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Publisher’s Outlook

1. “Every company wants to be a
peacock in the land of the penguins,
but few of them know how to do it.” 
(http://tmcnet.com/192.1)

2. “The unbeatable formula:
Innovative Marketing and CIM” 
(http://tmcnet.com/193.1)

3. “Online Marketing Comes of Age”
(http://tmcnet.com/194.1)

In my October 2005 Publisher’s
Outlook (tmcnet.com/194.1),  I stated:

a. I love marketing because it changes all
the time and keeps you on your toes.

b. Putting all of the above together, it
becomes clear that marketing is
often like shooting at a moving tar-
get, that’s why it is the most chal-
lenging and most complex part of
any corporation.

c. Companies exist for two and only
two reasons; namely, marketing and
innovation. Without these, no
company would get anywhere.

It is abundantly clear that to survive,
you must remain current with cutting-
edge marketing.

While conducting my day-to-day
CEO-to-CEO interviews for TMC’s
Boardroom Report (see my September
2005 Publisher’s Outlook at 
http://tmcnet.com/192.1), I always ask
the CEOs, “What is your greatest chal-
lenge?” Over 90 percent of the CEOs
say things like: “We are not well known;
most people don’t know us; most people
don’t know our company or our prod-
ucts, etc.”

In plain English, most CEOs are
admitting that they need to do a much
better job of marketing!!

What hurts me the most is that near-
ly all of the companies I speak with
offer truly unique products and services
for our industry and literally only a few,
if any, people know that they exist! I
think that is a shame!! I ask, if you don’t
plan to market it effectively, why do you
build it?

Prerequisites 
In order to better appreciate this Publisher’s Outlook, I strongly urge
you to read the following three previous Publisher’s Outlooks:

The 12 Commandments 
Of Cutting-Edge 
Marketing 2005:
For CRM, Customer Interaction 
And Contact Centers

By: Nadji Tehrani,
Founder, Chairman & CEO, Editor-in-Chief,
Technology Marketing Corporation

In other words, you must thrive to become a 
peacock in the land of penguins, and the only
way to achieve that is by becoming number

one 
on the first page of the leading search engines.
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1. Out-of-the-Box Integrated
Marketing — As stated in the last several
Publisher’s Outlooks, given that prospects
are bombarded with thousands of propos-
als, marketing messages and advertise-
ments, developing an out-of-the-box inte-
grated marketing program is vital for suc-
cess. The bottom line is that you need to
differentiate yourself and the only way to
do that is to stand above the crowd.

2. Marketing Through Education —
As long as I have been involved in mar-
keting, over the last 25 years, I have
learned that the only way to effectively
market high-technology products and
services is via marketing through educa-
tion. There is no short cut for this. 

3. Targeted Online Marketing — As
indicated in the October 2005 Publisher’s
Outlook, online marketing has gained
tremendous momentum in the market-
ing discipline, to a point where no com-
pany can exist without conducting a
major program online. Targeted mes-
sages, i.e., selecting key words that clear-
ly define your core-competency, are vital
to the success of online marketing. An
example of targeted online marketing are
the channels that appear on TMC’s Web
site (http://www.tmcnet.com, under the
word “Channels”). I urge you to visit
the site and look up the channel of your
choice. This truly pioneering develop-
ment by TMC’s staff has resulted in
considerable success, as will be indicated
later in this editorial. 

4. SEO — Search engine optimiza-
tion is truly vital to the success of mod-
ern marketing, as I will elaborate in the
following paragraphs. We used to say,
“If you don’t market, you don’t exist.”
Today, we are saying, “If you are not on
the first page of the world’s leading
search engines under your selected key
words, then you don’t exist.” Proper
SEO can be achieved only through
effective integrated marketing, which is
the only way to have your company
appear on the first page of the world’s
leading search engines.

5. SEM — Search Engine Marketing
— Search engine marketing is a new
concept, and not many people are doing
a good job. But I am sure that in due
course it will evolve to being one of the
most, if not the most, effective compo-
nents of modern marketing.

6. Print Advertising — As indicated
in my October’s Publisher’s Outlook,
the biggest mistake made by some mar-
keters is to jump into online marketing
and forget about all other components
of integrated marketing. As you read
last month, online alone will not offer
you the necessary results. It is a known
fact in marketing that no one buys any-
thing from someone they have never
heard of. Continuous print advertising
solves this problem by creating aware-
ness of your products and services.
Print also creates a perception of your
company’s stability and commitment to
the CRM, customer interaction and
contact center industry. After all, cus-
tomers want to know that your compa-
ny will be around when they need serv-
ice. Continuous, effective and targeted
print advertising creates precisely the
kind of perception you need as a viable
supplier. And…we all know that per-
ception is reality!

There is no way a short cut will give
you the necessary results. In other words,
if you do print only or online only, you
will not get the optimum results.

7. Participation in Conferences and
Exhibitions — The next commandment
of cutting-edge marketing is participa-
tion in conferences: both speaking and
exhibiting at related trade shows are a
MUST. In this manner, you will com-
municate to your prospects that your
company is a major player and you can
demonstrate your products and services
in the exhibit hall.

8. Special Editorial Series —
Thinking along the lines of out-of-the-
box marketing, special editorial series
are indeed a powerful vehicle by which
you can not only conduct marketing

through education, but also in an edito-
rial environment, you can communicate
the benefits of your products as they
pertain to the editorial matter at hand.
Examples of these special editorial sec-
tions are “advertorials,” white papers
and case studies. 

9. Webinars — Webinars are becom-
ing another major component of online
marketing. Not only are they cost-effec-
tive, but if proper preparation, position-
ing and differentiation are made by the
webinar sponsors, the audience will give
the sponsor its undivided attention
regarding the benefits of the technolo-
gies and services being presented at the
webinars. Indeed, the webinars should
also be a vital part of your integrated
marketing and one of the most impor-
tant “commandments.”

10. ROS, Curl Down Page, Splash
Page and Other Forms of Online
Marketing — Run of sight (ROS) by
key words is an extremely powerful way
to create awareness about your products
and services. This powerful tool, which
appears on highly popular industry Web
sites (i.e., TMCnet.com) draws the
attention of hundreds of thousands of
unique visitors and as such, you will
have the most effective way to not only
introduce your company, but also your
products and services, to a tremendously
large audience. Other forms of online
marketing include curl down pages and
splash pages, which draw the exclusive
attention of visitors to the Web site, and
its uniqueness is so powerful that visi-
tors can hardly miss it. 

11. The Principles Of Effective
Advertising — You need to follow the
principles of effective advertising, i.e.,
articulating benefits, positioning and
differentiation, to name a few.

12. Last, But Not Least — You must
use effective business-to-business tele-
marketing/teleservices and direct mail as
a vital part of your integrated marketing
campaign.
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Here Are The 12 Commandments For Cutting-Edge Marketing
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Discussion And Analysis
Hopefully, by now, you will agree that

the nature of marketing has undergone
a revolution. Today, one can easily state
that if you are not on the first page of
the most powerful search engines, you
don’t exist, simply because 95 percent of
visitors to search engines will not go
beyond the first page. 

In other words, if you are not practicing
the above commandments, chances are
that you are not on the first page of the
popular search engines under your chosen
relevant term. And if you are not on the
first page of these search engines (prefer-
ably number one on the first page), then
YOU DON’T EXIST! Simply because
anyone who is interested in getting infor-
mation about certain products to buy will
usually refer to the industry’s leading pub-
lications and/or the leading search engines
first, and then continue to get information
prior to purchasing a product. 

Just following the above 12 com-
mandments will give you satisfaction in
knowing that you are doing a decent job
of integrated marketing, but if you aspire
to be number one on the leading search
engines in your category (i.e., CRM, IP
contact center, customer interaction,
etc.), then you are just doing a decent
job. That is not good enough. 

Market Dominance Must Be Your Goal
To me, there is no glory to be one

among many. What you must aspire to
do is dominate the above new paradigm
of marketing in order to not only pro-
tect your market share, but also contin-
ue to expand it.

The First Law Of Positioning
The old definition of the first law of

positioning: “It’s better to be first than
to be better.”  

The new definition is: “It’s better to
be number one on the first page of the
world’s leading search engines than to be
better.” In other words, if you want to
dominate your market, you must achieve
this goal, otherwise, no matter how good
your product is, you will have a difficult
time in maintaining your market share.
In other words, you must strive to
become a peacock in the land of pen-
guins, and the only way to achieve that
is by becoming number one on the first
page of the leading search engines. 

At TMC We Practice What We Preach
Having recognized the tremendous

importance of online integrated market-
ing, we have invested heavily in SEO
and the development of what has rein-
forced our leadership in the previous
nearly 25 years in the fields of call/con-
tact and customer interaction centers,
CRM, IP contact centers, VoIP, etc. 

Just recently, one of our employees
brought to my attention that on
Google.com, TMCnet.com ranks as the
#1 and #2 results for “IP contact cen-
ter” and “unified contact center solu-
tions,” respectively, out of two billion
hits! We are very humbled and proud of
this achievement, which speaks volumes
about TMC’s market domination of
CRM, contact/call and customer inter-
action as well as IP contact centers. 

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

Sincerely yours, 
Nadji Tehrani
Founder, Chairman & CEO, Editor-in-Chief

Announcing Our Newly Redesigned Web Site:
I urge you to visit TMCnet.com, which is the world’s No. 1 communications

and technology Web site.* No other Web site covers quality information on
CRM, contact centers and teleservices, as well as VoIP, like TMCnet.com. This
claim has been verified by WebTrends and by being No. 1 in 40 relevant search
terms on Google. Last, but not least, TMCnet.com has been ranked in the top
one percent among all Web sites worldwide based on traffic.* Indeed, we are
very proud and humbled!                *Sources: Alexa.com ranking and WebTrends

IMPORTANT: 
Please remember where you first read this
pioneering effort before the copycats copy
us (as usual) and pass it off as their own.

INTERNET 
TELEPHONY®

Conference &
EXPO East 2006

Please join me in Fort
Lauderdale for INTERNET
TELEPHONY® Conference &
EXPO East 2006. Come spend
invaluable time learning, net-
working with potential partners
and vendors, and gathering the
critical data you need to plan a
successful VoIP strategy.

Why Choose INTERNET
TELEPHONY Conference &
EXPO East 2006?

If You Are Serious About:
• Deploying VoIP
• Delivering VoIP service
• Developing VoIP

applications
• Reselling VoIP
• Networking with analysts

& Wall Street investors

You’ll find the finest, most
complete VoIP education at
INTERNET TELEPHONY
Conference & EXPO East
2006. This year the conference
is moving to a larger venue: the
Fort Lauderdale — Broward
County Convention Center in
Fort Lauderdale, Florida,
January 24-27, 2006.

Don’t miss special keynote
presentations by Tom Ridge,
the First Secretary of U.S.
Homeland Security, and
CNBC’s Ron Insana, anchor
of Street Signs.

I look forward to seeing you
there!
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Datamonitor Notes Growth In Eastern Europe Call Center Outsourcing
By Tracey E. Schelmetic, Editorial Director, Customer Inter@ction Solutions
Market analyst Datamonitor recently released a report indicating that the number of call
center agents based in Central and Eastern Europe (CEE) who are servicing Western busi-
ness customers from the UK through to Scandinavia, Italy, Germany, Spain and others, will
more than triple from 1,900 in 2004 to 6,400 in 2008. 
Read the full article at http://tmcnet.com/195.1

Michael Powell Shares Vision Of The Future Of Communications
By David Sims, TMCnet CRM Alert Columnist
One of the featured keynote speakers at TMC’s IT Expo in Los Angeles was The Honorable
Michael K. Powell, the recently-retired Chairman of the Federal Communications
Commission who was much-loved by those in the industry.
Read the full article at http://tmcnet.com/196.1

Salesforce.com Brings “No Software” Mantra To Canada
By Robert Liu, TMCnet Wireless and Technology Columnist
Said Marc Benioff, chairman and CEO of salesforce.com, “The response in this vibrant
market has been inspiring, so we’re looking forward to building our Toronto team and
bringing the benefits of on-demand CRM to even more companies across Canada.”
Read the full article at http://tmcnet.com/197.1

Serve Your Customers Quickly And Efficiently, Regardless Of Contact
Channel
By Dan Ryan, Stellent Inc.
Gone are the days when customer service representatives (CSRs) were primarily tasked with
fielding basic inquiries, such as providing account information or the status of a recent
order. For the most part, these types of questions are now answered through the use of auto-
mated technology.
Read the full article at http://tmcnet.com/198.1
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High Priority

After 10 years of promoting CRM,
what’s next? Where do we go? After all,
there has been a great deal of innova-
tion. Do we have room to move for-
ward? Is there anything left to do? Can
customers be made happier than they
currently are? Is there room for more
improvement? Can companies leverage
technology in a way that makes them
more productive and increases profits to
a greater degree?

According to Siebel, the answer is a
resounding “Absolutely.” The next gen-
eration of CRM is all about adaptation
— the ability to be more nimble and
quick. The term the company uses for
this concept is “Customer Adaptive
Solutions” (CAS). I think of it as trans-
forming your business so it has the
reflexes of a cat…a cheetah, if you will.
A cheetah, when it goes after its prey,
sprints at incredible speeds. When a

gazelle turns left or right, the cheetah,
the fastest of all land animals, follows.
The problem is that it’s not easy to turn
at 60+ miles per hour, and you can easi-
ly lose your balance. That is, of course,
where the cheetah’s tail comes in. The

tail acts like both a stabilizing force and
a counter-weight at speed. The tail, cou-
pled with the eyes, nose, ears, claws and
teeth, all come into play to make the
cheetah a successful predator.

But why does a company need such
attributes? Why adapt so quickly? The
concept of adaptation is needed, in
Siebel’s opinion, for customer-facing
knowledge workers. These employees
are required to rapidly conduct situation
analysis based on a broad set of dis-
parate data and then immediately act on
the analysis to implement the best possi-
ble decision. The data, in many cases,
come from a variety of sources — some
structured databases and others that are
unstructured.

Siebel Customer Adaptive Solutions
are based on four “pillars,” as the com-
pany calls them.

Outcome Modeling. The question
addressed here is: what benefit are you
trying to achieve? Outcome modeling is
based on Siebel’s Customer Experience
Blueprint methodology and an integrat-
ed data model that provides companies
with a better understanding of their cus-
tomers, products and processes. The
data model is embodied in a transac-
tional container with process- and poli-
cy-based relationships, data quality and
auditing for rich, real-time applications
access. The data model is also embodied
in a warehouse merged with other cor-
porate data where deep, analytical
insight can be derived.

For many people, Siebel Systems is the first company that comes to
mind when they think CRM. Siebel has been so active in promoting
CRM for the past 10 years that it’s hard to think of one without the
other. How many customers have been better served because Tom
Siebel decided to help popularize customer relationship management?

The Birth Of CRM 2.0

By: Rich Tehrani,
Group Publisher, Group Editor-in-Chief,
Technology Marketing Corporation
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The next generation of CRM 
is all about adaptation — the ability 

to be more nimble and quick.
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The agents say they get it,
but how do I know they really do?

I know who’s
scheduled tomorrow,

but what do they know?

I’m monitoring,
so why isn’t quality

improving?

I’m paying
to record everything,
so where’s my ROI?

Why are we
overstaffed again?

How can I get
the strong agents to
help the newbies?

Why can’t we meet our
sales goals?

Why are we losing our
most valuable customers?

Now all your problems have a single solution. Only Witness Systems delivers the essential

components for managing contact center performance in one single, tightly woven solution.

With Impact 360TM you get workforce management. Quality monitoring and full-time recording.

eLearning. And performance management. All seamlessly integrated to improve everything

about your contact center. So you can identify and solve problems quickly while building

customer relationships, agent morale, and your bottom line. Find out more at

www.witness.com or phone 888-3-WITNESS.
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High Priority

In cheetah language, this is the cheetah’s
game plan. It is the calculations a cheetah
makes when it decides which prey it may
want to go after — a young animal or an
older one that may not be so nimble. It
weighs the risks and rewards carefully
before progressing.

Informed Action means using the
information derived from outcome
modeling to proactively guide customer-
facing employees and applications
toward taking the right action in real-
time based on their role, the customer’s
specific profile and their organization’s
desired business outcomes.

To the cheetah, this is its ability to turn
in either direction in response to the prey.

Predictive Insight is designed to max-
imize the customer service level of every
customer interaction in real-time. In
addition, the goal of predictive insight is
to maximize profit. These capabilities
leverage Siebel’s predictive analytics and
business-process-enabled applications
that make systemic recommendations
based on pre-processing and informa-
tion synthesis to drive optimal behavior
across an organization’s business.

To the cheetah, this step could be the
choosing of a specific animal to hone in on.

Rapid Realignment. As the name
implies, with rapid realignment you
have the ability to quickly change how
your business reacts to customers to
maximize the ability to meet or exceed
targets set in the outcome modeling
phase. In addition, Siebel customers are
able to use these tools to respond to
changes in the market, new ideas or
changing corporate goals or ideals.

I have to liken this pillar to the cheetah
using its tail to effectively bring down its
prey. The only way to turn quickly at over
60 mph is to use some sort of counter-
weight, and that is exactly what the tail is.
It allows the cheetah to match its prey,
turn for turn.

To summarize, Siebel (quote - news -
alert) is building the infrastructure for

the real-time, adaptable, customer-fac-
ing enterprise. If you think of a small
company, the one advantage it virtually
always has over its large competitors is
its ability to turn on a dime. A company
owner or manager can immediately
change company policy, enabling prices
to drop quickly or to increase. This
change can be by region or by customer
type. Large companies have so much
more data to crunch and so many more
data points that if they were able to har-
ness technology effectively to process
this vast store of knowledge, they could
do what small companies do, but even
more effectively. To me, this is what
Customer Adaptive Solutions is all
about: the ability for every customer-
facing interaction to be shaped by mar-
ket conditions and specific, real-time
customer needs.

I have never been a fan of theory. In
engineering classes at the University of
Connecticut, my eyes automatically
glazed over whenever a professor began
to go into the theoretical realm. I have
always been about practice. So if you
have made it so far though this article
and your eyes are beginning to water,
rest assured, here comes some real-world
examples.

If a customer tries to charge some-
thing but is over his or her credit limit,
the customer will be denied credit. CAS
allows a credit card company to flag
both this denial and the subsequent
phone call made to the credit card com-
pany by the potentially irate customer.
Rather than take the customer through
a long series of menus, a company can
immediately route that customer to a
live agent in a priority queue and ensure
that the information about that cus-
tomer is immediately available so the
agent can help solve the problem. The
system could analyze the spending
habits of the customer and suggest a dif-
ferent payment schedule that will reduce
the risk of the customer going over his
or her credit limit again.

Siebel executives believe that by
increasing the level of service in this
manner, customers are more likely to

purchase additional products from your
company. I tend to agree. They say the
ability to adapt is a competitive advan-
tage. Again, I concur.

There are a number of products that
fit into the CAS strategy, and one worth
noting is Real-Time Decisions, a tool
that employs a Bayesian learning system
for offer optimization. According to
bayesian.org, scientific inquiry is an iter-
ative process of integrating accumulat-
ing information. Investigators assess the
current state of knowledge regarding the
issue of interest, gather new data to
address remaining questions, and then
update and refine their understanding
to incorporate both new and old data.
Bayesian inference provides a logical,
quantitative framework for this process.
It has been applied in a multitude of
scientific, technological and policy set-
tings. The concept here is that cus-
tomers want to be helped, not sold to.
They want you to offer products and
services they can use. 

Component Assembly is another tool
in the package that glues together exist-
ing services into a cohesive whole. It
uses visual diagramming and directed
graphs allowing the entire business
process to be detailed in a flow chart of
sorts. The look of the business process is
not unlike the graphical IVR scripting
language with which you may already
be familiar.

While this may seem complex, it isn’t.
Well…it is, but it won’t be. It’s compli-
cated behind the scenes, but once up
and running, the result should be a
seamless front-end that business people
can use to graphically change how their
businesses functions.

Think of Microsoft Windows, Excel
and Word. There is tremendous com-
plexity behind the scenes, but a user has
incredible control of how documents
look and doesn’t have to worry about
arcane codes to make a character bold
(like in HTML). Users can change
fonts, colors, spacing and many other
factors until they have achieved the per-
fect document according to their busi-
ness needs. Users can embed a spread-
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sheet into a Word document, allowing
the marketing department to have access
to real-time accounting information, for
example. This real-time information can
help shape marketing decision making.
The concept of CAS is to allow the
business rules of an enterprise to easily
be changed by business people without
the involvement of technical people.
The integration power that MS Office
applications give desktop users can now,
for the first time, be taken advantage of
in customer-facing applications and
throughout a corporate supply chain.

