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Publisher’s Outlook

Therefore, as the leading and the
first pioneering publication of the
industry for the last 24 years, we have
observed this great industry of ours
emerge from almost nonexistence to
what is now a multibillion-dollar busi-
ness. Telemarketing® magazine’s tagline,
which I personally chose, was “The
magazine of electronic marketing and
communications.” At that time, it was

my personal vision that the marketing
discipline would be carried out elec-
tronically. Telemarketing® magazine was
the very first pioneering step in that
direction.

After considerable start-up problems,
which were largely attributed to a lack
of available success stories (because the

industry really did not exist at that
time), we finally managed (with blood,
sweat and tears) to get the magazine
going until, brick by brick, the founda-
tion for this industry was laid in 1982
and beyond. 

Overnight Success
Because we marketed the industry

with passion and perseverance with all
of our might, it turned out to be practi-
cally an overnight success. After all,
using the telephone one could reach 25
to 30 prospects, as opposed to door-to-
door, which in best case scenario, one
could reach two or three prospects per
day. If I recall properly, cost per visit
back then was about $180, as opposed
to the cost of a phone call at approxi-
mately $1.00 to $1.50 per account.
Smart companies followed the first
commandment of telemarketing princi-
ples: the more calls you make, the more
sales you generate, provided that you
select your target audience appropriate-
ly. In other words, the concept of tele-
marketing became an instant success
because of powerful marketing, huge
cost savings and the unparalleled reach
to qualified buyers. 

History
This publication was launched in June of 1982 in a pioneering effort
to help build what is now the multibillion-dollar CRM/contact center
industry. The name of the publication at that time was Telemarketing®

magazine. Shortly after launching, we were honored to receive the
registered trademark for Telemarketing®.

Enhancing The Legitimacy
Of CRM/Contact Center 
Is Job One

As with all other industries, anytime a success-
ful 

concept or idea comes along, the criminals 
don’t waste time figuring out a method 

by which they can commit fraud.

By: Nadji Tehrani,
Executive Group Publisher, 
Technology Marketing Corporation
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The new GN 8210 amplifier
shown with a GN 2100 
headset. 

Introducing the first telephone amplifier to offer incoming noise reduction.

Let’s face it, people talk on the phone in some pretty noisy places. Airports, 

traffic jams, crowded offices—the background noise can easily drown out 

a caller’s voice and reduce agent productivity. That’s why GN Netcom developed

the GN 8210, a telephone amplifier that digitally reduces incoming background

noise. Combine that with any GN Netcom noise-canceling headset, and you’ve

got the only system to offer crystal-clear sound on both the incoming and 

outgoing signal. 

Hear a demonstration at

www.gnnetcom.com/8210demo/ccm

or call us at 866-272-0805.
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Our Success Attracted Fraud
As with all other industries, anytime

a successful concept or idea comes
along, the criminals don’t waste time
figuring out a method by which they
can commit fraud. Abuses such as
fraud also existed in mail order as well
as online and other forms of electronic
marketing. The commitment of fraud,
unfortunately, attracted major negative
newspaper articles, which sometimes
projected a horrible image on an other-
wise great industry — the world’s lead-
ing job creation and job protection
business. Nevertheless, and in spite of
the many advantages of telemarketing,
the criminals used many creative ways
to pick the pockets of the elderly and
others to a point where the industry’s
image was being tarnished minute by
minute. 

Consumer Complaints Continued
Fraudulent calls, as well as continu-

ous unprofessional calls to consumers,
in particular, created a massive amount
of complaints. These complaints found
their way to legislatures and the Federal
Trade Commission, which subsequent-
ly led to several legislative activities
putting complete restrictions on the
industry because of the actions of a few
criminals. Unfortunately, this situation
got to the point where the FTC, FCC
and others were all for throwing out
the baby with the bathwater. 

Thirty Percent Growth Was A Reality
In The 1990s

During the 1990s, when our indus-
try was prospering the most, our annu-
al assessment of industry growth at the
teleservices level indicated that
Corporate America’s outsourcing was
growing at the rate of 30 percent per
year. This phenomenal growth rate
attracted many in the financial com-
munity.

Telemarketing/Teleservices Became
The Darling Of Wall Street

In the mid-90s, the phenomenal
growth of our industry attracted the

Wall Street community, and several
industry-leading companies such as
SITEL (quote - news - alert), West
Corporation (news - alert), APAC
(news - alert) and others were the first
to take their companies public. Believe
it or not, the growth rate of the teleser-
vices industry, at that time, rivaled the
growth rate of dot com companies,
with a major difference. The difference
was that few of the dot com companies
made a profit, while all teleservices
companies were growing even faster
and they were all profitable. 

Then Came Offshoring
As you have read in my previous edi-

torials such as this, we have covered
this matter extensively. Let me make it
clear that our paramount responsibility
is to anticipate trends and problems in

any aspect of our industry, and to
bring these issues to the attention of
our industry leaders and the readers of
this publication in order to prevent
costly mistakes and loss of business.
Having said that, it has always been
our position that there is a need for less
demanding jobs (i.e., directory assis-
tance and back-office work) to be out-
sourced offshore as long as the TSRs
speak proper English, have no cultural
problems, are not rude and don’t over-
promise and under-deliver, and not
become involved in fraud and decep-
tion. Many of these types of problems
are continuing with many offshore out-
sourced services, and there is a signifi-
cant backlash currently going on,

which could be reversing the offshore
outsourced services back to the U.S.
This extremely possible prediction is
exclusively based on volumes of prob-
lems, which have been documented on
offshore disappointments and signifi-
cant issues. At the forthcoming Speech-
World™ conference, to be held on
May 24-26 at the Westin Park Central
Hotel in Dallas, Texas, and which is to
be co-located with the Global Call
Center Outsourcing Summit™ and
the IP Contact Center Summit™,
there will be an intensive session titled,
“What Is Behind The Current
Failures And Disappointments In
Offshore Outsourcing?” I urge all of
you who are interested in this subject
matter to contact Dave Rodriguez at
203-852-6800 ext. 146 or e-mail him
at drodriguez@tmcnet.com for more

information.
I will have the pleasure of chairing

this session, at which we will have
respected industry leaders and academ-
ics as panelists. I sincerely urge all of
you to join us for what promises to be
an outstanding and eye-opening ses-
sion.

What Contact Centers And CRM Have
Done For America

For all of the reasons indicated
above, our industry has not received
the respect and legitimacy it has
earned. In fact, I feel strongly that our
great industry has always been a victim
of double standards. In these editori-
als, I have often stated that if a crimi-

Trash journalism sells, while honest journalism 
does not! Speaking as a journalist, I am

ashamed 
at this unorthodox and irrational behavior 

on the part of my colleagues.
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nal picks up a scalpel (a surgical knife)
and uses it to stab someone, the next
day’s headline would read, “Criminal
Stabs Victim With A Scalpel.”
However, if the same criminal picked
up the telephone and committed
fraud, the next day’s headline would
read, “Telemarketer Commits Fraud!!!”
This horrendous double standard has
indeed given us a distorted image.
While many newspapers have histori-
cally used the telephone to sell sub-
scriptions and advertising, their edito-
rial departments were bad-mouthing
the industry for the last two decades.
The other reason for the above is that
trash journalism sells, while honest
journalism does not! Speaking as a
journalist, I am ashamed at this
unorthodox and irrational behavior on
the part of my colleagues. 

I therefore feel compelled to briefly
state what our great industry has done
for America and, in particular, what
the teleservices companies have done
for America and the world. Here are
some facts:

• The call center/CRM industry has
created and protected six million jobs
in America (prior to offshoring).

• Our industry has sold billions of
dollars of products and services, and
has produced millions of dollars in
taxes while building and creating jobs
in many countries.

• Our industry raised funds for many
churches, schools, libraries and many
other charitable organizations, colleges
and universities. 

• Telemarketing is being used by sev-
eral Red Cross organizations to gener-
ate blood to be used by our troops in
Iraq and elsewhere.

• Indeed, many teleservice agencies
DONATED their vital services to gen-
erate funds for global disasters and aid
programs such as the Tsunami, Live
Aid, etc. 

• Yes, they placed millions of calls
for victims of these disasters FREE OF
CHARGE.

• I ask, what other industry or enter-
prise has done 10 percent as much for

the well-being of mankind as teleser-
vices agencies and the call center indus-
try have done? 

• Of course, we, the insiders, know
how helpful and instrumental our
industry has been to our country and
to the victims of global disasters.

• But because of the actions of sever-
al criminals committing fraud and
making intrusive calls, etc., the indus-
try has gotten an unfair and negative
reputation.

Taylor Institute Brings Enhanced
Legitimacy To Our Noble Industry

Gary Taylor, the Chairman of
InfoCision (news - alert), has donated
millions of dollars of his own money to
build the Taylor Institute, a four-year
degree program in the College of
Business Administration at the
University of Akron, to enhance the

professionalism and the legitimacy of
our great industry.

We applaud Gary’s noble and
unprecedented act of enhanced recog-
nition for the industry that delivered so
much personal satisfaction to him and
his outstanding employees. Under
Gary’s leadership, InfoCision has
earned 12 consecutive MVP Quality
Awards, our industry’s highest award
for quality teleservices, bestowed by
Customer Inter@ction Solutions®, the
industry’s preeminent magazine since
1982!

Gary Taylor Also Cares About His
Country And His Employees!

As the only teleservices company to
earn 12 consecutive MVP Quality
Awards, InfoCision has kept 100 per-
cent of its call centers in the U.S.
Today, InfoCision employs 3,000+
people and plans to keep ALL jobs in
the U.S. 

I have had the unique pleasure of
knowing Gary, his wife Karen and his
fine staff for over 15 years. I am
proud to be a part of an industry that
has contributed so much to
humankind and one that has truly
outstanding leaders who exemplify the
highest degree of integrity and one in
particular who has brought so much
respect, legitimacy and dedication to
our very proud industry. Gary was
inducted into the Contact Center Hall
of Fame in May 2004 by Customer
Inter@ction Solutions®, a well-deserved
high honor! On behalf of the entire

industry and the staff of Customer
Inter@ction Solutions®, we extend a
heartfelt “Thank You” to Gary and his
dedicated staff at InfoCision. At this
critical moment in our industry, the
Taylor Institute is precisely what we
need.

For more information about
InfoCision, visit
http://www.infocision.com. For more
information about the Taylor Institute
of Direct Marketing, call 330-972-
7650 or e-mail ldale@uakron.edu.

As always, I welcome your comments.
Please e-mail me at
ntehrani@tmcnet.com.  CIS

Sincerely yours,
Nadji Tehrani
Executive Group Publisher, Editor-in-Chief

I ask, what other industry or enterprise 
has done 10 percent as much for the well-being 

of mankind as teleservices agencies and the 
call center industry have done?
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LETTERS

Rich:
I’m glad to see you taking up the battle to change our woe-

fully inadequate terminology to describe how people should
communicate with others or be contacted by automated
application services in a converging multimodal communica-
tions environment (High Priority!, March 2005,
http://www.tmcnet.com/cis/0305/hipriority-A-Desperately-Needed-Term.htm).

You are on the right track by starting to focus on the rel-
ative priorities of the contact initiator versus those of the
recipient. These priorities will realistically start to come
into alignment with the power of SIP, which can enable
end-to-end presence, availability and, last but not least,
modality management. It is the convergence of IP telepho-
ny and multimodal messaging that will enable person-to-
person communications to be both flexible and manage-
able. 

The “buddy list” for controlling contact relationships, as
well as access “rules,” [is] a starting point for dynamically con-
trolling personal accessibility, but the dynamics of the real
world will need more than such manual “programming”
strategies. 

Look at the complete failure of the voice mail “greeting” to
satisfy the informational needs of a caller who wants to know
how he or she can make immediate contact with a recipient,
or at least know when to expect a response if the caller leaves
a message. Most users record a standard, non-specific greeting.
Whenever I ask an audience how many of them change their
voice mail greeting at least once a day, I only see a handful of
hands raised. Even then, the information is not accurate or
adequate enough to be useful for a caller’s immediate contact
needs.

I recently wrote an article pointing out that, without the
initiator’s actions, recipients would get nothing. With new
multimodal contact alternatives, however, the confusion that
you complained about in your editorial is still a problem that
I see being resolved through the still-evolving facilities of SIP
standards and what I have called “transmodal communica-
tion.” That term describes the ability to quickly and easily
shift from one modality of communication to another, as cir-
cumstances require.

Transmodal communications capability is not only useful
when trying to establish contact with a person, but is
important even after one form of contact has already been
made. Now that all forms of person-to-person communica-
tions are converging at both the IP network transport levels
[and] the communication devices level, people can initiate a
contact at a message exchange level and escalate to a voice

conversation (and vice versa) as their needs and circum-
stances dictate. I proposed this perspective in a recent col-
umn that was published on TMCnet.com last year
(http://www.tmcnet.com/109.1).

The benefit of this kind of communications flexibility
will be seen at the end user level (where it really counts),
by enabling users to communicate more easily in whatever
way works best for all parties, rather than guessing about
what devices others have, what contact method to try first,
and then being stuck with an initial communications
modality that isn’t effective. If the communication
exchange suddenly requires a more efficient mode of com-
munication, including conferencing other people in, the
switch should be a seamless and simple one. The bottom
line will be more successful contacts, as well as more pro-
ductive use of time.

I don’t know if my term, “transmodal communications” (it
is kind of a mouthful!) will help fix the terminology problem
you describe in your editorial, but the general reaction from
experienced industry leaders has been favorable. Perhaps with
a little more branding, it could catch up with the success of
VoIP!    

I welcome your comments and may publish the exchange
in my column.

Best regards,
Art Rosenberg
The Unified-View

Dear Nadji:
I truly enjoyed your article, “Boost Market Share With

Powerful Marketing And Sensible CRM: 
Leapfrog Your Competition”
(http://www.tmcnet.com/cis/1002/1002po.htm).

I am in advertising sales for an art and entertainment publi-
cation in Bucks County, PA. The New Hope, PA., and
Lambertville and Frenchtown, NJ, areas (among others) have
suffered several tough years.

The frustrating battle for me is that they all cry “poor”
yet do LITTLE OR NO advertising. Most store owners
tell me business has been bad and advertising is a waste of
money. I ask them, how will someone know to come to
your store? They say things like, “I’ve been here for 15
years.” Well, 15 years ago I was 17, so I don’t think I
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knew of you then. How would I know to come to your
store now?

My goal is to help these areas gain their market share
and increase their business through advertising (hopefully
in my publication, but at this point I just want to
help). Many stores are closing and people are very com-
placent.

I came across your article [while] in search of market
research to share with the business owners to help them
understand and educate them that I [am] not just SELLING
them when I [tell] them how important advertising at a time
like this truly is. They refuse to understand the importance
of repetition as well; if I hear the words, “I’ll try one ad and
if it works, I’ll run more,” I am going to freak out. Most
often, I tell them to keep their money because I know they
most likely will not receive the response they believe justified
the ad, and then they will share with others that they ran in
our pub and had negative results.

If you have any other information that you feel would
help, I would very much appreciate it. I am working on cre-
ating a newsletter to distribute to the store owners, perhaps
with marketing advice, etc. — something to help educate
and inform. Regardless of it being my profession to sell
advertising, I want to help these stores get back on their feet
again and see these areas thrive as they did years ago. I was
drawn to advertising sales because I felt it was a way that I
could help the small business owner be successful, see the
results of my efforts and make a fair living at the same time.

Looking for advice and guidance, should you have a
moment in your certainly busy schedule.

Thank you kindly,
Shannon Derstine

Tracey:
Your March “Last Call” column on “IVRs Gone Wild”

(http://www.tmcnet.com/108.1) was very funny and so true!
Plus, it prompted me to do a Google search for “marmoset,”
so I feel I’ve learned something new today. Anyway, great
column.

Michelle Faulkner
Empirix

Rich Tehrani Writes About 

Amazon Feedback

I recently ordered a $15 Firewire cable for a
new video recorder. As it turns out, I ordered the
wrong cable. Interestingly, this order was placed
by an affiliate of Amazon, and when I tried to ask
if I could exchange the cable, my e-mails went
unanswered.

A few weeks later, Amazon sent me a survey
asking me if I was satisfied with my order. I
responded and told them about the cable mix-up
and that the vendor had not responded to my
two e-mails. I didn’t realize that my response to
Amazon would now be permanently posted
online.

Guess who called me a few days later…the ven-
dor. They credited my card for the cable purchase
and told me that failing to provide customer serv-
ice to a $15 customer (granted, I spent a thou-
sand plus dollars on the video camera the same
day I ordered the cable — just not from them)
can break a company. A single impression that a
company has poor customer service is more dam-
aging than I imagined.

I feel terrible that I cost this company business,
but at the same time, I marvel at how powerful
the Internet can be. I wonder if there is a “pen is
mightier than the sword” analogy for the
Internet. Is it “The Internet is more powerful
than the lawsuit?”

The whole incident has been an education, and
it should teach us all that selling products in a
world where there is an Internet — whether you
sell online or not — is very dangerous. You can-
not take for granted even your smallest customer,
as sometimes these are the customers who can
break your reputation.
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When I first heard about the person-
nel change, I decided I wanted to inter-
view George Shaheen. I came up with
some pretty good questions. I imagined
my feature story surrounded by com-
ments from Salesforce.com, one of
Siebel’s biggest competitors, as well as a
company called Contactual (formerly
White Pajama).

My plan was perfect (so I thought). I
would have Siebel’s positive comments,
balanced by perhaps contrasting opinions
of Salesforce.com. I would seek out the
viewpoint of Contactual, a company that

focuses on hosted contact center solu-
tions and whose services often coexist
with those of Siebel and Salesforce.com. I
saw my story really coming together.

Of course, Murphy’s Law dictates
that the perfect story will never be

perfect and, in this case, Siebel told
me that George Shaheen was not avail-
able for comment. I was shocked —
most companies parade their CEOs in
front of the media like a stuffed turkey
float on Thanksgiving. Not only did
Siebel personnel decline my request
for access to Shaheen, they did not
offer me an alternative Siebel employ-
ee to answer my questions. A bit of
digging showed that Shaheen was busy
putting together a turnaround plan
that was due about week after I asked
for his comments. I guess everyone has
their priorities.

As the saying goes, if you want some-
thing done right, do it yourself. But
how do you interview someone without
his or her assistance? I imagine that if
book authors can write unauthorized
autobiographies, perhaps I can write the
world’s first unauthorized interview. The
idea might fly, and I figured if I could
submit the story late enough, my edi-
tors would have to accept the story “as
is” and not question my brilliant (or
crazy?) scheme. [Editor’s note: Fat
chance, Rich.]

That said, following are many of the
questions I sent Shaheen. I wrote the
answers, too, but that’s beside the
point.

The most difficult part of my job is trying to communicate with all
the companies with which I would like to speak on a daily basis. A
case in point is Siebel (quote - news - alert), which recently brought
on board George Shaheen as its new CEO. Siebel has had some
financial challenges as of late and, as a result, Shaheen was asked to
take the reins of the company and lead the CRM behemoth to suc-
cess.

A Host Of Opinions 
On Hosted CRM

Siebel told me that George Shaheen was not 
available for comment. I was shocked — most 
companies parade their CEOs in front of the

media like a stuffed turkey float on
Thanksgiving.

By: Rich Tehrani,
Group Editor-in-Chief,
Technology Marketing Corporation

Go To Table of Contents | Go To Ad Index

http://www.cismag.com
http://www.tmcnet.com/bizwatch/charting.htm?symb=SEBL&time=1mo
http://www.tmcnet.com/query/tmcnetq.asp?SearchString=Siebel&Action=Go%21
http://www.tmcnet.com/scripts/keymail/keymail.aspx?k1=Siebel


Because your business is on the line

Take actionable intelligence to a whole new level. With Verint's new ULTRA Analytics Suite.
Another day. Another opportunity to turn your contact center
into your company's greatest competitive advantage — with
Verint's new ULTRA Analytics™ Suite. Our advanced analytics
go far beyond traditional QM, performance management and
workforce optimization tools to help you
understand not just what's happening in
your contact center but why. Why is agent
performance on the downswing? Why is

customer churn on the rise? With ULTRA Analytics, you can
instantly identify and address the issues that have the most
impact on the success of your entire enterprise. It’s actionable
intelligence taken to a whole new level. To find out more and get

your complimentary copy of our new white paper,
“Understanding Why,” call 1-800-4-VERINT or go
to www.verint.com/why. Because every time
the phone rings, it's your business on the line.

