when
conducting case studies to put the
customer first and not forget that there’s a
real person on the other end of the line
being impacted by our calls. As such, it is
important to keep the following in mind: 

3

Customer Has
No Existing

Relationship
with the Brand 

COMPANY PROFILE
Large Telecommunications Company 

CALL REASON

Because there is no customer relationship,
A/B test with branded and unbranded calls 

SUCCESS MEASURED 
Live Answer Rate
Conversion Rate
Cost-Per-Sale
Transactional Net Promoter Score 

Telesales, promotional efforts

APPROACH

Investigation Approach

Identify the relevant KPIs to measure success (i.e. something sold, a meeting scheduled, agent productivity, etc.) 
IDENTIFY MEASUREMENT CRITERIA 

A/B TESTING VARIABLES FOR
BRANDED & NON-BRANDED CALLS  

Create multiple test campaigns that compare calls made
from clean (spam label-free) non-branded phone
numbers against branded phone numbers 

For example: a campaign might test results of the first
calls (attempts 1 & 2) from a non-branded phone number,
followed by a branded phone number on attempt 3,
followed by a non-branded phone number on attempt 4. 

Select different times of day, types of phone numbers
(local vs. toll-free), or number of attempts per week to test
and measure effectiveness 

Track KPIs as A/B Testing is deployed
and adjust strategy 

Spot-check successful presentation of
calls along the way to ensure non-
branded calls are being delivered as
clean (non-spam-labeled numbers) and
branded calls are displaying as
intended (no typos, caller ID name is
displaying on all intended wireless
networks, etc.). 

EVALUATE AND ADJUST THE
STRATEGY



Case Study Results

Considering the customer journey and increased urgency to answer in
this use case, applying branding to all call attempts drove higher live
answer rates across the board. A cost savings of X% was achieved
through operational improvements to agent productivity and reduced
number of attempts required to contact. This demonstrates that
campaign ROI can be attributed to not only baseline cost savings but
also to improvements in operational efficiencies. However, it is vital to
consider customer relationships and intent before applying branding
to most or every call attempt.  

Pet Recovery Cal ls :  Campaign with Ex ist ing
Customer  Relat ionship +  Ful l  Branding Attempts

Since the pet recovery company already had a relationship with their
customers, branding their phone calls enabled more pets to return
home safely and successfully relieve the stress of the pet owners.   
  

It was determined that customers were unlikely to answer calls from
unknown numbers while dealing with a crisis because of the stress of
losing their pets. In this instance, branded calling delivered instant trust
to reach the pet owners more quickly with a resolution, as they knew
they should immediately answer.  

+25%

+15%

X%

UNIQUE
CALLS
ANSWERED 

LIVE
ANSWER
RATE

CAMPAIGN
COST
SAVINGS

When implemented strategically, even if there is no existing relationship
between brand and consumer, branding can positively impact
conversion rates and ROI when the right offer is made at the right time,
and branding results in a more positive brand association.  

Telesales  Cal ls :  Campaign Without  an Ex ist ing
Customer  Relat ionship +  Strategic  Branding  

Where customers didn't have an existing relationship with the brand, too
many branded call attempts decreased live answer rates, signaling the
need to change our approach and strategically brand only certain call
attempts that were more aligned with where the customer was in their
customer journey.  

Fatigue from the branded outreach attempts worked against the brand,
leading customers to ignore the calls instead of enticing them to answer.
In some cases, this may also result in consumers blocking the branded
numbers on their devices or reporting the calls as spam.   
  

Results improved when branding was layered into the campaign (on
only certain numbers and attempts as opposed to on all numbers and
attempts). Utilizing a strategy where campaigns are delivered via a
combination of branded and non-branded numbers (protected via a
reputation management solution, free from spam labeling), the
conversion rate improved, cost per sale went down, ROI increased by 4X,
and the overall perception of the brand (measured by tNPS) improved. 

4X

+25%

-5%

ROI
GROWTH

COST
PER SALE

CONVERSION
RATE

+2x

13%

TNPS
SCORE

INCREASE

CAMPAIGN
COST

SAVINGS
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The results of branding justify the overall investment when a layered approach of campaigns
configured with branded and non-branded numbers work together to deliver
communications in alignment with where consumers exist along the Customer Journey. To
achieve the highest success for the best ROI, we recommend customer outreach campaigns
be built with the following key components: 

If you’re considering implementing a branded calling solution, this case study suggests that
adding branded calling information like a caller ID name does not increase contact or
callback rates in every situation. 