Another real-world example can be
found in the telecom space, where the
market is extremely fluid. Imagine a
manager who has an idea he or she
wants to try. But it would take months
to reprogram systems to make the
attempt, so the manager decides in the
end not to bother. Or if the manager
does try, by the time he or she gets the
project done, market conditions have
changed, making the offer less competi-
tive than it would have been when the
idea was fresh. This isn’t good for the
manager with the idea, the customers,
the company or the manager’s standing
in the organization.

Using CAS, a manager should be able
to set up a new offer such as, for exam-
ple, free SMS for 10 days or free voice
mail with every two-year contract. The
idea can be tweaked as needed until per-
fected.

I can see that once implemented,
CAS has fantastic potential, but the
complexity of what I have written above
is not lost on me. Just wrapping my
head around all of this took some effort.
Siebel executives tell me this is a work
in progress, and not all the pieces are in
place yet…but they are close. I asked
about the complexity level of this con-
cept and reminded my contact what hap-
pened with complex CRM implementa-
tions. The response was that you can’t fix
what you can’t measure, but now with
business intelligence tools and analytics,
you can see how you are doing. You can
measure progress effectively.

I asked about the Oracle acquisition

and my concern that Siebel will no
longer be the leader in CRM, but just a
simple division of a huge software con-
glomerate. The response I received was
that Oracle has decided that Siebel is at
the heart of its CRM strategy going for-
ward. The Siebel brand, in fact, will not
only survive but it will thrive.

The Future Of On-Demand?
I asked about the on-demand market,

and if this would still be a focus of the
company. I was told that the on-
demand business is extremely strategic
to Oracle so, by default, the on-demand
business Siebel has built will be bol-
stered going forward.

The next logical question focused on
the complexity of the myriad products
and services and multiple code bases. I
mentioned that now Siebel not only has
to upgrade and integrate its current
offerings, but has to integrate them into
Oracle’s products and services. Just
thinking of this makes me dizzy. The
answer to this challenge was that Siebel
had already been working to integrate
into Oracle applications, as many of its
customers had many disparate systems
in place and needed them to “speak”
with one another. In fact, the purchase
is being billed as a way to ensure there is
even more support for customers on the
different versions of the various software
products the company sells. The reason?
Oracle’s deeper pockets.

I had to ask about Marc Benioff ’s
comments about large software acquisi-
tions never working. The response?
PeopleSoft and JD Edwards customers
are much happier post-merger (both
were picked up by Oracle) than they
were before, and the Siebel acquisition
should be smooth as well. Of course, I
was told there is always room for
improvement and the facts will speak
for themselves.

My take on all of this is extremely
positive. For a start, Siebel is saying all
the right things and the CRM market
should still have its number-one cham-
pion going forward. It will soon be
apparent how serious Oracle is about
the future of Siebel and CRM, but so

far there is more excitement coming out
of Siebel now than there has been since
2000. If there is a challenge, it is the
level of complexity needed to make all
of this happen and the difficulty in
explaining it to customers. The CRM
space has never had to deal with such
complexities before, and even though
the concepts are simple, I get the feeling
there will be lots of confusion in the
market for a number of years as organi-
zations change their business cultures in
such a way that they are able to inte-
grate these leading-edge ideas. After all,
the corporate culture has to be in sync
with these sorts of technology imple-
mentations. One of the pitfalls of CRM
implementations was blind installs of
technology without the core infrastruc-
ture in the enterprise to support the
technology and the buy-in from
employees and executives. I can see
Customer Adaptive Solutions as a mar-
ket that will become even bigger than
CRM, but as with any technology, the
learning and implementation curve will
be longer than we thought, and this
idea will likely become commonplace
when we least expect it. One day I
expect companies that deploy CAS will
be considered the cheetahs of the busi-
ness world. 

It is perhaps fitting that my article this
month in Internet Telephony magazine
(November 2005) centers around Web
2.0 and VoIP 2.0. I seriously believe that
Customer Adaptive Solutions will be the
cornerstone of CRM 2.0 and will join
its Web 2.0 and VoIP 2.0 brethren to
make business more productive and cus-
tomers happier. CIS

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

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

http://www.reprintbuyer.com
http://www.TMCnet.com
http://www.cismag.com
mailto:rtehrani@tmcnet.com


Subscribe FREE online at http://www.cismag.com18 CUSTOMER INTER@@CTION Solutions® November 2005

Nadji Tehrani (NT): Please tell us about
your company. What is it that makes
your company unique, and what is your
vision of the contact center industry?

Ed Lauing (EL): We’re in the simplicity
business. Our company was created
around doing something entirely new,
from scratch. The infrastructure of older
vendors and technologies is too com-
plex, so we simplified there. The deploy-
ment is too complex, so we simplified
there. Servicing customers is too com-
plex, so we simplified there. The end
result is a multimedia, multisite contact
center technology on a converged IP
network, but the driver was simplicity.
We’re trying to get a drastically lower
cost of operation… good old TCO

[total cost of ownership]…not to men-
tion the cost of deployment,  lower
labor costs, hardware costs, CTI costs,
middleware costs. We’re just all about
simplicity.

Some of our competitors would say
they’re in the ACD business, or some of
them would say that they have a lot of
products to serve the contact center. We
just took a whole different approach.
Something radically different that was
going to translate to significantly differ-
ent business benefits, not just cool tech-
nical benefits to the enterprise. And
we’ve done that, around the simplicity
mantra.

NT: And that really is the foundation of
every business. We’ve all heard about the

old saying, “If you want to make the
company go forward, ‘KISS’, or “Keep
It Simple, Stupid.”

EL: Right. We eliminated a lot of
unnecessary infrastructure and that
translates, particularly with VoIP/con-
verged network, to a lot less need for
hardware and middleware, and no CTI
at all. That, in turn, translates to fewer
bodies needed in the call center. 

NT: What would you say is the greatest
challenge that your company is facing?

EL: We’re really quite revolutionary, and
not in terms of the technology being
“bleeding edge.” We made the right call
on technology, but we’re all about the
business benefits of lower cost and high-
er service. So, the biggest challenge is
the classic new company challenge: hav-
ing fewer resources to get the word out
on what we know is a better solution for
businesses compared to the existing,
established brands. It’s just simple brand
awareness: what we stand for, what our
story really is, so that all those cus-
tomers out there who are thinking
about making a change in their call cen-
ter include us as one of their top three.

The Boardroom Report provides the CRM, customer interaction and
call center industry’s view from the top, featuring the sector’s first in-
depth, exclusive CEO-to-CEO interviews with leading executives
regarding industry news, analysis, trends and the latest developments
at their companies. As the industry’s leading publication since 1982,
it is our responsibility to recognize leaders with the best minds in the
industry and share their vision and wisdom with our valued readers.
Technology Marketing Corp. founder/chairman/CEO Nadji Tehrani
interviewed Nuasis Corporation (http://www.nuasis.com) (news -
alert) CEO Ed Lauing for this installment of The Boardroom Report.

On Cost Reduction In 
Call Centers And The Enterprise:
“We’re In The Simplicity Business”
To Drastically Lower Operations Costs In
Contact Centers And The Enterprise
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When they do, we win the customer,
and they absolutely love the solution.
Frankly, we’d just like to get in front of
more opportunities. 

Our customers are elaborate in their
praise, from Associated Press to
Wyndham Hotels and Resorts. They
just really love what it does for them.

NT: In your opinion, what is the greatest
need of our industry? 

EL: I think the greatest need of our
industry is to get rid of the
“Frankenstein Infrastructure” created
by a lot of stuff bolted together. The
current solutions are just way too com-
plex, and that translates to being way
too costly to deploy. There’s absolutely
no reason for enterprises to be spend-
ing all this extra money — tens to
hundreds of thousands of dollars per
enterprise. In some cases, they haven’t
been able to deploy applications
because it’s too expensive. The CTI
just to get screen pop can cost hun-
dreds of thousands of dollars. So, only
25 percent of call centers generally
deploy it. One hundred percent of our
customers deploy screen pops. Why?
Because it’s so simple to do. 

NT: You mentioned you wanted to get
the word out, and create brand aware-
ness. How do you plan to do that?

EL: I want to get our customers’ stories
out about how successful they’ve been in
reducing complexity, but most impor-
tant, deploying screen pops that they’ve
never had before and saving a lot of
money. I was at one of our new cus-
tomers just last Friday. They removed
their old system, and I talked to the
CEO and CFO, and they’re ecstatic
about it. They said, “We’ve already
reduced costs by 25 percent, which is
more than you promised, and the pay-
back period is better. The deployment
was a slam-dunk. We turned off the old
system one day, and we turned on
Nuasis, and we’ve been running happily
ever since.” 

NT: What are some of the new develop-
ments coming out of Nuasis, and what
will be the impact on your bottom line?

EL: Starting with our announcement
with 3Com about a month ago, we’re
looking at partnerships to expand our
reach in a way a young company with
limited resources can’t. So, that’s a way
to rapidly grow our business and expand
our reach. With this 3Com agreement,
we get into new worldwide markets and
expand our salesforce. 

Also, we continue to improve the
integration with multiple kinds of data-
bases for customers to access any data
they have anywhere in their organiza-
tion. We’ve also integrated with any
number of workforce management
products, call recording products, etc.
To do that, we don’t use CTI (software
or hardware), no APIs. We let the cus-
tomer decide which of those products
they want, and we integrate with it
using simple standards-based tools.
Telling that story is helping us gain
more customers, which drives our top
line and, therefore, our bottom line.

NT: How would you describe the cur-
rent status of the customer interac-
tion/CRM/teleservices industry as a
whole?

EL: In many ways, it’s stuck. It’s difficult
for companies to move their call center
applications forward because their lega-
cy infrastructure doesn’t permit them
the flexibility. There is the opportunity
for great change with IP that can sup-
port tremendous growth for the indus-
try.

NT: In one of my recent editorials, I dis-
cussed how the people who benefit from
these technologies such as IP are the
early adopters. We’re trying to push
these people to wake up and do some-
thing.

EL: People are understanding VoIP.
They start with the enterprise. And
that’s fine, but actually, the contact cen-

ter is really the “killer app” for VoIP.
You get a lot more cost benefits there
first. The call center could drive the
VoIP revolution.

NT: We need to do a better job of wak-
ing up people in this industry, and the
only way we’re going to market IP
telephony is through education. Next
question, what is your vision of the
future of this industry?

EL: The mantra should be simplify, sim-
plify, simplify. I would translate that to
software, software, software. The call
center is about software now, that’s the
simplicity. The technical complexity
that is definitely there in a product like
ours should be kept under the hood.
That shouldn’t be the dashboard that
the call center people or IT people see.
The IT people should be able to turn
this system on, and it runs. 

NT: What is the significance of the fol-
lowing industries to your business? VoIP
we know, but also speech technologies,
home agents, offshore outsourcing and
hosted solutions delivery?

EL: First, when we decided to create a
new company, we didn’t decide to create
a new VoIP company, we decided to
create a new contact center company. It
turned out that VoIP was the best
enabler of simplicity and cost reduction.
It becomes the delivery mechanism for
all our business benefits, so we think it’s
huge for the contact center. 

NT: And speech technology?

EL: Speech technology… IVR is increas-
ingly important to contact centers
because it’s another place you can
offload “bodies” and offload costs, and
the ROI is quite remarkable. In our
case, we have IVR (define - news - alert)
built in. We also have a close partner-
ship with Voice Genie. I think [speech
technology] is going to get more sophis-
ticated and
companies…enterprises…are getting
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much more comfortable with it. 
NT: What about home agents? Are you
doing anything for these people?

EL: Yes. First of all, it’s an important
trend. A lot of our customers and
prospects are talking about it. There are
some classic business issues around it:
productivity and management. With an
IP solution, you can deploy all of that
to the home just as easily and cheaply as
you can within the enterprise. We’re
very much behind it. Customers are ask-
ing to do it. 

NT: What would you say is your compa-
ny’s greatest core competency?

EL: We have domain expertise in the
call center application. Coupled with
that, we have a vision for innovations

to take the call center forward. We’re
not “technology bigots,” we’re not a
company that has 16 products in a sales
person’s briefcase and, oh yeah, one of
them is the call center. So we are differ-
entiated by our understanding of the
business process of the call center, and
our customers have said that to us.
With some of the big, everyday street
brands, [customers] are shocked by
their lack of expertise and they’re
stunned at our core expertise in that
area.

NT: What would you say is your compa-
ny’s positioning statement?

EL: We simplify the contact center per-
formance, with the result being the low-
est total cost of ownership of any ven-
dor and the highest service level of any

vendor.
NT: How do you differentiate your com-
pany from competition?

EL: We really pride ourselves on being
able to show [customers] that they can
have the lowest total cost of ownership.
They can simplify call center systems,
from deployment to changes they want
to make in the business process later. It’s
very quick, it’s very simple and it’s very
cheap. There is no CTI implementation
at all, because the single network takes
that away. Without going into a lot of
details, we have a slew of features for
agent productivity which translates to
their satisfaction, and their longevity in
the call center. CIS
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Interactive
Intelligence Hones
CIC Even Sharper 
By Tracey E. Schelmetic, 
Editorial Director, 
Customer Inter@ction Solutions

Customer Interaction Center (CIC) is
Indianapolis-based Interactive
Intelligence’s (news - alert) bundled
communications application software
suite. CIC was specifically created to
accommodate the performance require-
ments of contact centers and other
customer-driven enterprises. It includes
traditional TDM and IP-based switching
with SIP support; an all-software IP-
based version using Intel’s HMP soft-
ware; desktop soft phone with full call
control and presence management;
automatic call distribution with skills-
based routing and multimedia queuing
and routing; interactive voice response
(IVR) with optional speech recognition;
fax services; screen-pop; Web chat and
callback; unified messaging; call moni-
toring and recording, and other func-
tionality. CIC Version 2.4, released this
month, includes a broad selection of
new features and enhancements both
large and small.

Key Feature Enhancements To CIC 2.4

• SIP Media Server. New SIP Media
Server more than doubles scalability to
support approximately 400 agents in an
all-software configuration using HMP,
and approximately 1,000 agents in a
non-HMP configuration. This extends
the cost-savings benefits of an all-soft-
ware deployment beyond small IP con-
tact centers, to medium and very large
IP contact centers, especially those
with distributed operations. Combined
with a multiple server configuration, it
also gives mission-critical contact cen-
ters maximum reliability.

• Screen recording. New screen
recording capabilities automatically link
screen capture files with interaction
recording files to provide synchronous
playback. Screen capture is available
for calls and Web chats. By leveraging
existing CIC telephony resources, thus
eliminating integration efforts, and by
offering flexible deployment options
based on call volume, these new capa-
bilities help give medium-sized contact
centers the type of sophisticated per-
formance optimization features that
were previously available (not to men-
tion affordable) to only large organiza-
tions. The screen recording features
have multiple benefits in the vertical
markets: healthcare organizations, for
example, are better able to meet HIPAA
compliance rules, and financial services
and public companies are better posi-

tioned to conform to Sarbanes-Oxley
and privacy regulations.

• Real-time, alert-based superviso-
ry messaging. New alert capabilities
enable supervisors to set thresholds for
triggering messages based on real-time
statistics. Alerts can be sent to individ-
ual users, a single workgroup, or multi-
ple workgroups, and agents can receive
them as popup or ticker tape mes-
sages. Agents can also view their own
statistics and time-in-status. Combined,
these capabilities help supervisors
more efficiently optimize agent per-
formance, while empowering agents to
be more productive and serve cus-
tomers better.

Performance Optimization
As an optional feature to CIC 2.4’s

add-on product, Interaction Recorder,
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new screen recording capabilities auto-
matically link screen capture files with
interaction recording files to provide
synchronous playback. Screen capture
is available for calls and Web chats.
Interaction Recorder also offers
enhanced agent scoring, giving super-
visors the ability to mark a question or
question group “not applicable” for
more effective evaluation.

Enhancements to CIC 2.4’s
Interaction Supervisor application
include a new “whisper coaching” fea-
ture, which allows supervisors to speak
to agents during a call without the
caller hearing.

For the CIC 2.4 Interaction Client
.NET Edition, Interaction Supervisor
now allows supervisors to set thresh-
olds for triggering messages based on
real-time statistics (e.g., too many calls
in queue). Messages can be sent to
individual users, a single workgroup, or
multiple workgroups. Agents can

receive supervisory alerts as popup or
ticker tape messages, and supervisors
can automatically trigger alerts so
agents know when they are about to be
put in queue. For agent views,
Interaction Supervisor enables agents
to see their own statistics versus those
of their workgroup, as well their time-
in-status to check if they’ve been on
break too long, for example.

Speech Features
Other interesting features to note

include a new speech-enabled message
retrieval and status setting component
called Interaction Mobile Office, which
allows for “hands-free” use. Employees
can use speech commands to change
status (e.g., “In a Meeting,” “Out to
Lunch,” etc.), process voice mail and e-
mail and call co-workers on pre-config-
ured numbers, such as a work, cell or
home phone. The speech-enablement
feature for voice mail menus is config-

urable using XML. This enables users
to alter DTMF menu choices, and
import voice mail mappings to replace
an older voice mail system without
requiring end-user training.

Other Compliance Factors
In addition to new CIC 2.4 screen

recording for assistance with HIPAA
compliance, Sarbanes-Oxley regula-
tions and privacy rules, basic 911 loca-
tion support for emergency personnel
has been added to help larger organiza-
tions comply with regulatory require-
ments by supplying the physical loca-
tion of stations used on the CIC sys-
tem. It also enables system administra-
tors to configure the phone number
that will display when individual
employees call emergency services.

CIC 2.4, which is to be released on
November 15th, is sold through a glob-
al network of approximately 160
Interactive Intelligence value-added
resellers. CIC 2.4 is priced per user or
station. Average contact center agent
pricing is between $2,500 and $4,000,
depending on media and functionality.
Pricing includes installation and hard-
ware. Average business user pricing is
between $350 and $1,000 per station,
depending on functionality and system
size. 

For more in-depth information, visit
http://www.inin.com. CIS

If you are interested in purchasing reprints of this arti-
cle (in either print or PDF format), please visit Reprint
Management Services online at 
http://www.reprintbuyer.com or contact a representa-
tive via e-mail at tmcnet@ reprintbuyer.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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NEWS CRM
By Tracey E. Schelmetic, Editorial Director, Customer Inter@ction Solutions

NetSuite Announces New CRM+ Functionality
NetSuite, Inc., (news - alert) a player in the sharply competitive on-demand CRM mar-

ket, today unveiled a set of new features for its CRM+ product. New functionalities allow for
the tracking of multiple quotas and forecasts, as well as the associated commission plans.
The new features enable quotas, forecasts and commission plans to be driven using addi-
tional metrics that map to the way sales forces are generally managed.

NetSuite states that the new CRM+ forecasting capabilities are not possible with many
other SFA applications since competitors’ solutions are not built to handle sales transac-
tion-related processes such as booked orders or incentive compensation. CRM+ is built on
the foundation of NetSuite’s Order Management & Commissions platforms, and the new
capabilities allow companies to measure sales teams using more than just gross metrics of
total sales or total bookings. NetSuite provides examples of how this functionality is useful:
many companies desire to have one quota for product sales, and another for services
sales. Companies that offer an ongoing subscription service may wish to provide incentive
for their sales force on the revenue recognized from a single year of a contract, as well as
the total value of the booked order.
http://www.netsuite.com

Siebel Releases CRM
Professional Edition 7.8

Siebel Systems, Inc. (news - alert)
has announced the availability of Siebel
CRM Professional Edition 7.8. The
newest release of the company’s on-
premise offering provides CRM capabili-
ties for small and medium-sized busi-
nesses and was designed to help
improve end user adoption through inte-
gration with familiar desktop and Web
applications. Siebel CRM Professional
Edition 7.8 also provides access to
advanced call center functionality
through integration with Siebel’s hosted
contact center.
http://www.siebel.com

Oracle Introduces Oracle Telecommunications Billing Integrator
Oracle (news - alert) recently announced the availability of Oracle Telecommunications

Billing Integrator, a new applications product offering that allows communications service
providers to integrate Oracle CRM applications with third-party billing systems, eliminat-
ing the need to develop customized integration solutions. Oracle Telecommunications
Billing Integrator allows communications service providers to use standards-based tech-
nology to connect previously siloed systems, reducing integration time, cost and risk.
The solution positions the Oracle CRM modules within the Oracle E-Business Suite as a
unifying dashboard, providing a single source of data for customer interactions across
any channel, including the Internet, call centers and field sales organizations.

Oracle CRM allows users to capture, configure and fulfill complex service orders and
manage accounts. With Oracle Telecommunications Billing Integrator, communications
service providers can integrate these business processes seamlessly with third-party
billing systems to bill for ordered services, respond to customer inquiries and conduct
post-sale follow-up activities.
http://www.oracle.com
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Fax: (214) 750-3313
Email: jallen@tpinter.com
www.teleperformanceinter.com
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FR 0000051807  www.teleperformance.com), with operations in 38 countries is the world’s #2 provider of outsourced
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• Inbound Costumer Care
• Outbound Sales & Service
• Direct Response
• Interpretation
• Tech Support
• IVR
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Before The Call And
Salesforce.com Announce Before
The Call For AppExchange

Before The Call (news - alert) and
salesforce.com (news - alert) announced
the availability of Before the Call for
AppExchange. Built on salesforce.com’s
Appforce on-demand platform, BTC for
Appforce is currently available, and will be
generally available for AppExchange at the
same time as the Salesforce Winter ‘06
release.