©2005 Verint Systems Inc. All rights reserved.

Things to do today:
Optimize agent performance

Pi npoi nt areas of improvement

Enhance customer experience

Obli terate competi ti on

058715050005_0015.qxd  4/28/05  12:32 PM  Page 15

http://www.verint.com/why


Subscribe FREE online at http://www.cismag.com16 CUSTOMER INTER@@CTION Solutions® May 2005

High Priority

RT: Rumors of your retirement are
filling the pages of other magazines,
yet you are obviously not retired. Do
you care to comment?

RT: When I saw the opportunity to
lead Siebel, I decided it was a challenge
worth taking. I never formally
announced my retirement, and Rich,
you should know better than to believe
what you read in supermarket tabloids.

RT: Why are you the right person
for this job?

RT: Having led one of the largest con-
sulting companies in the world (Arthur
Anderson Consulting/ Accenture), I
have seen many Siebel implementations
from the standpoint of the consultant/
integrator. This unique experience will
help me as I map out a strategy to help
Siebel grow into the future.

RT: I loved your past company,
Webvan, and although it was a dotcom
casualty, what experience did you bring
to your new position from the now-
defunct online delivery company?

RT: Leading Webvan was a great
experience, but like so many good ideas,
the environment did not allow for our
Internet delivery company to be success-
ful. My experience in building up that
company so rapidly will allow me to
react just as quickly as I take the reins of
Siebel. I believe speed and rapid
response to changing market conditions
will be the difference between success
and failure in the market.

RT: You have the ability to sell soft-
ware, services and a combination of
both. Why is this a strength and, hon-
estly, why is this a weakness?

RT: Being flexible enough to serve the
diverse needs of our customers is the
reason we chose the hosted and in-
house strategy. Simply stated, some cus-
tomers require hosted solutions, others
require software and those in a third
category require both. By having a more
complete menu of choices, we feel we
are in a great position to serve our cus-
tomers’ needs. There is no weakness in a
strategy that allows us to meet the needs
of our customers, regardless of what
those needs are.

RT: Integration cost and hassle were a
few of the reasons many companies gave
up on CRM. Are times different now?

RT: Yes. We are always working to
simplify CRM implementations. Newer
technologies and experience allow us to
achieve greater results in less time than
ever before.

RT: Are you shifting focus to busi-
ness intelligence or is CRM still a
viable business?

RT: We see synergies between the
two, and the BI market has tremendous
potential for growth.

RT: In your opinion, what is the
state of customer service and relation-
ships in the U.S.?

RT: Customer service levels can
always improve, and we are in the busi-
ness of helping companies provide
increasingly better service.

RT: What keeps you up at night?
RT: I often worry that someone will

write an unauthorized interview with
me that is astonishingly accurate.

RT: What will we remember you for
at Siebel, assuming you do retire one
day?

RT: My goal is to continue to keep
Siebel on the leading edge of providing
solutions to customers that help them
run their businesses better.

Another Perspective
As I mentioned previously, for bal-

ance, I reached out to Salesforce.com.
The rivalry between these two compa-
nies is legendary, and in the CRM
space, Tom Siebel and Marc Benioff
seem to have a relationship like that of
Bill Gates and Larry Ellison in the IT
market. Here are the results of my inter-
view. You will probably notice right
away (after the first answer, in fact) that
the real Marc Benioff responded to my
questions, not the imaginary Benioff.

RT: What do you think of the
“changing of the guard” at Siebel? 

MB: I don’t think there is a more dif-
ficult job in this industry right now
than making that company a success.

RT: How do you see this change
affecting the market? 

MB: For Siebel customers, uncertain-
ty creates confusion.  

RT: Are some market segments such
as travel or insurance more predisposed
to going hosted? 

MB: The power of our approach is
that we appeal to customers in a broad
range of industries. That’s because our
system is so customizable. Businesses can
easily customize our system to meet their
unique needs. No one else can say that. 

RT: Are you seeing more of your cus-
tomers asking you to sell suites of
applications? 

MB: Our Customforce tool has
unleashed a tremendous amount of
innovation and creativity among our
customers. When they realize how flexi-
ble our system is, they are soon building
their own custom apps. We have revolu-
tionized this process and, with it, an
industry.

RT: Where will the suite market go
in the future? 

MB: I think customization is the
future. One customer of ours said it
best: “Why should I change my business
to suit my software?” We completely
agree. Customers are tired of inflexible
software that doesn’t meet their needs.

Another Voice
I then reached out to Mansour Salame

at Contactual
(http://www.contactual.com). Mansour
founded the company and, more recent-
ly, reacquired the company back from
investors during the downturn. Now the
company seems poised to take off.

RT: What do you think of the
changing of the guard at Siebel? 

MS: I liked Lawry. I also like
Shaheen, and having worked for him, I
think he is a good fit for the position.
However, the challenges confronting
Siebel and Lawry haven’t been
addressed. In my opinion, Siebel still
needs to shift strategy and acknowledge
the growth and success of the hosted
model, which is largely driven by small
and midsized customers. Lawry and
Siebel didn’t have much in the way of
experience with SMBs. It will be inter-
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esting to see if Shaheen makes this
adjustment and shifts strategy.

RT: How do you see this change
affecting the market? 

MS: This is the third CEO in 12
months, and we haven’t seen much of
an impact during this extended period
of change. All three CEOs have mini-
mal experience with solutions geared for
SMBs (define - news - alert) and depart-
mental instances.  Based on the recent
past, we don’t anticipate any impact on
our business. This change, in a limited
sense, will affect the market, but the
dynamics are really limited to those
impacted by an extended period of lead-
ership change at Siebel.

RT: What is happening in the hosted
vs. in-house market? 

MS: There is a clear shift in the mar-
ketplace. No matter how you slice the
market for contact centers, it’s hard to
deny that hosted solutions are on the
rise. Every month, more and more deci-
sion makers are choosing to go with
hosted contact center solutions. That’s
certainly our experience.

RT: How do you see the hosted con-
tact center market differing from host-
ed CRM? 

MS: Both CRM (define - news -
alert) and hosted contact centers address
non-core areas for businesses. But the
fundamental difference is that the con-
tact center is mission-critical from an
operational standpoint, and CRM prod-
ucts are mission enhancements; that is,
if the CRM goes down, it’s a nuisance,
but if the contact center goes down, it’s
a disaster (most of the time).  

RT: You recently told me your aver-
age customer size is growing. Why do
you think this is? 

MS: It’s really all about credibility.
The customer base is increasingly com-
posed of larger and larger customers,
because one satisfied customer at 100 or
200 seats leads to another.  

RT: What are customers saying
about Contactual’s new name, now
that they have had time to digest it? 

MS: Our loyal SMB customers who
started with White Pajama four years

ago have mixed opinions. But in gener-
al, people like it. It’s a name that is
becoming synonymous with on-demand
contact centers. White Pajama is a
proud part of our history, but it doesn’t
really reflect the company’s business,
product or personality anymore — we’re
much happier with the attributes that
Contactual communicates.

RT: How do you foresee the market
share of hosted solutions in contact
centers of the future?

MS: I believe that in five years, 50
percent of new contact center solution
purchases will be on-demand solutions.   

RT: What is the one problem you
wish hosted technology didn’t have? 

MS: The nature of hosted products
creates a relationship with the support-
ing infrastructure in place. Our partners
in telecom are replacing and improving
infrastructure, which creates fewer
instances of telecom-related problems.
But the stability of the Internet and
telephony infrastructure is the one piece
of our customer experience outside of
our control — when there are problems
there, it’s definitely the type of problems
that I wish we didn’t have to deal with.
In essence, we end up debugging telco
and Internet networks. It’s necessary,
though, as we want to support our cus-
tomers, and it will become less and less
required as the underlying infrastructure
improves.

RT: What excites you about the
future? 

MS: There’s really so much to be
excited about. Our partnership with
NEC is really a model for other partner-
ships in other geographies. And I can’t
wait to unveil our new, unannounced
partnerships. Equally exciting will be
our product enhancements in the
upcoming release. But perhaps the most
exciting thing is seeing developments
outside of our control — developments
from our customers. For example, we
have customers in healthcare, retail
finance and security developing custom
internal applications and business prac-
tices on top of Contactual technology. I
love seeing innovative business concepts

sprout from our customer deployments
— things I never anticipated or even
thought possible. Seeing the product
fashioned to make people more secure,
or help people get medical care or relief
after a disaster, are things that get me
excited and keep me enthusiastic for a
long time.  

The Invitation Is Open
I must finish the story by saying that

Siebel has an open invitation to con-
tribute to my column in the future, and
I sincerely hope they take me up on the
offer. As an industry, we all need Siebel
to do well. Companies look to Siebel as
a barometer of CRM health. With that
said, the world is changing and compa-
nies are faced with more alternatives
when they choose their CRM imple-
mentations. On the one hand is the
hosted solution route, and on the other
hand, many vendors are rolling out
software suites with CRM as just one
application in a family of products.
Shaheen has a tremendous amount of
experience and I am looking forward to
seeing what he can do with Siebel — a
company with an incredible brand
name and reputation. Still, the clock is
ticking, and Shaheen needs to act
quickly to increase sales and grow the
stock price to keep his shareholders
happy. One common theme about
which I have been reading and which
was also echoed by Salame is that Siebel
will likely have to focus on smaller cus-
tomers to make up for the sales deficit
being felt in the large enterprise market.
A smart move for them might even be
to purchase Contactual, which has a
great handle on this space. Remember,
you read it here first. CIS

Sincerely yours,
Rich Tehrani
Group Publisher, Group Editor-in-Chief
rtehrani@tmcnet.com

PS: At press time, rumors regarding
Oracle acquiring Siebel started to circu-
late. I could not confirm the authentici-
ty of the rumors at the time of this writ-
ing.
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Gideon Hollander
CEO
Jacada 

This month, CEO Spotlight speaks with Jacada (news - alert) CEO Gideon
Hollander. Jacada specializes in software solutions that accelerate business
improvement, including its product Fusion, which delivers a simplified interac-
tion experience on agents’ desktops to improve agent efficiency and customer
experience.

CIS: Please briefly introduce Jacada
and describe its mission statement.

GH: Jacada Fusion is an award-winning
Agent Productivity Solution that makes it
possible for businesses to rapidly simplify
their processes and workflows without
requiring any changes to the underlying
applications. Within weeks or months,
companies such as AIG (quote - news -
alert), Arch Wireless (quote - news -
alert), Bank of America (quote - news -
alert), Cendant-RCI (quote - news -
alert), Prudential (quote - news - alert),
West (quote - news - alert)and many oth-
ers have dramatically increased agent pro-
ductivity and efficiency using Jacada
Fusion. 

CIS: Your Fusion product integrates
agents’ open applications on the
desktop.  Why is this important for the
call center, and what can a company
gain from it?

GH: Delivering a high-quality customer
experience is of major strategic impor-
tance to most businesses today. Revenue
generation, cost reduction and customer
loyalty/retention are key objectives of the
contact center. Accomplishing these
objectives requires an enriched, personal-
ized and consistent customer experience
across all business channels. For most
companies, the limiting factor in achiev-
ing these objectives is the complexity
and inconsistency of the agents’ interac-
tion with the applications they must use.

For contact centers, it is absolutely criti-
cal to simplify the work processes of the
agent so as to improve productivity and
the customer experience. Whether it’s an
in-house facility, outsourced center, virtual
call center or self-service application, the

barrier to achieving these objectives is the
inflexible stovepipe applications that sup-
port the contact center process. In fact,
the majority of agent desktop inefficiency
is a result of the complexity introduced by
the six to 10 different applications
required to complete an assigned task.
Whether it’s redundant data entry, infor-
mation look-ups, or simply the continua-
tion of a process, CSRs are required to
perform inefficient and error-prone activ-
ities because they are forced to use multi-
ple applications to do their jobs. The
interaction is certainly less than perfect!

CIS: Does integrating call center desk-
top applications help improve any call
center metrics, such as average handle
time or agent turnover? How do you
measure the ROI on such a product?

GH: Jacada Fusion seamlessly integrates
the applications at the agent’s desktop to
achieve a number of critical objectives
for contact center operations, including
providing a single view of the customer;
reducing or eliminating time-consuming
call wrap-up processes; reducing average
handle times (AHT); improving first
call resolution (FCR); eliminating
redundant data entry; significantly
reducing agent-training costs; improving
agent morale and productivity; and
improving the customer experience.

With Jacada Fusion, almost every-
thing about the contact center work
environment improves. Agents are more
productive and have better morale
because they have rapid access to the
information they need to do their jobs.
And agents are better able to support
corporate cross-sell and upsell initiatives
because they are now focused on the
customer interaction instead of dealing

with a complex desktop environment.

CIS: Can the product cope with any
company’s legacy systems, no matter
how old or outdated?

GH: Yes. The existing applications do
not need to be rewritten, modified or
enhanced in any way. In fact, in many
cases our customers do not even own
these applications or have access to the
code. That is the beauty of the Jacada
Fusion approach. It is non-invasive to
the existing systems, yet Jacada Fusion
enables the contact center to deliver a
new, streamlined, easy-to-understand,
perfectly designed interaction to users,
customers or partners.

In many cases, the existing user inter-
action is so complicated, and spans so
many different applications or applica-
tion types, that the quickest way to
achieve “perfection” is to create a new
interaction. Jacada Fusion enables the
contact center to hide the multiple, com-
plex applications that currently compli-
cate the process behind a single set of
screens that perfectly support the process.

CIS: We hear a lot about the “failure”
of CRM.  How can Jacada help com-
panies make better use of, and get
more out of, their CRM systems?

GH: [Many of ] the interactions in a call
center require agents to navigate to mul-
tiple secondary applications — often to
re-enter the same data two or three
times, look up data, and then enter it
into the core application, or to check
availability on an item before proceeding.
This “alt-tabbing”’ between applications
is error-prone, requires more training,
results in missing or inaccurate data, and
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is a drag on processing time — resulting
in unhappy customers and employees. 

Many call centers look to CRM to fix
this situation, ultimately improving their
agents’ productivity and customer experi-
ence. Unfortunately, they’re usually last on
the list for deployment of CRM, as sales
and marketing typically drives the pur-
chase. In addition, most of the benefit of
CRM comes from using only the single
CRM system. So the real failure, beyond a
complex installation, is improper expecta-
tions for the benefits from CRM. 

The fact is that there rarely is a case
where CRM can effectively replace the
primary operational systems used by the
contact center. What they get instead is
another application “silo” on the desktop
making their lives even more complicated. 

Jacada Fusion significantly simplifies
this scenario, effectively deriving more
value from a CRM investment, by elimi-
nating the need to manually navigate
through cumbersome applications, and
[it] can automatically post or retrieve data
from them. The result is “The Perfect
Interaction” with the contact center’s core
business system, which dramatically
improves productivity, data accuracy, cus-
tomer experience and employee retention. 

Jacada Fusion does not add another
silo; it integrates the capabilities of what
already exists within the installed appli-
cations. 

CIS: Does Jacada target its products
toward the home agent/virtual contact
center? How can Fusion or any of
Jacada’s other offerings help compa-
nies in their implementation of virtual
centers?

GH: Yes. Jacada Fusion is an essential tech-
nology to enable the virtual contact center.

The virtual contact center requires
the ability to place agents anywhere [at]
any time, and to provide calls and appli-
cations to them.  

Of course, this means making the
user interaction easy enough for any
agent anywhere to service the customer.
And, if it takes months to train an
agent, it takes the “virtual” out of the
virtual call center. 

Once you direct the calls and other
voice features to the virtual agent over IP,
clearly some portion of the business
applications should follow the call. While
IP is the ubiquitous protocol that drives

the Internet and most organizations
today, the fact is most applications were
not designed to leverage the openness and
flexibility IP provides — most notably
the power of thin-client computing.

To fully realize the benefits of the vir-
tual call center — including simplifying
the interaction for the virtual agent —
the contact center can use Jacada Fusion
to get its complex application portfolio
IP-enabled and ready to follow the call
to the agent, wherever the agent is.

A Web-based or browser-based appli-
cation is the only application type that is
ready-made to be available to the agent
anytime, anywhere over IP. Release 7 of
Siebel is an example of a Web-based
CRM implementation. Most applica-
tions currently used by call centers can-
not be made available to the agent over
an IP network. These applications are
the traditional host-based applications,
typically running on mainframe and
midrange servers sporting a green, termi-
nal-based interface. Typically, these are
the earlier ERP systems, HR applica-
tions or customer information systems.
To access these systems requires loading
emulation software on the agent’s desk-
top or Web-enabling these systems using
some middleware software. The other
predominant application is Windows or
a client/server application — otherwise
known as “fat-client” applications. These
require you to install the client side of
the software application on the agent’s
desktop. Most of the newer ERP sys-
tems, financial applications and CRM
systems were installed as client/server
applications. Siebel 6 is a good example
of a client/server-based CRM implemen-
tation. Sometimes this installation can
be very large and require high-end com-
puting power at the desktop.

Rather than those approaches, a contact
center can use Jacada Fusion to deploy its
business application as browser-based,
thin-client applications. Jacada Fusion-
enabled applications can be deployed any-
time, anywhere to any IP-enabled device.

Jacada Fusion not only simplifies the
desktop of call center agents, but does it
in a way that IP-enables the new inter-
action, which then can easily share the
pipe with VoIP.

Using Jacada Fusion, the total cost of
ownership for application delivery and
maintenance is significantly reduced
with a browser-based, thin-client
approach. And you can control what the
agents get, customizing and managing
their views from a centralized, server-
based architecture.  CIS
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Macromedia’s
Solution Is Blowin’
In the Wind 
By David R. Butcher, 
Assistant Editor, 
Customer Inter@ction Solutions

Macromedia’s updated system of
online communications is not “breezy”
in the sense that it’s egregious or with-
out weight — it is simply a breath of
fresh air. And, rather, it is of ample
attributes that can contribute to every
aspect of an enterprise’s reliably quick
and qualitative online communications. 

The Macromedia Breeze Live 5 sys-
tem delivers complete solutions for
online communication in three areas: 

• Rapid training offers on-demand
and real-time curriculum management
for new-hire training. Historically the
most sought-after aspect of this sys-
tem, the solution essentially offers
faster, high-impact training through
quick creation, management, deploy-
ment and tracking. Further, there are
self-paced, narrated, multimedia train-
ing courses and live virtual classes, as
well as new quiz types. 

• Marketing and sales functions
enable organizations of this sort to
deliver high-impact online communica-
tions that are easily and instantly
accessed. In driving leads and engag-
ing prospects through narrated, multi-
media presentations, Breeze can offer
greater reach and shorter sales cycles.

• Enterprise Web conferencing deliv-
ers on-premise control, enterprise scal-
ability and broad extensibility, support-
ing more than 2,000 attendees in a sin-
gle meeting. The highly scalable system
can be hosted on-premise, and is
based on an open, extensible architec-

ture that supports integration with
existing and evolving infrastructures.

At the base of the system is the core
Breeze Communication Server. The sin-
gle-server solution enables multi-server
configuration with automated failover,
ensuring continuous system perform-
ance. The new, optional Edge Servers
enable Breeze deployment notes
throughout an organization’s network
to consolidate and cache streams and
content. Scalability of the Breeze
Communication Server has also been
improved, providing support for clus-
tered environments and Edge Servers,
which can be scaled to thousands of
concurrent users. As well, directory
services integration has been added,
enabling out-of-the-box integration with
organizations’ existing user manage-
ment systems. The CSV file import
capability allows customers to bulk
import users and groups. There are
numerous other new features and func-

tions added to or improved upon in
Macromedia’s Breeze Communication
Server, including those that focus on
content and delivery management,
reporting and branding.

In addition to the server capabilities,
there are four principal functions that
compose the online communication
system: Breeze Meeting, for real-time
meetings and seminars; Breeze
Presenter, for PowerPoint authoring of
narrated, self-paced e-learning courses
and on-demand presentations; Breeze
Training, for managing e-learning
courses and curriculum; and Breeze
Events, for managing user registration,
reminders and tracking for large online
events and presentations.

The primary differentiator of Breeze
from WebEx (news - alert), IBM (quote
- news - alert) or Microsoft (quote -
news - alert)Web communications,
though, is the way in which Breeze
takes advantage of Macromedia Flash

(Editor’s note: Please see sidebar to this
article for news of Macromedia’s acquisi-
tion by Adobe.)
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Player for servicing audio and video
into business conferencing, according
to Michael Fitzpatrick, Macromedia’s
senior product manager. Breeze is
deployed using Macromedia Flash
Player. (Flash Player is already installed
on nearly 98 percent of browsers
worldwide, according to Macromedia.)
So it is likely that all of the enterprise’s
users already have everything they
need to instantly access Breeze meet-
ings, presentations and training. 