The success of branded calling is highly dependent on the type of customer being called and
the existing relationship with or perception of the brand. Primarily, where no current
relationship with the brand exists, delivering too many branded call attempts can work
against you, annoying called parties and incurring unnecessary costs.  
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Branded Calling
Recommendations

TRUSTED IDENTITY CLEAN NUMBER HYGIENE #

Use a provider who’s following FCC
requirements to mitigate robocalls so
your call traffic doesn’t get shut down
as a result.

Partner with a dialer who’s
STIR/SHAKEN compliant so 
you’re set up for the most 
successful Attestation levels to reduce
the risk of blocked or undelivered calls.

CENTRIC DIALING
CUSTOMER-REPUTABLE

DIALER

Leverage a team of contact center
experts to consult you on branding best

practices to avoid the costs of branding all
of your calls for a better ROI and goal

completion strategy.

Don’t forget about the 
customer journey and don’t 

assume that branding your calls 
will result in improved contact rates.

Managing the reputation of
your outbound numbers
protects 99.77% of them.

Dialing on clean phone
numbers, whether branded or

unbranded, starts by protecting
them from improper spam or

scam labels.

your customers.

Join the trust ecosystem by
verifying your calling identity.

Apply that vetted identity to the
communications channels
relevant to your business to 
ensure  it’s accurately 
delivered when you call 
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Get Started

For tailored information about how Numeracle can help you
improve the delivery and presentation of your brand identity,
reach out to us by filling out the form at
www.numeracle.com/contact-us. 

Direct Inquiries

andrew.licata@numeracle.com 

Andrew Licata
Business Development Rep

Numeracle
Leveraging entity identity, Numeracle manages your  
branded presentation across all major wireless carriers, along
with improper call blocking and labeling prevention,
remediation, visibility to number reputation, and more, to
empower wanted communications.

Resources

If you’d like more information about
Numeracle’s Smart Branding Solution for
branded calling, visit  us at
https://www.numeracle.com/solutions/bra
nded-calling or Avantive Solutions at
https://avantivesolutions.com/branded-
calling/.  

While there is no one-size-fits all approach
to the perfect contact strategy, starting
and ending with your consumer in mind is
the foundation for your success.  

Avantive Solutions
Avantive Solutions is a purpose-driven global technology and
BPO specializing in designing, building, and delivering
innovative customer experience (CX), strategic sales, and
digital marketing solutions. Avantive provides actionable
insights and drives desired outcomes through advanced
analytics, artificial intelligence (AI), and machine learning
platforms.

To learn more about how Avantive Solutions is bringing
purpose to the customer experience, go to
avantivesolutions.com.

Direct Inquiries

sales@avantivesolutions.com

This Master Class is brought to you by
Numeracle and Avantive Solutions.

“Best Practices for Dialing Strategies,
Contact Strategy, & Campaigns”

Unanswered call problems? Review an
end-to-end outreach strategy utilizing
identity and reputation management
coupled with best dialing practices.

Master Class

https://www.linkedin.com/company/avantive-solutions/
https://www.instagram.com/avantivesolutions/
https://www.facebook.com/avantivesolutions
https://twitter.com/avantivesol
https://www.linkedin.com/company/numeracle/
https://www.facebook.com/Numeracle/
https://twitter.com/numeracleinc
https://open.spotify.com/show/5rCkJ7sDV2UVgPSahnDcP8
https://www.numeracle.com/master-classes/best-practices-for-dialing-strategies-contact-strategy-campaign
http://www.numeracle.com/contact-us
mailto:andrew.licata@numeracle.com
https://www.numeracle.com/solutions/branded-calling
https://avantivesolutions.com/branded-calling/
https://stats.newswire.com/x/html?final=aHR0cHM6Ly9hdmFudGl2ZXNvbHV0aW9ucy5jb20v&hit%2Csum=WyIzYzBnd2siLCIzYzBnd20iLCIzYzBndnQiXQ
mailto:sales@avantivesolutions.com