Before The Call combs the best-known
market intelligence sources to provide
information about each sales lead, ranked
according to the criteria that the customer
chooses. It then arms the sales team with
the most appropriate internal collateral for
each sales call, such as relevant case stud-
ies, product brochures or technical
whitepapers. The product retains all the
information in a sales “portfolio” that is
associated with the lead record in
Salesforce.com and can be shared with
peers and partners.
http://www.salesforce.com 
http://www.beforethecall.com
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AppExchange Availability Announced
InStranet, Inc., (news - alert) a provider of multichannel knowledge applications, and

salesforce.com, (news - alert) which offers on-demand CRM, have announced the availabil-
ity of InStranet for AppExchange. InStranet for AppExchange integrates with
Salesforce.com to provide users with sales
and servicing information across all cus-
tomer touch points, including contact cen-
ters and Web self help.

InStranet for AppExchange uses cus-
tomer profile information located in
Salesforce.com applications as a filter to
provide immediate on-demand access for
agents to appropriate knowledge.

Appforce includes Appforce Builder,
Appforce DB, Appforce API and the
Appforce OS for development and deploy-
ment of multiple on-demand applications.
http://www.instranet.com
http://www.salesforce.com
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Jacada Offering New Contact Center Agent Portal
Contact center software provider Jacada

Inc. (news - alert) announced the general
availability of Jacada Fusion Agent Portal, a
desktop solution designed to optimize work-
flow processes across business systems
within a contact center.

The company also announced that Cox
Communications (news - alert) and West
Corporation (news - alert) have licensed
Jacada Fusion Agent Portal.

Fusion Agent Portal’s features include:
dynamic call scripting; automated navigation
and workflow within and across business
applications; notification and alerts; rules-
based script and caller-based alerts for
upsell/cross-sell and enhanced call handling;
supervisor-to-agent and systemwide messag-
ing; SmartPad, an auto-fill capability that
automates redundant data entry; context-sen-
sitive help and FAQs; knowledge base access
tools; agent-level customization of desktop
layout and look-and-feel; and CTI integration
for screen-pop and soft phone support.
http://www.jacada.com

Telephony@Work Releases CallCenterAnywhere Outsourcer Edition Version 8.0
Multichannel IP contact center technology provider Telephony@Work (news - alert) recently

announced the launch of CallCenterAnywhere
Outsourcer Edition Version 8.0. The solution
was custom-designed for providers of out-
sourced contact center services.  

CallCenterAnywhere Outsourcer Edition 8.0
includes new multi-partitioning capabilities that
enable outsourcers to fully segment all data,
technology configuration information, capabili-
ties and controls on a client or campaign-spe-
cific basis, including all routing rules. The goal
was to design a product that allows out-
sourcers to keep client campaigns separate
from one another.

CallCenterAnywhere Outsourcer Edition 8.0
includes a new interface that enables supervi-
sors to create and customize real-time data
fields and reporting information in the inter-
face. This interface allows supervisors to
select data columns and organize them on a
customized basis without programming.
Information on agents, projects and interac-
tions can be combined on a single display or
set up separately. Threshold alarms for agents
and interactions have been increased from
three color-coded alarming levels to five for
this interface.
http://www.telephonyatwork.com
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KANA Provides New E-Mail Response
Management Application

KANA Software, Inc., (news - alert) which
provides service resolution management solu-
tions, has enhanced its e-mail response manage-
ment application, KANA Response, which allows
companies to manage and respond to all e-mail
inquiries.

With the newly unveiled Active Framework,
customer information is pulled automatically in
real-time from any data source, including KANA’s
knowledge base application, KANA IQ. The latest
version also includes increased security layers
as well as agent management and monitoring
tools.

KANA Response is designed to handle up to
500,000 e-mails, in virtually any language, every
day. With KANA Active Framework, a rules-
based desktop integration framework, Response
automatically pulls data from multiple back-
office systems, based on keywords in customer
e-mails, to automate the resolution of transac-
tional inquiries, including questions regarding
order status, shipping and billing.
http://www.kana.com
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SER Unveils Latest Version Of
CPS Enterprise Edition

Contact center software solutions
provider SER Solutions, Inc. (news - alert)
has released CPS Enterprise Edition 2.0
(CPS E2), the latest version of its next-gen-
eration outbound call management solu-
tion.

CPS E2 was launched last year. Its open
architecture supports Microsoft platforms
(Windows, SQL and .NET) and XML stan-
dards, allowing it to interface with existing
applications and popular ACDs. It provides
a business intelligence dashboard with real-
time enterprise stats and an approach to
call record management that facilitates,
organizes and orchestrates call records into
an actionable customer datamart.
http://www.ser.com

Syntellect To Acquire Apropos
Syntellect Inc., (news - alert) has signed a definitive merger

agreement to acquire Apropos (news - alert) for about $50 million. 
Syntellect, a wholly-owned subsidiary of Enghouse Systems

Limited, (news - alert) provides speech-enabled customer,
employee and supply-chain self-service software solutions.

The transaction is expected to close in late 2005 or early 2006.
Apropos will become a wholly-owned subsidiary of Syntellect and
Enghouse.
Enghouse Systems Limited is a provider of enterprise software
solutions serving several vertical markets. Apropos Technology,
Inc. develops communications management solutions for contact
center operations. 
http://www.syntellect.com
http://www.apropos.com
http://www.enghouse.com

SMSI, emailtopia Partner For E-Mail
Management

System Management Software, Inc., (news -
alert) which offers consolidated contact center
management solutions, has announced the for-
mation of a partnership with emailtopia, (news -
alert) a software provider of e-mail response
management systems, as part of an effort to
assist organizations in managing e-mail inquires.

The partnership was forged to enable cus-
tomers to consolidate their reporting require-
ments for inbound e-mail and ACD metrics. 

Forrester Research, Inc. recently reported that
more than half of consumers (54.3 percent) use
e-mail to contact customer service organizations,
with 6.3 percent doing it at least once each week. 
http://www.emailtopia.com
http://www.smsi.com

Allstream Announces IP-Based Enterprise
Contact Center Solution

Allstream, (news - alert) a communication solutions
provider, recently announced the deployment of its IP-based
enterprise contact center solution, which was designed to
enable enterprise customers to implement a full suite of multi-
media contact center services and applications. 

The company’s solution now permits agents to interact by
voice, e-mail, Web chat and fax. Allstream is deploying the
new solution within its own contact centers across Canada.

The company is also working with technology partners such
as Hewlett Packard (Canada) Co. to design and implement
contact center solutions for its enterprise customers.
http://www.allstream.com
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Verint Announces New Opus Performance Analytics Solution
Verint Systems Inc., (news - alert) a provider of analytics software-based solutions for

communications interception, networked video security and business intelligence,
announced the latest Opus Performance
Analytics solution.

The Opus Suite includes performance ana-
lytics that integrate and analyze data from
numerous systems, including customer and
operational databases such as CRM and ERP,
and presents these data in an executive
dashboard to help management identify
areas of improvement and drive operational
performance. The Opus Suite dashboard
delivers business process, compliance and
operational performance intelligence directly
to executives and alerts them when perform-
ance in key areas drops below acceptable
levels.

One of the additions to the Opus Suite is
the Codas Operational Advisor, a knowledge
base of actionable performance management
insights and best practices that is tailored to
each customer during implementation. When
an operational problem surfaces, Codas
automatically draws upon process optimiza-
tion best practice models to suggest the
appropriate corrective actions.
http://www.verint.com

AIM Technology Adds To Performance Management
AIM Technology, (news - alert) a provider of operational performance management soft-

ware, has announced version 6.0 of its performance management suite. By adding a new
set of real-time call center management capabilities, “out of the box” functionality for inte-
gration with multiple operational data systems, and pre-written, process management

applications, the solution helps companies
reduce the complexity of managing the call
center. The new release allows call center
managers to identify and understand the root
causes of exceptions and enforce best prac-
tices for resolution in real-time. 

AIM Technology’s Performance
Management Suite is an operational perform-
ance management application that allows
enterprises to transition the call center from
a cost center to a strategic operational asset
aligned with corporate objectives. The solu-
tion was created to enable a deep under-
standing and analysis of call center sales
productivity, profitability and quality of serv-
ice, correlated with traditional, efficiency-
based key performance indicators (KPIs)
such as customer “hold time,” or “transfer
time.” As a result, AIM Technology can help
companies realize an improved level of
insight, visibility and optimization of call cen-
ter operations.  
http://www.aimtechnology.com
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KnoahSoft Announces
Performance Management
Software Suite

KnoahSoft, (news - alert) a division of
Knoah Solutions, a provider of multichan-
nel and BPO offshore outsourcing services,
announced the release of its Cisco-certified
KnoahsARK agent performance manage-
ment software suite.

KnoahsARK is equipped with recording,
remote monitoring, screen capture, analyt-
ics and additional customizable quality
tools, delivering a secure, Web-based solu-
tion.    

KnoahsARK software is role-based by
design and is scalable, serving both single-
site and multisite enterprises. It enables IP-
based, multichannel (voice, chat, e-mail)
contact centers to maximize the value of
their investment in IP technology.
http://www.knoahsoft.com

IEX Introduces Workforce Management for Outbound Contact Centers; TotalView Outsource Manager
IEX Corporation (news - alert) has introduced the TotalView Workforce Management System for the outbound environment.
The TotalView Outbound Solution applies inbound workforce management techniques such as forecasting, scheduling, adherence and

change management to the outbound environment.
The TotalView Change Management feature allows the center to see how its plan is aligning with the day’s actual events.
The TotalView Adherence Suite provides real-time and historical reporting tools that allow supervisors to more easily monitor and ana-

lyze agent activity. 
The TotalView WebStation feature streamlines many time-consuming administrative tasks. It allows agents and supervisors to view

schedules from their desktops using a standard Web browser. The additional features available in WebStation Plus allow agents to trade
schedules, submit shift bid requests, enter work preferences, manage paid time off and request changes online.

IEX also debuted the TotalView Outsource
Manager, an advanced feature designed to help
contact centers meet the challenges associated with
information exchange and resource management
between in-house and outsourced operations.

The Outsource Manager feature extends the
multisite management capabilities of the
TotalView Workforce Management system to
accommodate outsourced sites.

IEX SmartSync technology automates the data
exchange between TotalView Outsource Manager
and external resources. Information on staffing
levels, agent schedules, resource requirements,
intraday performance and more is periodically
exchanged by the SmartSync feature, ensuring that
personnel are working on the same set of data.

A view of in-house, outsourced and combined
resources as well as performance lets the center
conduct “what-if” analysis to evaluate the bene-
fits of potential changes in work allocation or
contact routing strategies.
http://www.iex.com
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Influent Purchases Illinois Call Center
Influent, (news - alert) a provider of outsourced customer sales and service solutions with offices in the U.S., Panama and the

Philippines, recently announced that it has acquired a 144-seat call center in Quincy, Illinois from APAC Customer Services.
The company has extended offers to 58 employees and has a hiring goal of adding another 150 employees to the center, which it hopes

to expand to 172 seats.
Influent’s need for additional domestic capacity has been spurred by the recent award of several new customer contracts as well as the

continuing successful growth of existing client programs.
http://www.influentinc.com

IBM Wins Bid For GM Call Center
IBM Corp. (quote - news - alert)recent-

ly announced that it has won a contract to
manage a 500-seat call center in Tampa,
Florida that handles customer service
calls and e-mail inquiries for General
Motors Corp. The facility, located at 5701
E. Hillsborough Avenue, was formerly run
by Sitel Corp., which has run the call cen-
ter since 1999. GM’s contract with Sitel
was set to expire at the end of calendar
year 2005. GM has stated that it is normal
procedure to open a contract up for bid-
ding upon its expiration. IBM is currently
in the hiring process for agents for the
facility.
http://www.ibm.com

Alpine Access Appoints New CEO
Alpine Access, Inc., (news - alert)

which provides outsourced customer care
using home-based agents, today
announced the appointment of Garth
Howard as the company’s chief executive
officer. Howard brings nearly 25 years of
management experience to Alpine Access,
including a strong background in out-
sourced teleservices/customer care.

Most recently, he served as president
and general manager with TeleTech
Holdings in Denver, where he was recruit-
ed to improve operations and financial
performance for a $1.0 billion business
with 33,000 global employees operating
in 16 countries and doing business in 22
languages.

At TeleTech, he directed all elements
of operations to deliver CRM, call center
and BPO services to the North American
market. Over the past year, Howard
directed all aspects of operations, sales
and marketing in the Asia Pacific Region
as part of a global restructuring.
http://www.alpineaccess.com
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AnswerNet Network Offers Chinese Languages
Services

The AnswerNet Network (news - alert) made an announce-
ment recently that enterprises, governments and non-profits
can now effectively serve their Mandarin- and Cantonese-
speaking customers, clients and donors by outsourcing their
contact handling to AnswerNet Network.

AnswerNet Network member TelePartners now has a team
of Mandarin- and Cantonese-speaking agents at its Toronto
contact center. Toronto has one of the largest populations of
Chinese speakers in North America. 

The new service was implemented to allow organizations to
serve Chinese communities both in North America and
abroad. TelePartners’ Chinese-speaking agents have begun
answering calls for the company’s clients. It also provides
enterprises with the ability to more easily and affordably con-
nect with customers in China from a North American-based
contact center. 
http://www.answernet.com

Greene & Associates Inc. Under New Ownership
Greene & Associates, Inc., (news - alert) which performs

business-to-business and qualified business-to-consumer tele-
services, announced that it has come under new corporate own-
ership. Formerly a fully owned subsidiary of Dolan Media
Company, Greene will now operate as a division of RMG Direct,
Inc., a privately held corporation formed by Greene & Associates
President Randy Greenberg.  

In the announcement, Greenberg emphasized that clients of
Greene & Associates can “expect to receive the same or higher
level of production and service as they have to date.” Greene has
an established record of service and an experienced staff of pro-
fessional teleservices representatives and management, accord-
ing to the company.

The company will continue to be headquartered in
Lincolnshire, IL, and will further develop its two existing call
centers in Iowa; one in Manchester, IA about 40 miles north of
Cedar Rapids; and one in Independence, IA, about 20 miles west
of Manchester.
http://www.greene-associates.com
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Lucent Technologies and IDC are pleased to present a Webinar on Tuesday, November 15,

2005 entitled “Moving to the Future with VoIP.” Chris Miller, Distinguished Member of

Consulting Staff, VoIP Services at Lucent Technologies and Will Stofega, Research Manager

VoIP services from IDC will explore the market conditions, economic factors and emerging

applications that are driving a network migration to a VoIP infrastructure. The discussion

will also present Lucent client-based examples of VoIP Readiness Assessments, Security

Plans and Migration strategies that provide an insight into real-life situations and issues any

network operator can use.

Lucent Worldwide Services (LWS) team of consultants are not just talking hypothetically

about VoIP — but are in the field every day planning, installing, migrating and deploying it

for some of the world's largest networks. We will share some of this tremendous knowledge

with Webinar participants. IDC will also discuss its own market findings and views as it

works with a variety of industries who are embarking on the VoIP transformation.

The actual migration to VoIP can be a somewhat painful process, but with the right planning

and technology it will bring about new money-making opportunities for service providers

and enterprises alike. This interactive Webinar will give you invaluable information that you

can begin applying to your own network today. Some of the key take-aways include: 

� Understanding the importance of a methodology for implementing VoIP and the need to
address a number of key elements including technological readiness and security. 

� Exploring the factors that need to be addressed in order to successfully migrate to VoIP
or another next-generation technology. 

� Uncovering the common pitfalls and mistakes we see our customer making as they make
the transition to VoIP technology. 

� Hearing the latest trends on VoIP and network convergence and where networks are
headed. 

http://www.tmcnet.com/webinar/lucent/
SSppoonnssoorreedd  BByy::

Register Today!

www.itmag.com www.interwise.comwww.idc.comwww.lucent.com

PRESENTERS:

Greg Galitizine
Editorial Director

INTERNET TELEPHONY®

Chris Miller
Distinguished Member of

the Consulting Staff

Lucent Technologies

Will Stofega
Research Manager

VoIP Services

IDC

Lucent_Webinar.qxp  10/13/2005  1:49 PM  Page 1
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NEXT-GEN CONTACT CENTER     
INNOVATIVE IDEAS FROM THE 

Companies Require Absolute Network Security 
Over the last year we’ve looked at a diversity of pitfalls that

companies need to address in order to effectively share IP con-
tact center technology resources across locations; particularly
when they need to deliver local control over technology-driven
business processes to separate business units. (While all “multi-
tenant” solutions generally enable different business units to
share common technology resources, it is important to note
that not all such solutions deliver comprehensive control to
local managers.)

One of those pitfalls is the result of a traditional tension
between properly addressing network security issues and the need
to avoid sacrificing needed capabilities and benefits. Of course,
companies always require absolute network security. That’s the
potential pitfall on which we’ll be focusing this month.

At the root, security concerns for companies that want to
share technology across locations can typically be broken down
into three core groups: security issues between the different
business units that must share common infrastructure; security
issues within each of those business units; and security issues
vis-à-vis network intruders.

Avoiding The Pitfalls
To determine whether a proposed solution can deliver on

requisite levels of network security, companies need to ask their
proposed vendors a diversity of architectural questions. Some
of those are articulated below:

1. Will all business units be required to share a common
domain?

Surprisingly, many multitenant IP contact center solutions
will require all business units to share a common domain. This
is generally an absolute showstopper for most commercial service
providers and it will often be of serious concern to companies
with autonomous divisions and sites that are concerned with
maintaining their business unit privacy. This is a good example
of security issues that can exist between different business units.

2. Does the proposed solution support proxies?
Any solution under consideration by a multisite organization

should also support proxies; since many sites will likely rely on
proxies as part of their overall approach to network security.
(Proxy servers act as middlemen between internal networks
and the public Internet. They improve Internet performance
for enterprise users by caching often-accessed Web pages in
memory to speed local page loads. They can also filter out-

bound URL requests (i.e., restrict employee access to certain
Web sites). Most relevant from a security perspective, a proxy
server may also be configured as an HTTP or HTTPS “anony-
mous proxy” to hide the identities (IP addresses) of corporate
users from the Web sites they visit. If a contact center solution
uses the Web to communicate but doesn’t offer proxy configu-
rations, you may have to forego corporate security and filtering
policies. The best approach is to select a solution that can
address the differing needs of all corporate business units that
the solution will have to serve.

3. What is the method by which user interfaces communicate
with back-end systems?

This is an issue related to security against network intruders
that also impacts security between tenants. The need for
absolute network security has historically precluded many con-
tact centers from sharing resources across locations at low cost
by leveraging the public Internet, particularly when telecom-
muting agents are involved. The need for VPN access in such
circumstances is often a showstopper for many companies both
because of the large number of VPN (define - news - alert)
connections required to support a distributed workforce at
scale, and because of the security concerns inherent in provid-
ing access to a very large workforce of contact center agents
that will typically suffer from high employee turnover. The
best answer, of course, is to leverage newer technology that is
secure by design, without the need for VPN controls. A key
attribute of solutions that incorporate security by design is that
they don’t rely on unencrypted TCP/IP communications for
their agent interfaces and back-end systems to communicate
with one another. 

There are two common firewall ports that let agents use
browser-based applications using HTTP and HTTPS. Most
Web site communications are in HTTP, but when you need a
secure connection, a Web site can establish a secure 128-bit
encrypted communication — that’s HTTPS. Unfortunately,
many contact center Web interfaces use unencrypted TCP/IP
to transmit data instead of HTTPS. Of course, encrypted
transmission is much more secure and less open to attack. You
can even transmit XML over HTTPS (as in Web Services
Architectures), so individual applications, clients and servers
can communicate securely. You can increase security by sand-
wiching a hosted Web server or similar application between
two firewalls in what’s called a secure “DMZ” zone. Larger
enterprises and telcos optimize this by putting application
servers behind the DMZ and use the Web server in the DMZ

IP Contact Center Technology:
Eliminating The Risks (Part X)
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to convert HTTPS communications from the Internet (where
the agents are) into TCP/IP binary messages. This allows the
use of common browsers and Web-based clients at the agent
level with no fussing around with firewalls — since HTTP
(port 80) and HTTPS (port 443) don’t require special pro-
gramming and permissions from IT security experts.