Further, Breeze 5 includes adaptive
streaming of audio and video, and it
includes integrated support for Talking
Head Video, enabling authors to import
prerecorded Flash Video files into
Breeze on-demand presentations.

“Breeze is like WebEx on steroids,”
Steve Nelson, CIO and director of IT at
the Arizona Hospital and Healthcare
Association (AzHAA), touts on
Macromedia’s Web site.

(The AzHAA is using Macromedia
Breeze Live to replace on-site training
sessions; it will save AzHHA clients

approximately $800 in travel costs for
each individual the company needs
trained. According to Macromedia,
Breeze will pay for itself in member
travel costs within one year.)

With version 5, Macromedia offers
more than 50 new features in its serv-

er and modules, nearly all of which
were added by request of customers
of the previous versions. In addition
to those already mentioned, other key
enhancements to the new Breeze
applications are as follows: an
improved Meeting interface and
reusable Meeting templates; extensive
branding; an audio conference bridge
integration API; presentation viewer
customization; dashboard reporting;
and integration with third-party con-
tent (as well as Macromedia).

The modules are offered both as
individual and packaged offerings. The
Breeze Live system, as a whole, offers
real-time and on-demand online com-
munication that has been enhanced in
its features, richness, reach and plat-
form. Delivered as either a hosted or an
on-premise solution, Breeze can be up
and running within 15 minutes — so
quick you’ll feel the draft.
http://www.macromedia.com

For information and subscriptions, 
visit http://www.TMCnet.com or call 203-852-6800.
CIS

Adobe To Acquire Macromedia
Adobe Systems Incorporated (quote - news - alert) has announced a defini-

tive agreement to acquire Macromedia (quote - news - alert)in an all-stock
transaction valued at approximately $3.4 billion. Adobe is a provider of soft-
ware for creating, managing and delivering high-impact digital content.

The combination of Adobe and Macromedia is aimed at providing customers
with a more powerful set of solutions for creating, managing and delivering
compelling content and experiences across multiple operating systems, devices
and media. Together, the two companies will be able to meet a wider set of
customer needs and have a significantly greater opportunity to grow into new
markets, particularly in the mobile and enterprise segments.

The two companies are developing integration plans that build on the cultural
similarities and the best business and product development practices from
each company 

“Both Macromedia and Adobe are passionate about creating and enabling
great experiences across a wide range of devices and operating systems,” said
Macromedia President and CEO Stephen Elop, who will join Adobe as presi-
dent of worldwide field operations. “Our combined teams will be a powerful
force for innovation around cutting-edge platforms for delivering content and
applications.”

The acquisition is expected to close in Fall 2005, as of this issue’s printing.
http://www.adobe.com
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If This Is How Your Contact Center Rep Feels, 
Think About Your Customer.

We call it The Perfect
Interaction. Spend a few
minutes watching the
Jacada Fusion demon-
stration, and you'll see
how you can make 
dramatic improvements
in CSR productivity and
the customer experience.
It's quick, simple, and
yields results that contact
center managers could
only dream about . . .
until now.

Help Is Here.

Call today for a free demo CD
and white paper.

800-773-9574

www.perfectinteraction.com

creo
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NEWS CRM

BrowserCRM Announces Professional Version 4.0 For Linux, Windows
And Macintosh

BrowserCRM, Ltd. (news - alert) , a provider of customizable, intuitive and fully integrat-
ed CRM, sales and support solutions, has announced the release of BrowserCRM
Professional version 4.0 for Linux, Windows and Macintosh. This product marks a range of
new features, including an improved user interface and extensive customization options.
The on-demand CRM solution is aimed at
businesses that want affordable, powerful and
easy-to-use CRM, without the complexity,
inflexible deployment options and cost of other
online CRM solutions. The new Web Modular
Application Toolkit is a set of objects with
example implementations that have data dic-
tionaries and module templates to allow users
to rapidly build custom functionality integrated
with the core CRM. BrowserCRM enables
users’ complete control of their data. It also
enables backups and can deploy to any Web
host or a company’s own in-house server. 
http://www.browsercrm.com

UniPress Links FootPrints Service Desk To CRM Applications
UniPress Software, Inc.(news - alert), a midmarket provider of Web-based service desk

automation software, has announced a new solution for dynamically linking its FootPrints
service desk on a bidirectional basis to CRM tracking applications from Microsoft,
Salesforce.com and Salesnet with no setup programming required. The new FootPrints CRM
Bridge provides organizations with the capability to share and access information between
FootPrints and sales modules of CRM tools, giving both service desk agents and sales pro-
fessionals a 360-degree view of customer data, and allowing them to manage relationships
more effectively. 

Available now, FootPrints provides a 100-percent Web-based system for multichannel
issue tracking, self-service online, SLA manage-
ment, knowledge management, e-mail manage-
ment, automated reporting and telephony integra-
tion.  

With the new FootPrints CRM Bridge, sales per-
sonnel using the sales modules of the three previ-
ously stated sales applications have the ability to
view the complete customer support history main-
tained in FootPrints. This allows sales representa-
tives to get real-time support activity for their cus-
tomers when conducting a support call. 

Also, this integration allows FootPrints service
desk personnel to dynamically share sales contact
databases within these CRM applications. As con-
tact data change in the sales tracking application,
they are instantly available in FootPrints. 

Powering the FootPrints CRM Bridge are the
FootPrints Dynamic SQL Link, an add-on module
that allows FootPrints-powered service desks to
dynamically access SQL data, and the FootPrints
XML/SOAP interface, allowing integration with an
organization’s critical data with only minutes of
setup and no programming or consulting required. 
http://www.unipress.com
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Argent Releases New Version Of CRM Based On Its v2 Billing Platform
Argent Networks Limited (news - alert), a provider of billing and customer care solu-

tions for service providers, has announced the release of ArgentCRM, the company’s
end-to-end CRM based on Argent’s billing platform ArgentEclipse. ArgentCRM provides
an enhanced single interface and a set of integrated business processes for managing all
customer service and billing inquiries across all channels, market segments and service
types. 

Service providers deploying the ArgentCRM software solution can increase call center
efficiency and flexibility and introduce new services at a lower cost than traditional cus-
tom-developed billing applications.

The following features enable support center staff to respond to customer complaints
with current and consistent information: integrated knowledge base; work order man-
agement; trouble ticketing; and sales, marketing and service modules. Call dispute reso-
lution can be expedited because several months’ of call detail records are immediately
accessible without taxing critical operational systems, so customers ordering new serv-
ices are activated instantly.
http://www.argentnetworks.com

Saratoga Systems Introduces Wireless Enterprise Information Solution
Saratoga Systems Inc., (news - alert)  a supplier of enterprise software solutions to

the mid-to-large enterprise market, has announced the general availability of the
Saratoga Wireless data access solution. Saratoga Wireless enables enterprises to offer
mobile workers real-time access via any handheld device to multiple back-end systems,
including CRM, ERP and financials. 

“The combination of Saratoga Wireless and Research In Motion’s (RIM) BlackBerry
was really a slam dunk for us,” said Larry Bassett, IT director at Phoenix Contact. “Our
customer’s satisfaction has increased significantly because we are responding faster to
inquiries and requests. Saratoga Wireless and BlackBerry offer seamless and secure
access to our ERP and CRM.” 

Key benefits of the new Saratoga Wireless solution include the following: 
• Real-time access to critical enterprise data. With Saratoga Wireless, anyone can

manage accounts and opportunities, check inventory, track shipments and customer
support, and verify billing status from wireless handheld devices. Users can access data
from any back-end system so that
critical data are always readily
available. 

• Quick and cost-effective
implementation. The Saratoga
Wireless solution can access
complex enterprise data without
any programming. 

• Proven, open and secure
architecture. Saratoga Wireless is
based on a powerful Web architec-
ture and core technology. It uses
an ultra-thin client that can run on
any handheld device. Saratoga
Wireless offers robust security,
from authentication to transmis-
sion to data access. 

• Broad wireless device support.
Saratoga Wireless supports a broad
array of today’s wireless devices —
including BlackBerry, PocketPC,
Smartphone, TREO and HP iPAQ —
and all wireless networks. 
http://www.saratogasystems.com
http://www.rim.com
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Net Intent Releases Web-Based Tutorial For Sales
Net Intent, LLC (news - alert) , a developer of e-learning programs and tools for human

resources, sales training and technical skills certification, has announced the general
release of Convergence Solutions Selling (CSS), a Web-based tutorial for sales people who
offer IP telephony solutions. This e-learning tutorial targets non-technical sales people, par-

ticularly those within distribution channel companies
that offer several different types of products. CSS
content focuses on baseline “need-to-know” technol-
ogy points and on how to identify specific customer
requirements that can be addressed more effectively
by IP telephony solutions. The CSS approach was
developed in partnership with the Enterprise
Communications Association (ECA), a national trade
organization representing numerous IP telephony
manufacturers and their channel partners. The
Convergence Solutions Selling tutorial can result in
sales certification through an online test. CSS is an
online, vendor-neutral training for IP telephony; how-
ever, manufacturers can easily customize the program
for their specific product training needs. According to
Net Intent, CSS is an ideal tool for new-hire recruit-
ment and sales training, as well for transitioning tra-
ditional telephony equipment sales people to today’s
convergent voice/data solutions. 
http://www.netintent.com

Concerto Offers New Releases For Performance Optimization
Concerto Software (quote - news - alert) has announced general availability of Concerto

Analyzer 3.3.1 and Concerto Campaign Optimizer 6.6.1, two of the company’s updated per-
formance optimization products. These new releases can seamlessly integrate to
EnsemblePro, the platform for the Concerto Unified Edition product suite.

Concerto Analyzer 3.3.1 is a performance measurement and analysis application that can
automatically gather data from all contact center technologies for easy access and analysis.
Using a standard Web browser interface, Analyzer
includes complete goal-setting capabilities for multi-
ple performance metrics and skill groups, so actual
performance can be benchmarked and evaluated to
measure improvement over time.

Concerto Campaign Optimizer 6.6.1 is best-time-
to-call technology that aims at increasing call center
productivity in contacting customers and prospects
in an outbound or blended call center. Concerto
Campaign Optimizer monitors call results over time;
it then uses this information to predict the best time
of day for each customer call so that a company can
more effectively reach its campaign objectives. 

The native integration to EnsemblePro for both
Concerto Analyzer and Concerto Campaign
Optimizer is intended to eliminate the need for third-
party integration modules. Also, EnsemblePro’s per-
formance data can be used in the creation of analyt-
ics metrics and agent performance score cards.
Further, companies can access and copy lists from
EnsemblePro, optimize records into sequenced call-
ing lists and communicate queues of records. 
http://www.concerto.com
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Recruitmax Makes Performance Management App Available
Recruitmax (news - alert) , a provider of workforce technology and services, has

announced that its performance management application, Impact, is now available.
Impact provides a comprehensive solution for developing and retaining exceptional
employees by aligning employee, group and corporate goals; measuring and tracking
employee performance; and giving managers the tools they need to proactively manage
their teams. Impact is the new, enhanced version of the former Performance Impact
Enterprise, the flagship product of KnowledgePoint (news - alert) , a software provider
company which Recruitmax acquired in August 2004. Recruitmax combined its experi-
ence in developing enterprise applications with KnowledgePoint’s employee perform-
ance management experience to create Impact. Impact aims to provide competency,
performance gap and succession planning analysis, enabling corporate recruiters to
have the information they need to be proactive in their sourcing and recruiting initia-
tives. Further, it provides data for measuring the long-term effectiveness of multiple
candidate sources and training, on-boarding and development initiatives. The new
application is designed to integrate with any of Recruitmax’s other applications, as well
as with other best-of-breed HR applications and ERP systems. 
http://www.recruitmax.com
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TenDigits Launches Solution To Integrate With Microsoft Platform,
BlackBerry

TenDigits Software Inc. (news - alert) , a developer of software for extending enter-
prise applications to wireless, handheld devices, has announced the launch of
MobileAccess for Microsoft CRM (MSCRM). MobileAccess is a solution that is
deployed in as few as two hours to gain BlackBerry users immediate access to accurate
MSCRM data. Changes to data are instantly stored on the BlackBerry device as well as
the office system. The interface is enhanced by full access to data as well as the ability
to work and navigate multiple records simultaneously. TenDigits’ MobileAccess for
MSCRM was designed to provide complete offline access to contacts, accounts, leads,
opportunities, activities and notes with a multi-tasking graphical interface. Changes
made remotely from the field and from the office are automatically reflected on the
office server and on the BlackBerry device. MobileAccess for MSCRM allows users to
work on, and navigate, multiple records simultaneously, thus increasing productivity
and quickening data access.

“TenDigits MobileAccess helps BlackBerry users [to] access and manage customer
information while on the road, increasing productivity and enhancing client service,” said
Mark Guibert, vice president of corporate marketing at Research In Motion (RIM) (quote
- news - alert) .
http://www.tendigits.com
http://www.rim.com
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Telstra Makes Global VoIP Offering Available For Multinational
Corporations

Telstra Incorporated (news - alert) has announced the availability of T-VoIP, the compa-
ny’s global VoIP offering. T-VoIP is aimed at providing multinational corporations with a
quality solution to control, manage and reduce global telecommunications costs. 

With T-VoIP, “companies can combine voice and data traffic to maximize their return on
investment and, through lower off-Net rates, reduce the cost once associated with sending
on-Net and off-Net voice traffic over a public switched network,” said Dan Kerth, Telstra
president and COO.

Through the use of T-VoIP, companies are able to interconnect geographically dispersed
PBXs over a virtual private network, avoiding the high price of international toll calls
between office locations. Companies with small branch offices up to very large sites can be
supported with access speeds ranging from 128 Kbps through 155 Mbps. In a converged
scenario, voice and data traffic share the same local access loop, reducing the number of
access loops required to obtain services.

To help companies realize the benefits of converged voice and data provided by T-VoIP,
Telstra is offering companies a free analysis of their networking needs to determine if a
global IP voice VPN is right for them.
http://www.telstra-usa.com
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Witness Systems Launches End-To-End Workforce Optimization
Solution

Witness Systems (quote - news - alert) has unveiled an end-to-end solution for opti-
mizing workforce performance. The solution helps companies striving to manage their
personnel effectively and capitalize on the valuable information captured through cus-
tomer interactions, by leveraging the prepackaged software and services from Witness.
The comprehensive workforce optimization solutions, available now, feature four func-
tional areas that will be engineered to work optimally
together: quality monitoring/contact center record-
ing; workforce management; performance manage-
ment; and e-learning. While certain capabilities can
be deployed independently, Witness has combined
functions to create prepackaged solutions to deliver
increased business value and drive customer suc-
cess, fusing together actionable learning and per-
formance management with the workforce optimiza-
tion anchors of quality monitoring and workforce
management.
Organizations can leverage the company’s technolo-
gy solutions and services to capture customer intelli-
gence, optimize the customer experience, increase
customer satisfaction, improve customer retention,
achieve customer loyalty and seize revenue growth
opportunities.
http://www.witness.com

IP Contact Center
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Ardence Enhances Call Center Solution, Offers High-Availability Option
As Add-On

Ardence, Inc. (formerly VenturCom, Inc.), (news - alert) a developer of software
designed for enhancing control, dependability and management of Windows operating sys-
tems, has announced availability of Ardence 3.3 for call center desktops, servers and
Windows embedded environments. Ardence software-streaming solutions aim at enabling
companies to centralize IT management of both the operating system and applications
while providing users with speed, flexibility and dependability at a cheaper cost than similar
approaches. Available now, Ardence 3.3 comes in three editions: Ardence Desktop Edition;
Ardence Server Edition; and Ardence Device Edition. This latest release includes enhanced
active directory support; client personality; watch dog service; and support for PXE .99J. 

In addition to a number of key enhancements provided in Ardence 3.3, the company also
unveiled a High-Availability Option for the company’s Desktop and Server editions to insure
uninterrupted system and application accessibility within the call center and beyond.
Combined with in-put/out-put services, the High-Availability Option allows users to balance
the load on servers currently running Ardence, and it offers a fully redundant way to sup-
port the infrastructure and provide CSRs with assurance that their applications are running
accurately and consistently.
http://www.vci.com

Liberty Alliance Releases Interface Specifications For Identity-Based
Web Services

Liberty Alliance (news - alert) , a global consortium for open federated identity stan-
dards and identity-based Web services, has announced the release of interface specifica-
tions that support presence, contact book and geo-location Web services. Deployable on
Liberty’s Identity Web Services Framework (ID-WSF), these specifications offer new appli-
cation functionality to enterprises and service providers, as well as privacy, personalization
and security benefits to users. 

The three service interfaces are designed to function individually or in a seamless, uni-
fied fashion. As with ID Personal Profile and ID Employee Profile, previously released serv-
ice interfaces available with the first version of ID-WSF, each has been created to enhance
user control of invoked Web services in a privacy-respecting manner:

• Contact Book Service Interface is a common method for users to manage and share
personal or business contacts, regardless of the contact book provider. This enables serv-
ice providers to access or automatically update, at the user’s request, information such as
billing or shipping address. 

• Geo-Location Service Interface is an interoperable way to automatically identify a per-
son’s location at the user’s request, thus providing services such as weather, news,
travel/currency updates or location directions. 

• Presence Service Interface is a common way for users to share presence information
— such as whether they are online, offline, on the phone or in a meeting — with any serv-
ice provider for the purpose of communicating availability.

The three service interface specifications are currently available in draft form at the con-
sortium’s Web site.
http://www.projectliberty.org
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Angel.com Updates Site Builder
Toolkit With Data Pages, Logic
Pages

Angel.com (news - alert) , a provider of
on-demand IVR solutions, has announced a
significant update to Site Builder 2005, the
company’s Web-based toolkit designed to
allow users to more easily create speech-
enabled phone applications. Site Builder
2005 now features Data Pages and Logic
Pages, which allow users to leverage a tool
as simple as a spreadsheet to create and
manage interactive Voice Sites — toll-free
numbers that replicate Web site functionali-
ty. 

“With a spreadsheet and our Site Builder
toolkit featuring Data and Logic Pages, any-
one with basic technical skills can create a
powerful and interactive Voice Site to auto-
mate common phone requests,” said Mike
Zirngibl, president and CEO of Angel.com. 

Data Pages enable Angel.com users to
create voice applications based on data and
information stored in spreadsheets. To use
Data Pages, spreadsheets are simply
uploaded to Angel.com, and they then
instantly function as hosted databases for
users’ Voice Sites. In addition to read-and-
write data access, Data Page functionality
includes options for delivery of updated
data via e-mail and FTP. 

Logic Pages enable users to specify
sophisticated, data-driven call flows with
Angel.com’s Site Builder interface. Complex
business rules, data operations and
advanced handling of variables can be con-
figured online by business users without
comprehensive development, scripting and
integration with remote infrastructures.

Angel.com’s Site Builder tool allows the
following Voice Page types to be created as
building blocks of speech-enabled applica-
tions: message page; call transfer page;
voice mail page; question page; schedule
page; and transaction page. 
http://www.angel.com
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Salesboom.com Enhances E-mail For On-Demand CRM/SFA Suite Of
Services

Salesboom.com (news - alert) , an on-demand and CRM/sales force automation (SFA)
service provider, has unveiled new planned enhancements to its integrated Web-based e-
mail component of the Salesboom.com CRM/SFA suite of services. The new e-mail
enhancements are intended to further integrate e-mail functionality with the On-Demand
CRM/SFA service by allowing users to use any e-mail address desired, add signatures and
build custom templates of e-mail, among other functions. The new e-mail enhancements
will be transparently deployed to all Salesboom clients and free 30-day trial users at the
same time as the Salesboom v5.0 deployment. The new on-demand e-mail client, fully
integrated within the Salesboom.com suite of Web-based CRM/SFA services, will include a
fully customizable e-mail configuration process, allowing end users to utilize any existing
e-mail address and their own mail servers. The customization is similar to setting up any
existing software-based e-mail client (such as Microsoft Outlook or Eudora).
Organizations will also have the ability to build custom templates of e-mail, allowing for
further efficiency within their sales and support staff. 