4. Does the solution require every business unit’s historical
customer data to be aggregated in a common database?

Many business units will have a security policy that prevents
them from allowing their customer data to be housed outside
of their own business unit networks. Of course, autonomous
business units will have serious and potentially insurmountable
objections to aggregating all of their historical customer data
with the customer data of other business units in a common
database. This is an issue because sharing technology resources
across locations will generally require remotely-hosted applica-
tions to have access to each business unit’s customer data in
order to properly prioritize incoming customer requests for
service in each business unit’s queues. The problem is that such
vital data are generally regarded as proprietary resources, and
most autonomous business units will require the information
to reside in their own data centers.

The answer is “multihost data polling.” This lets multitenant
solutions maintain call routing and agent data in a hosted, par-
titioned database while leveraging each business unit’s cus-
tomer priority rankings through firewalls — directly from each
business unit being served. The data that drive customer prior-
ity routing rules need not be aggregated in a common data-
base. (Of course, the multitenant solution will still require a
fully partitioned database in order to segment tenant-specific
technology configuration data used to drive routing rules and
other technology-driven capabilities.)

This approach can also be used to trigger screen pops from
secure, on-site databases for individual business units. To
accomplish this, the shared solution can send “trigger informa-
tion” through a business unit’s firewall in order to make screen
pops happen for agents sitting behind those firewalls based on
local database tables. 

Multihost data polling empowers business units to operate
in a secure fashion behind their own firewalls but still enjoy
the cost savings and efficiencies of shared infrastructure.

How It Works
Here’s how it works: “multihost data polling” uses a “transla-

tion applet” that lives behind each business unit’s firewall. It’s
called “multihost” because the corporate hosting provider can
provision “translation applets” for each individual business unit
or site. Based on incoming transactions (with ANI, customer
I.D. numbers, tracking numbers, etc.), this “translation applet”
can poll the local database(s) of a business unit for the required
customer priority data. That same applet acts as a proxy to
push the relevant data to local agent screens. In this fashion,

secure data need never leave the enterprise. This approach
enables autonomous business units to limit access to their cus-
tomer data on a need-to-know basis. Each business unit has
absolute control over its own applet’s source code and which
data the shared solution can poll from its database. (Example:
the shared system doesn’t need to know whether a priority-one
caller has achieved his or her status because of job title,
amount of money spent last year, familial relation or any other
confidential factor.) The “translation applet” can deliver
dynamically updated customer priority data to the multitenant
system without providing access to the data inputs which
define it. The context of the data remains confidential and the
objection to running a shared solution can be overcome.

Multihost data polling also enables the shared multitenant
solution to trigger local screen pop data from secure, local
databases without running them through an external network. 

Multihost data polling also allows agents working remotely to
securely gain access to data from back-end databases through
firewalls over the public Internet by leveraging HTTPS encryp-
tion — without compromising network security.

5. Can the shared solution deposit each business unit’s own
records behind their own firewalls?

Most business units won’t want their transaction data (i.e.,
stored call recordings, faxes, e-mail and chat transcripts, etc.)
to be aggregated with the records of other business units and
stored outside of their own networks. “Secure multihost data
streaming” solves this problem by allowing such customer data
to be streamed through firewalls into each business unit’s data
center instead of (or in addition to) being stored at a central-
ized location. The method works exactly like “secure multihost
data polling” described above, only in reverse. HTTPS content
is streamed through the firewall and is transformed by the
“translation applet” into its original native format(s).

Conclusion 
Given the need to maximize network security, multisite

organizations as well as those that employ telecommuters
would do well to include the questions we’ve articulated when
defining their RFP requirements. 

For those who may have missed one or more of our first nine
columns, including those on multitenancy, scalability or
resiliency and disaster recovery, simply e-mail us and we’ll be
pleased to send you copies. We’d also love to hear your feedback
and the issues you’d like to see dealt with in future columns.

Eli Borodow is the CEO of Telephony@Work, (news - alert) the lead-
ing provider of adaptive, multitenant IP contact center technology
for contact centers and service providers. He can be reached via e-
mail at eborodow@telephonyatwork.com.

Kevin Hayden is the Director of Integrated Contact Center Solutions
at TELUS Communications Inc., (news - alert) a tier-1 telecommuni-
cations carrier in Canada and the Canadian leader in hosted contact
center services. He can be reached via e-mail at
kevin.hayden@telus.com.
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The Challenges Of Cross-selling/
Upselling

Although organizations realize that
cross-selling/upselling strategies are
essential to generating new revenue,
contact center managers are having dif-
ficulty introducing this concept to
employees who were originally hired
and trained to focus on service.
Encouraging agents to recommend
related products and/or upgraded servic-
es during inbound calls is no easy task.  

Too often, when managers try to con-
vert their service thinkers into sales suc-
cesses, they are met with resistance.
Customer support and revenue responsi-
bilities are perceived by many agents as
mutually exclusive. They don’t always
see that offering the right products or
better price plans to customers consti-
tutes good service. Rather, many per-

ceive upselling or cross-selling as requir-
ing a total behavior change — a change
that does not correlate with the percep-
tion of their jobs. Furthermore, with
selling skills perceived as far removed
from supporting capabilities, agents may
fear failure with this new task, thus
resulting in a reluctance both to learn
selling strategies and tactics and to
engage in the cross-selling/upselling pro-
grams. Consequently, managers are
faced with the challenge of providing
their agents with both the motivation to
sell and the individualized coaching
required to hone the skills that enable
them to do so successfully.  

Another challenge is faced by the
marketing department, which has to fig-
ure out what offerings need designing
and how agents need to communicate
to ensure high closing rates. Many
organizations will conduct surveys and
hold focus groups to estimate the opti-
mal mix. But they rarely receive enough
direct customer feedback to be certain
that the services and products being
offered are the right ones at the right
time for the right customers.  

The agent, however, does receive
direct customer feedback on a daily
basis. With up to a million calls (or
more) coming into a contact center
every year, agents receive critical and
indispensable feedback about the issues
that matter most to customers: product
features, service requirements, spending

Organizations have realized that growing a business and winning sales
in a fiercely competitive environment requires proactive programs to
drive revenue. With the contact center serving as a strategic focal
point and hub for thousands of customer interactions that can be
converted into sales, its role is undergoing a revolution. Through suc-
cessful cross-selling and upselling, the contact center is helping to
drive revenue. The result is that the traditional view of the contact
center as a cost center is increasingly being replaced with the realiza-
tion that it is a profit center — with the contact center becoming a
core strategic operation that can contribute to enterprise goals for
profitability and the bottom line.

Using Customer
Analytics To Improve
Cross-Selling And
Upselling

By John Kaiser
NICE Systems
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patterns and competitive offerings.
Contact centers have the potential to
listen to these customers; therefore gain-
ing insight into customer intent and
into what kind of offering is most likely
to generate revenue, then translating
these insights into successful cross-sell-
ing and upselling. Unfortunately, this
information rarely gets the attention
and analysis it deserves.

Analytics And Agent Cross-Sell/
Upsell Skills

In order for agents to best position
themselves to leverage cross-sell/upsell
opportunities, they must be able to han-
dle blended service, support and sales
interactions to drive revenue and profit
— this in addition to delivering world-
class service.  

First and foremost, when converting
service thinkers to sales successes,
agents’ benefits should be communicat-
ed. The opportunity to engage in cross-
selling/upselling programs provides
additional function and variety to the
scope of their job, and learning and suc-
ceeding with a new skill is a career
development opportunity.
Simultaneously, this also benefits the
contact center by improving agent
retention, as greater job variety and
skills development contributes to higher
retention rates.

Next, a cross-selling/upselling training
program should be developed to equip
agents with the knowledge and skills
needed to recognize and capitalize on
revenue opportunities. The program will
help customer service-focused agents

overcome apprehensions with regard to
selling. 

Once these preliminary steps are
accomplished, improving cross-
sell/upsell success greatly relies on a con-
tact center’s ability to go beyond such
introductory training and provide ongo-
ing targeted coaching to continually
improve the agent’s sales performance.
Making critical information on best
practices or new campaigns always
accessible, and tailoring such informa-
tion to the individual agent’s specific
skill set, is critical to ongoing cross-sell-
ing/upsell success. 

When analytics-driven agent coaching
is fully integrated with the contact cen-
ter’s interactions capture and quality
monitoring solution, agent sales per-
formance can be maximized. With such

Go To Table of Contents | Go To Ad Index

http://www.cismag.com


CUSTOMER RELATIONSHIP MANAGEMENT

Subscribe FREE online at http://www.cismag.com42 CUSTOMER INTER@@CTION Solutions® November 2005

a solution, supervisors can gain a better
and fuller picture of whether an oppor-
tunity arose and whether the agent han-
dled it optimally. For example, word
spotting will pick up on signifiers such
as “buy again.” A sophisticated solution
can further detect whether the phrase
was mentioned by the agent or the cus-
tomer; this enables the supervisor to
determine whether “buy again” signified
an upsell opportunity (customer: “I will
want to buy again.”) versus a routine
sales pitch (agent: “Would you like to
buy again?”). Integration makes this
possible by separately capturing the cus-
tomer side and agent side of the interac-
tion, and then performing independent
audio processing for each. Separate cap-
ture and analysis also helps determine
whether the agent talked over the cus-
tomer — alerting the supervisor to a
coaching need.

If indeed “buy again” signified a sales
opportunity, focused monitoring (as
opposed to random monitoring) with
analytics can spot the call and reveal
whether the agent addressed all of the
required issues and communicated the
specific messages, words and phrases.
The ability to hone in on the specific
calls enables supervisors to proactively
identify which agent behaviors are lead-
ing to higher closing rates. If supervisors
detect that agents are not communicat-
ing optimally or that customers are not
responding as desired, they can come
back to their agent and share best prac-
tices regarding a new sales pitch.  

As successful selling also hinges on
asking relevant questions to better iden-
tify and offer products or services that
meet customers’ needs, supervisors can
set up a lexicon (a compilation of words
and phrases) to hone in on and flag rele-
vant customer interactions that contain
specific words or phrases. For example,
“Do you need” is a potential opener for
the sales dialog. If a supervisor notes
that an agent does not use this phrase
with the required frequency, further
coaching can help motivate the agent
toward greater initiative. Or, if a super-
visor notes that a particular agent closed

a sale each time a customer said
“upgrade” or “would like to hear,” then
this agent could be rewarded for initia-
tive. Moreover, this agent’s strategies
and tactics could be presented to the
rest of the team in a best practices ses-
sion. Integration can take this one step
further, correlating identified calls to
agent screen activity along with cus-
tomer feedback, providing a 360-degree
view of why the customer did or did
not buy.

For agents, integrated coaching is
empowering. And empowerment is vital
to sales initiative and success, and more
broadly — to agent retention.
Furthermore, if agents can evaluate their
own calls and sign-off on evaluations
electronically, performance enhance-
ment measures become a two-way com-
munication. This engages agents, and it
encourages them to respond with ques-
tions or request assistance, and enables
them to calibrate behavior for more
profitable customer interactions. When
they feel engaged and empowered,
agents will display greater initiative and
superior cross-sell and upsell capabili-
ties. The result then is greater motiva-
tion and higher success rates.

Analytics And The Customer’s 
Intent To Buy

Gauging customer responsiveness is
critical to understanding both agent
effectiveness in cross-selling/upselling
and whether the marketing-designed
offering is what customers need to hear
in order to buy. Multidimensional ana-
lytics and word spotting, along with
emotion detection, screen activity and
agent coaching, help managers accurate-
ly gauge and qualify responsiveness,
identify the conditions that stimulate
the customer’s intent to buy, and lever-
age these insights to improve agent
cross-selling/upselling performance.

With emotion detection, even if word
spotting did not flag a call because the
call did not contain any key words or
phrases, a relevant call will not be
missed and will be flagged to managers.
Heightened emotion is what makes a

call relevant. Emotion detection reveals
whether the caller expressed delight or
disappointment, and it sheds light on
what the agent may have said to prompt
such a reaction. If a customer expresses
delight, it is vital to understand why
and then leverage on that positive feed-
back to promote successful agent behav-
iors throughout the team; and if a cus-
tomer expresses dissatisfaction, this call
needs to be flagged and routed to a
member of the management and mar-
keting staff, who can then fine-tune the
promotional package and the means by
which the agent communicates it.  

Further, with analytics integrated into
the interactions-capturing and monitor-
ing solution, supervisors can correlate
specific calls to a feedback IVR survey
system, which incorporates post-call
IVR surveys and links the results to
actual call recordings. This kind of cor-
relation enables managers to calibrate
in-house quality monitoring scores with
customer feedback scores. The insights
gained provide a true 360-degree view
of customer interactions, also shedding
light on whether the offering has a
viable buying audience and whether the
agent is communicating the offering
with the optimal sales pitch.

By integrating word spotting, emotion
detection, agent coaching, screen activity
and customer feedback, organizations
can extend the information available to
them — from transactional, structured
data with insight derived from unstruc-
tured multimedia data sources. A holis-
tic approach to analytics provides criti-
cal marketing intelligence for better-
informed analysis on customer-buying
trends, as well as improved targeted sales
and marketing campaigns.

With emotion detection, 
even if word spotting did not
flag a call because the call

did not contain any key words
or phrases, a relevant call
will not be missed and will 

be flagged to managers.
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Analytics And Designing Cross-Sell/
Upsell Programs

Integrated analytics is vital to sup-
porting the marketing department in
designing cross-sell/upsell programs
through insights that are extracted
directly from customer interactions.  

For example, the marketing depart-
ment of a health insurance service
provider might want to measure the
effectiveness of a marketing campaign
for a new drug discount program. The
company’s marketing analysts received
input directly from customer interac-
tions that were generated in the contact
center and that were flagged through
word spotting as containing feedback
on the new program. This feedback can
help the department to assess the cam-
paign’s effectiveness and fine-tune the
way agents communicate the sales
pitch.

To improve cross-sell/upsell results
even more, the organization might look
to compile as much competitive infor-
mation as possible. Integrated analytics
enables it to pinpoint and listen to calls
in which competitor names are men-
tioned. Gaining insights on competi-
tive offerings and pricing models can
have a direct impact on the product
mix. With integrated coaching, the
company is able to communicate
directly with agents and push regular
updates to their desktops.

Analytics also helps with offline
cross-sell/upsell initiatives such as
direct mailings. The aforementioned
health care provider might send out an
annual mailing for a product segment
targeted at the senior population. The
mailing could communicate new bene-
fits and premium rates. In the past,
there were issues with customers
understanding the mailing and what
the health care provider was trying to
convey, which posed a major obstacle
to revenue that could have been gener-
ated through the mailing.  

After implementing an analytics solu-
tion, the company can build a table of
key words prior to sending out the mail-
ing. As the mailing’s result, when calls

come into the call center, the organiza-
tion is able to identify and analyze these
customer interactions and understand
what the issues are, regarding both what
and how the packages are communicat-
ed. The gathered information provide
the insights required to make the
upcoming mailings more successful,
where success is measured by improved
cross-selling results.   

Summary
As the role of today’s contact centers

continues to evolve, the need for suc-
cessful cross-sell and upsell programs,
strategies, tactics and agent sales per-
formance becomes increasingly impor-
tant. To improve results, contact center
agents need to grow beyond service
thinking and become sales successes.
This requires individualized coaching to
motivate initiative and hone the skills
that enable agents to cross-sell and
upsell successfully.
It also requires
marketing depart-
ments to better
understand market
and customer
dynamics to best
design the offer-
ings and carefully
craft how agents
communicate
these offerings to
ensure high closing
rates.   

Leveraging ana-
lytics as a means to
improve cross-sell
and upsell effec-
tiveness is emerg-
ing as a substantial
competitive advan-
tage. Integrated
customer interac-
tions analytics
enable the contact
center to become a
cross-selling and
upselling success
and, consequently,
a core strategic
operation that can
contribute to prof-

itability and the bottom line. CIS
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as VP of Contact Centers and Enterprise
Markets, following the completion of NICE’s
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Dictaphone CRS.
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The reality is that different compa-
nies and end users all require a unique
solution for these challenges. The bat-
tle within customer service support
organizations is not how much data
can be collected and parsed (there is
plenty of data), but rather how effi-
ciently customer issues and questions
can be solved, and at the right cost.
Everyone assumes that if you analyze
the data, the answers will make them-
selves clear. But which data do you
analyze and how does the information
integrate with which other sources? It
is not a clear path. The result has led to
the belief that purchasing more
advanced CRM tools will build those
efficiencies and solve the data dilemma.
While tools are certainly important in
building the data foundation, it’s time
to take a fresh look at the evolving
service layer that may well be the better

solution for customer support manage-
ment.

The Customer Experience Triangle
Support organizations struggle with

three dimensions that define the cus-
tomer experience: 1) the promise of
advertising and product marketing cam-
paigns; 2) execution through multiple
sales distribution points; and 3) various
support channels for pre- and post-sales.
The first challenge is to create a consis-
tent experience across disparate cus-
tomer touch points. It starts with the
company brand definition and how the
brand attributes consistently deliver
against the promise at the support level.
The support channels bring the promise

to life with every customer interaction,
but not without significant limitations
and process gaps that impact customer
satisfaction.

Customer support must adapt to
these customer segmentation complexi-
ties. Every customer expects attention to
his or her specific issue and flexibility
— “Serve me how I want it and when I
want it.” But how do you deliver and
still retain a repeatable work flow? Your
customers don’t necessarily want to con-
form to processes that make it easier for
you to reduce service and support costs,
and you want to expand that flexibility
without adding chaos. So, the first step
is to deflect incoming calls to a Web
self-service option to serve customers
but also create significant cost savings
(see Figure 1). But what topics are pri-
oritized for self-service? How do you
promote Web self-service and truly serve
customers versus adding costs? How do
you measure customer satisfaction with
online support?  

“If you can’t measure it, you can’t manage it.” This truism of tradi-
tional business logic starts to fray around the edges when it comes to
managing customer relationships. The challenges of integrating multi-
channel support and corresponding tools create disparate data sources
and plague organizations attempting to develop actionable measure-
ments. This is occurring despite the promises from a multitude of
CRM tools designed to cultivate the 1:1 customer relationship. The
opportunity to develop a single point solution that does it all, for
every business, every time, is seemingly at the center of failed delivery
and lackluster investment returns experienced by CRM purchasers.

How Can CRM Tools
Manage The Customer
Experience?

By Annette Jacobs
SafeHarbor Technology Corp.

Go To Table of Contents | Go To Ad Index

http://www.cismag.com


Subscribe FREE online at http://www.cismag.com CUSTOMER INTER@@CTION Solutions® November 2005     45

The challenges are not solved through
technology or tools, but rather with the
acknowledgement that support has been
revolutionized and subsequently stymied
by knowledge bases, portals, desktop
tools and Web sites. Couple those issues

with the perennial need to trim support
budgets and realize a return on invest-
ment sooner, and the results are unhap-
py customers, high employee and cus-
tomer churn, and a tarnished brand
promise.

Unified Customer Channels And 
Other Red Herrings

The daily pace and mobility of most
customers and the myriad support
choices for service create frustration on
both sides of the contact. Customers

vs.

3,000 calls per month 
at $20 per call

= $60,000

2,000 Web Self-Service 
sessions per month 

at $1 per session

= $2,000

+

24 hours

5,000 calls per month 
at $20 per call

= $100,000

8am to 6pm

Figure 1.
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can pay a visit to a retail store down
the street, research products on the
Web, call about the product or billing
charges, send an e-mail or engage in
real-time chat, all within a matter of
hours or days. This can easily increase
support costs and create tremendous ill
will when the support “trail” has multi-
ple tools or databases to answer ques-
tions. A friendly contact goes only so
far if every support mechanism pro-
vides a different answer. So, the sup-
port channels turn to enterprise IT
organizations to unify these varying
channels for information, consistency
and reports. Then you receive the bad
news — expensive re-tooling, limited
budgets and staff — so a solution does
not seem likely in the near future. So
now what do you do to truly make a
difference?  

These competing views indicate that
contact center unification is, at least for
now, a red herring in comparison with
the real work of meeting customer
needs on time and under budget. In
some ways, customer analytics and
measurement fall into the same catego-
ry. On paper, it is perfectly logical to tie
customer inputs to customer outputs
and create a better customer experience
— much more easily said than done.
Unfortunately, the capabilities needed
to capture, compile and analyze data
from disparate channels are still evolv-
ing.  

That doesn’t mean that these goals
should be abandoned. Contact center
unification and in-depth analytics are
both promising areas that offer value
today. Unfortunately, not every compa-
ny has transformed its support channels
to these high levels. So the question
remains, where do companies invest to
advance to the best-in-class customer
service today?

The Service Layer
The answer is counter-intuitive. In

the rush to automate as much as possi-
ble, support organizations have generat-
ed mounds of raw analytical data. So
what do you do with it all — especially

when it is all driven in different formats
and by different metrics? How do you
navigate throughout the politics inher-
ent in every organization to gain sup-
port for fundamental change in cus-
tomer service?