The e-mail feature is also being more fully integrated within the Salesboom Case
Management feature, allowing for automatic e-mail updates and notifications to any sup-
port case entered into the Salesboom On-Demand CRM/SFA system. This feature will help
automate the service and support teams, bringing up customer satisfaction with prompt,
efficient and accurate updates to all support queries.
http://www.salesboom.com

Siebel Makes Available CRM OnDemand Release 7
Siebel Systems, Inc. (quote - news - alert) , a provider of business applications soft-

ware, has announced the availability of Siebel CRM OnDemand Release 7. This release
extends the capabilities of Siebel CRM OnDemand by providing the hosted contact center
solution as a prebuilt option within hosted CRM, enabling enterprises and small to medi-

um-sized businesses (SMBs) to more easily man-
age multichannel customer communications.
Industry analysts estimate that more than 70 per-
cent of all customer interactions occur through
“live” phone conversations or interactive voice
response (IVR) interactions alone. With the Siebel
Contact OnDemand module, organizations can now
deploy a contact center to manage critical customer
interactions across sales, marketing and service —
without having to build a traditional contact center
infrastructure, which often requires investments in
hardware, software and customization.

Available now in North America, the Siebel
Contact OnDemand solution represents a third-
generation hosted contact center solution. With
Siebel CRM OnDemand Release 7, Siebel
Systems has delivered a hosted contact center
solution as a prebuilt extension to its hosted
CRM offering, thus enabling more advanced
workflows, more complete visibility across func-
tions and better business insight into customer
communications. 
http://www.siebel.com
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Apply today to win a coveted CRM Excellence Award from Customer Inter@ction Solutions® magazine,
the CRM industry’s preeminent publication since 1982.  Once a year, these awards are presented to 

companies that provide stories of CRM success experienced by one of their clients after implementing
their company's CRM software or services.  Awards are based on hard data — numbers demonstrating the

improvements that the winner's product has made in one of its client's businesses. Results will be
announced in the June and July issues of Customer Inter@ction Solutions® magazine.

These awards are an excellent way to differentiate your company and add impact to your marketing
efforts.  Apply today for a CRM Excellence Award and position your company as an industry leader!

The deadline for submissions is May 15, 2005, so visit our Web site at 
www.tmcnet.com/crmaward/ for more information on how you can apply today!

The deadline for submissions is May 15, 2005, so visit our Web site at 
www.tmcnet.com/crmaward/ for more information on how you can apply today!

If you have any questions, please contact Tracey Schelmetic at 
(203) 852-6800 ext. 133 or e-mail: tschelmetic@tmcnet.com.

Differentiate Your Products and Services From Your CompetitionDifferentiate Your Products and Services From Your Competition
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SPIRIT Announces Java Version Of TeamSpirit, 
Voice Engine For Multipoint IP Conferencing

SPIRIT (news - alert) , a supplier of embedded software products for digital voice com-
munication, has announced TeamSpirit Java, a Java version of TeamSpirit, the company’s
voice engine for multipoint IP conferencing. The primary distinguishing feature of
TeamSpirit is the multipoint mode that enables dozens of users to participate in a confer-
ence simultaneously; it doesn’t matter how many participants take part in the conference
— their speech still remains clear and easy to understand even during simultaneous talk.
TeamSpirit Java is a Java library for creating Java applets to enable the following user abili-
ties: 

• Any user can join an IP conference from any remote location with limited network
access.  

• Any user can connect to voice mail or another voice stream server (including RTSP and
other media broadcast servers) from a remote location with limited network access. All fea-
tures are accessible from the Web and provide maximum Web privacy. 

To join a conference, the user simply clicks on the conference URL in the invitation e-
mail (if any) or types it in the browser address toolbar. The Java applet will be downloaded
to cache, and the user can instantly listen to the real-time conference without installing any
client-side software.  

No special codecs or players are downloaded or installed on the user’s PC. This feature
enables remote conference access from any public PCs, even those with strictly limited
access rights. 
http://www.spiritdsp.com

i2Telecom Launches Free Softphone, Announces New
National/International Calling Rates

i2Telecom International, Inc.(news - alert) , a provider of VoIP prod-
ucts and services, has announced immediate availability of the free soft-
phone version of its VoiceStick service, its new Internet-downloadable
phone. Available through its Web site, the VoiceStick softphone gives
users access to the i2Telecom network instantaneously from anywhere in
the world using a broadband connection. This latest release is designed to
leverage the company’s software already in use on its VoiceStick plug-and-
play VoIP device. Able to be installed on a laptop or a desktop PC, the
VoiceStick softphone allows users to select a personal phone number from
nearly anywhere in the U.S. for free. Existing customers of the VoiceStick
portable device will be able to access their existing accounts by simply
logging in via their existing user I.D. and password. Also, the softphone
will e-mail voice mail messages to users (as “.wav” files) if the calls go
unanswered. Additional features include call waiting; speed dial; three-way
and multi-way calling; do-not-disturb; and call-ignore settings. 
http://www.i2telecom.com
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Onyx Offers New Analytics Solution To Empower 
Enterprise Decision Making 

Onyx Software Corporation (quote - news - alert) , a provider of cus-
tomer management software, has announced the availability of Onyx
Analytics, a comprehensive business intelligence and reporting solution.
Onyx Analytics, optimized for Onyx Customer Management and designed
to give organizations a clearer picture of how their business is performing,
includes a range of tools and ships with several prepackaged audience-
specific reports for sales, marketing and service to help accelerate deci-
sion making. 

Built on the Cognos ReportNet platform, Onyx Analytics offers comprehen-
sive reporting capabilities to enable organizations to perform the following:

• Pull relevant information from multiple systems, including ERP, provi-
sioning and human capital management, and report on the information in
a customer-centric context. 

• Select from a variety of business intelligence tools for production
reporting, ad-hoc reporting and multidimensional analysis for business and technical users. 

• Generate reports and queries over the Web, then send them to users or partners located anywhere. 
• Create managed reports for multiple users; give power users the control to combine data in a report, group it, slice it and add charts. 
• Perform functions in multiple languages for a global view.
“Clear and accurate visibility into your global enterprise to monitor, adjust and make decisions on the fly — it’s a statement we’d all

agree with, but many businesses are finding it hard to actually get there,” said Janice Anderson, chair and CEO of Onyx Software. “Onyx
Analytics addresses this challenge and enables enterprises to monitor and analyze metrics from customer processes against operational
goals to give customers a single version of the truth.”

Onyx Analytics, part of the Onyx Performance Management Portfolio of solutions, is available now.                       http://www.onyx.com
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VoiceLog Announces VoIP For VirtualLogger Platform
VoiceLog LLC (news - alert) , a provider of on-demand call recording and monitoring,

has announced the availability of VoIP recording for all variants of VoIP in its VirtualLogger
ASP/service bureau platform. The availability of VoIP recording for VirtualLogger means
that call centers can now do call recording and quality monitoring on their VoIP platforms
on a pay-as-you-go basis. 

“Our vision is completely in line with where VoIP will take telephony,” said VoiceLog CTO
Karl Erickson. “We see a future in which audio recording is just a software-based function
managed completely offsite.”

VirtualLogger is a call recording offering with no up-front capital costs. Further,
VirtualLogger can eliminate technological obsolescence, provides remote system monitor-
ing and offers long-term storage of recordings, all at no additional charge. VoIP calls
recorded by VoiceLog can also be integrated with VirtualView screen capture software,
VirtualScore call evaluation software, speech analytics, third-party monitoring and other
services. 
http://www.voicelog.com

ASC Introduces SIP-Supported VoIP Recording Solution For Linux,
Offers Smart Recording

ASC (news - alert) , a provider of performance improvement solutions for contact cen-
ters, financial institutions, and public safety and government organizations, has announced
its Linux-based VoIP recording solution, EVOip for Linux. The company has highlighted the
addition of a SIP-switching capability.  

EVOip for Linux records and automatically tags VoIP calls with selected parameters,
such as agent I.D. or time of transmission. It provides for immediate decision making with
the following: record-on-demand; keep/delete;
pause/resume; and last call repeat. 

Many of the functions utilize the browser
interface on Cisco phones without the need for
another appliance. Also, supervisors may mon-
itor up to eight concurrent VoIP calls live.

EVOip for Linux may be installed on a cus-
tomer-provided, off-the-shelf server. It is certi-
fied to integrate with Cisco systems, and it
supports the use of XML, G.729 compression
and ADI applications.

In other company news, ASC also
announced its new software solution
SCREENscan, a system for smart recording
based on desktop events. SCREENscan initi-
ates recording automatically when an agent
presses any previously defined function, or
when a particular error message, screen-pop
or application appears on the desktop. The
user moves the mouse to define what events
or applications should trigger recording. It
may be used to analyze specific programs,
products and customers, as well as new train-
ing procedures’ effectiveness. It does not
require an additional server, and no profes-
sional setup fees are required.
http://www.asctelecom.com
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AVST Introduces CallXpress Speech Server For Call
Completion, Personal Assistant Apps

Applied Voice & Speech Technologies, Inc. (AVST) (news - alert) has
introduced CallXpress Speech Server, which is based on the latest version of
its advanced speech module, Seneca 4.5. CallXpress Speech Server delivers
speech-enabled call completion and personal assistant applications to
AVST’s flagship unified messaging product, CallXpress. With CallXpress
Speech Server, AVST has “uniquely combined the strengths of its messaging
platform, CallXpress 7.5, with its innovative speech applications platform,
Seneca 4.5, to create a next-generation unified communications solution.”

CallXpress Speech Server provides speech-enabled message access, call
completion and personal assistant applications to thousands of its cus-
tomers around the world. Most significantly, CallXpress Speech Server now
offers a Microsoft Exchange Calendar access feature that enables users to
create and respond to meeting requests and to retrieve appointments by day
of the week or calendar date. Users can also take advantage of the new
Missed Call Notification feature that captures screened names and caller I.D.
information when a caller fails to leave a message. A call waiting feature also
notifies users of new calls when they are on a call that was placed or
received through CallXpress.

Additional features include call holding; acknowledgement voice message
reminder; Nuance 8.5 and Vocalizer 4.0 engines; Windows 2003 server; and
Active directory MMC snap-in. 
http://www.avstgroup.com
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Siebel Names New CEO
Siebel Systems, Inc., (quote - news - alert) a provider of busi-

ness applications software, has announced the appointment of
industry technology veteran George T. Shaheen as the company’s
chief executive officer, effective immediately. Shaheen, a member
of the Siebel Systems board of directors since 1995, succeeds J.
Michael Lawrie. The board and Lawrie mutually agreed that he
would resign the position. 
Shaheen will continue to serve as a director of the company, with
company chairman Thomas M. Siebel continuing to serve as
chairman of the board.

Specializing in software that manages sales accounts, Siebel
has recently seen declining times, due to a weak sales climate and
increased pressure from rivals such as SAP AG and
Salesforce.com. The company lowered the top-end of its first-
quarter sales range by 13 percent to $300 million, a level unseen
since 2000, from $345 million in late January.
http://www.siebel.com

Envision Launches Business Consulting Group
Envision Telephony, Inc. (news - alert) , a provider of business solutions for the con-

tact center and the enterprise, has announced its new business consulting service,
designed to help companies achieve a maximum return on their technology investment
by providing interactive, results-oriented sessions for tackling real-life contact center
challenges. 

As well as offering customized business consulting, Envision will offer a complete
menu of on-site programs to evaluate, improve or redesign quality programs, bench-
mark coaching efforts, as well as evaluate ways to utilize business intelligence to
improve contact center and enterprise performance.

“Our consulting program will connect the dots between technology, best practices and
improved performance,” said Ted Lubowsky, Envision’s VP of sales and marketing. “It is
critical that companies investing in technology to improve quality and performance
receive assistance and feedback to maximize the benefits and results of that technology.”
http://www.envisioninc.com

VoIPAction Launches VoIP Verified
Program

VoIPAction (news - alert) , a provider
of an up-to-date and targeted directory
of “who’s who” in the VoIP space, has
announced the launch of its VoIP
Verified Program, which features trusted
companies in the VoIP space. With the
VoIP Verified Program, qualifying com-
panies can place the VoIP Verified logo
on their Web sites to demonstrate that
their sites have been professionally
reviewed and certified by an independent
third-party VoIP advocate.
http://www.voipaction.com

Talisma Acquires
KnowledgeBase.net

Talisma (news - alert) , a provider of
multichannel CRM solutions, has
announced the acquisition of
KnowledgeBase.net, a provider of host-
ed and on-site knowledge management
software for customer support and self-
service. Talisma will incorporate
KnowledgeBase.net’s technology, intel-
lectual property and customer base into
its operations. 

The acquisition is the culmination of
more than 18 months’ of technology,
product and business collaboration
between the two companies; it has
already resulted in several product and
service offerings. 
http://www.talisma.com
http://www.knowledgebase.net

KnowledgeBase Marketing Acquires Analytics
Developer Fortelligent

KnowledgeBase Marketing (news - alert) , a provider of
direct marketing services, has acquired Fortelligent, a devel-
oper of next-generation analytical solutions in hosted envi-
ronments. 

“The Fortelligent acquisition extends our analytical capa-
bilities by adding a highly robust, efficient analytic applica-
tion to our service mix,” said Gary Laben, president and CEO
of KnowledgeBase Marketing. “I am delighted to welcome
the Fortelligent staff to our family.”

KnowledgeBase Marketing and Fortelligent will capitalize
on the Fortelligent platform to offer clients ways to improve
targeting and retention challenges.

Now part of KnowledgeBase Marketing, Fortelligent man-
agement and staff will remain in their current positions and
continue to operate from their headquarters in Boston.  
http://www.knowledgebasemarketing.com,
http://www.fortelligent.com

Dictaphone To Sell Communication Recording Systems To NICE
Dictaphone Corporation (news - alert) , a provider of dictation, transcription, speech

recognition and natural language processing systems, has announced that it has signed
a definitive agreement with NICE Systems, under which NICE will acquire the assets of
Dictaphone’s Communication Recording Systems (CRS) business for $38.5 million. The
CRS unit is a provider of recording systems for 9-1-1 centers and other operations in
the public safety, financial and call center markets. The boards of both companies have
unanimously approved the transaction, which is expected to close by the end of the sec-
ond quarter of 2005, subject to certain closing conditions.

Dictaphone’s sale of the CRS unit is part of its strategy to create a company focused
principally on the healthcare information technology market.

“I am pleased that the CRS business has found a good home with an industry leader
such as NICE Systems,” said Rob Schwager, Dictaphone’s chairman and CEO. 

Dictaphone will retain its Integrated Voice Systems and other business units. 
http://www.dictaphone.com, http://www.nice.com

Knova Software Formed By Merger Of ServiceWare, Kanisa
Knova Software (news - alert) , a provider of service resolution management applica-

tions, has launched its new identity, following the merger of ServiceWare Technologies,
a provider of knowledge management for customer support, and Kanisa, a provider of
service resolution management. The merger closed in early February, forming the new
combined entity, a provider of service resolution management. 
http://www.knova.com
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Antepo, America Online Form Alliance
Antepo, Inc.(news - alert) , a provider of scalable enterprise instant messaging (EIM)

and presence technology, has announced its formation of an alliance with America
Online, Inc., and has been named an AOL Enterprise Federation Program partner (EFP).
The alliance brings direct connectivity between Antepo’s OPN System and the global
AOL Messaging Network — connecting Antepo’s enterprise customers to the nation’s
largest public instant messaging (IM) network, including 14 million at-work users.
Antepo will allow behind-the-firewall OPN System users to interact with their AOL
Instant Messenger (AIM) contacts with enterprise-level security and reliability, without
disrupting existing business processes or IT policies. OPN System enterprises can now
seamlessly interact with worldwide customers and partners using the AIM and ICQ serv-
ices, as well as Netscape and Apple iChat users. Antepo’s OPN System aims to ensure
requirements for security, policy enforcement and compliance are met.
http://www.antepo.com, http://www.aol.com

Synchronica Acquired By DAT 
DAT Group plc (news - alert) , a provider of provision and

management solutions for mobile devices, has acquired
Synchronica, a German provider of mobile synchronization and
device management solutions. Under the terms of the agree-
ment, DAT Group plc will acquire all of the shares of
Synchronica Software GmbH and all third-party rights to the
products. Synchronica will continue to operate under the cur-
rent management as a separate entity and will continue to
develop and offer the Synchronica SyncML Gateway and Device
Management Server products. 
http://www.datgroup.com, http://www.synchronica.com

CEGEDIM Announces Acquisition Of
Target Software 

CEGEDIM (news - alert) , a European
provider of CRM solutions for the
healthcare industry, has announced it
has acquired Target Software, Inc., a
pharmaceutical CRM provider in the U.S.
Target Software licenses its suite of
CRM, sales force automation and drug
sample management applications,
known as Target SFA, to many U.S.
pharmaceutical companies. The Target
SFA suite leverages the latest Microsoft
architectures and development tools,
including .NET and Windows Mobile.
Target Mobile, the company’s mobile
sales software, is designed specifically
for modern mobile platforms, including
Pocket PCs, tablets and wireless PDA
phones. 
http://www.cegedim.fr ,
http://www.targetsoftware.com

Pronexus Development & Testing
Suite For MS Speech Server
Receives Certification

Pronexus Inc.(news - alert) , a
provider of computer telephony and
speech software solutions, has
announced that VeoDesign, its develop-
ment and testing suite for Microsoft
(quote - news - alert) Speech Server
2004, has been certified for use on
Speech Server.  

The VeoDesign development and test-
ing platform incorporates the following
elements: four-port Microsoft Speech
Server license for development and test-
ing; VBSALT; sample applications and
source code; and step-by-step tutorials. 

“By combining Microsoft Speech
Server, VBSALT and sample speech
applications for express development
and testing at such a low cost,
VeoDesign is helping to accelerate
speech into the mainstream,” said Teresa
Fagan, director of marketing in the
Microsoft Speech Server product group.
http://www.pronexus.com,
http://www.microsoft.com

Genesys, Viecore Broaden Partnership For Delivery To Vertical Markets
Genesys Telecommunications Laboratories, Inc. (news - alert) and Viecore,

Inc.(news - alert) , a systems integration firm specializing in enterprise-level self-service
solutions for customer contact, have announced that the two companies have broadened
their existing partnership to deliver enterprisewide, speech-enabled, self-service solu-
tions to vertical markets. Such markets include financial services, insurance, healthcare,
utilities and retail. 

With the new agreement, Viecore will work with Genesys to accelerate enterprise
adoption of speech technologies and will provide opportunities to develop speech solu-
tions for the Genesys Voice Platform (GVP), an open standards-based IVR solution.

As a strategic partner in the Genesys InterActs Partner Program, Viecore will create
VoiceXML-based solutions for GVP, allowing customers to leverage existing Web appli-
cations and infrastructure for speech-enabled self-service via any phone. Drawing from
Viecore’s CTI and speech recognition experience, the Viecore and Genesys team is aim-
ing to provide comprehensive speech-enabled self-service solutions that help companies
reduce operating costs, increase customer satisfaction, improve employee productivity
and gain revenue opportunities.
http://www.genesyslab.com, http://www.viecore.com

Talisma Premieres “Professional With Every Purchase” Program 
Talisma (news - alert) has announced the availability of the Professional

with Every Purchase program for the purpose of providing new customers
with world-class consulting services bundled with every license at no addi-
tional charge. The program also aims at ensuring the company’s customers
receive superior after-the-sale personal support that allows them to take full
advantage of the Talisma Multi-channel CRM solution and maximize their
ROI. 

Talisma’s Professional with Every Purchase program provides an array
of services designed to meet demanding customer requirements. Free
credits are based on the volume of software licensed.
http://www.talisma.com

O’Currance Teleservices Hires New VP Of Sales
O’Currance Teleservices (news - alert), a provider of inbound telemarketing products

and services, has announced its hiring of Clint Gearheart as its vice president of sales.
Gearheart will direct all of O’Currance’s sales and new business development activities,
including maintaining and building its current client base and developing a new cus-
tomer service division. Gearheart’s other duties include researching new strategies and
tactics in reaching and acquiring new market share. Further, he will manage both
O’Currance’s in-house sales staff and its field sales staff, including providing training
and evaluation feedback on agent performance.
Prior to joining O’Currance Teleservices, Gearheart worked for various companies, such
as Allegiance Healthcare, Merz Pharmaceuticals, Baxter Healthcare and Sierra Archival
Services, in a variety of sales, training and executive-level management positions. 
http://www.ocurrance.com
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It was tough to choose a vendor in
the early days of the customer relation-
ship management (CRM) industry,
when product functionality, scope and
platform compatibility were the major
decision drivers. Project affordability,
integration with other customer data
and systems, application flexibility and
end-user adoption were other key fac-
tors weighing on the minds of IT deci-
sion makers. More than minimal effort
was required to provide companies with
access to the data they needed to serve
their customers.