The answer can be in developing a
critical services layer. But where? How
do you apply the analytics most effi-
ciently? The critical concepts in evaluat-
ing the customer experience need to
make sense out of seemingly disparate
data. But how? We are aware that sup-
port environment analysis can drive
good decisions on satisfaction and cost
reduction. But how do you gain the
internal support? 

To begin, examine the internal land-
scape and answer the strategic questions
every customer support organization
must answer:  

• Are too many low-value customers
using high-cost channels?  

• Are there high-value customers
experiencing poor service integra-
tion?  

• How does an entirely new channel
(such as real-time chat) affect my
support costs? How does it become
integrated? 

• Are there simple ways to move cus-
tomers to lower-cost channels?  

• Are there ways to increase the pro-
ductivity for all support channels? 

• And, when it comes down to the
foundation, the knowledge base and
content, how are those components
managed?

• Is the content authored and present-
ed in an efficient, user-friendly way? 

• Can it be easily changed and updat-
ed, based on customer usage pat-
terns?

• Are there gaps or duplication of
information silos between support
channels? 

Once a clear picture of the whole sup-
port environment emerges, the service
layer can produce actionable informa-
tion, a “dashboard” of measurements
and a process to implement cross-chan-
nel change.

That is when analytics become valu-
able, when you have actionable and
valuable cross-channel information that
can increase customer loyalty at the
right cost.  

As the service layer evolves, keep in
mind that there are several critical fac-
tors. First, find experienced personnel
who have a deep understanding of how
multiple support channels operate and
deliver best-in-class results. Second, pro-
vide automation tools to weave together
a customized system that addresses the
organization’s unique needs to create the
dashboard metrics. Third, be prepared
to take action on the recommendations
and results.   

To sum up: Technology alone doesn’t
create a great customer experience or an
efficient support organization. It can
start the process, but it is the service
layer that truly understands how to
map customer requirements against
business goals and appropriately apply
technology solutions. That is the only
path for CRM and customer support
organizations to be prepared for the
future. CIS

Annette Jacobs is CEO and Chairman of the
Board for SafeHarbor Technology (news - alert)
Corporation (http://www.safeharbor.com), a Web
self-service customer interaction and business
intelligence service provider.
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A friendly contact 
goes only so far 
if every support 

mechanism provides 
a different answer.
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OUTSOURCING

In the twenty-first century, what dif-
ferentiates the great companies from
their peers is their ability to hire, devel-
op and retain the best people for their
respective industries. This is not news;
the increasing awareness of executives of
the importance of effective people
strategies is undisputable. However,
what is useful to discuss is why a pre-
cious few companies are successful in
their people strategies while the majority
are not.  

In the second section of this article,
we will examine how this applies to the
BPO services industry, and the related
task of conducting due diligence in this
important area.

Many executives now understand the
following critical elements of a people
strategy.

Identify the values system that leader-
ship genuinely emulates. A company
must identify behaviors that senior
management truly believe in and can
naturally emulate on a daily basis. A
company’s culture is derived from these
stated values, and can be of worth only
if they present an authentic reflection
of the leadership’s behaviors. The great-
est business minds of our time could

come up with a list of the most effec-
tive organizational behaviors a company
can have in a vacuum; but unless these
cultural traits are a true reflection of
company leadership, then instituting
such values would have the opposite
intended effect.  

Recruit and hire according to those
values. A company must have a strin-
gent approach to hiring only people that
emulate the established company cul-
ture and meet the professional require-
ments. While this statement may seem
obvious, it requires more than just an
added awareness but superior execution
capabilities to reap the benefits of this
component. Managers must be continu-
ously involved in evaluating potential
employees and applying a stringent
approach, even when the pressure is on
to fill positions quickly. Regular empha-
sis must come from the top of the
organization on the importance of a
stringent hiring process and proper cul-
tural fit to mitigate the prospects of
undermining company culture by set-

tling on candidates who do not embody
the core organizational behaviors.
Managers in today’s busy work environ-
ments will need a constant reminder
that their participation in choosing the
right people who fit the job and the
company culture is always a priority. 

Continuously develop employees. A
company must be committed to contin-
uously developing employees’ soft skills
reflective of the company culture, func-
tion-specific development and general
management principles. Leadership
must have an innate and true apprecia-
tion for human development.
Companies truly committed to develop-
ment go beyond teaching professional
skills and even soft skills. The most
competitive organizations today are
those that institute a genuine learning
environment that fosters intellectual
curiosity and self-improvement. Similar
to the point about organizational values,
to institute a highly effective people
strategy, this component cannot be
faked.  Decisions on what to do in the
area of employee development should be
based more on the senior management’s
true commitment and passion about the
initiatives rather than what seem to be

One of the greatest impacts from the technological advances of the last 15 years is the leveling of the play-
ing field among competitors and new entrants in virtually every industry. Market barriers that are based
on an ability to access information, reach customers or purchase equipment no longer exist. Scale still
matters; yet with significantly reduced market barriers in these other domains, the ability of a company to
gain scale in the first place is greatly enhanced by these changes.

The Missing Link In
People Strategies

By Kit Cooper
Hispanic Teleservices Corporation
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the best off-the-shelf development strat-
egy.    

The most sophisticated companies
have come to realize that you have to
“be real” on the first requirement (iden-
tifying values).  If a CEO cares only
about the bottom line and genuinely is
not interested in developing people,
every stakeholder is better off if the
company culture is built around a focus
on the bottom line and not develop-
ment or employee care. Companies are
beginning to understand the conse-
quences of organizational dissonance —
a misalignment between the company
leadership’s real values the company’s
stated values.  

Many companies have implemented
the third requirement, developing
employees, in creating corporate univer-
sities that focus not only on professional
development but also teaching soft skills
to reinforce sought-after behaviors and
elements of company culture. Results-
oriented managers want their employees
to develop in an environment in which
information is shared, ideas are chal-
lenged and continuous improvements
are made. 

The second requirement, having a
stringent approach to hiring, is where
most companies fall short. Because of
this failure, these companies’ overall
people strategies fall short and their

overall ability to compete in their indus-
try is weakened.

The Missing Link
Here is the missing link to be added:

As a company, you cannot afford to have
only a stringent hiring process in finding
people who embody your culture and
professional requirements. To be the best,
you need to have a brutally stringent and
highly disciplined hiring process. That is
the only way to ensure that you have the
right people working for you.

To illustrate, we all know that people
are motivated to achieve progress for
their companies when they feel valued
and respected by their organization. If a
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company has an authentic culture and a
thriving development program but is
letting people into their company who
do not truly embody their company val-
ues, it is only natural that such employ-
ees will diminish the strength of the
company’s culture and people strategy. It
is easier for a manager to motivate an
employee who embodies the values
he/she believes so strongly in.  

What does a brutally stringent and
excruciatingly disciplined hiring process
look like? In addition to the normal
interview process, it could have an
assessment session during which candi-
dates must interact, engage in discussion
on a topic or perform certain tasks.
Here, the potential new hires are seen in
action, observed by their would-be
managers and supervisors as well as HR
staff. Whether through this type of ses-
sion or by other means, companies must
institute mechanisms and selection steps
during which behaviors and values can
be observed to be able to gauge whether
the candidate is a good fit for the organ-
ization.  

Creating and implementing this level
of intensity in the selection process
requires creativity and investment of
resources. However, the investment will
pay for itself several times over by gener-
ating greater productivity per employee
through a high energy organization
where ideas flow, things get done and
people thrive on the company culture.

Measuring BPO Providers’
Competence At Maximizing 
People Assets

When it comes to choosing business
partners, how does a company measure
the strength of an organization’s people
strategy? In the BPO industry, the most
effective way to calibrate the effective-
ness of a company’s people strategy is, of
course, to visit the sites to meet the
management and front-line staff at the
specific facility in which the business
would be handled. By walking the floor
and interacting with staff at all levels,
experienced BPO managers can deter-
mine which facility is staffed with the

best people to do the job. One can feel
the energy on the floor and measure the
strength of company culture by witness-
ing the interaction between staff at dif-
ferent levels of the organization. The site
visit allows one to see first-hand how
satisfied and motivated the employees
are; a natural byproduct of an effective
people strategy.  

Herein lies a challenge. While compa-
nies can effectively perform this “due
diligence” at the site visit phase, are they
optimally measuring companies’ people
strategies at the earlier stage in due dili-
gence, when the short list is determined
for site visits? To do so, the optimized
due diligence process will gather infor-
mation at RFP and earlier stages to pro-
vide data on which of the many compa-
nies that may look similar on paper are,
in fact, benefiting from the most effec-
tive people strategies and running the
most productive service organizations.
The BPO industry is highly competi-
tive, and many companies are effective
at using the written medium to high-
light their strengths, diminish their
weaknesses and make a case to be a part
of the site visit process. As a result, it is
critical that companies gather informa-
tion beyond traditional functional com-
petence to better understand, at an early
stage, which companies may excel at
getting the most out of their people
strategies.  

Here are some questions that compa-
nies can use for evaluation purposes to
gain a keener understanding of how well
companies are deploying effective peo-
ple strategies at the specific facilities
proposed:

• What are your company values or
similar information describing your cor-
porate culture?   

• Please describe any processes your
company has for ensuring adherence to
company values. Are adherence to these
values/behaviors discussed and calibrat-
ed in performance evaluations or 360-
degree reviews?

• How many managers have left the
company in the last three years and
what has been the average baseline

headcount in this group during this
period? These figures must include any
employee with the title of “manager” or
higher. 

• How many cases have you experi-
enced in the last three years in which an
employee left your company and
returned within six months?

• Starting with the fourth month of
service (post ramp-up), and without dis-
closing client names, what has been the
volume processed growth rates for all
programs handled in the facility pro-
posed for this work?  Please define how
you are calculating.

Today, competitive advantage is less
about corporate strategy and more
about instituting the most effective peo-
ple strategy in your industry. Without
effectively managing the “soft side” of
the business, there is no base from
which to effectively implement corpo-
rate strategy and day-to-day initiatives.
Execution of all three areas illustrated
above is absolutely critical to a healthy
organizational culture in which employ-
ees buy into the company vision and are
passionate about contributing to the
success of its customers. CIS

Kit Cooper serves as president of Hispanic
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Companies are beginning to
understand the consequences
of organizational dissonance
— a misalignment between
the company leadership’s 
real values the company’s

stated values.
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MANAGEMENT SCOPE

Although at first sight, customer sat-
isfaction seems easy to understand, it
can actually be difficult to define and
sometimes even more difficult to meas-
ure. This article presents a general, prag-
matic approach to customer satisfaction
measurement, including tips and recom-
mendations to help contact center pro-
fessionals implement a brand new initia-
tive or improve an existing program. 

Why Measure Customer Satisfaction
And How?

Businesses are increasingly coming to
their senses about the importance of
measuring the customer experience, as
illustrated by the findings of a report
entitled “Customer Experience Spending
Expands” published by Forrester
Research in January 2005. The industry
analyst firm surveyed 176 North
American firms with annual revenue in
excess of $500 million. Not only are
customer satisfaction surveys the most
popular activity, 54 percent of respon-
dents also expect to increase spending in
Web analytics. Why? Because to remain
agile and respond to the preferences of
customers in real time before they have

a chance to churn to a competitor,
enterprises needs to know what those
customers want now, not tomorrow.

Paul Sutherland, Global Quality
Assurance Manager for Accenture’s Help
Desk Services, also values what his cus-
tomers have to say. He is responsible
for a quality assurance team tasked with
defining the global quality management
program for the company’s help desk
function, which emphasizes customer
satisfaction and performance measures.
Its six contact centers located on four
continents handle more than 4,000
phone, e-mail, Web-based and chat cus-
tomer support interactions daily. Paul
explains: “Our organization provides
technical support to over 100,000
Accenture personnel in 48 countries as
well as 12 external customers around
the world. The bottom line for me is
that the customer, no matter who he is,
has immense information to share.
Measuring customer satisfaction is a
great way to tap into that valuable

resource to implement effective change,
and tangibly measure the impact of any
changes we make in terms that matter
most.”

To be successful, your customer satis-
faction measurement program needs to
be ongoing, a best practice that is often
misperceived. Requesting feedback from
your customers once a year is just not
enough if you want to continuously
improve your business processes. A con-
tact center organization can gather cus-
tomer satisfaction feedback in a variety
of ways. A good rule of thumb to jump-
start your success is to emulate each cus-
tomer’s preferred method of communi-
cation: if they prefer phone interactions,
then use phone-based surveys such as
IVR. If e-mail or Web-based interac-
tions are preferred, then sending e-mail-
targeted surveys after a ticket is closed
or hosting a survey link on your Web
site is the right approach. Nevertheless,
one survey method is not necessarily
mutually exclusive of the other. In
today’s market where time delays can be
costly, real-time measurement will pro-
vide your organization with a competi-
tive edge from the get-go.  

The role of today’s contact center is rapidly shifting. Expected to both support a company’s global business
strategy and play an integral part in the overall customer experience, the contact center is becoming a true
extension of a company’s brand, no matter its type (inbound versus outbound, internal versus outsourced,
onshore versus offshore, support versus sales) or the kind of customers it deals with (internal, external or a
blend of both.) Yet, the contact center still faces challenges of its own, including high staff attrition, pro-
ductivity issues and operational cost containment. Performing such a balancing act only ends up putting
more pressure on already stretched resources. One way a contact center can deliver and win on all these
fronts is to embrace an essential business driver as a key performance indicator: customer satisfaction.

By Villette T. Nolon
NetReflector

Customer Satisfaction Measurement: 
A How-to Guide To Contact Center Excellence
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Homegrown Or Outsource?
If your contact center is looking into

implementing a customer satisfaction
measurement program from the ground
up, you will inevitably face the dreaded
question: homegrown or outsourced? To
ensure you make the best decision possible
for your organization, prepare a business
case weighing the pros and the cons of
each option. Be aware that your decision
will be largely influenced by the type of
customers you deal with, and the amount
of internal resources you have available,
including people and technology.  

If you are a contact center services
outsourcer, you will most likely benefit
from using a third-party vendor to pro-
duce an unbiased scorecard you can
present to your external clients. If, on
the opposite end of the scale, you assess
you have enough human and technolo-
gy resources to develop a solution inter-
nally, you may want to keep this process
in-house. Nevertheless, make sure you
inquire about and understand customer
satisfaction measurement best practices
to avoid common pitfalls.

If you know your internal staff
resources are scarce and implementing

data analysis and reporting is extremely
labor-intensive and time-consuming due
to internal technology limitations, then
relying on an outside expert will help alle-
viate the pressure. Your timeline for
implementing such a program to meet
corporate business objectives will also be a
determining factor in outsourcing or not.

Define Metrics That Support Your
Specific Business Objectives

It is obvious that in the bigger scheme
of things, every company’s ultimate goal
is to enhance its bottom line by manag-
ing costs while increasing satisfaction
levels and turning customers into loyal,
long-term sources of recurring revenue.
The performance metrics you choose to
derive from your customer satisfaction
data will be the ones that are vital to
your specific operations.

You can leverage customer satisfaction
intelligence in a variety of ways: to identi-
fy systemic staff training and operational
issues early on, so you can start develop-
ing and implementing long-term agent
motivation and retention programs; or to
find out the key business drivers that will
help determine product and service areas

that need more resources. If you are a
contact center services outsourcer, you
can evaluate your overall performance in
the terms that matter most to the client
companies you serve.  

Quality metrics based on customer
satisfaction are not enough. For a bal-
anced, 360-degree view of your team
performance, you need to combine them
with your traditional technical metrics to
gather trend data over time and imple-
ment successful change strategies. Here
are some of the technical metrics you
can combine customer satisfaction with:
speed of answer averages, average handle
time, wait (hold, queue) time averages,
abandon rates, complaints percentages,
service-level compliance ratios, wrap
time averages or percentage of transac-
tions closed on initial contact.

What works best is to attach targets to
each of these metrics, and treat these tar-
gets as actual objectives that contact cen-
ter managers, teams and individual
agents are accountable for.  The smaller
the number of metrics chosen, the bet-
ter, so you really focus your efforts on a
handful of mission-critical change strate-
gies. If you have a global contact center
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network, it is useful to draw perform-
ance comparisons across individual con-
tact center locations, geographic regions,
individual agents and incident category. 

Make Reporting Work For You And
Your Stakeholders

Reporting is the next step in your cus-
tomer satisfaction measurement program.
Choosing the right report format is very
important at this stage because reporting
in itself serves two main purposes: first,
to turn raw data into insights on which
you can take immediate action; second,
to communicate clear, relevant findings
to all your various stakeholders.  

Translating the data into intelligence
and then into action is a challenge in
itself. Keep in mind that what you want
to find out is what really matters most
to your customer, so you base your
decisions on safe, objective information.
While a contact center manager might
perceive technical ability and knowledge
of their staff as the most valued attrib-
utes by the customer, the customer may
find the agent’s level of empathy and
friendliness the most important thing of
all. Some very sophisticated reports,
such as a key driver chart, have been
designed to specifically address these
types of questions. Also, if you choose a
mix of survey methods to map back to
your organization’s multiple customer
touch-points, make sure you consoli-
date all the data into one single reposi-
tory, so you analyze overall customer
feedback at the enterprise level, no mat-
ter what touch-point it came over.  

The second challenge is for reporting
to “speak” to your different audiences.
From executives and external clients to
your very own contact center team, the
information needs to be delivered in a
format that suits individual needs.
Make sure you understand what data are
important to each of your audiences,
how they visually want the information
presented, and how they want the data
delivered (online portal, e-mail, paper,
etc.) so it makes the most sense to them.

So what does the future hold for the
contact center as it relates to customer

The Top 10 Customer Satisfaction
Measurement Best Practices

1. Define clear business objectives. To ensure the success of your customer
satisfaction measurement program, start by defining clear business objectives and
design your program accordingly. Avoid moving to the next step until you have
reached consensus on every one of these objectives. 

2. Gather objective data. Preferably, you should use a third-party organization
to help collect your customer satisfaction data whenever possible to eliminate
bias, particularly if you are a contact center services outsourcer.

3. Measure in real time. Integrate your survey program with your incident
management tool, and automate for ongoing measurement, as close to the cus-
tomer interaction as possible. By linking customer satisfaction data to specific
support interactions, you can design targeted programs to address issues as they
unfold. 

4. Think globally. To get a representative sample of all your clients, give your
worldwide customer base an opportunity to provide feedback by distributing
your satisfaction surveys in the local language of your overseas contact center
locations through the various touch points of your organization (Web, chat, e-
mail, phone, etc.).

5. Make your data actionable. Ensure that each question in your survey will
provide you with data upon which you can take action. As a test, ask yourself,
“What action will I take based on the results of this question?” This will help
you develop successful action plans and positive change strategies.

6. Think balance. To get a true, 360-degree view of your agents, try to com-
bine both technical call metrics with customer satisfaction data whenever possi-
ble to generate balanced scorecards and dashboards. This will help you better
determine the true strengths and weaknesses of your team, and decide what areas
to focus your training resources on.

7. Cater to all your stakeholders. Ensure your analysis and reporting engine
can meet the specific needs of all your stakeholders, by product or service line,
contact center, geographic region, workgroup or individual agent, from your
executive team to your outsourced partners.

8. Complete the loop. In addition to internal stakeholders, present your per-
formance improvements to your external customers on a regular basis, too. By
completing the loop with your survey respondents, you are confirming that their
feedback is important and increasing the likelihood of participation in future
surveys.

9. Measure ROI. Whatever solution you decide to adopt, measure the ROI of
your program by tracking satisfaction trends over a 12-month period and under-
standing the impact of changing satisfaction scores on your company’s bottom
line.

10. Listen, learn and improve. Listen to what your customers tell you and
integrate the voice of the customer into your operational processes in real time,
so you can drive continuous improvement efforts and positive change to reach
contact center excellence.
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satisfaction? One thing is certain: the
voice of the customer is a key business
driver that contact centers cannot afford
to ignore if they want to improve their
operations and contribute to their com-

pany’s bottom line. In a research report
published by Gartner in May 2005,
Esteban Kolsky, research director for the
industry analyst firm based in Stamford,
Connecticut, comments: “Moving away

from traditional, stand-alone implemen-
tations toward the consolidated, enter-
prisewide use of feedback can add
strategic value and reduce costs.” By
measuring and integrating ongoing cus-
tomer feedback into operational
processes in real time, contact centers
will remain agile, ensure high customer
retention and help improve company
profitability. CIS

Villette T. Nolon is President and CEO of
Seattle-based NetReflector, Inc. (news -
alert) (http://www.netreflector.com), a
provider of integrated customer satisfaction
and loyalty measurement solutions for the
customer care industry. Prior to
NetReflector, Villette served as Vice
President of North American Sales for
SafeHarbor Technology, an Internet-based
technical support service firm.

For information and subscriptions, 
visit http://www.TMCnet.com or call 203-852-6800.
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CIS: Why did Siebel decide to start
offering a hosted contact center prod-
uct in addition to hosted CRM?