Customer interaction management
has come a long way in the past 10
years. New technologies support the
data acquisition process and, more
importantly, they bring truth to the
phrase “easy to use.” Perhaps nowhere is
that more important than at the inter-
section of enterprise applications — that
is, their integration. Whether they are
planning an upgrade or choosing a
brand new product, companies now
have a fresh opportunity to visit (or
revisit) the subject of integrating cus-
tomer touch points.

As first-generation CRM vendors
reinvent themselves, a new crop of
CRM vendors emerges; and as comput-
er-telephony integration (CTI) technol-
ogy evolves, companies have the oppor-

tunity to build on industry lessons
learned, to weigh options before they
sign the dotted line on a CRM or CTI
contract, and to then undertake a suc-
cessful, integrated deployment. 

Here are six steps on the path to an
efficient, effective initiative. 

1. Consider User Adoption — And
Make Sure Your Vendor Has, Too. 

The vision for integrated touch points
has led firms to invest in best-of-breed
solutions with the intention of giving
employees the tools they need to suc-
ceed. Nevertheless, AMR Research esti-
mated 33 percent of CRM implementa-
tions alone had significant user adop-
tion problems (Source: “The Customer
Management Applications Report:
2003-2008”, June 30, 2004). 

Most employees must master at least
two applications. In the call center, for
example, a customer contact might ini-
tiate calls from a contact center applica-
tion, or launch a field service applica-
tion to schedule repair, and then note a
follow-up date in a CRM application.

With each of those applications comes a
new interface to learn and master, as
well as a greater or lesser comfort level.
That means employees may never use
some, or even many, of the features and
functions built into a given application. 

The latest innovation from some
CRM vendors is simply a flip-switch
that allows employees to switch back
and forth between multiple applications.
This capability, unfortunately, does not
help employees become more fluent in
applications’ advanced features — the
features that could make their work
more efficient. 

Ultimately, when call center staff have
to toggle back and forth between CRM
and CTI applications, application ven-
dors are making it easier for customer
representatives to provide poorer cus-
tomer service.

The world of enterprise software shook when Oracle (quote - news -
alert) acquired PeopleSoft. Most IT professionals remember promises
of 360-degree views of the customer throughout the organization, a
consistent customer experience integrating all touch points, insight
into future needs based on past purchasing habits, and sales growth.

Six Steps To Successful 
CRM-CTI Deployment

By Mike Pazak
Avanade Inc.

and Judie Beshansky
Genesys Telecommunications Laboratory
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There are two reasons for this poten-
tial pitfall. First, contact center represen-
tatives must multitask in order to both
have a conversation and enter data.
When they have to type information
into different applications over the
course of the same call, and when those
applications’ screens are different (per-
haps dramatically different), the com-
plexity of handling a customer call
increases significantly. Ultimately, repre-
sentatives may not use applications in
an equally thorough fashion. 

Second, the use of multiple applications
simply increases network traffic. Even
when user interface complexity is
addressed, whether by a “switch” or more
sophisticated integration at the desktop,
the system response may be slowed
because server-side deployment hasn’t
been designed to optimize network traffic.

A close look at applications and some
key questions to ask of a prospective
vendor can help identify opportunities
to improve user adoption. Do not over-
look software interface: does it resemble
other, familiar applications, whether of
task-specific software or of more basic
productivity applications such as e-mail
or word processing? 

Be sure to ask software vendors to
explain the specifics of their integration
work, as well. If deployment goals include
system operations improvements —
whether in network traffic, bandwidth or
other metrics, it is important to recognize
that CRM and CTI applications integra-
tion is only half the battle. If the selected
vendor doesn’t provide server-side integra-
tion support, it will be necessary to sup-
plement with staff or integration consult-
ants who can do this work.

2. Factor In Your IT Team’s Expertise. 
It almost goes without saying: A new

CRM package can create a huge learn-
ing curve for teams that built home-
grown solutions. Nevertheless, the
promise of potential benefits from tech-
nology adoption can, and will, persuade
decision makers to take the long view
and overlook the near-term challenges
of implementation. 

Seasoned IT staff will use best prac-
tices and proven principles to design
and deploy the software. If the staff
installed CTI software recently, it will
have the advantage of recollecting what
worked and what did not. There is also
a familiarity factor for teams accus-
tomed to working with CTI hardware
and software products from a single
vendor, often making it difficult to
introduce new technology. The key con-
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sideration is that the IT team’s depth
and breadth of knowledge will correlate
with the team’s experience.

Vendor-supplied training can fill in
some of the gaps in staff expertise. The
education may provide a valuable
immersion in application maintenance.
However, consider the extent of the ven-
dor’s expertise and support for imple-
mentation design and deployment. If
that capability stops short of application
infrastructure integration, for example,
then the vendor may not equip your
staff to take full advantage of products’
capacity for integration across customer
touch points.

Compare the skills that IT staff has
acquired with the requirements of the
CRM and CTI solutions you are choos-
ing; the staff ’s infrastructure skills could
make some solutions easier to deploy
than others, while vendor loyalty could
raise challenges to replacement.

3. Don’t Mistake Technology For
Business Strategy.

A decade or so ago, a host of first-
generation software vendors offered
products anchored by expertise in a par-
ticular customer touch point. One ven-
dor might have had deep experience and
insight into the call center, while anoth-
er had a legacy in sales force technology,
and a third originated in marketing pro-
gram management. 

Each made a case for launching a
CRM initiative starting with the call
center, the sales force, or marketing.
Each made a case why its focus was the
place where customer interaction begins
— or where it is most sensitive.
Consequently, many enterprises’ IT
staffs felt compelled to buy products
they could “grow into,” purchasing
more functionality than was necessary,
and making product breadth of func-
tion, as well as platform compatibility,
their primary criteria for selection. 

It was a short leap for technology
focus to replace business strategy. For
some firms, this meant adjusting process-
es to fit the way the software functioned.
For others, focusing on technology first

resulted in indiscriminate automation of
business processes without first evaluat-
ing and optimizing them.

Either way, most companies chose
one system at a time (and still do).
Starting with a holistic view of business
processes makes it possible to define the
desired end result for an integrated plat-
form; as well it provides context for
technology selection. In fact, it may be
advantageous to specify multiple point
solutions at the same time. Looking
back on the call center scenario, it’s clear
that CRM and CTI applications are
well suited to joint specification. The
faster they are integrated, the faster a
measurable return on investment will
materialize.

4. Remember: Best-Of-Breed May Not
Add Up To The Best Solution.

An overwhelming 79 percent of
respondents surveyed by Northwestern
University, D&B and CSC said they
do not have a 360-degree view of their
customers (“CSC’s 2004 Customer
Intelligence Diagnostic Survey,” August
12, 2004). Just as technology does not
make a business strategy, it follows that
best-of-breed point solutions, no mat-
ter how comprehensive in function,
may not combine easily to form the
sought-after end-to-end system for
integrated customer interaction.
Hardware-based CTI solutions, for
example, can create inflexible systems
that can’t accommodate a change in
software or strategy. 

Consider the way that point solutions
will function together. For example, a
software-based CTI solution that bears
the hallmarks of open standards and
flexibility — and takes advantage of the
existing infrastructure platform — can
accommodate the company’s needs and
systems now and as both grow. 

Pre-integrated solutions may offer
some advantage, according to Esteban
Kolsky, a director of research at Gartner,
Inc. and who focuses on CRM, cus-
tomer service, e-service and e-business.
He observes that connecting CRM and
CTI applications makes more data avail-

able for call center staff to use to assist
customers, potentially reducing the time
and cost of the transaction. In addition,
integration makes it easier for agents to
access back-office systems already inte-
grated with the CRM system, as well as
related data and analysis that would be
too costly to introduce directly into the
contact center.

5. Evaluate Business Processes, And
Optimize Them Before They Are
Automated. 

When change is part of the mandate
for CRM and CTI integration, it’s an
opportunity to make sure new technolo-
gy deployment supports new procedures
instead of old habits. It’s also a great
time to engage cross-functional teams in
the decision-making process to bring
impetus and employee commitment to
the project. Employees who participate
in formulating the vision and imple-
menting it become advocates for the
project and influencers among their col-
leagues, encouraging support and adop-
tion of the new systems.

This team can play an important part
in the assessment of business processes
prior to evaluating and selecting soft-
ware to support customer interaction.
With sales managers and sales represen-
tatives on the team, for example, deci-
sion makers will gain insight into sales
processes, sales stages and post-sale
action items, as well as what very spe-
cific aspects could be changed about
each. 

This participation also ensures that
software customization and integration
are both designed for balance, rather
than, say, skewed toward reporting and
measurement of certain key perform-
ance indicators (KPIs). Regular users of

Employees who participate 
in formulating the vision and

implementing it become
advocates for the project and

influencers among their 
colleagues, encouraging 
support and adoption of 

the new systems.
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the current system who are part of the
design process are empowered to help
drive the adoption of the system.
Requirements can be ordered in terms
of priority, and then mapped to the
functionality of prospective software
choices to help determine both selec-
tion and shape of an effective deploy-
ment.

6. Look For A Global View Of
Business.

Engaging a cross-functional team
facilitates user adoption worldwide, as
well. When staffing is outsourced, con-
tact centers need a system that is func-
tionally capable of supporting call rout-
ing that follows the sun. Systems that
reflect a U.S.-centric view of business
may undermine the benefits of integrat-
ed CTI and CRM systems by discourag-
ing use or simply not offering enough
flexibility in the nature of software func-
tionality.

To that end, Gartner’s Kolsky suggests
that companies recognize consolidating
contact centers should factor in items
such as language, sociological and
demographical factors, latency and tech-
nology, integration and management of
the contact center first; aspects of use,
such as ease-of-use, presentation and
functionality to vet the vendor shortlist,
should also be factored in. 

In recognizing possible missteps that
are commonplace, companies can suc-
cessfully integrate customer touch
points. A single user interface to access
information and the intelligence of con-
tact center information means cus-
tomers don’t have to repeat themselves
when they switch from self-service to
agent-assisted or kiosk-based contact in
the midst of a transaction.

Customer service is a business initia-
tive and not simply a CRM and CTI
technology implementation.
Deployment is rife with potential for
problems, but companies that learn to
avoid the pitfalls can realize the long-
promised benefits of increased produc-
tivity, better employee satisfaction and
greater customer satisfaction.  CIS

Judie Beshansky is Global Alliance Director,
Microsoft, Genesys Telecommunications
Laboratories. Mike Pazak is a director of
Avanade Inc., focused on Microsoft
Business Solutions. Avanade is a technolo-
gy integrator for Microsoft enterprise solu-
tions.
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If it sounds like fantasy, it’s not. In
fact, the likelihood is becoming greater.
In the autumn of 2004, the University
of Akron College of Business
Administration opened the doors of the
Taylor Institute for Direct Marketing.
Named for, and in partnership with,
Gary Taylor, Chairman of the Board of
InfoCision Management Corp., the
Institute’s goal is to fill the current gap of
formally educated direct marketing pro-
fessionals; essentially, to “elevate direct
marketing as a profession and to teach
these valuable skills to business students.” 

Taylor recalled, “I told the university
that I was interested in giving back in
some way. When they came back to me
with this concept, I really liked it.”
Taylor is an alumnus of the University of
Akron; he graduated with a Bachelor’s
degree in business in 1975 and earned
his MBA at the university in 1977. The
Taylor Institute (called “The Taylor” on
campus) has been funded with a $1.5
million gift from Taylor, who has pledged
an additional $1 million to develop the
forthcoming graduate programs.

Taylor demonstrated his business acu-
men when he started InfoCision (news -
alert) as a home business back in 1982.
A visit to the company’s Akron, Ohio-
based campus reveals that the company

today bears little resemblance to the
home office business of its early years. It
currently boasts more than 2,800
employees at 21 call centers throughout
Ohio, Pennsylvania and West Virginia.
It’s the third largest privately held tele-
services company; further, it ranked at
number four in Customer Interaction
Solutions’ domestic outbound Top 50
ranking, and number 29 on the
inbound side. In the Global Aggregate
rankings, InfoCision placed at number
14.

The Taylor Institute is an organiza-
tional unit of the department of market-
ing within the College of Business
Administration at the University of
Akron. It is dedicated to the database
marketing areas of direct marketing:
telemarketing, e-marketing, interactive
television and other types of response
marketing. With more than 800 under-
graduate majors and more than 100
MBA candidates, the department of
marketing offers undergraduate majors,
minors and certificate programs in mar-
keting management, e-marketing/adver-
tising, sales management and interna-

tional business. Located on the fifth
floor of the refurbished Polsky building,
which was formerly a department store,
in downtown Akron, Ohio, the Institute
is currently composed of six high-tech
direct marketing laboratories, two semi-
nar rooms and an office suite for Dr.
Dale Lewison, interim director and pro-
fessor; and Dr. William Hauser, pro-
gram coordinator and assistant profes-
sor. Upon entering the building, a visi-
tor’s first impression is that he or she
has wandered into the recently (and
expensively) decorated offices of a high-
tech business. The feeling is profession-
al, slick and conducive to team work,
with its break and study areas of clus-
tered tables and workstations.

Dr. Lewison noted, “This is by far the
most sophisticated direct marketing
institute in the country.” (Dr. Lewison
is also Marketing Department Chair for
the University of Akron.) He added, “It
really differentiates our College of
Business Administration from other
business schools because we will not
only offer students direct marketing the-
ories and concepts, but also application
and practicum.”

A major in e-marketing and advertis-
ing from the Institute ensures that stu-
dents will be highly in demand in

Imagine this scenario: you need to hire several supervisors for your call center. You’ve promoted from
within all you can, so you need to head to the open job market for new candidates. You have several peo-
ple with call center experience come in, and you notice that one of them has a Bachelor’s degree in direct
marketing. Wait a minute…a Bachelor’s degree in direct marketing ?

The Taylor Institute Of 
Direct Marketing: 
A Groundbreaking Effort In Educating The Next Generation 
Of Contact Center Management

By Tracey E. Schelmetic
Editorial Director, Customer Interaction Solutions
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today’s business environ-
ment. The major’s study
puts equal stress on both
academics and hands-on
experience, and it fosters
creative and practical
approaches, as well as
problem-solving skills
that pure academics alone
generally cannot offer.
Balance between program
design and real-world
effectiveness is crucial. As
most of us who have been
in the business world for
a while know, it’s not
unusual for students to
emerge from university
full of theory, with little
idea of how those theories
work or don’t work in
practice. Students work-
ing through the Taylor
Institute will gain practi-
cal, hands-on experience
by serving real clients.

Upon completion, the
institute’s e-marketing
and advertising major will
have worked through
courses in e-business
application development,
e-marketing practices,
integrated marketing
communications, direct
interactive marketing,
creative marketing, mar-
keting strategy and direct
interactive marketing
practicum. The student
can also choose from elec-
tives that include the
principles of advertising,
specialized writing, pro-
fessional selling, product
and brand management,
graphic design, data ware-

A major in e-marketing and advertising from 
the Institute ensures that students will be highly 

in demand in today’s business environment.
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housing/mining, data management, e-
business systems integration and mar-
keting research.

A minor in either direct interactive
marketing or database marketing
involves many of the courses demanded
by the major, but in an abbreviated for-
mat.

The skills needed for success at a
managerial level or higher within the
contact center and direct marketing
industries often need to be acquired
piecemeal and while on the job.
Previously, there were few or no formal
education options to attain these skills,
so succeeding in the career required
individuals to learn over time by doing
— script writing, market research, ana-
lytics, e-marketing, selling, cold calling,
direct marketing materials design,
workforce management — skills of
which few can be found in most
schools’ curricula, even business
schools.

The first few undergrads will gradu-
ate in spring of 2006. The following
year (spring 2007) will graduate the
first large group: a total of 167 majors
in e-business, and 300 marketing
majors who take these courses.
Currently, 250 majors in international
business also take the courses, as well as
125 students majoring in sales.

There are plans afoot to eventually
more than double the square footage
currently present. Ultimately, the
Institute will boast nearly 30,000 sq.
feet of space. It will soon also boast an
MBA-level program with an e-business
concentration to accompany the under-
graduate program. The school hopes
eventually to offer an MBA in direct
marketing, but for the moment, the
plans are to start with a certificate pro-
gram. 

Because of InfoCision’s direct connec-
tion with the Taylor Institute, the com-
pany is pleased it will be able to hire
many of the school’s graduates, supple-
menting its already well-educated work-
force with the brightest and most will-
ing of the students who finish with per-
tinent degrees. 
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Steve Brubaker, senior vice president
of corporate affairs for InfoCision, said:
“Any company in any industry would
benefit from employees who have an
education specifically designed for that
field. The Taylor Institute will add a
new element of competition to the
workforce, and I think InfoCision will
benefit from it. We expect the Taylor
Institute to produce graduates of a
higher caliber in terms of direct market-
ing than we’ve ever seen before. Many
of them will also become familiar with
InfoCision as students, so it’s a win-win
situation because some of those stu-
dents will be offered career opportuni-
ties with our company.”

The Institute operates in coordina-
tion with the Taylor Institute Executive
Advisory Board, which was created to
foster and support relationships
between business leaders and the stu-
dents and faculty of the Institute. The
advisory board, in addition to acting as
a platform of evangelists for the direct
marketing profession and creating the
curriculum, helps enhance the relation-
ships and opportunities for real interac-
tion between the business world and
the university’s business students, help-
ing the latter attain jobs post-education.
In keeping with the Taylor Institute’s
intention of mixing academic resources
with real-world professional issues, it
will host a seminar on compliance
issues, co-sponsored by the Northeast
Ohio Direct Marketing Association
(NODMA) (news - alert) and the Great
Lakes chapter of the American
Teleservices Association (ATA) (news -
alert) on June 9.  CIS

For more information about the Taylor
Institute and the University of Akron, visit
the University of Akron’s Web site at
http://www.uakron.edu/colleges/cba. For
more information about InfoCision, visit
http://www.infocision.com.
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Well, the narrow-minded and indus-
try-uneducated in the call center/CRM
field should entertain this: If you find
that your company’s competition is
offering more advantageous call center
service than yours, it may be that you
should blame Canada, as it were. As
Canada’s most populous province, at
12.2 million people, Ontario is offering
significant call center and outsourcing
advantages from which numerous com-
panies are benefiting. 

The province is Canada’s corporate
and banking headquarters. Home to
more than 7,000 call centers — half the
call centers in all of Canada — employ-
ment in Ontario expanded by 108,000
jobs in 2004. Ontario’s unemployment
lies at 6.5 percent, as of September 2004.

Municipalities/Population
There are six main regions in the

province: Northeast, Northwest, Greater
Toronto Area, Central, Southwest and

Eastern Ontario. Within each region
there are a number of municipalities of
varying sizes suitable for call center
operations. The following are the
respective populations for some of the
larger communities in these areas.

Northeast
Sault Ste. Marie  74,000+ 
Sudbury 85,000+ 
North Bay 50,000+
Timmins  43,000+ 

Northwest
Thunder Bay 100,000+ 

Greater Toronto Area
Toronto  2,400,000+ 
York Region      729,000+ 
Durham Region    506,000+

Mississauga 612,000+ 
Burlington 150,000+ 
Oakville 144,000+ 
Oshawa 139,000+ 

Central Ontario
Kitchener/Waterloo/Cambridge 386,000+
Guelph 106,000+ 
Barrie 103,000+ 

Southwest
Hamilton 490,000+ 
London 336,000+ 
Windsor-Essex 208,000+ 
St. Catharine’s 129,000+ 
Brantford 86,000+ 
Sarnia 79,000+ 
Niagara Region 78,000+ 

Eastern Ontario
Greater Ottawa Area  774,000+
Kingston 114,000+
Peterborough 71,000+ 
Cornwall 45,000+ 

If you’re honest, you’ll admit
when Canada becomes the topic
of conversation the initial
thoughts that come to mind may
include the following: cheap pre-
scription drugs; horse-mounted
police; the dog-eat-dog sporting
world of curling; SARS; mayon-
naise on everything; Hollywood’s
production stand-in for every
major U.S. location; and Bryan
Adams.

Reading Beyond Stereotypes: 
Considering Ontario, Canada, For Outsourcing And Call Centers

By David R. Butcher
Assistant Editor, Customer Interaction Solutions
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Nearshore Advantage
As our northern neighbors, Ontario

offers U.S. firms some key nearshore
advantages. Employees in the province
are nearby, making direct collaboration
and face-to-face meetings easy. Ontario
is located in the epicenter of the North
American marketplace, and it operates
on Eastern Standard Time. Clients or
customers calling from anywhere in
North America will find a three-hour
time difference maximum. Business cen-
ters such as Toronto, Ottawa and
London are about a two-hour flight from
major U.S. centers; Detroit, Chicago,
New York and Boston, for starters. 

Ontario has three international air-
ports: Toronto’s Pearson International;
Ottawa’s Macdonald-Cartier; and
Hamilton’s John C. Munro. Pearson, the
largest, is serviced by dozens of airlines
that provide same-day service to 43 U.S.
cities and 42 cities abroad. Ontario’s
extensive highway network is linked to
U.S. routes at 10 commercial border
crossings and railway lines to meet the
U.S. at five commercial crossings;
because of the Free and Secure Trade
Program, processing at the border can
be instantaneous.

Labor Force/Workforce Data
The absenteeism rate of Ontario’s call

center workforce is three percent. The
skills and talents of its employees are at
the heart of the outsourcing industry’s
growth. Ontario workers are dedicated;
staff turnover in call centers is low —
circa 20 percent average (inbound, out-
bound and blended). The 2001/2002
Global Competitiveness Report ranked
Canada first in the world at developing
knowledge workers.

Education
Ontario’s 6.7 million laborious work-

ers are well educated. Fifty-nine percent
of its workforce (aged 25+ years) has
completed their post-secondary educa-
tion. That’s a higher percentage than
any industrialized country, according to
the Paris-based Organization for
Economic Co-operation and
Development (OECD). Its network of
18 universities, 25 colleges of applied
arts and technology (community col-
leges) and more than 450 registered pri-
vate career colleges produces more than
29,000 university graduates each year in
mathematics, engineering and science;
all of which have liaison officers to assist
businesses in finding staff from among
their students, according to the Ontario
Investment Service. Additionally, 16
community colleges across the province
offer accredited and specialized call cen-

ter operations training programs. The
output of graduates from these schools
with specialized training programs is
steadily increasing in order to meet the
growing demand. 

Language
Contradictory to popular U.S. belief,

not all Canadians speak like Bob and
Doug McKenzie of “Strange Brew”
fame. On the contrary, Ontario’s popu-
lation is both culturally and linguistical-
ly diverse. English is the primary lan-
guage in Ontario, and the accent in
Ontario is considered neutral, which
makes the spoken English there (and by
customer service representatives) easy to
understand around the world. 

Further, 20 percent of Ontario’s
workforce (and 29.4 percent of
Ontario’s population) speaks at least
one language in addition to English,

If you find that your 
company’s competition is

offering more advantageous
call center service than

yours, it may be that you
should blame Canada, 

as it were.
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including French, Spanish,
Portuguese, Chinese, Mandarin,
Cantonese, Punjabi, Italian, German,
Polish and Ukrainian, according to
the Ontario Ministry of Economic
Development & Trade. More than
100 languages are spoken throughout
the province.

Wages
Regarding Ontario’s employment

policies, minimum wage levels are estab-
lished in the province under the
Employment Standards Act. The legis-
lated minimum wage rates, according to
the Ontario Ministry of Labour as of
February 2005, are as follows in U.S.
dollars:

• Full-time staff: $5.43 per hour 
• Students: $5.09 per hour  

Tax/Incentives
Canadian tax incentives and credit

programs for research and development
(R&D) are among the most generous in
the world, according to KPMG’s
Competitive Alternatives G-7 2004
Edition. The after-tax cost of $100 in
R&D expenditures can be reduced to
less than $42; R&D deductions can be
carried forward indefinitely; and costs
qualifying for R&D tax credits include
wages and salaries, capital equipment,
materials, overhead and consulting fees.
[Source: Ontario Ministry of Economic
Development & Trade]

The Conference Board of Canada’s
2004 Connectedness Index found that, of
the 10 leading Organization for
Economic Co-operation and
Development countries studied,
Canada’s costs are the lowest overall. As
well, KPMG’s 2004 report found that,
of the 17 industry operations in 11
leading industrialized countries span-
ning a period of eight months, Canada
is the overall cost leader (followed close-
ly by Australia), with business costs
approximately eight percent to nine per-
cent below those in the U.S. 

To assist call center outsourcing to

Ontario, the
government
eliminated the
Ontario sales
tax for toll-free
business tele-
phone service.
Additionally,
the govern-
ment has
frozen workers’
safety insur-
ance premi-
ums. Many
businesses are
exempt,
including
financial servic-
es; the rates for
non-exempt
call centers are

three-tenths of a percent (.30 percent)
of wages to a maximum salary of
$42,000 per year.

Telecommunications Infrastructure
In Ontario, local and long-distance

lines are 100 percent digitally switched,
and long-distance trunk lines are 100
percent fiber optic. Its advanced
telecommunications infrastructure
designs, manufactures and provides
seamless voice, video and data telecom-
munications, as well as the development
of digital microwave transmission, satel-
lite communications services and data
distribution networks. Furthermore,
Ontario has ISDN (define - news -
alert) and ATM (define - news - alert)
technology; fiber ring technology;
dynamic routing; and high-capacity
Internet access.

The telecom infrastructure links with
major U.S. carriers, supporting the
smooth cross-border operation of
Ontario’s outsourcing service providers.
Ontario’s four major carriers — Bell
Canada, Sprint Canada, Allstream
Canada and TELUS Communications
— offer “one-stop-shopping” for com-
panies looking to set up call centers,
according to the province’s Ministry of
Economic Development & Trade. The

Inbound customer service representatives $6.50 - $11/hour

Inbound service representatives $6.50 - $10/hour

Technical help desk agents $7.50 - $12/hour

Administrative staff $15,300 - $21,000/year

Team leaders/supervisors $20,000 - $27,000/year

Center managers $38,000 - $60,000/year

[Source: Ontario Ministry of Economic Development and Trade]

Average Ontario pay rates are as follows:
*Figures are in U.S. dollars, at Canadian $1.00=U.S. $ 0.80
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business telecommunications costs —
local, long-distance, data communica-
tions and wireless services — are 33 per-
cent to 50 percent lower in Ontario
than in U.S. centers. Thus, the telecom
infrastructure is ideal in terms of service
creation, reliability and “self-healing”
network recovery.

Call Centers
The Ontario Investment Service notes

that there are already numerous call cen-
ters throughout Ontario, including
those opened by some of the following
prominent companies:

• American Express;
• British Airways;
• Citibank;
• Compaq;
• Convergys;
• IBM;
• Microsoft;
• Oracle;
• SITEL; and
• TeleTech Holdings.
Prior to moving a portion of, or all of,

your business to a new location, all con-
sidered sites must be researched and
scouted to confirm that the location
finally decided upon is to the greatest
benefit for your business. Ontario, as
well as the rest of Canada, offers more

than the bogus U.S. supposition — a
false truism of curling Mounties who
listen to bad adult contemporary pop
music. Ontario’s multilateral cultural,
geographic and investment advantages
make the province one option that
deserves to be considered and further

investigated for outsourcing and call
centers.  CIS
If you are interested in purchasing reprints of this arti-
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Defining The Shores
Today’s outsourcing environment uses

a variety of terms to define the out-
sourcer’s scope of operations. The fol-
lowing describes how each type of out-
sourcer delivers services.

Backyard outsourcing goes back to
where IT outsourcing all started — a
service that was intended to be transpar-
ent to internal or external customers.
With the advent of global expansion,
low-cost labor regions and advances in
technology, outsourcing options
increased greatly. Over time, we have
experienced a wave of movement toward
offshore, which has resulted in both
positive and negative impacts on service,
cost and customer satisfaction. There are
a number of companies that have the
capacity and capabilities to provide the
local feel and transparency of the initial
goal of outsourcing — to be an exten-
sion of the company technically and
culturally. 

Offshore outsourcing requires choos-
ing a partner to deliver your IT support
from a country outside of your primary
region. Offshore outsourcing has been
equated with lower support costs, pri-
marily delivered from Indian compa-

nies, but that only tells part of the
story. Companies choose offshore out-
sourcers for the same reasons they con-
sider outsourcing in general: to focus
on their core business, to improve scale,
to deliver more services, as well as to
achieve cost savings. And there are
more shores than just India — out-
sourcing providers are located in
Eastern Europe, Asia and South
America as well, each with its own
advantages and offerings. 

Nearshore outsourcing is very similar
to offshore outsourcing, except that the
outsourcing firms generally are located
in close proximity with a corporation’s
border. In the case of the United States,
this generally means either Canada or
Mexico — shores that are near ours.
The objective is to capture the lower
prices afforded by these countries while
still maintaining a close geographical
relationship. Because travel times are
minimized, some companies feel that
nearshore partners are easier to manage
and evaluate. Because the U.S. has

established business relations with coun-
tries such as Canada and Mexico, partic-
ularly via the NAFTA treaty (news -
alert), it can be less challenging to devel-
op contractual relationships with
nearshore providers than doing so with
those in emerging countries. 

Blended-shore outsourcing requires
selecting one partner that can leverage
its multiple locations to deliver a full
spectrum of scale, services and savings.
The outsourcing firm makes the invest-
ments in building contact centers in
multiple countries, staffing them, man-
aging them and maintaining them. It
can quickly ramp up or scale back
depending on the customer’s call vol-
ume, so the customer only pays for the
capacity he or she needs. Blended-shore
outsourcing firms can extend a lot of
services that would be cost prohibitive
for companies, such as after-hours cov-
erage, multiple languages, platform or
application expertise, disaster recovery
options and extensive reporting. Being
able to dynamically route calls to the
next available agent who has the right
skills along with the right language
offers huge advantages over single-site
outsourcing.

Many firms today are evaluating outsourcing options and measuring the cost-savings potential. The
choices can be confusing when companies look at their options: there are nearshore providers, offshore
providers and a new category of blended-shore firms. How can companies decide? The basic rules of
choosing any vendor apply: carefully define your needs, and then match them to the capabilities of the
providers. While price is an important consideration, the best outsourcing relationships deliver the right
combination of services, languages, customer satisfaction and value.

Nearshore, Offshore And 
Blended-Shore: 
Understanding Your Outsourcing Options

By Jim Hoen
TechTeam Global

Go To Table of Contents | Go To Ad Index

http://www.cismag.com
http://www.tmcnet.com/query/tmcnetq.asp?SearchString=NAFTA&Action=Go%21
http://www.tmcnet.com/scripts/keymail/keymail.aspx?k1=NAFTA


Subscribe FREE online at http://www.cismag.com CUSTOMER INTER@@CTION Solutions® May 2005     59

Matching Needs With The Right
Approach

As with any contract, companies con-
sidering the outsourcing option need to
develop a list of business benefits they
hope to achieve. Following are several of
the top areas companies usually list
when developing their outsourcing cri-
teria, including the advantages and dis-
advantages for each approach.

English language skills. There have
been many stories in the press in recent
months regarding customers’ dissatisfac-
tion with Indian call centers. The quali-
ty of the support services provided is
not the issue — the ability to communi-
cate effectively with the call center agent

is. If strong English language support is
important to your customer base, think
carefully before choosing a nearshore or
offshore outsourcing provider. A blend-
ed-shore strategy is more effective at
connecting customer callers to a native
English-speaking agent, as long as the
provider has at least one U.S.-based
location.

Multilingual and native language
support. Global companies can deliver
consistent support and can capture sig-
nificant savings when they consolidate
help desks from multiple countries into
one outsourced contract. However, the
outsourcer must have agents who speak
multiple languages. Nearshore and off-

shore locations usually offer bilingual
agents; for example, Mexican agents
generally speak both Spanish and
English. Companies that need consis-
tent service and support for locations in
multiple geographies, delivered in local
languages, can benefit from the blend-
ed-shore approach. Because these
providers have facilities in multiple
countries, they can deliver calls to the
most appropriate agent fluent in the
customer’s native language.

It’s also important for an outsourcer
to categorize agents’ linguistic capabili-
ties by primary, or native, language, fol-
lowed by additional languages.
Whenever possible, the firm should
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dynamically route calls to an agent
whose native language matches that of
the caller. This matching creates addi-
tional complexities in the call-routing
infrastructure, but vastly increases cus-
tomer satisfaction. In terms of produc-
tivity, it’s important to find a firm with
agents who can speak multiple lan-
guages. The more languages the agent
speaks, the more originating countries
from which calls can be routed to the
agent, which is the key to agent produc-
tivity.

Ability to scale and balance call loads.
Scale is all about managing capacity.
Any single-location IT support depart-
ment, be it internal, nearshore or off-
shore, has three choices in how to han-
dle its anticipated call volume: staff to
handle the anticipated level of calls; staff
down and provide less-responsive serv-
ice; or staff up to ensure that no one
waits. Rarely do organizations choose to
overstaff, simply because of the costs
involved. But even staffing to maintain
average support levels can be costly, as
calls are never evenly paced. Most sin-
gle-location centers will swing between
being overstaffed one minute and
understaffed the next, with only the
largest centers able to manage the met-
rics involved in maintaining service lev-
els cost-effectively. 

Blended-shore outsourcing providers
can transfer calls among facilities to bal-
ance out call volumes, maintain consis-
tent response times, deliver native lan-
guage support and handle call spikes.
They have enough volume of calls to
better manage staffing, so they tend to
be more efficient. And efficiency means
cost savings for everyone. 

Reduced costs. For many companies,
saving money is high on the priority
list when choosing an outsourcing
provider. Each of the options — back-
yard, nearshore, offshore and blended-
shore — offers cost savings. For
nearshore, the weakening of the U.S.
dollar has minimized some of the cost
benefits for those in some locations,
but limited savings still can be
achieved. Reduced pricing is the pri-

mary benefit of offshore outsourcing:
emerging countries such as India have
a large, inexpensive labor pool. One
concern is that the status of any one
country can change over time. In a
June 2004 article for
http://SearchCIO.com, titled
“Building Out Global Business and IT
Services Delivery Models”, Meta
Group analyst Stan Lepeak cautioned
companies against fixating on a specif-
ic location such as India, as benefits
such as reduced prices and ample labor
supply may be better achieved in
another location at another point in
time. Instead, he recommends that
companies focus on the overall reasons
for choosing a partner — including
capabilities, processes, timing and cost
— from a global perspective. The
more options companies have in off-
shore resources, the better they can
balance needs over time. This is one of
the main advantages of a blended-
shore approach: companies can save

money and minimize risk by utilizing
support staff based in multiple coun-
tries. 

Business continuity. A host of natural
and man-made disasters, such as fire,
flood, power outages and hackers,
threaten any single facility, no matter
how well protected. Blended centers can
avert these crises by dynamically routing
calls to other facilities in the network. If
one center is offline or overburdened,
another one picks up calls, ensuring that
service to customers is uninterrupted.  

Ease of administration and ongoing
management. In the past, companies
chose multiple service vendors as an
insurance policy — if one vendor failed
to deliver, others were available. Today,
analysts recommend consolidating to a
single provider in order to reduce ramp-
up and training costs, as well as to ease
ongoing administration and manage-
ment.

According to the recent Forrester
Research Guide to Offshore

Table 1. Every approach to managing the IT help desk offers benefits, yet the blended-
shore approach often offers the best combination of services at the right value.

Excellent English
language skills

Multilingual and
native language
skills

Ability to scale and
balance call loads

Reduced costs

Business continuity

Ease of administra-
tion and ongoing
management

Limited, except
for Canada

Limited, except
for bilingual sup-
port via Mexico

Not for single-
location centers

Limited with
weakness of U.S.
dollar

Not for single-
location centers

Yes, if scope of
contract requires
only one center

No

Generally limited
to English and
country’s native
language

Not for single-
location centers

Yes

Not for single-
location centers

Yes, if scope of
contract requires
only one center 

Yes, when vendor
has at least one
U.S. location 

Yes, when vendor
has locations in
major hubs such
as Europe and U.S.

Yes

Yes

Yes

Yes

Nearshore Offshore Blended-Shore
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Outsourcing, a variety of factors make
single-source outsourcing attractive.
Vendors have broadened their portfolio
of services and have expanded their off-
shore capabilities and presence.
Overhead costs — including those for
vendor evaluation, infrastructure syn-
chronization and ongoing oversight —
can be significantly reduced by working
with one vendor partner. 

In addition, a global, blended-shore
outsourcing firm has experience in deal-
ing with foreign rules and regulations,
work permits and other legal issues.
Blended-shore providers can offer advice
and insight on business issues in multi-
ple locations while managing the bur-
den associated with rules and regula-
tions on behalf of their clients.

Adding It All Up
When companies match their list of

requirements with the pool of outsourc-
ing options, some broad generalizations
are true: if saving costs is the number one
priority, simple offshore outsourcing is
often the best choice. Physical proximity
to an outsourcing partner is best man-
aged with a nearshore contract. When
companies need to manage a variety of
requirements, blended-center firms offer
the most benefits — they save money,
deliver efficiency and provide consistent
service levels in multiple languages.

The key to finding a contract that
works is to make sure that you under-
stand the benefits of each style of out-
sourcing, as well as the outcomes you
need, so that you can find the best
match between the two.  CIS

Jim Hoen is the VP of Sales and Marketing,
North America, for TechTeam Global (news
- alert) , a global provider of IT and BPO
outsourcing support services. He may be

contacted at 248-263-5644 or at
jhoen@techteam.com.

If you are interested in purchasing reprints of this arti-
cle (in either print or HTML format), please visit
Reprint Management Services online at
http://www.reprintbuyer.com or contact a representa-
tive via e-mail at reprints@tmcnet.com or by phone at
800-290-5460.

For information and subscriptions, 
visit http://www.TMCnet.com or call 203-852-6800.

A global, blended-shore 
outsourcing firm has 
experience in dealing 
with foreign rules and 

regulations, work permits 
and other legal issues.
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So, you’re considering speech technology as part of your customer
care solution. But with all of the options out there, what is the best
way to implement speech within your enterprise, and how can you
ensure that you reap all of the cost savings and operational efficien-
cies possible? No single answer applies to every company. Consider
the following: the type of business you’re in; your business objectives
for implementing speech; and your daily customer interactions.

What Kind Of Business Are You In?
Certain types of companies and customer interactions require a

more sophisticated, or specialized, speech interface than others. For
example, a healthcare company whose customers include both physi-
cians and patients will need an application that cannot only under-
stand routine patient requests, but one that will also be able to com-
prehend complex medical terminology. In addition, companies with
customers in multiple regions or countries require an application that
can comprehend different accents and expressions. 

The more complex your situation is, the more customization you
will likely need. 

What Are You Trying To Achieve By Implementing A Speech Solution?
While reducing costs is almost always a goal, it shouldn’t be the

only goal. Using any type of speech solution will always be cheaper
per minute than using a live person. But speech can also be used to
streamline the call process, to shorten customer wait times and to
enable live agents to spend more time providing quality service to
customers when needed.

We’ve all had the frustrating experience of calling a customer service
number where a speech-recognition system asks a series of questions,
only to have the agent ask for the same information again. However, if
appropriately integrated with a company’s enterprise systems, speech
applications can streamline calls and make the call process faster. For
example, an integrated speech solution can collect routinely asked-for
caller data upfront, such as account number or billing address, and
then transmit that information in real time to the live agent.

If efficient data handling and call management are priorities, make
sure your speech solution is capable of integrating with your existing
data management system and providing real-time data to your agents. 

What Kind Of Customer Interactions Do You Typically Conduct?
Remember that, while a speech application may be able to handle

some calls from end-to-end, it should not completely replace live
agent service for every interaction. 

While a typical account inquiry can easily be managed by most
speech applications, and probably faster than a live agent pulling the
same information, it cannot sufficiently address complex billing
inquiries or product questions.

Therefore, if you want your speech application to enable you to
more efficiently address complex inquiries, it should be fully inte-
grated with your live agents and enterprise system to provide intelli-
gent call routing. 

Speech Options
Now that you’ve identified your business needs, familiarize your-

self with the basic types of speech solutions available today:
• In-house solutions can be customized exactly to a company’s

needs and specifications; however, building a speech application from
the ground is very expensive and requires dedicated IT staff. 

• “Off-the-shelf” hosted applications are developed by companies
with technology expertise and can be implemented in a short time-
frame. You continue to get upgrades as the technology advances.
However, this pre-packaged approach is geared toward meeting a
generic need, not providing a customized solution.

• Outsourced solutions provided by companies such as West
Corporation are customized to blend seamlessly with your existing
operations and back-office systems. Outsourcing can also help com-
panies reduce risk, as the costs of maintaining or upgrading the tech-
nological infrastructure are paid for by the solution provider.