MB: Siebel (quote - news - alert) has
always been a customer-driven company
with more than 3.7 million users world-
wide. As we rolled out Siebel CRM
OnDemand, many of our customers
told us they also wanted to escape the
burden of having to buy, integrate,
implement and manage their own con-
tact center and quality assurance tech-
nologies. It was logical for us to offer a
complete solution that doesn’t require
hosted customers deploy and, more
importantly, integrate diverse premise-
based systems to gain access to all of the
communications technologies they
need. 

Our partnership with Telephony@
Work empowered us to extend our
CRM OnDemand solution to include
those voice, e-mail and Web technolo-
gies, with capabilities such as skills-
based routing of phone and Web trans-
actions and comprehensive quality mon-
itoring and recording capabilities. Our

pre-built, tight integration with
Telephony@Work’s contact center tech-
nology on the back end provides our
customers with a complete end-to-end
hosted solution that’s fast-to-deploy and
easy-to-use. It also further differentiates
our OnDemand value proposition from
anything else that’s out there. 

CIS: How did Siebel choose
Telephony@Work as its core technolo-
gy partner for Contact OnDemand?

MB: When Siebel made the decision to
offer multimedia communications
technology on a hosted basis, which we
call “Contact OnDemand,” we looked
at pretty much every vendor in the
industry. After a comprehensive review
of the technology options that were out
there in the marketplace, we narrowed
our review to a short list of candidates
that were evaluated extensively in our
labs. At the end of that process, it was
clear that Telephony@Work’s technolo-
gy was well differentiated from all
other alternatives in a variety of key
respects, including scalability, reliabili-

ty, network security, their approach to
multitenancy and manageability at
scale. We also looked closely at
Telephony@Work’s corporate culture
and their ability to support a large-
scale technology provider like Siebel,
including their impressive track record
in supporting other large-scale
providers around the world. That
expertise saved us a lot of time and
provided us with a clear integration
path. By leveraging Telephony@Work’s
pre-built Web services, we were able to
tightly integrate their capabilities into
Siebel’s back-end offerings and seam-
lessly embed them into our user inter-
faces in record time.
Telephony@Work’s ability to easily
implement real-time change across
communications technologies was a
great fit with our view of where the
market needs to go. That capability
will ultimately also enhance the value
of analytics as an engine for real-time
change. We were also attracted by
Telephony@Work’s product vision and
their ability to leverage their unique
“integration-by-design” approach to

In June of this year, Siebel Systems announced that it had licensed and incorporated Telephony@Work’s
CallCenterAnywhere multichannel contact center technology into Siebel CRM OnDemand service, the
hosted sales, service and marketing solution from Siebel Systems. Siebel’s integrated and affordable hosted
solution encompasses CRM, analytics and now built-in contact center and service capabilities powered by
Telephony@Work technology. Branded as Contact OnDemand, the service is available pre-built into the
Siebel CRM OnDemand service or as a standalone contact center solution. We recently visited with Mike
Betzer, Vice President of Contact Center and Service at Siebel, and Eli Borodow, CEO of
Telephony@Work, to discuss how this partnership introduces differentiated value into the marketplace
and what the future holds for the contact center market.

Siebel And Telephony@Work Partner
To Deliver Contact OnDemand
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continually create unique value and
drive increases in both productivity
and customer satisfaction. For those
reasons, we strongly believe that this
partnership will enhance our ability to
enjoy sustainable long-term market
leadership. 

CIS: Eli, tell us a bit about
Telephony@Work and how your com-
pany is positioned in the contact cen-
ter market.

EB: Telephony@Work was founded in
1998 with the mission of enabling serv-
ice providers to offer hosted contact
center services at scale to their business
customers by eliminating the costs,
risks and delays of traditional technolo-
gy deployment paradigms while
empowering companies to deliver
world-class service on the phone, fax
and Internet.

Our multimedia IP Contact Center
solution was designed from the ground
up to empower large service providers
and multisite enterprises to share tech-
nology resources across locations and
support diverse business units on com-
mon infrastructure — without sacrific-
ing data privacy or local autonomy for
individual business units. This
approach has become known as “multi-
tenant” technology and we’re the domi-
nant player in multitenant contact cen-
ter technology, with service provider
deployments at companies such as
Siebel (quote - news - alert), MCI
(quote - news - alert), TELUS (news -
alert) in Canada, TELSTRA (news -
alert) in Australia and a diversity of
others. While we lead in the multi-
tenant service provider arena, we also
sell our solution directly to those single
and multisite enterprises that prefer to
own their own technology solutions
and run them out of their own data
centers. While designed to support
large-scale enterprises and service
providers, our technology can also scale

down very cost-effectively to address
contact center needs across the spec-
trum of opportunities. 
CIS: How did Telephony@Work’s
value-add complement Siebel’s tech-
nology vision?

MB: Beyond our near-term

goals, another reason we chose
Telephony@Work is that their solution
is uniquely designed to eliminate the
traditional barriers to contact center
optimization for our customers. Here’s
the problem: “traditional” contact cen-

Mike Betzer, Vice President of Contact Center 
and Service at Siebel (left), and Eli Borodow, 
CEO of Telephony@Work (right).
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ters have generally had to integrate a
diversity of different technology point
solutions on a custom basis in order to
create their customer service communi-
cations infrastructures. This has made
premise-based contact center technology
expensive to buy, own and maintain. It
has also made it notoriously rigid
because enormous amounts of time and
money are generally required to imple-
ment changes — and by the time you’ve
implemented those changes, your needs
may have changed, as well. As a result,
companies — especially small and
medium-sized businesses with limited
IT budgets — typically shy away from
implementing expensive changes to
their software investments and instead
often postpone resolving many prob-
lems until the lifecycles of their current
investments are fully depreciated. The
consequence is that technology efficien-
cy tends to decline steadily over the life-
cycle of traditional technology invest-
ments. 

Siebel CRM OnDemand changed
that from a CRM perspective a while
back by empowering companies to
quickly and easily change their own
CRM business practices. Contact
OnDemand changes that again for the
broad range of communications and
quality assurance technologies that con-
tact centers rely on. Companies can now
make changes to their own technology-
driven contact center business rules
across all technologies in real-time in
response to changing business condi-
tions. Telephony@Work’s multichannel
contact center technology, which is
embedded in Contact OnDemand,
leverages the same needs-analysis ques-
tions that define a professional services
engagement for contact center technolo-
gy customization; but it actually allows
individual company managers to define
or redefine their answers via browser
menus in real-time and at no cost. This
real-time adaptability helps managers
maximize productivity in the contact
center and effectively address changing
business conditions. Now, with the
combined CRM OnDemand and

Contact OnDemand product, the life-
cycle problem of decreasing efficiency
disappears because companies can make
changes to their technology-driven busi-
ness processes on demand.

While the ability to manually input
business process changes in real-time has
obvious benefits today, we believe this
capability has even greater — potential-
ly landscape-changing — benefits from
the perspective of analytics. We believe
that the science of analytics must ulti-
mately extend beyond merely analyzing
historical data and suggesting proactive
changes to business logic. While proac-
tive insight obviously has tremendous
value, many operational bottlenecks
might not be foreseeable by human or
machine — and these unpredictable
bottlenecks inevitably take their toll on
revenue production because they can’t
currently be addressed in real-time. By
linking analytics to contact center tech-
nology that can be modified in real-time
without IT intervention, analytics
engines will soon be capable of supple-
menting their commonly understood
role as advisor with the capability of
actually overseeing business processes as
a real-time “auto-pilot.” These industry-
specific auto-pilots will actually control
the technology and react to changing
circumstances directly by implementing
required business process changes to any
contact center technology, in real-time.
The speed and depth of analysis driving
such decisions, enriched by integration
with both the CRM and communica-
tions technologies, will enable us to
more accurately identify root causes of
business challenges. The emerging para-
digm of the “self-optimizing” contact
center promises to dramatically change
how contact center technologies are
implemented and managed.
Telephony@Work’s innovations in
“Dynamic Customer Satisfaction
Management” will also add another
important layer of value for automated
contact center optimization.

CIS: What is “dynamic customer 
satisfaction management”?

EB: Dynamic Customer Satisfaction
Management refers to the discipline of
implementing real-time business process
changes to contact center technologies
on an automated basis in response to
customer feedback and analytics data.
With our version 8 release, we’ve
focused on integrating Dynamic
Customer Satisfaction Management as a
pre-built part of our solution. Dynamic
Customer Satisfaction Management as
an approach begins by effectively
addressing the problem of how to accu-
rately measure customer satisfaction.
Traditional solutions don’t provide reli-
able data on customer satisfaction
because they rely on metrics such as
“how long you waited in queue” instead
of whether you were actually satisfied
with the overall quality of service you
received. Dynamic Customer
Satisfaction Management technology is
designed to solve that problem by actu-
ally asking customers how they were
treated. It measures customer satisfac-
tion directly with end-of-transaction
surveys which supplement traditional
service-level data analysis.

The key difference between this and
traditional surveying is that Dynamic
Customer Satisfaction Management
technology doesn’t just measure satisfac-
tion levels, it acts on them. For exam-
ple, customer satisfaction feedback is
leveraged by Telephony@Work’s
CallCenterAnywhere ACD to dynami-
cally adjust routing rules, enabling com-
panies to route their most important
customers to qualified agents that other
customers recommend. With Dynamic
Customer Satisfaction Management,
formerly good agents who are no longer

Analytics engines will soon
be capable of supplementing
their commonly understood

role as advisor with the capa-
bility of actually overseeing

business processes as a 
real-time “auto-pilot.”
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giving high quality service are identified
quickly and treated differently for rout-
ing purposes. Similarly, formerly
mediocre agents who have improved are
also identified and their statuses can be
automatically upgraded within the
ACD.

This end-of-transaction survey infor-
mation can also be leveraged to auto-
matically alert supervisors to “relation-
ship emergencies.” Supervisors can then
listen to buffered call recordings, call the
customer back with special offers, or
discipline the agent within minutes of
the offending behavior. Of course, as
part of this post-call survey, customers
can also choose to speak to a supervisor;
in which case, those callers can be trans-
ferred with skills-based routing disci-
pline to a dedicated workgroup that spe-
cializes in repairing damaged customer
relationships. Another key benefit: Since
call centers are typically shorthanded in
reviewing call recordings, now cus-
tomers themselves can actually flag calls
in need of review. This empowers con-
tact center managers to avoid analyzing
calls that customers have already indi-
cated went well.

CIS: Is this intended to replace tradi-
tional quality assurance approaches?

EB: Dynamic Customer Satisfaction
Management is a supplement to tradi-
tional quality assurance management,
not a replacement for it. It simply
offers companies another tool for
ensuring that their customer satisfac-
tion objectives are met. In fact, our
CallCenterAnywhere solution includes
“traditional” recording, monitoring
and coaching capabilities. These tools
help supervisors to ensure real-time
quality in every transaction, regardless
of whether their agents are in the
same building or across the world.
Supervisors can actually see what each
agent is doing and how long he or she
has been doing it. They can also identi-
fy agents who might be in trouble by
defining “out-of-norm” situations
which create alerts on the supervisor’s

desktop. Once an agent in need of help
has been identified, the supervisor can
decide to listen to the agent’s call and
“whisper coach” the agent if appropri-
ate. That means that the agent can hear
the supervisor but the customer can’t.
The supervisor can also coach the agent
silently with chat, or chose to join the
call. And, if the agent is behaving inap-
propriately, the supervisor can record
the call on-the-fly or simply take over
the agent’s call while locking the agent
out of the system. Scheduled recording
is also built in.

CIS: While the hosted services market
is growing quickly and is expected to
represent a third of the overall market
in the next few years, I think you’d
agree that most companies today will
still be comparing Siebel’s Contact
OnDemand solution to the traditional
premise-based contact center solu-
tions with which they’re more famil-
iar.  What differentiated value does
Siebel’s hosted Contact OnDemand
service offer to businesses as com-
pared to traditional premise-based
solutions?

MB: Siebel is really proud of the high
customer value that we deliver with
both our CRM OnDemand and our
Contact OnDemand solutions. Since
your question was about Contact
OnDemand, I’ll focus on those differen-
tiators and compare them to traditional
premise-based alternatives. 

One important driver for many com-
panies today is the elimination of up-
front capital expenses as well as the
avoidance of traditional integration,
development and testing costs.
Eliminating these obstacles makes it
possible for every company, regardless of
size, to deliver world-class customer
service to their customers. Cost matters.
Because Siebel has tremendous
economies of scale, we can drive down
technology costs for our customers. In a
recent study, Yankee Group estimated
that companies can save as much as 59
percent over three years by selecting a

hosted CRM solution with integrated
contact center capabilities. Add to that
the efficiency gains arising from real-
time adaptability to changing needs,
particularly from the perspective of
ongoing technology lifecycle renewal,
and the reasons for selecting Contact
OnDemand become even more com-
pelling.

Other hosted vendors claim to offer
hosted contact center and service prod-
ucts, but what they’re really offering is a
toolkit to build a contact center.  Most
customers I talk to don’t have the
resources or time to build computer-
telephony integration into their CRM
system. 

Another core differentiator is that
Contact OnDemand eliminates the tra-
ditional technology maintenance skills-
bar. You don’t need to hire specialized
staff to keep it running. Everything is
maintained in the network by Siebel.
Of course, eliminating the high cost of
maintaining traditional solutions is
another obvious benefit. Predictability
is another important benefit that our
customers point to. They obviously like
knowing exactly what their expenses
will be. They also love the fact that
they can completely eliminate tradi-
tional multivendor finger-pointing by
dealing with a single supplier that takes
comprehensive responsibility for the
provisioning, delivery and ongoing
maintenance of their entire solution.
Many of our customers tell us that the
elimination of risk is another key con-
sideration for them, since traditional
premise-based contact center deploy-
ments often fail to deliver on expecta-
tions. 

The elimination of technology obso-
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Since call centers are 
typically shorthanded in

reviewing call recordings,
now customers themselves

can actually flag calls 
in need of review.
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lescence risks is another benefit, since
our customers never have to buy any-
thing. 

Speed and ease of deployment is
another important benefit offered by
Contact OnDemand. We’ve taken the
hard infrastructure effort out of the
equation because everything is pre-
installed in our data centers and
designed for rapid roll-out. The elimina-
tion of traditional time-to-market barri-
ers allows our customers to nimbly
respond to new market opportunities
and support demands. The ability to
quickly and cost-effectively add capacity
to address unanticipated demand also
adds a lot of value by enabling our busi-
ness customers to effectively meet unex-
pected or seasonal shifts in capacity
requirements.

Siebel also offers our customers

another important benefit: the fact that
we really know contact centers and have
world-class expertise in customer satis-
faction delivery. Our business customers
can leverage our advice on best practices
on an ongoing basis and maximize the
value of the technology we deliver.

All of these factors helped Siebel win
Gartner’s award for Best Execution of a
Midmarket IT Solution by attendees at
this year’s Gartner Enterprise Summit.
Contact OnDemand was a key differen-
tiator in the award selection process.
The fact that this recognition was
awarded by the attendees of the Midsize
Enterprise Summit speaks to the fact
that business customers are recognizing
the value of our differentiated value
proposition.

CIS: What can Contact OnDemand do

for the 3.7 million seats that currently
rely on Siebel’s premise-based CRM
solutions?
MB: With the launch of Siebel CRM
OnDemand Release 9 in September, we
now give Siebel on premise users the
ability to use our hosted contact center
infrastructure for instant CTI. This
eliminates the need for on premise com-
puter-telephony middleware or capital
infrastructure like ACD switches. This
is perfect for customers needing to
extend their Siebel deployment to
remote offices, new divisions or even
work-at-home agents. Regardless of size,
we have a solution that meets the cus-
tomer’s business needs. CIS

If you are interested in purchasing reprints of this arti-
cle (in either print or PDF format), please visit Reprint
Management Services online at 
http://www.reprintbuyer.com or contact a representa-
tive via e-mail at tmcnet@ reprintbuyer.com or by
phone at 800-290-5460.
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Humans, despite all the visual and
auditory cues we get from looking at a
speaker, still have a word error rate of
about three to five percent, which
means that the task can be monumental
for an un-seeing, un-hearing, un-think-
ing computer to understand speech.
IBM, after 35 years of work and some
250 patents contributed by really smart
people at IBM Research, concluded that
a computer should be capable of recog-
nizing human speech, and we are highly
successful at it, to the point where we
are deploying speech in cars, handheld
devices and in the contact center. But
will the pervasiveness of speech cause a
revolution in the IT industry, or will it
drive the evolution of IT and contact
centers in terms of improving their abil-
ity to retain customers, bring down
costs and create new streams of revenue?
Will speech revolutionize the way we
humans interact with computers?

The course that speech is taking in our
world is a gradual, evolutionary process of
change into a different, more complex
and better form. Speech recognition start-
ed off as its own separate and unique pil-
lar. People first used it to dictate (as long
as they used the proper pauses between
words). The technology then evolved to
allow natural speech (no pauses required).

Natural speech improved some lives
and businesses. You can speak faster

than you can type, but most people
were not willing to put the time and
effort into training and maintaining the
system. Then we started putting speech
into things, rather than desktop com-
puters, and we started making peoples’
lives even better. The more places we
put speech and find it is an advantage,
the more the “silos” break down and
speech becomes pervasive, as well as eas-
ier to design, deploy and use.  

Making Sense Of Your Options
Speech applications can be broken

down into two general areas. Many com-
panies demand directed dialog applica-
tions in industries such as financial serv-
ices and banking, where customers want
to obtain their bank balance, locate a
nearby ATM or transfer funds. The
financial sector has always been the
leader in the use of speech technologies.
Other industries with strong demand for
these kinds of inquiry/transaction inter-
actions include insurance, telecommuni-
cations, utilities, government, travel and
consumer packaged goods.

The second most common applica-
tion in the market now is intelligent call
routing using natural language under-

standing. Rather than listening to a
litany of possible menu routes, the caller
hears “How may I help you?” and the
response utterance is evaluated by the
system based on the possible set of
allowable actions, and the call is routed
appropriately. This kind of application
cuts down on the amount of different
phone numbers required for different
functions, and leads to greater customer
retention and satisfaction, as callers are
directed to the right place immediately.
A call routing application may, for
example, connect you to a loan special-
ist or send you to a directed dialog sys-
tem to obtain your loan balance.

Speech verification is in its very early
adoption phase. Lots of businesses, par-
ticularly in the financial services sector,
are trying it out. It has huge potential to
reduce fraud and identity theft. But
there is still very little in the way of gov-
ernment regulation to dictate when
speech verification is legal proof of
action, such as when the government
declared that a facsimile is a legal copy.
There are many flavors of speech verifi-
cation out there, and the applications
and user interfaces are still being refined.

Continuing The Evolution Of
Speech And Your Business

We are just now beginning to see how
natural language self-service can create

Speech Technology – Evolution Or Revolution? 

IBM is no stranger to revolutions — we invented the PC. The PC caused a revolution in the business
world. It dramatically changed the processes that businesses used to create value in the marketplace. Does
speech technology have this same ability?

Speech Technology: What’s
The Word Of Tomorrow?

By Brian Garr
IBM Software Group
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quality benefits for companies across all
industries. These applications are pleas-
ant to interact with, and they enhance
the customer experience while creating
an on-demand environment for cus-
tomer service. Their value will expand as
we develop new tools to reduce the
time-to-market for advanced natural
language applications.  

We have seen also great advances in
the past five years in the quality of text-
to-speech (TTS), and we will continue
to see that technology become more
natural and easy to listen to, which will
inevitably lead to more applications that
use text-to-speech rather than recorded
prompts. Finally, one area that is virtu-
ally untapped is speaker-independent
transcription over the phone, which
would allow business people to dictate
e-mail messages or add notes to their
customer databases using the phone. In
fact, we have a project in IBM Research
which is working to make this a reality
in the next five years.

The Value Of A Service-Oriented
Architecture In The Contact Center

Let’s start with a generally accepted
truth; businesses want to be “on-demand
businesses.” They want to be able to
respond to new threats and opportunities
quickly. They want to be able to integrate
end-to-end solutions that leverage all the
pieces of their infrastructure to reduce the
costs of transactions. And they want to
integrate across industry value nets, with
their partners, suppliers and customers.

A service-oriented architecture (SOA)
is the key to achieving “on-demand”
results. SOAs provide companies with
the flexibility to treat elements of busi-
ness processes and the underlying IT
infrastructure as secure, standardized
components (services) that can be rapidly
reused and combined to address chang-
ing business priorities. These services are
used to help get the right information to
the right people at the right time.