Each option has pros and cons, but armed with a thorough under-
standing of your specific business needs, you can find a solution that
will help reduce customer care costs and improve service for your
customers.

West has helped many of America’s largest companies discover the
numerous advantages of outsourcing their speech applications. For
more information, please contact West Corporation (quote - news -
alert) at 1-800-841-9000, or visit http://www.west.com.
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Select The Right Speech Application For Your Business

Speech Frustrations
How frustrating it is when you call a customer service number,

verbalize the information requested of you by the speech recogni-
tion system, only to be asked those same questions by a live agent?

The dull familiarity of verbally repeating information is not
always necessary. Speech applications, if properly integrated with
a company’s enterprise systems, can streamline calls, making the
call process both quicker and more efficient (and confirming the
sanity of the caller). 

After all, the hot technologies today — self-service, speech, virtu-
al agent/home agent services and cross-media customer service —
were in the past pioneered to eliminate extra steps and to reduce
frustration, not to add complexity and customer exasperation.

The problem lies in that implementing these solutions involves
complex processes with complex results. Think about the prep
work vendors today recommend you do before even implement-
ing: creating action teams, determining long- and short-term
goals, attaining “executive buy-in” for the solution, sharpening
expectations and cooperation among employees and determining
how the system will be managed. 

And all of this should take place before you even request pro-
posals from vendors! 

Today’s technology buyers (many of you) feel as if they are in
an all-night diner: presented with a baffling array of menu choic-
es, with not even the first idea of what they want. You may be
craving one thing, but you know it’s wiser to choose another.
(And if you make a wrong choice, you’re only out $9.95 plus tip,
rather than $10 million.)

The only solution is to seek help. Few companies have a lone per-
son who understands everything there is to know about all of his or
her organization’s legacy systems. Chances are these legacy systems
experts can only speak to needs of their own equipment and depart-
ments. Attempts in meeting all of these needs simultaneously, with-
out the expertise of professional services, will likely result in both the
implementer and the end user feeling they’ve gone mad.

David R. Butcher, Assistant Editor, Customer Interaction Solutions
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3PV – Third Party Verification
Phone: 888-508-3PV1
Web: http://www.3pv.com
Products: Martina Speech-Enabled TPV,
CRV Call Recording, Martina Voice
Print Verifier
3PV – Third Party Verification offers
speech-enabled, agent-assisted and e-
commerce third-party verification
(TPV) services, as well as call recording
and voice-based biometric security solu-
tions.

Akonix Systems, Inc. 
Phone: 619-814-2328
Web: http://www.akonix.com
Product: Akonix Compliance Manager
Compliance Manager is a plug-in mod-
ule to Akonix’s (news - alert)IM man-
agement gateway, providing complete

Web-based compliance workflows for
archived messages, including access for
internal and external auditors and track-
ing of all activity, such as review, anno-
tation, escalation and audit of IM con-
versations.

Amcat
Phone: 800-364-5518
Web: http://www.amcat.com
Product: Amcat Intel NetMerge
All Amcat (news - alert) Intel NetMerge
systems are fully compliant with the
FTC TSR (Telemarketing Sales Rule)
regulations. The company’s systems pro-
vide comprehensive “do-not-call” fea-
tures as well as relationships with the
major “do-not-call” vendors. Amcat is
fully compliant with the new TSR legis-
lation requiring specific drop rates and

the ability to leave a recorded message
when an agent is not available to take a
successfully answered outbound call.
With Amcat, businesses are better posi-
tioned to have the flexibility they
require to operate outbound contact
center activity successfully and in a
compliant manner.

CallCommand
Phone: 877-862-6662
Web: http://www.callcommand.com
Product: CallScan
CallCommand, (news - alert)a provider
of Web-based communication solutions
to automotive retailers, offers CallScan
On Demand, its “telemarketing compli-
ance in a box” product. CallScan On
Demand is positioned as a low-cost,
easy-to-implement way of assuring com-

As the contact center industry resigns itself to settling into compliance with the multitude of state and
federal regulations passed in the last few years, a new category of products and services has come into
increased prominence. Contact centers today, particularly the centers that perform outbound work, are
carrying a heavy burden of making sure their dialers are compliant, using third-party verification, record-
ing calls, complying with caller I.D. restrictions and abandon rates, and making sure they don’t call a
number on any of the federal or state do-not-call lists (all while maintaining their own internal rules and
lists). In the meantime, the list of companies that have paid or are now paying enormous fines for viola-
tions lengthens. Incredibly, there are still companies that tell us, “We don’t need to know about compli-
ance…that doesn’t affect us. We do inbound.”

There are two kinds of contact center companies today: those that are still desperately cobbling together
their own patchwork of imperfect internal processes (these are the companies with the permanent
migraine headaches), and those companies that have sought the assistance of a professional organization in
attaining compliance. For those contact center organizations that fall into the former category but would
like to be included in the latter, the editors of Customer Inter@ction Solutions have compiled the following
list of companies that offer products and services in the compliance arena. We invite you to carefully
peruse these companies’ offerings if you are in the market for compliance technologies.

Compliance Technologies 
And Services Roundup
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pliance with FTC, FCC, state agencies
and even company-specific list regula-
tions regarding do-not-call (DNC) legis-
lation. Daily call volume makes it virtu-
ally impossible for most dealers to
ensure full compliance from sales people
and service advisors. Yet noncompliance
can mean hefty fines and possible law-
suits. CallScan On Demand ensures
compliance and provides protection
with a complete reporting and monitor-
ing system; all without the cost of addi-
tional hardware, software or the necessi-
ty to switch phone service providers. 

Call Compliance, Inc.
Phone: 516-674-4545
Web: http://www.callcompliance.com
Product: TeleBlock
Call Compliance, Inc. (news - alert) has
stated that its patented, multi-award-
winning TeleBlock Do-Not-Call
Blocking System is the first and only
blocking product that offers automatic,
real-time screening and blocking of out-

bound calls against federal, state, third-
party and in-house do-not-call lists
within the network infrastructure of a
participating telephone company via
SS7 and IP technologies. There is no
logging in or logging off required. A
subscriber’s agents and calling equip-
ment simply access an outbound trunk
and dial, and all numbers dialed are
screened against their proprietary DNC
database. If a dialed number appears in
the database, then the call is blocked
and a “restricted number” message is
furnished. If the dialed number does
not appear in the DNC database, then
the call is processed accordingly. It is
unnoticeable to the caller or calling
equipment.

Contact Center Compliance
Corporation
Phone: 866-362-5478
Web: http://www.dnc.com
Product: various
Contact Center Compliance (news -

alert) manages do-not-call risk by pro-
viding a range of real-time, globally
deployable DNC compliance products
designed to provide complete federal
and state DNC compliance, support for
all vertical industry exemptions and
rules, existing business relationship sup-
port based on state and federal law,
internal DNC list support, DNC policy
creation and fast fulfillment. Contact
Center Compliance states it can help
users get into compliance and safe har-
bor for a fraction of the cost of doing it
on their own.

Digitlaks USB Recorder
Phone: 203-227-4112
Web: http://www.usbrecorder.com
Product: USB Recorder
The USB Recorder allows users to avoid
potential misunderstandings. Users can
record important telephone conversa-
tions word-for-word directly onto their
computers. The USB Recorder was
designed to make it very easy: users
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install the software and plug the
recorder into a USB port on their com-
puter. The Recorder is suitable for both
home use and office use.
Document Sciences Corp.
Phone: 760-602-1400
Web: http://www.docscience.com

Gryphon Networks
Contact: James Monahan
Phone: 781-278-1966
E-mail: jmonahan@gryphonnetworks.com
Web: http://www.gryphonnetworks.com
Product: Exemption Advisor
Exemption Advisor is the first product
to enter the market that automates con-
sumer contact preferences for all contact
methods allowed under state and federal
exemption rules. It significantly increas-
es the effectiveness of sales and market-
ing campaigns by maximizing consumer
contact opportunities created by lawful
business rules, triggering alternative cus-
tomer contact methods as desired.

Innovative Marketing Strategies, Inc.
Phone: 913-696-1222
Web: http://www.ims-ca.com

Noble Systems
Phone: 888-866-2538
Web: http://www.noblesys.com
Product: ATOMS Contact Center Suite,
Predictive Dialing Solution (PDS)
The Noble Systems (news - alert) con-
tact center technology suite gives users a
“fully equipped” compliance package
that includes a comprehensive set of fea-
tures and reports designed to directly
address the new FTC regulations with
the industry’s most advanced toolsets.

PossibleNOW
Contact: Tim Muenchen, VP of Sales
Phone: 800-585-4888; 770-255-1020
E-mail: sales@possiblenow.com
Web: http://www.dncsolution.com
DNCSolution from PossibleNOW
(news - alert) is a family of Internet-
based products that handle the full range
of Do Not Contact (Do Not Call, Do
Not Fax, Do Not E-mail, Do Not Mail)
compliance. DNCSolution is backed by

PossibleNOW’s extensive regulatory
expertise, a world-class infrastructure and
responsive customer service. Companies
can also outsource their marketing com-
pliance operation to PossibleNOW’s
Managed Services program.

SER Solutions, Inc.
Phone: 800-274-5676
Web: http://www.ser.com
Product: Call Processing System (CPS)
SER Solutions’ (news - alert) Call
Processing System (CPS) was designed
to be a reliable, proven, cost-effective
call management system that combines
workhorse predictive dialing with
inbound and blended features to keep
companies competitive.

Sivox Technologies, Inc.
Phone: 630-424-9000
Web: http://www.sivox.com
Product: SIVOX RealCall
Using SIVOX (news - alert)RealCall
dynamic simulations, call centers can
create immersive customer call simula-
tions. Trainees learn from interactive cus-
tomer call simulations how to handle
calls in a fully compliant manner. If
trainees do not use the appropriate, legal-
ly correct language, the on-screen coach
can prompt them for a better response.
Simulation scripts can be completed by
training center managers, with little or
no intervention from IT or program-
mers. The call center application pro-
grams are also replicated in simulation,
ensuring that call center trainees are cap-
turing the correct data and entering it
appropriately. Agent trainee performance
can be graded on more than 110 metrics,
including application system perform-
ance and voice quality. Managers can
review simulation voice recordings as
well as system data entry. 

Stratasoft
Phone: 800-390-1157
Web: http://www.stratasoft.com
Product: StrataDial.VC2 – Virtual
Contact Center
StrataDial.VC2 – Virtual Contact Center
works seamlessly with Call Compliance

Inc.’s TeleBlock system. StrataDial.VC2
provides customers with the following
telephony applications: outbound predic-
tive dialing; inbound automatic call dis-
tribution; voice mail and auto-attendant;
speech recognition and text-to-speech;
Web-based text chat; e-mail management
and routing; fax on demand; an interac-
tive voice response system; and rapid
application development tools.

VoiceLog
Phone: 301-230-2129
Web: http://www.voicelog.com
Product: VoiceLog
VoiceLog (news - alert)offers recording
solutions that can help companies meet
the FTC Telemarketing Sales Rule
(TSR), as well as protect them from
other legal concerns. VoiceLog aims to
help its clients with legal issues such as
express verifiable authorization, free trial
to pay with pre-acquired account infor-
mation, electronic signatures, proof (and
monitoring) of compliance and dispute
resolution.

Witness Systems
Contact: Candace Flynn
Phone: 770-754-1878
E-mail: cflynn@witness.com
Web: http://www.witness.com
Products: eQuality ContactStore,
eQuality ContactStore for IP 
eQuality ContactStore captures and
stores 100 percent of customer and con-
tact center interactions from voice and
data perspectives. Scaling from a single
channel to many thousands, the soft-
ware allows for the transparent record-
ing, retrieval and replay of customer
calls across the enterprise. It is designed
for high-volume recording and sales ver-
ification requirements, and it meets tele-
marketing/teleservices compliance needs.
eQuality ContactStore for IP captures
100 percent of voice conversations and
corresponding computer desktop activi-
ties. Providing converged voice/data net-
works with a sophisticated and robust
feature set, it includes the functionality
of eQuality ContactStore; it enables large
organizations and SMBs to meet indus-
try compliance requirements, as well as
benefits from application functionality
and cost-saving infrastructure flexibility.

If you are interested in purchasing reprints of this arti-
cle (in either print or HTML format), please visit
Reprint Management Services online at
http://www.reprintbuyer.com or contact a representa-
tive via e-mail at reprints@tmcnet.com or by phone at
800-290-5460.
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Do-Not-Call? 
We’ve all heard the horror stories. Just one illegal call could cost 
you $10,000 or more. But the secret to avoiding these exorbitant 
fines and complying with federal and state laws isn’t a mystery –
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Do-Not-Worry! 
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federal and state calling laws – and we’re ready to step 
in and make sure you don’t inadvertently break them.

Get Results! 
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running your business – 
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NEXT-GEN CONTACT CENTER     
INNOVATIVE IDEAS FROM THE 

One of the questions we hear most often is, “How can I
future-proof the IP contact center technology investment I’m
about to make and maximize its useful lifecycle?” This month
we’re going to examine the issue within the context of differ-
ent technology options that are currently available. We’ll also
project ahead a few years and examine probable trends that
are still a few years out; but which will inevitably become
standard solutions for reducing costs and increasing both pro-
ductivity and revenue production. The goal of this glimpse
into the near future is to provide a framework for understand-
ing forthcoming innovations and how future compatibility
can be addressed in your current purchasing decisions.

Adaptive Technology
One of the most “future-proofing” attributes to look for in

today’s solutions is “adaptive” IP contact center technology
— technology that empowers real-time optimization of even
the most granular technology-driven business processes in
real time, at no cost. Adaptive technology is integrated by
design to incorporate all of the IP contact center technologies
that typically power a Web-enabled call center, including
phone, fax and Internet technologies, as well as technologies
related to quality assurance. The difference lies in the “inte-
gration-by-design” approach; an approach that enables tech-
nology-driven business processes and their associated tech-
nologies to be provisioned and modified in real time, without
sacrifice. 

No Sacrifice
Adaptive solutions are driven by the same needs-analysis

questions that integrators rely on to define “scope of work” for
traditional point solution deployments; but here the entire
range of standard outcomes is pre-programmed, and changes
are implemented in real time from Web menus. (If an out-
come hasn’t been pre-programmed because it represents a new
and unique idea, Web services are also available to empower
the addition of new potential outcomes.) 

What’s The Value In This Approach?
Historically, contact centers cobbled together as many as 24

different point solutions to create their multichannel customer
service communications infrastructures. The result was expen-
sive to buy, expensive to maintain and notoriously rigid; it
required significant time and money to implement changes.
As a result, companies that have deployed technologies in this

paradigm typically shy away from implementing expensive
changes to their software investments and, instead, often opt
to postpone resolving many problems until the life cycle of
their current investments are fully depreciated.

By contrast, companies that have deployed “adaptive” solu-
tions can fix problems in real time and, therefore, run in a
more optimized state more often, enabling them to enjoy
competitive advantages in both productivity and customer sat-
isfaction. Academic research has validated productivity gains
of more than 30 percent for companies that deploy adaptive
technology, often increasing to many times that number
depending on the size of the company (larger companies tend
to have a history of fewer poor “gut infrastructure decisions”)
and how much time has passed since the company’s last
upgrade. Of course, it should be intuitively obvious that the
ability to fix infrastructure problems in real time not only
constantly renews the lifecycle of legacy investments, but also
inevitably yields significant productivity benefits.

Perhaps just as important is the effect on customer satisfac-
tion. Studies validate that businesses which deploy multichan-
nel solutions — those that can adapt to changing customer
needs in real time — enjoy higher customer satisfaction rates.
(No surprise here.) What isn’t as obvious is this fact: those
companies that have the greatest customer loyalty rates also
enjoy much higher growth rates compared with the average
growth rates for their industries. This means that customer
satisfaction is directly related to business growth. This is what
Harvard University Business School calls the “Loyalty Effect.”
That’s why you care.

A Look Into The Future
While adaptive technology leverages the business intelli-

gence of contact center managers by empowering them to
implement granular infrastructure changes in real time across
all communications channels, it nevertheless relies on the
intelligence of the individual to get there. In the future, the
marriage of analytics and adaptive IP contact center technolo-
gies will result in the emergence of a new paradigm for con-
tact center efficiency: the self-optimizing contact center.

What Is Analytics?
One can hardly work in contact center management today

without hearing about the compelling benefits of analytics.
Analytics technology provides contact center managers with
the insight necessary for them to proactively optimize contact

IP Contact Center Technology:
Eliminating The Risks (Part IV)
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center performance, reduce operational costs and improve
customer satisfaction. Of course, while proactive insight obvi-
ously has tremendous value, a great many operational bottle-
necks might not be foreseeable by human or machine — and
these unpredictable bottlenecks will inevitably take their toll
on revenue production if they cannot be addressed in real
time. 

Historical Context
In the past, conventional wisdom held that analytics could

only provide proactive solutions for business process optimiza-
tion because contact center communications technologies sim-
ply couldn’t be adapted in real-time to offer the possibility of
effective reactive solutions. In the era of “point solutions
aggregated via systems integration,” that was most certainly
the case. The argument about real time change today has been
definitively settled, with world-class companies and service
providers leveraging the benefits of adaptive technology every
day to optimize their operations. There is no longer any rea-
son to assume that analytics engines will continue to be limit-
ed to the role of advisor, relying on human beings to imple-
ment their recommendations over an extended period of time
across diverse systems. 

Coming Soon
In the not-so-distant future, analytics will not only analyze

historical data and suggest proactive changes to such things as
call logic, call treatment and the content of future customer
communications — analytics will actually implement those
changes itself, in real time, via linkages to adaptive IP contact
center platforms. This vision of the “self-optimizing” contact
center, which we like to call the “Analytics Auto-Pilot,” prom-
ises to change the metrics by which we assess technology
investments.

A Compelling Illustration
If you were to call a company’s call center and its system

offered up an estimated wait time of 30 seconds, you would
very likely wait on the line for an agent. However, if estimated
wait time was presented as being 30 minutes, depending on
the nature of your call, you might very well hang up and
make your next call to that company’s competitor. 

One of the first things that a real-time analytics engine
would have to identify is whether you, the caller, are likely to
hold or hang up based on historical patterns for your particu-
lar queue and/or your personal patterns. It could then balance
the demands of your queue and your call against the demands
of other queues and callers, taking into account their relative
priorities. For those customers likely to hang up, the analytics
engine could instruct the adaptive platform to avoid telling
the caller the estimated wait time, while at the same time
addressing the bottleneck in one of a variety of ways to dra-
matically reduce callers’ estimated wait time. 

One course of action might be to dynamically adjust the
overflow rules to route you to an agent in a different group;
that is, assuming you belong to the class of customers deemed
worthy of that kind of escalation. 

Another approach might be to let you enter your telephone
number, hang up and receive an automated callback when an
agent is available, without losing your place in queue. The analyt-
ics auto-pilot might also dynamically adjust the contact center’s
customer priority routing rules to reprioritize your relative impor-
tance in the context of the kind of transaction you are waiting to
process. It might go even further and take into account the rela-
tive value of your prospective transaction as compared with the
transactions of others who are also in queue — to dynamically
reassign the assigned customer priorities of those in queue.

The analytics engine might also consider dynamically
changing the skills-based routing algorithms governing your
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queue in order to speed up average handling times. For
example, if the analytics engine identified that an overall
increase in average transaction processing times was connect-
ed to increased traffic in a particular language, such as
Spanish, the correct remedial action could be to dynamically
adjust the skills-based routing algorithm to favor native
Spanish speakers (who would presumably be more proficient
in Spanish). 

Of course, without analytics discipline, that might be the
correct answer to the wrong problem. What if the inefficiency
is actually being driven by a particular product defect specific
to Spanish-speaking customers (for example, poor assembly
documentation in Spanish)? Unlike a human “guess,” the ana-
lytics engine would identify the root cause by leveraging its
access to both CRM and communications infrastructure and
make a different decision; perhaps adjusting the skills-based
routing algorithm to begin favoring agents who have dealt
with the identified issue before — perhaps in combination
with playing a recorded message to those in queue, describing
the resolution of the problem. 

There are literally dozens of different reactive actions that an
analytics engine might take depending on the context underly-
ing the bottleneck, each potentially highly effective or ineffec-
tive depending on the root cause of the problem. In empower-
ing analytics to react directly to out-of-norm states in a con-
text-sensitive manner, the marriage of adaptive IP contact cen-
ter technology with analytics clearly looks like a winner.