The contact center needs to be one of
the doorways to the SOA. The financial

services sector is today leading the way
in developing SOAs. The keys to retain-
ing customers, reducing costs and creat-
ing new cross-sell opportunities and
new revenue streams reside in the ability
of the contact center to quickly make
self-service available through multiple
channels. In a hypothetical banking
case, an SOA at Bank XYZ might have
the following standardized components
that one can call upon as needed:  

• Customer authentication;
• Account balance;
• Loan application;
• Risk management;
• Credit check;
• Credit processing; and
• Loan fulfillment.
All of these services can stand on their

own, but when they are easily accessible
through open standards they become pow-
erful tools for meeting contact center goals.  

Speech technology is transforming the
contact center from a “siloed” cost center
to an integral part of a company’s busi-
ness strategy.  Not only have open stan-
dards made the contact center one of the
doorways to the implementation of on-
demand services, but these open stan-

dards have enabled horizontal integra-
tion of the contact center into the main-
stream IT infrastructure. Capabilities
such as verification take interacting via
speech to a whole new plane, doing for
the telephone what fingerprint technolo-
gy has done for laptops, thereby opening
up the universe of speech transactions
even further. With these advances in
conversational self-service, contact cen-
ters can transform into profit centers as
they become a place to satisfy, retain and
upsell current customers, as well as a
place to service new customers.

In order for contact centers to grab
the attention of the CEO and become
more than an expense center, they need
to embrace open standards and the cre-
ation of reusable business components.
IBM is working with customers at all lev-
els of SOA adoption, starting with Web
services, contact center transformation,
enterprisewide IT transformation and on-
demand business transformation. SOAs
don’t just happen — they require plan-
ning and skill to build, deploy and use in
a managed and secure environment. SOAs
require a strong middleware presence. The
contact center takes advantage of that
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middleware presence to create profits,
boost customer retention and lower costs.

Open Standards Create A Climate
For Choice In The Contact Center

Across virtually all industries, compa-
nies with contact centers are transform-
ing their customer service operations to
reduce costs, increase customer satisfac-
tion, grow revenue and attain competi-
tive advantage. Fundamental to this
transformation is the creation, adoption
and promulgation of open standards.

We have seen this transformation
occur repeatedly in technology cycles.
Without open standards, the World
Wide Web would be a hodgepodge of
markup languages, all requiring a
unique browser with unique extensions
and capabilities. But because of open
standards, the Web has flourished.
Businesses people can choose from
about four or five popular browsers, and
be quite certain that most of the Web
sites they visit will work just fine. The
results are that companies can use the
Web as a channel for sales and customer
self-service at a dramatically reduced
price to what it cost in the late 1990s.

That same phenomenon is occurring
now in contact centers. The legacy para-
digm is that everything runs on the IVR
platform. The business logic is written in
some proprietary language that is unique
to each vendor’s IVR.  Redundancy and
failover is difficult and expensive since
everything runs on the same machine.
Moving to a new IVR platform means a
total rewrite of the applications in a new
and proprietary language.

Speech entered the picture through
proprietary APIs that were different for
each IVR vendor, so the availability of
choice in speech vendors was condition-
al on the cooperation between the
speech vendor and the IVR vendor.

Today we have made a complete shift
because of open standards. With the
advent and acceptance of VoiceXML,
the IVR primarily takes on the job of
answering the phone and passing off the
calls to an application server that sends
a VoiceXML page to the IVR’s voice

browser, where it gets rendered. What
this means is the business logic is sepa-
rated from the IVR function of answer-
ing and transferring phone calls, so  we
can now monitor and launch Web
applications and speech applications
from the same application server. What
once used to be two silos of technology
is now one horizontal, integrated infra-
structure. But VoiceXML is just one of
the open standards that provides the
customer with portability. SRGS and
Speech Synthesis Markup Language are
standards for grammar formats and text-
to-speech tags which make not only the
applications portable, but the associated
grammars as well. VoiceXML was first
submitted to the W3C on May 22,
2000, and the adoption rates have esca-
lated rapidly.    

According to the VoiceXML (define -
news - alert) Forum
(http://www.voicexml.org/faqs.html),
there are thousands of VoiceXML appli-
cations running on platforms from near-
ly 100 different vendors. Not only has
the standard taken off, but it has
spawned a whole new category of tools
from vendors who specialize in applica-
tion builders that generate VoiceXML.

Now that we have a well adopted
open standard that can let our applica-
tions be portable and allow us choice in
the IVR vendor, how do we get choice
in our speech vendor? The answer lies in
a new Internet Engineering Task Force
(IETF) standard called the Media
Resource Control Protocol (MRCP).
While the MRCP spec is only two years
old, already all three of the major speech
vendors claim support for it.

With MRCP, the proprietary connec-
tors between the IVR and the speech
vendor are gone. Open standards once
again create a climate for choice.

Call Control eXtensible Markup
Language (CCXML) is a new proposed
standard before the W3C that will stan-
dardize the call control functions of an
IVR, such as “answer a call,” “hang up,”
or “transfer a call.”

As we adopt more open standards in
the contact center space, the proprietary
nature of IVRs will disappear and prices

will go down. The contact center
becomes horizontally integrated with
the rest of the IT shop, and economies
of size take shape and drive down the
total cost of customer care while
improving the customer experience.
There are still a lot of legacy, proprietary
IVR systems out there, left over from
the Y2K buying binge, but as businesses
see the need to improve customer care
and create new channels of revenue,
they will see the business justification
for moving to open standards-based sys-
tems that provide reduced cost per
touch, portability and protection of
their investment, and a merged relation-
ship with their other channels of contact
center customer communications.

Challenges Moving Forward
The biggest challenge moving for-

ward is the one thing over which we
have no control: time. It will take time
for the call center to converge with the
contact center. It will take time for the
development of new methodologies to
drastically reduce the cost of imple-
menting speech self-service applica-
tions. It will take time for companies to
become on-demand with service-orient-
ed architectures. We have already seen
some consolidation in this industry, and
you can be sure there is more to come.
The investment required in research
and development for speech is very
high, and the real challenge is about
who has the staying power to get past
the “curve of enlightenment” to mass
adaptation. CIS

Brian Garr is Program Director and
Segment Manager for Contact Center
Solutions in the Software Group of IBM.
(quote - news - alert) He has been with
IBM for six years, and is an evangelist and
speaker on machine translation, text-to-
speech and speech recognition.
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Microsoft Acquires Assets From Unveil
Microsoft Corp. (news - alert) has announced it has acquired certain intellectual

property assets from Unveil Technologies Inc., (news - alert) a developer of enterprise
call center technology and the Unveil Conversation Suite.

With the acquisition, Microsoft intends to incorporate the Adaptive Learning and
Conversation Assist components of the Unveil Conversation Suite into future versions of
Microsoft Speech Server, supporting the company’s stated commitment to “deliver the
most flexible and integrated speech platform at the lowest total cost of ownership.”

“Unveil’s technology is a natural fit with Speech Server because it is in line with our
vision of making speech applications affordable and easy to develop and maintain,” said
Rich Bray, general manager of the Speech Server group at Microsoft. “By supplement-
ing our toolset with Conversation Suite technologies, even a non-technical call center
manager can prototype and develop robust speech applications.”

Microsoft has stated that, when integrated into the Speech Server platform, Unveil’s
learn-by-example and agent assist technologies will make it easier, faster and less
expensive for customers to develop and optimize speech applications. As part of the
acquisition, Microsoft will hire certain key Unveil development employees. Unveil’s exist-
ing customers will have the opportunity to participate in future programs that include
the acquired technology.
http://www.microsoft.com
http://www.unveil.com

Definition Du Jour

CSS
CSS (Cascading Style Sheets)
is a language for the speech
rendering of documents (com-
monly used by vision impaired
persons or those with limited
reading abilities). CSS defines
“aural properties” by helping
the system to “speak” text in a
natural way, with pauses and
proper emphasis and inflec-
tion, rather than just speak
words and characters in a
monotonous and artificial-
sounding manner.

”

“Speech is

power: speech 

is to persuade, 

to convert, to

compel. It is to

bring another 

out of his bad

sense into your

good sense.”

— Ralph Waldo Emerson (1803–1882),
American essayist, poet, philosopher.

From “Social Aims,” Letters and 
Social Aims (1876).

“
Genesys And IBM Partner For Speech

Genesys Telecommunications Laboratories, Inc., (news - alert) an Alcatel compa-
ny, and IBM (quote - news - alert) recently announced a new technology and reseller
agreement in which the Genesys Voice Platform (GVP) technology offering has expand-
ed to include the addition of IBM WebSphere Voice Server (WVS) speech solutions.
With the addition of IBM WVS, customers and managed service providers now have
more product options and can fully leverage the industry expertise of Genesys and IBM,
according to the companies.

The IBM WebSphere Voice Server functionality provides automated speech recogni-
tion (ASR) and text-to-speech (TTS) resources that enable speech-based interaction.
IBM WVS is now available with GVP: Network Edition (GVP: NE) and GVP: Enterprise
Edition (GVP: EE). GVP: NE is a carrier grade, IP-enabled software-only solution that
offers standards-based development, flexible deployment options, simplified integration
and improved time to market for voice applications. GVP: EE for the enterprise is an IP-
enabled, software-only solution that runs on off-the-shelf hardware.

The joint IBM and Genesys technology can help eliminate contact center “silos” to
improve flexibility and efficiency within contact center operations. Companies can leverage
their existing infrastructure and gain the flexibility needed to enhance their service levels,
as Genesys solutions are designed to adapt to contact center growth needs over time.

“The Genesys Voice Platform is a complete voice processing solution that supports
advanced network routing, self-service and intelligent queuing,” said Genesys chief
technology officer Elliot Danziger. “This global agreement between Genesys and IBM
brings self and assisted-speech service to companies, offering a lower total cost of
ownership, improved customer service, improved operational efficiency and easy
deployment options.”
http://www.ibm.com
http://www.genesyslab.com
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TMC Labs
Innovation
Awards 2005:
Part II

The purpose of the TMC Labs
Innovation Awards is not simply to rec-
ognize good products, but rather to dis-
tinguish certain products that have
helped to carve out a new market niche
or start a trend. This award is also about
products that are a cut above their com-
petitors due to unique and innovative
features. This is our sixth annual install-
ment of the TMC Labs Innovation
Awards for Customer Inter@ction
Solutions.

This year, we noticed a trend of con-
verged solutions. For example, instead
of simply a traditional workforce man-
agement (WFM) solution, we discovered
that many WFM applications were built
to perform not only traditional schedul-
ing but also to integrate other types of
workflow into their scheduling. We saw
trouble ticket management software
integrated into the workflow, so agents
can be scheduled to perform trouble

ticket resolution in addition to answering
inbound calls. 

Another convergence trend we saw
was hosted contact center solutions that
blend CRM, VoIP/telephony and advanced
skills-based routing all in one unified
application. We had a few winners in this
genre because we feel this is very unique
and innovative and a trend we are likely
to see more of in the foreseeable future.

TMC Labs researched each of the
applications and eventually arrived at
our winners’ list, which consists of 27
unique and innovative companies. The
winners have been published in two
parts in order to accommodate our in-
depth write-ups of the winning solu-
tions. Part I was presented in the
October 2005 issue of this magazine.  

Tom Keating
Chief Technology Officer, TMC; 
Executive Technology Editor, TMC Labs

TMC Labs Innovation Award Winners (Part I) 
The following companies and products were presented with TMC Labs Innovation Awards in the October issue of
Customer Inter@ction Solutions:

COMPANY PRODUCT NAME

Aspect Communications Corp. (now Aspect Software) Aspect eWorkforce Management v6.3 

AT&T AT&T BusinessDirect eBill

AttachmateWRQ Verastream

Citrix Online Citrix GoToMeeting Corporate 2.0

Concerto Software, Inc. (now Aspect Software) Concerto EnsemblePro

Contactual Contactual OnDemand Contact Center

CustomerSat, Inc. CustomerSat Enterprise

Five9, Inc. Virtual Contact Center

IEX Corporation, a Tekelec company TotalView Workforce Management System

Interwise ECP Connect

KANA Resolution

Knova Knova SRM Suite

Microsoft Corp. Microsoft Speech Server 2004 R2
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ESPRE Solutions, Inc.
eViewLink
http://www.espresolutions.com

Everybody loves video. It’s used for
everything from TV and movies to sur-
veillance to capturing home videos of
important events. Video conferencing is
another video application that has made
some inroads in the business arena,
especially in conference rooms.
However, video conferencing systems
installed in conference rooms are not the
only application for live video conferenc-
ing. 

ESPRE Solutions’ (news - alert)
eViewLink is one of the most interesting
and innovative video applications we’ve
come across. Targeting the enterprise,
government, ISPs, carriers, service
providers and Fortune 1000 companies,
eViewLink is designed to enable real-
time wireless video collaboration
between an expert in the office and per-
sonnel in the field. Essentially,
eViewLink integrates a wearable, wire-
less video camera and tele-presence
package to allow real-time video and
audio to be sent across any public/pri-
vate IP network. It provides a solution
for receiving video from a mobile device
while maintaining two-way audio com-
munications.

ESPRE Solutions uses its own propri-
etary codec and its own JAVA player and
encoder technology to ensure maximum
video compression with super video
quality. ESPRE Solutions told us,
“eViewLink is the first technology to hit
the marketplace that delivers ‘live’ TV-
quality video from a wireless PDA
device. Using a wireless laptop at one
end and a wireless PDA at a remote site,
a distant expert can visually communi-
cate ‘real-time’ with personnel in the
field. This breakthrough in technology
crosses into many industries; i.e., police,
fire, emergency medical and first
responder applications, to name a few.”

The eViewLink solution enables a
whole new genre — mobile video con-
ferencing. The company’s solution
enables people to collaborate while ben-
efiting from a mobile, hands-free, first-

person perspective using a
handheld/PDA device. The eViewLink
product is engineered with ESPRE
Solutions’ unique video compression
technology that delivers high-quality
video. The company claims that there is
no comparable video capture and
streaming product engineered into a
PDA-style device.

The solution can also record and
replay sessions. Also, specific images
can be selected and printed or e-mailed
for review. Sessions may be recorded
locally and then transmitted later over a
high-speed Internet connection. As proof
of concept, ESPRE Solutions told us that
pilot programs are underway in Iraq to
rebuild and maintain 40 electric power
substations. They told us, “For security
reasons, the engineering experts are
reluctant to travel to these substations in
order to do routine maintenance and
installation, so the engineers manage the
project remotely. Using a wireless laptop
at one end and a wireless PDA at the
remote site, a distant expert can direct
the work being done at the remote site.
The expert can visually communicate in
real time with the lower-skilled local
labor at the substations.” ESPRE
Solutions demonstrates their video
codec on its Web site using various
movie clips and its Java player. TMC
Labs was quite impressed with the video
quality. Additionally, we found eViewLink
to be a very impressive usage of video
technology to enhance employee pro-
ductivity, and it certainly has a lot of
application potential.

Mitel 
Mitel 6100 Contact Center Solutions
http://www.mitel.com

Mitel (news - alert) 6100 Contact
Center Solutions suite is a comprehen-
sive call center platform that does fore-
casting, scheduling and reporting, as
well as integration with robust commu-
nications platforms and automatic call
distribution (ACD). It consists of a mod-
ular suite of Web-based call center appli-
cations. Because the Mitel 6100 Contact
Center Solutions suite of products is

modular, users have the flexibility to add
other capabilities as needed. Also, since
they are Web-based, they deploy rapidly
with no client software required.

Mitel 6110 Contact Center
Management (CCM) provides browser-
based capabilities for historical reporting
on all agents and queues, viewing the
historical events for a particular date, in
simulated real time, as well as real-time
monitoring of all contact center activities
for queues and agents. In addition, it can
forecast the number of agents required
to meet service-level goals based on his-
torical data and “what-if” scenarios. It
also features the unique ability to send
online messages/broadcasts to agents
and supervisors.

CCM tightly integrates with the rest of
the Mitel 6100 Contact Center Solutions
suite, including the Mitel 6115
Interactive Contact Center, which pro-
vides supervisors with browser-based
tools to dynamically control the availabil-
ity of individual agents and queues,
schedule queues to open or close auto-
matically based on business hours,
enable “do-not-disturb” functionality on
specific queues, diverting callers to
alternate answering points, and more.

The Mitel 6120 Contact Center
Scheduling integrates with CCM’s fore-
casting capabilities to enable supervi-
sors to automatically schedule agents to
meet forecasted activity levels on a shift,
daily, weekly and monthly basis. It can
also efficiently schedule agents by
assigning tasks to them based on skill
set. It also provides innovative budget-
ing capabilities that allow users to
schedule within budget by viewing
reports (generated automatically) on the
financial impact of each schedule. Since
companies can store each employee’s
payroll rate, they can view the impact of
scheduling more senior, experienced
(and thus, more expensive) agents. Call
centers can also adjust schedules on the
fly based on changing conditions such
as sick times or unexpected call volume.

Another part of the suite is the Mitel
6125 Real-Time Schedule Adherence
component, which is an add-on applica-
tion to the 6120 Contact Center
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Scheduling. This add-on lets companies
build adherence parameters and create
daily schedules for the contact center by
assigning shifts, breaks, lunches and
jobs to each agent in the call center with
the 6120 Contact Center Scheduling.

One really interesting module is Mitel
6150 Multimedia Contact Center, which
integrates with Microsoft Exchange and
Microsoft Office 2000 to provide auto-
mated routing of e-mail/Web chats and
faxes to the longest idle agent, real-time
monitoring of all multimedia agents and
queues, historical reporting of all media
types, and agent forecasting for all
media types

Mitel claims to be one of the first
comprehensive contact center solutions
to support the Microsoft .NET frame-
work. Using .NET architecture simplifies
the applications’ integration process and
allows developers to create truly distrib-
uted, object-based applications in a
timely manner.

NetSuite
NetSuite
http://www.netsuite.com

NetSuite (news - alert) is an extremely
comprehensive hosted/on-demand CRM
system that not only does customer
relationship management but also order
management and fulfillment, inventory
management, e-commerce and Web site
management and employee productivity.
It also provides integrated accounting
capabilities. NetSuite is delivered as an
on-demand service, so there is no hard-
ware needed. NetSuite’s patent-pending
“real-time dashboard” technology offers
an easy-to-use view into role-specific
business information that is always up
to date. NetSuite products include
NetSuite, NetSuite CRM, NetSuite CRM+
and NetSuite Small Business.

Some of the CRM features include
sales force automation, territory tracking
and assignment, lead routing, opportuni-
ty management, commissions, competi-
tor tracking, quote generation, sales
order entry, forecast and quota manage-
ment, marketing automation and e-mail
campaign management. NetSuite claims

to be the first business application with
built-in, customizable dashboard views
based on user roles. The role-specific
dashboard includes a new capability that
allows information “portlets” to be
dragged and dropped anywhere on the
user dashboard. The company also
claims to be the only mid-market prod-
uct with commission management and
payment. NetSuite is also unique in that
it offers advanced features for product
distributors including serialized invento-
ry; pick, pack and ship; matrix items;
units of measure; bar coding; and quan-
tity pricing. Also unique to the platform
is UPS integration. They told us that
NetSuite, Inc. was the first software
company to receive the entire UPS ship-
ping API, allowing the product to handle
shipping in a more integrated fashion
than other business applications.

NetSuite is a unique ERP/CRM solu-
tion in that it has fully integrated e-com-
merce features, including the ability to
generate a database-driven Web site
automatically. It can also host Web
pages and can draw on inventory data,
pricing data and other information held
in the application. The product also has
integrated complex recurring billing
functionality usually found only in high-
er-end solutions.

While NetSuite can be used as a sin-
gle solution to run an entire business, it
is also an open system that seamlessly
integrates with legacy and third-party
industry solutions via SOAP standard-
based Web services. NetSuite claims to
be the only SMB solution that provides
robust e-commerce capability, while
competing solutions require third-party
solutions. NetSuite truly is one of the
most innovative and comprehensive
solutions within the hosted on-demand
contact center solutions market.

Nexidia
Nexidia Enterprise Speech
Intelligence 5.0
http://www.nexidia.com

What if you could search the audio
within your call center’s recorded calls?
Imagine the potential to pinpoint com-

mon customer issues within your thou-
sands of hours of recorded customer
calls. Nexidia (news - alert) Enterprise
Speech Intelligence 5.0 is a solution that
allows just that, with its phonetic audio
mining and speech analytics software.
The Nexidia server ingests audio files to
create a proprietary .PAT file (phonetic
audio track), thus marking the audio
files so they are rendered phonetically
searchable. Search terms and complex
queries are created and applied against
these .PAT files. The results of these
searches and queries are then compiled
and generated into dashboards, charts,
trending and analysis reports. Using
Nexidia Replay, companies can play back
and further search these audio files,
allowing the enterprise to drill into the
intelligence contained in the actual voice
of the customer. 

According to Nexidia, “Traditional
audio mining has been done using
speech-to-text methods where the audio
is first transcribed to text and then
scanned for requested search terms.
Our technology takes the idea of
audio/speech mining to a new level by
tapping into the actual sounds that are
made. In this way, we can search on
proper names, jargon and slang without
having to train a dictionary first.”