Eli Borodow is the CEO of Telephony@Work (news - alert), a lead-
ing provider of adaptive, multitenant IP contact center technology
for contact centers and service providers.

Mike Betzer is vice president at Siebel Systems, a leading provider
of customer-facing solutions that deliver demonstrable business
results and long-term competitive advantage. Siebel Systems
(quote - news - alert) leverages Telephony@Work technology for
its Contact OnDemand multichannel hosted solution.

Kevin Hayden is the director of Integrated Contact Center Solutions
at TELUS Communications Inc.(news - alert) , a tier-1 telecommu-
nications carrier in Canada and a Canadian leader in hosted contact
center services.

Throughout the past several years, as contact center tech-
nologies have seen numerous advances, reporting and ana-
lytics have followed only a few steps behind these technolo-
gies, in a sort of “unorganized posse.” The nature of contact
center technologies being what they are (often involving
recording for legal purposes, evaluation or training; script
adherence; screen capture; clickstream analysis; and storage
of data for compliance purposes) meant that, initially analyt-
ics came along accidentally. The feeling among company
executives was, “Look at this enormous amount of unorgan-
ized information. What a hassle and expense it is to store!” 

A few years later, savvy company personnel started won-
dering if they could actually do something with the data.
“Let’s examine the information and see where we went
wrong with that outdoor gear sale campaign.” Good think-
ing, but this practice was still using data to chase down
problems that had already occurred — the proverbial clos-
ing the barn door long after the pony had split.

The next step in the analytics food chain involved analyz-
ing historical information to make predictions about future
customer behavior, both individually and as a group. “Past
experience has told us that when we put the sale price of
the rain-proof footwear prominently at the top of the Web
page, above the photo, the click-through rate nearly dou-
bles. In the future, it’s company policy to display sales
prices very prominently in both catalogs and on Web
pages.” Alternatively, a company might find that the demo-
graphic assumptions they’ve been making about their cus-
tomers are entirely wrong; that, for example, women are

more likely than men to buy camping gear, by a margin of
two to one, when the company had assumed the opposite
was true. This take on analytics is more advanced, but it
still affects customer relations only after the fact, or only in
theory. (You may know that, because of previous demo-
graphics, a young male caller is LIKELY to want to buy a
camping box for the top of his SUV; but you also know
that, because of demographics, the average American family
has 2.3 children. How often do you see one-third of a child
running round a suburban playground?) 

The next logical step, therefore, is to determine how ana-
lytics can be used on real people, on customer interactions
in progress. Because of the past decade’s CTI break-
throughs, we all know who’s calling when he or she calls.
We can look at the customer’s history and guess on his or
her future, but how can we help improve the customer
experience on this call ? The answer: You need to know your
customers inside and out; you need to have those cus-
tomers’ data available to be shared by every agent in your
contact center, across all media; and you need to know who
your agents are, where their best talents lie and what their
availability is.

I’ll paraphrase a cheesy old saying: “You never get a sec-
ond chance to rectify a first impression of a screw-up.”
Customers don’t want much. They just want to be dazzled
by your contact center, every time. Is that too much to ask?

By Tracey E. Schelmetic, Editorial Director, 
Customer Interaction Solutions magazine

A New Decade Of Analytics
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VoiceLog Announces Automated Verification That Beats Live Agent Results
VoiceLog LLC, (news - alert) a provider of third-party verification, recently announced that its

Free Speech TPV offering has outperformed live agent verification in real-world conditions — with
higher verification rates and lower costs. Free Speech TPV is the VoiceLog automated third-party
verification product using state-of-the-art speech recognition on a VoiceXML platform. VoiceLog
also provides touch-tone automated verification and live agent verification services.

Verifying sales of the same products with similar scripting for the same clients, Free Speech
TPV generated from one percent to three percent higher verification rates on average. In addition,
Free Speech TPV calls were generally shorter than the live agent calls and were less expensive.

“This should put to rest the concern that some clients have had about automated verification,”
said Larry Leikin, vice president at VoiceLog. “We’ve shown that with careful, research-based
scripting, and the speed, quality and flexibility of our VoiceXML platform, we can offer verification
rates that exceed the best live agent services. And with savings of up to 75 percent versus live
agent verification, Free Speech TPV means maximum profits for clients.”

VoiceLog has a number of resources to generate high verification rates for its Free Speech TPV serv-
ice. First, as the largest provider of TPV in the world, VoiceLog states that it has more clients and more
experience across more scripts than any other vendor. Second, VoiceLog has developed VoiceLab — a
system for testing scripts against each other under real-world conditions. Last, VoiceLog leverages the
expertise of the Voice User Interface Company and others in developing optimal scripts.

In addition to Free Speech TPV, VoiceLog offers technologies such as its Any Language on
Earth language support, State-Specific Scripting, Dual Channel Recording, Web and e-mail-based
callbacks and a host of other services and benefits. VoiceLog is also the provider of VirtualLogger
call center recording-related services, offering full-time and selective recording with no capital
expenditure requirements, VirtualQC third-party quality monitoring and scoring, transcription,
long-term record archiving and more.
http://www.voicelog.com

Pronexus VeoDesign, Development/Testing Suite For Microsoft Speech
Server, Receives Application Certification From Microsoft

Pronexus Inc., (news - alert) a provider of computer-telephony and speech software solu-
tions, recently announced that VeoDesign, its development and testing suite for Microsoft
Speech Server 2004, has been certified for use on Speech Server. The VeoDesign develop-
ment and testing platform is designed to give developers a head start on their speech recog-
nition projects by incorporating several elements: 

Four-port Microsoft Speech Server license for development and testing, which enables
developers to effectively create and test applications using the telephony cards that work
with the Microsoft Speech Server, which means that real-world conditions can be tested
more accurately and without time limitation. 

VBSALT, the first Rapid Application Development (RAD) tool for Microsoft Speech Server.
It is the only speech development tool inside Visual Studio .NET 2003 that blends both a graph-
ical user interface for call flow design and sophisticated programming. This, together with its
encapsulated practices for voice user interface (VUI) design, accelerates the creation of speech-
enabled IVRs and other voice automation solutions powered by Microsoft Speech Server 2004.

Sample applications and source code. To further accelerate Speech Server application
development, VeoDesign provides an array of sample applications upon which developers
can base their own solution: instead of developing an application from the ground up, devel-
opers can simply modify the existing VeoDesign samples. 

Step-by-step tutorials help developers get started with VBSALT (define - news- alert). 
“We are pleased to certify VeoDesign as a preferred application for the Speech Server plat-

form. It is an excellent development and testing solution for Speech Server applications,
especially for developers new to the field,” said Teresa Fagan, director of marketing in the
Microsoft Speech Server product group. “By combining Microsoft Speech Server, VBSALT
and sample speech applications for express development and testing at such a low cost,
VeoDesign is helping to accelerate speech into the mainstream.”

VeoDesign also makes it easier for VARs and systems integrators to deploy an application
multiple times. As the development and deployment environments are separate, the settings
on the development platform need not be reconfigured with every installation. This simplifies
and shortens the deployment process.
http://www.pronexus.com

Definition Du Jour
Barge-In
A feature, common to some speech
technologies, that allows the user to
“interrupt” the system, eliminating
the need to wait until the system’s
“voice” finishes explaining informa-
tion or offering options the caller
does not need.

Confidence Threshold
A pre-determined figure that gauges
the likelihood that the system cor-
rectly interpreted the language spo-
ken by a user. For example, a system
may determine that the likelihood the
user uttered her name as “Mary
Jones” is 90 percent, an acceptable
confidence score that allows the sys-
tem to proceed under the assumption
that the caller’s name is indeed Mary
Jones. A confidence score below 80
percent, for example, might cause
the system to try to reconfirm the
input. (For example, “I think you said
your name was ‘Mary Jones.’ Is this
correct?”)

”

“Whoever thinks

that he alone

has speech, or

possesses

speech or mind

above others,

when unfolded

such men are

seen to be

empty.”

— Sophocles (497 – 406 B.C.),
Greek Tragedian. From Antigone.

“
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•  TMC Webinars are complete turn-key events. TMC does the promotion,
registration, and sets up the technology. All you have to do is login.

•  Webinars are one-hour long with the topic determined by the sponsor.
They are broadcast live on the Internet with streaming audio and video.

•  Webinars are interactive, the moderators ask and answer questions, and
fully engage with the attendee.

•  Quality, actionable leads from pre-registration, live event attendees, and
post event archive attendees.

•  Sponsor Exclusivity—TMC webinars are single sponsor events. Your
company will be top of mind throughout the entire event.

•  Additional Web advertising exposure—banners, skyscrapers and tiles will
be created to tout the webinar event on TMCnet. TMCnet reaches over
400,000 unique visitors a month.

•  A turn-key event—let the professionals at TMC take care of all the
logistics, including registration, marketing, advertising, technology,
and post-event information.

•  Increase Brand Awareness—harness the power of TMC, TMCnet, and
our print publications, INTERNET TELEPHONY and Customer
Interaction Solutions to build your reputation as a leader in your market.
All our properties are number one in their respective fields.

TMC has 32 years of experience building successful conferences and trade shows,
our experienced staff has a proven track record of excellence.

What are TMC Webinars?

Webinar Deliverables

You Pick the Topic, We Handle the Details

Quality Lead Generation | Reach Key Decision Makers | Increase Product Awareness

Position Company as Leader in Field | Turn-key Marketing Program | Connect with Customers

Let TMC's Marketing Power & Reputation

Make Your Webinar A Success!

Let TMC's Marketing Power & Reputation

Make Your Webinar A Success!

A partnership with TMC gives you the edge you need to create an event that will build
your reputation as a leader in your market.

TMC will provide a turn-key webinar for your company

Technology Marketing Corporation | 1 Technology Plaza | Norwalk, CT 06854 USA | 203.852.6800 ext. 146 | www.tmcnet.com
© 2005 Technology Marketing Corporation. All Rights Reserved.

For More Information Contact Dave Rodriguez: 203-852-6800 Ext. 146 or drodriguez@tmcnet.comFor More Information Contact Dave Rodriguez: 203-852-6800 Ext. 146 or drodriguez@tmcnet.com
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Wireless SFA
Sendia
3420 Ocean Park Blvd., Ste. 3080 
Santa Monica, CA 90405 
Ph: 310-752-7000; Fax: 310-752-7001
Web: http://www.sendia.com
Price: The annual list price for the Hosted
Edition of Wireless SFA is $400 to $600 per
user, depending on the volume of users
and desired functionality.

Blackberries are very popular today
because of their excellent wireless e-
mail support. The ability to instantly
send and receive e-mail in near real
time is a killer feature for those individ-
uals who need to be in constant e-mail
availability, especially sales people.
What if you could leverage these popu-
lar devices to allow instant access to
your CRM database? How many times
have you or your employees been on
the road and needed to look up a cus-
tomer’s phone number, but you didn’t
have immediate access to this informa-
tion?

Sendia’s Wireless SFA (sales force
automation) adds wireless access to
your contact manager running on a
RIM device. The Sendia application
also runs on Palm devices such as the
Treo 650 (shown in Figure 1). We test-
ed a specific Sendia application that
works with the hosted Salesforce.com
SFA application. It’s called Sendia
Wireless SFA for Salesforce.com.

According to Sendia: “Our mission in
life is to make wireless work flawlessly
for the business user. For
salesforce.com, we’ve developed a
mobile application that ‘mobilizes’ the
salesforce.com application and pro-
vides users with a very productive and
satisfying user experience.” 

On a related note, people have had to
overcome a lot of issues with past

deployments using
a browser applica-
tion. In these
browser-based
applications, users

are subjected to spotty, unreliable wire-
less coverage, and they must wait for
the browser to return data. Sendia
developed a native application on the
device (it uses ~200KB) that communi-
cates to the server asynchronously in
the background, so the user is not
involved with the communications
process.  Sendia will “pre-cache” a pre-
specified number of contact records
so, even if you lose wireless connectivi-
ty, you can still view contact informa-
tion. If you need to look up a contact
that is not in the “pre-cache,” and if
you have wireless connectivity, you can
pull contact records down wirelessly.
You set up a mobile profile, or role-
based subset (filter), to determine
which records to pull down to your
Blackberry device. For instance, you
can query all opportunities that are
closing in the next 60 days.

Further, and most important, from
your Blackberry device you can make
record changes, enter notes, etc., and

this information is
wirelessly synced
with the
salesforce.com data-
base. Essentially,
Sendia’s Intelligent
Client environment is
always resident and
always collaborating
with the server to

keep the local SQL Engine data mirror
up to date. If the user enters new data,
the information is sent immediately
upstream (network status permitting).
Data received from the server are
stored in the SQL Engine and become
immediately available to the user’s
application. Error detection and correc-
tion are transparent and automatic.

How The Server Works
The Sendia Server gathers data from

back-end application data repositories
and applies intelligent filters to deter-
mine what data should be resident on

RRAATTIINNGGSS  ((00––55))
IInnssttaallllaattiioonn::  55

DDooccuummeennttaattiioonn::  NN//AA
FFeeaattuurreess::  55

GGUUII::  55
OOvveerraallll::  AA

Figure 1. Treo 650
running the Sendia
app
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each user’s mobile
device. You can, if
you wish, create a
large record set to
download to your
device. The only
limitation is the
amount of memory
on the device itself;
with enough memo-
ry, you can contain
all of your contacts
and simply use the
wireless connectivi-
ty to synchronize
changes, such as
added notes.

After defining your filters, the server
then collaborates with the Intelligent
Client to maintain a SQL Engine mirror
of the individual user’s data on the
client, using a companion AES-encrypt-
ed data transport. If anything changes
on either end, the change is immediate-
ly propagated with field-level granulari-
ty to maintain synchronization. If the
network is not available to make the
transfer, a queue is established until the
network returns. Collision resolution
rules are applied at the server. Errors
are detected and corrected according to
a multiphase commit protocol.

Provisioning your wireless device to
work with Sendia is a no-brainer. We
tested installation of the Sendia appli-
cation onto a Blackberry device. After
registering on Sendia’s Web site, we
received an e-mail containing a Web
URL that was clickable. After clicking
on the link and following various
prompts, we were able to download the
application to the Blackberry. From the
Blackberry, we entered a specific Web

address, then down-
loaded and installed
the application.

The key is that it
is a native RIM
(quote - news -
alert) OS applica-
tion (not browser-
based). It operates
similar to your
Blackberry e-mail
(no need to care

about
communication details). Essentially,
the application accesses a local data-
base on the device and synchronizes
any data changes to the Sendia hosted
server. When you search for a contact,
the search is performed on the data-
base contained on the Blackberry. Only
when you perform a search for records
not in the local database is a request
made to the Sendia server to pull
down the records. It’s important to
note that when searching and attempt-
ing to pull down records remotely, you
don’t have to wait while the search and
download of the results take place; you
can continue to use the Blackberry,
and you will be notified when your
search results are ready.

Sendia has excellent security con-
trols built in. For instance, one nice fea-
ture is that the administrator can set a
timer for the duration of a session,
after which it automatically logs off the
user once a period of inactivity takes
place. Another important feature is that
users can remotely “lock” the applica-

tion, erase the data or remotely unin-
stall the application. Considering how
easy it is to lose small devices such as
PDAs or Blackberries, this is a critical
security feature.

There are a few key usability features
that we particularly liked. First, you can
e-mail directly from Contacts & Leads.
You have access to both your RIM and
salesforce.com contacts when e-mail-
ing, and you do not need to exit the
Wireless SFA application to send an e-
mail. A drop-down menu allows you to
e-mail from within any category with-
out exiting the app. We liked the clean
interface of the Sendia application,
which was also very easy to navigate
using the Blackberry scroll-wheel to
pop up a menu as well as sub-menus
(see Figure 2). Finally, from the applica-
tion, you can perform automatic phone
dialing from your contacts. 

Conclusion
TMC Labs was very impressed with

the Sendia solution. With the popularity
of Blackberry devices as e-mail access
devices, the Sendia application is a per-
fect complement to add contact man-
agement capabilities to these devices.
The Sendia application is the perfect
solution because of its elegant design,
simple installation and ease-of-use.
And most important, it just plain works
— even in intermittent wireless net-
work coverage environments. CIS

If you are interested in purchasing reprints of this arti-
cle (in either print or HTML format), please visit
Reprint Management Services online at
http://www.reprintbuyer.com or contact a representa-
tive via e-mail at reprints@tmcnet.com or by phone at
800-290-5460.

For information and subscriptions, 
visit http://www.TMCnet.com or call 203-852-6800.
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Figure 2. Display of
menu on top of main
interface
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The self-service checkout seemed a wonderful solution to
all of my complex supermarket issues. 

And then I began using it.
At any given checkout experience, I hear one, if not all, of

the following directives from the computerized checkout mar-
tinet: “Item not scanned. Please scan again. Please scan again.
Please scan again.” “Please put the item in the bag. No, in the
bag, please. Now. Put it in the bag.” “Please wait for cashier
assistance.”

On average, three out of every five of my self-checkout
experiences require the human attendant to come over and do
something mysterious: type in a secret code, unlock some-
thing, pass her hands mysteriously over my low-fat gorgonzola
salad dressing to enable the bar code to scan, examine my vine
tomatoes closely to make sure they’re not masquerading as the
cheaper regular tomatoes. 

Generally, this involves a delay that merely erases any bene-
fit of heading for the self checkout. 

Then there are the days when there is no attendant to be
seen. “Hello? Anyone? Can you come and whisper to my
portabella mushrooms and make them scan?” Because it’s too
late to start again, I’m forced to wait until the attendant
chooses to come back.

There are also the days when the store closes the self-checkout
lines entirely. Isn’t that great! They spent all of that money and
effort on the slick, time- and cost-saving self-checkout lines, but
it’s too much trouble to pay anyone eight dollars an hour to
attend to them. Did they think just by installing them their
overhead and customer complaints would drop mysteriously?

If they do, they’re not alone. Many call centers get very
excited about the prospect of instituting customer self-service.
They read the promises of ROI (just as they did with CRM
(define - news - alert) several years ago), generate the purchase
order, install the system and…are perplexed when they find
the number of calls escalating to live agents and the number

of customer complaints actually rising rather than dropping.
“But customers LOVE self-service,” they say. 

And I love to ride on airplanes, but not if I discover that
the unorganized teenager who sold me my Diet Coke and
magazine in the airport terminal is flying the plane. You
would never install an IVR (define - news - alert) without
thoroughly testing what the navigation is like for a customer
(would you?); but many companies seem absolutely convinced
that their self-service technologies are perfect immediately out
of the box and they’re caught by surprise when their metrics
move in a negative, not positive, direction.

Other companies decide to transfer all customer processes
to self-service simultaneously, rather than implementing them
in stages, making sure they work and allowing customers and
agents to get used to them. This would be the equivalent of
visiting the supermarket and discovering that, not only do you
have to check yourself out; you have to slice your own deli
meat, stock the shelves, wrap your salmon fillet at the fish
counter, unpack your produce and do your own “cleanup in
aisle six.” Talk about “abandoned shopping carts”...literally.

Customer and employee dissatisfaction with CRM systems
quickly became obvious to companies that didn’t take the
time to determine their (realistic) needs and expectations,
implement the solutions carefully, successfully connect them
with their legacy systems and train their employees properly.
Generally, the poor CRM interactions involved a company
employee who noted customers’ negative reactions and
brought them to the attention of a supervisor. 

Bad self-service is a stealth destroyer for many companies.
Often, customers simply abandon the interaction, then the
company, with the organization being none the wiser.

Now, if I can only learn the magic incantation I must whis-
per to my zucchini to make it go “beep.” CIS

The author may be contacted at tschelmetic@tmcnet.com.

Last Call
By Tracey E. Schelmetic
Editorial Director, Customer Inter@ction Solutions

Cleanup In The Self-Service Aisle
A year or two ago, my local grocery store installed four “self-checkout” stations. I
was very excited. Not only did they allow me to indulge in my childhood wish to
play “cashier” (though, when I was playing cashier as an eight-year-old, it was the
old-fashioned “tik-tik-tik-ding!” cash registers I wanted to touch), the process
allowed me to observe my own bagging rituals. At any given trip to the grocery
store, at least one quarter of my groceries are heading for the office: frozen lunch
entrees, fruit, breakfast cereal, and canned soup and tuna for the days I run out
of lunch entrees. When a bagger does the job for me, I end up having to ransack
all of my grocery bags in the car later, separating out what I’m taking home from
what I’m taking to work. I’ve observed that the average supermarket bagger arti-
san gets a tad hostile when I try to micromanage his or her bagging work.
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