Speech analytics can be cost-prohibi-
tive because of the processing power
and the hardware costs required to ana-
lyze recorded conversations. Nexidia’s
phonetic search engine has optimized its
algorithms to reduce the necessary
hardware, and the company claims its
“index” rates are faster than the other
solutions on the market by orders of
magnitude. Nexidia’s index rate is meas-
ured in the order of 50x real-time per
CPU (or higher) compared to the 1x to
4x performance offered by other solu-
tions. To put this in terms of hardware
costs, an organization recording 2,000
hours per day would need only a single
server with the Nexidia solution, where-
as competitors would need 10 to 40 of
those servers to perform the same
tasks.

The phonetic search engine achieves
this superb performance by searching
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on the sounds within human speech
(phonemes, of which there are only
about 40 in the English language). By
searching on sounds, the system is also
entirely independent of any dictionary —
another issue that plagues alternative
approaches. Additional unique features
of Nexidia Enterprise Speech Intelligence
5.0 are language identification, speaker
speech separation and silence detection. 

Nortel
Web-Centric Self Service
http://www.nortel.com

Nortel (quote - news - alert) Web-
Centric Self Service makes it easy to cre-
ate self-service applications leveraging
industry standards. Companies can cre-
ate multitiered, Web-based voice pro-
cessing applications, including natural
language applications, using standards-
based markup languages like VoiceXML
and CCXML. The solution allows the
core application logic to reside separate-
ly from branding, service and opera-
tional elements. Nortel Web-Centric Self
Service leverages standards-based
development and management tools,
open interfaces to popular Web develop-
ment tools and open interworking with
standard servers and desktop platforms.

One of the most powerful and unique
features of the solution is the built-in
debugger. Nortel’s Web-Centric Voice
Application Development Suite (WVADS)
allows for a developer to “see” the voice
application as it’s running in the inter-
preter. WVADS provides powerful
debugging tools for viewing variables
and interacting with the speech recogni-
tion results. Nortel WVADS’ debugging
capabilities are innovative because they
allow for full visibility of an application.
The only simulated part of the debug-
ging is the telephony interface, head-
phones and a microphone, which are
used for voice input and output.
Developers have the ability to hear the
application and view the code as it’s
interpreted. As lines are executed, stan-
dard debugging capabilities are available
— view variables, set breakpoint and
control flow by stepping through the

code. Now an application can be devel-
oped completely and quickly, reducing
development time and lowering costs.

Another innovative aspect of the
solution is that there is no runtime com-
ponent required for applications that are
developed with WVADS. This lowers the
entry-level requirements for applications
and provides cost savings because no
runtime licenses are needed. Nortel has
chosen to use CCXML instead of devel-
oping a proprietary language for call
control.

RightNow Technologies
RightNow Voice 
http://www.rightnow.com

Help desks have built comprehensive
knowledge bases containing many of the
answers to customers’ questions, but it
still requires the time and labor costs of
an agent to search the knowledge base
and provide the answers to the cus-
tomer. RightNow (news - alert) Voice
transforms voice into a very powerful
self-service channel utilizing speech
recognition technology. Unlike conven-
tional systems that force customers to
navigate menus with their keypads and
offer only a narrow range of information,
RightNow Voice uses a combination of
IVR, speech recognition and speech syn-
thesis to allow customers to access all
the information in an organization’s
RightNow knowledge base. Furthermore,
RightNow Voice leverages the same
information customers would receive on
the Web or from a live service represen-
tative. There are currently eight func-
tional modules available within the
RightNow Voice suite: knowledge base
access, incident management, location
finder, order status, repair tracking,
refund status, password reset and cus-
tomer surveys.

RightNow Voice is the native voice
automation component of a full CRM
suite. This results in unified manage-
ment of the automated voice channels
with all other communication channels
(i.e., phone, e-mail, Web, chat) and
common workflow, data management
and integration capabilities across all

CRM functions. This allows for use of a
common knowledge base and common-
ality of access to order status and other
databases.

Using this speech recognition solu-
tion, call centers can provide an effec-
tive, easy-to-use, round-the-clock self-
service channel to customers, signifi-
cantly reduce the number of phone calls
that live agents must handle personally,
and free those agents to handle inci-
dents that truly warrant personal atten-
tion.

salesforce.com, inc.
Multiforce
http://www.salesforce.com

salesforce.com (news - alert) was one
of the early pioneers of the hosted CRM
“software-as-a-service” model. sales-
force.com’s cost-effective, online CRM
solution now includes the first on-
demand operating system — Multiforce
— which allows users to switch on-the-
fly between multiple on-demand applica-
tions. At the core of the Summer ‘05
release, Multiforce allows Salesforce
subscribers to multitask between multi-
ple on-demand applications all running
in the same salesforce.com environ-
ment, with a single click.

Companies using Multiforce gain the
benefits of having the same data model,
security system and user interface for
any on-demand application for their
enterprise. With Multiforce, on-demand
applications built by the organizations
themselves or partners using the Sforce
and the Customforce can be bound
together into a single platform accessi-
ble to the entire enterprise.

Customers are now able to access and
switch easily between Salesforce,
Supportforce and any other on-demand
application written for the company’s
platform. Eliminating the data silos that
impede a company’s success, Multiforce
allows companies to securely manage
and share all of their company’s vital
data throughout the organization. For
instance, administrators can determine
which users have access to which appli-
cations on the Multiforce menu, thereby
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controlling what information is accessi-
ble to individual users. Multiforce also
addresses the deployment issues that
have traditionally plagued enterprise
application efforts.

According to salesforce.com,
“Multiforce provides the first platform
for companies to expand the benefits of
on-demand computing throughout their
enterprises. With Multiforce, organiza-
tions gain the ability to easily extend
salesforce.com’s family of products from
sales, marketing and support groups to
entirely new teams in HR or product
development. Additionally,
salesforce.com is partnering with leading
independent software vendors and
enabling these third-party solutions to
be easily integrated with the
salesforce.com service so that organiza-
tions can manage all their on-demand
applications in a single environment.”

Multiforce extends salesforce.com’s
solutions to beyond just the customer
service department to the engineering,
accounting, human resources and proj-
ect teams, allowing companies to share
relevant information across the organiza-
tion to improve business processes.

Sendia Corporation
WorkSpace CRM (formerly Wireless
SFA) for salesforce.com 
http://www.sendia.com

WorkSpace CRM 3.0 extends sales-
force.com CRM to wireless handheld
devices such as RIM’s BlackBerry,
palmOne’s Treo or Mobile Windows
2003 devices in a secure, easy-to-use,
reliable handheld solution. WorkSpace
CRM is highly customizable, can be
deployed over-the-air and can be central-
ly managed from any Web-enabled com-
puter by either the end user or an
administrator through Sendia’s (news -
alert)WorkSpace Console. WorkSpace
CRM integrates seamlessly with sales-
force.com’s CRM, Customforce and
Multiforce.

By wirelessly extending a company’s
contact database, WorkSpace CRM
improves the productivity, efficiency and
sales effectiveness of sales organizations

by providing critical data. It lets sales
teams increase their time and productivi-
ty in the field. According to Sendia, “Our
solution results in better information
flowing in near real-time in both direc-
tions, improving closing rates and man-
agement efficiency and reducing sales
downtime.”

A key feature of WorkSpace CRM is
that there is no waiting; the solution
instantly logs users in. It is also net-
work-independent and will work in or
out of wireless coverage using a cached
copy of thousands of records from your
database as well as synchronization
when users are back in a wireless cover-
age area. All communication is done in
the background and over-the-air, so
there is no need to cradle the device to
“synch up.”

Many competing solutions use brows-
er-based Web technology to make CRM
data accessible. But because these appli-
cations require a wireless connection to
function, when the connection is tem-
porarily lost, the user must start all over,
resulting in a poor user experience and a
solution that is unusable in many situa-
tions. The Sendia solution is unique in
that it does not require an “always on”
connection.

Another innovative aspect of this solu-
tion is the management console that lets
administrators deploy new users, moni-
tor connectivity, upgrade software and
shut down lost or stolen devices entirely
over the air, quickly and from any Web-
based computer.

Sendia claims many “firsts” — the
first wireless vendor to break the user
dependence on a wireless network, the
first local SQL database on a mobile
device, the first CRM product for
palmOne’s Treo, and many others. The
company is also the first wireless solu-
tion designed for salesforce.com that
provides full support for custom objects
created using salesforce.com’s
Customforce application on the
Multiforce platform. Customforce
enables the development of custom
third-party and customer applications
into Salesforce. Because Sendia sup-
ports Customforce, data and functionali-

ty from these integrated third-party and
customer-created applications (such as
expense and inventory tracking), can be
accessed through Sendia’s WorkSpace
CRM. Therefore, any salesforce.com
customer who uses Sendia can create
and deploy a third-party application or
customer-added business processes via
seamless point-and-click capability, and
no software programming is needed.

SER Solutions, Inc.
CPS Enterprise Edition (CPS E²)
http://www.ser.com

SER’s (news - alert) CPS E² is a con-
tact center solution that combines the
power of a patented predictive dialing
platform with real-time call record man-
agement and call blending. The primary
feature that sets CPS E² apart is its real-
time portfolio management capability. It
provides holistic real-time management
of call records, campaign strategies,
agent profiles, work sessions and agent
workflow. In addition, the platform arms
each agent and supervisor with cam-
paign-specific information such as who
to call, when to call and the best agent
for the call, and it improves the outcome
of every customer interaction while min-
imizing agent idle time throughout the
workday.

CPS E²’s dynamic record management
eliminates the need to create calling
lists. Instead, campaigns are configured
to automatically select calling records
from any portfolio of records based on
defined business strategies (database
queries). Record selection for a cam-
paign can be based on virtually any cri-
teria and can be changed, on the fly, to
create new contact strategies. SER told
us, “CPS E² is the first enterprise solu-
tion to radically shift the contact center
away from a linear, list-driven approach
to a fully integrated customer-centric
business process.” They added, “It turns
manual list segmentation processes into
a well-orchestrated system that fosters
flexibility, campaign control and cus-
tomer record optimization. Offerings
from competitors are based on static list
management.”
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It’s worth noting that CPS E² offers an
open API so that contact centers can
easily take advantage of SER’s patented
SmartPace VI dialing algorithm with
other switches such as Aspect, Avaya,
Cisco, Genesys, Nortel and Siemens. It
is also worth noting that CPS E² has
excellent campaign recycling capabili-
ties. Specifically, CPS E² allows a contact
center to run multiple passes against a
portfolio of records at various times of
the day, enabling it to retry records that
previously resulted in busy signals,
answering machines and ring-no-
answers. CPS E² also supports state and
federal do-not-call legislation by ensur-
ing numbers on the do-not-call list are
not contacted.

But the true power of CPS E² is its
ability to dynamically create campaigns
and alter them on the fly to meet current
needs. For example, you can simply
query the centralized database to select
all records with consumer debt >90 days
outstanding and provide a mix of
records so that agents receive 25 per-
cent of the records with debt < $5,000,
25 percent of the records with debt
between $5,000 and $15,000 and 50
percent of the records with debt over
$15,000. In a “just-in-time fashion,” call
records matching the current business
strategy are extracted from the database
to be called and agents are immediately
assigned to this new business strategy.

Telephony@Work, Inc.
CallCenterAnywhere
http://www.telephonyatwork.com

(news - alert) The best way to describe
CallCenterAnywhere is that it is a “com-
plete call center in a box” that provides
users with a “soup-to-nuts” solution that
covers just about any call center and
communications functionality you can
think of. For example, it includes all of
the following components: PBX, IP gate-
way, unified messaging, automatic call
distributors (ACD), chat and e-mail dis-
tributors, Web callback servers, VoIP
and Voice-over-Web (“click-to-talk”),
Web collaboration, e-mail analysis and
auto-response systems, IVR servers, call

recorders and loggers, voice mail, fax
and unified messaging servers, cam-
paign scripting systems, CTI gateways,
Web-based self-help systems, supervi-
sor monitoring and coaching systems,
and predictive/preview dialers. There is
so much built into this product, we were
hard-pressed to list just the most unique
and innovative features. Probably the
most innovative aspect is that
Telephony@Work has combined so
many disparate functions into one con-
verged system. 

CallCenterAnywhere is an adaptive,
multimedia IP contact center solution
with excellent multisite capabilities. It is
architected to handle outsourcers and
service agencies. The built-in IP-PBX
soft switch supports both SIP and H.323
and acts as a bridge between protocols
to render them interoperable. The ability
to add home-based agents, on-demand
and without additional infrastructure
costs, provides increased flexibility and
competitive advantages. It also supports
chat with content-analysis and suggest-
ed responses, Web collaboration and
form sharing, Web callback and voice-
over-Web.

The product includes a multichannel
ACD with weighted, skills-based routing
capabilities (unlimited skills, unlimited
number of workgroups…up to 100 vari-
ables can be taken into account in any
skills-based routing decision). The ACD
also takes into account customer priority
business rules to deliver consistent cus-
tomer treatment across all media chan-
nels with a universal queue.
CallCenterAnywhere’s universal queuing
is unique in that it enables complex
weighted skills-based-routing algorithms
to be created and modified on-demand
across all media channels from menu
selections; taking into account customer
needs, agent skill proficiencies and cus-
tomer-priority routing rules.

The product is completely browser-
based, including the agent interface,
with multimedia interaction controls/call
control/soft wallboard and browser-
based supervisor and administrator
interfaces. CTI screen pops are very
powerful and can even pop context-sen-

sitive text stored in the database and/or
context-sensitive HTML scripts. This
capability is integrated-by-design and
scripts can be associated with IVR selec-
tions, dialed telephone numbers, multi-
media transactions, ANI pattern match-
ing (area code, etc.) and a variety of
other events. Other interesting features
include whisper coaching, barge-in/take-
over, the ability for a supervisor to view
agents’ screens, call recording, call
blending, predictive and preview dialing,
browser-based reporting and more. We
should also mention that
CallCenterAnywhere can scale up to sup-
port thousands of users and cost-effec-
tively scale down for small to medium-
sized deployments. If you’re looking for
a solid “all-in-one” call center solution
with rapid deployment, then
Telephony@Work’s CallCenterAnywhere
certainly fits the bill.

TeleTech Holdings, Inc.
TeleTech On Demand
http://www.teletech.com

TeleTech (news - alert) is one of the
leaders in providing large-scale hosted
VoIP solutions for the call center market.
In fact, TeleTech transacted over 250
million VoIP minutes to CSR desktops in
2004. Work schedules for more than
16,000 CSRs in North America alone are
managed from TeleTech’s centralized
workforce management platform, and
over 75,000 customer interactions are
recorded each month to support
TeleTech’s quality management program.

TeleTech On Demand services provide
clients access to their technology infra-
structure on an as-needed basis. This
approach results in decreased capital
expenses and the availability of new
capabilities without investing in infra-
structure. Using TeleTech On Demand,
technology services can be deployed to
an infrastructure consistently across all
facilities.

On Demand components include
Intelligent Systems On Demand,
Performance Applications On Demand
and Dynamic Insights On Demand. The
Intelligent Systems On Demand suite
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features hosted information routing
services, which are a combination of
TeleTech’s ACD and networking function-
ality, IVR and hosted computer-telepho-
ny integration (CTI). The hosted CTI is
available in two packages: Voice CTI
supports intelligent data-driven routing
and screen pops, and Multimedia CTI
extends the reach of Voice CTI to include
e-mail, chat and other custom media
types.

Most call center operations in the past
were required to install an ACD in every
contact center facility — equipment that
can cost millions of dollars to purchase
and is costly to maintain. Using TeleTech
On Demand, clients can pay a monthly
fee and have access to advanced ACD
technology provided through TeleTech’s
centralized, hosted data center, the
GigaPOP. In this model, clients buy just
what they need and pay for what they
use.

One interesting hosted application is
the hosted Quality Management (QM), a
fully-managed quality assurance applica-
tion that comes pre-integrated with the
hosted information routing offering and
provides a complete integrated solution
including recording, archive, administra-
tion and replay. Another hosted applica-
tion is hosted Workforce Management
(WFM), a fully managed workforce man-
agement application that comes pre-inte-
grated with the hosted information rout-
ing offering and provides a complete,
integrated solution including forecasting,
scheduling and adherence functions.

Both small and large contact centers
can benefit from TeleTech’s solution,
which brings global, centralized contact
center technology infrastructure using
true VoIP to the agent desktop and cen-
tralized management for thousands of
workstations distributed around the
world.

UniPress Software
FootPrints
http://www.unipress.com

UniPress (news - alert) Software’s
FootPrints is a powerful service desk
tool that helps organizations centralize

and manage all service and support
requests from a single Web-based plat-
form. The solution provides organiza-
tions with the ability to reduce support
costs, speed customer problem resolu-
tion, improve agent workflow, and deliv-
er worldwide support 24/7. Mid-market
companies looking for an easy-to-use,
fast-to-implement, 100 percent Web-
based system to centralize all service
and support activities without program-
ming, outside consulting or complex
administration will find UniPress to be
more than capable of handling their
needs.

The system includes the capability to
centrally manage and track all incoming
service and support requests received
from multiple channels (phone, e-mail,
Web, live chat and wireless devices).
FootPrints offers a number of other fea-
tures and functionality including self-
service online, knowledge management,
business rule automation, service level
management, two-way e-mail manage-
ment, workflow and change manage-
ment and powerful, automated metrics
and reporting to keep a constant pulse
on productivity, trends and performance. 

Launched in 1996, UniPress Software
claims to be a true innovator by being
the first company to introduce a 100
percent Web-based service desk solu-
tion. The software was designed to
address the void in the mid-market for
an easy-to-use, fast-to-implement Web-
based system that puts control in the
hands of the help desk or support man-
ager without complex programming or
consulting required.

One new innovative feature is the
FootPrints CRM Bridge, which is a tool
that provides the capability to dynami-
cally access and share the latest real-
time customer contact records and data
stored in Microsoft CRM, Saleforce.com
and Salesnet’s hosted CRM sales-
focused solution. FootPrints also offers
integration with LANDesk Inventory
Manager, a tool that enables organiza-
tions to dynamically access IT asset data
from their existing LANDesk Inventory
Manager system to improve trou-
bleshooting and accelerate problem res-

olution. Additionally, UniPress claims
they were the first to offer a hosted serv-
ice version of its product: the FootPrints
Hosting Service. UniPress also offers
dynamic LDAP integration without pro-
gramming, and a dynamic SQL database
link.

Administrators and managers can cre-
ate and manage an unlimited number of
partitioned projects with unique inter-
faces and customizations for tracking a
variety of business activities. Many help
desk/support groups have multiple proj-
ects within their department and organi-
zations using FootPrints to track and
manage a variety of business processes.

FootPrints also has numerous project
templates already built in, which can
save customers time when they begin
their implementation or create new proj-
ects. In addition, FootPrints was
designed from the ground up as a 100
percent Web-based service desk. As a
result FootPrints has always leveraged
the Internet, giving organizations an
extremely scalable system that supports
a broad range of platforms, databases,
Web browsers and operating systems.
This capability allows FootPrints to be
deployed across a broad range of envi-
ronments and allows organizations to
leverage their existing technology invest-
ments. Another add-on tool is the
FootPrints Dynamic Address Book Link,
which provides dynamic access between
the FootPrints service desk and other
existing corporate address books and
directories.

The system centrally tracks customer
issues, whether via wireless device,
phone, e-mail, Web or chat, and delivers
self-service online, streamlines workflow
and communication, automates business
rules and monitors support performance
and SLA compliance. Most important,
the tool can be deployed and up and
running within days, without requiring
programming, database administration
or consulting.

WebEx Communications
WebEx Sales Center
http://www.webex.com
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The overall WebEx (news - alert) Sales
Center functionality package is a unique
blend of capabilities, including a real-
time online sales (Web conferencing)
component and a salesperson-driven
portal component. WebEx Sales Center
enables sales organizations to increase
sales and shorten sales cycles by engag-
ing prospects and customers using the
power of the Internet. WebEx Sales
Center is offered as a hosted service
with an optional customer “brandable”
look and feel.

WebEx Sales Center includes online
collaboration Web meetings capabilities
optimized for sales, customizable por-
tals for prospects, team selling with
Subject Matter Expert (SME) locator,
CRM integration and more. Sales reps
can schedule and conduct sales calls
and product demonstrations online,
using any multimedia capabilities and
applications available from their com-
puters. Unlike typical Web conferencing
products, Sales Center enables a rep to
offer a much more simplified view to
prospects, uncluttered by meeting con-
trols and a more refined way of handing
presenter controls to prospects during a
sales call.

WebEx Sales Center has a patented
“Attention Indicator” that tells sales reps
if the prospect on the call is paying
attention (detects “active window”) and
displays this information on the sales
reps’ screen. In addition, this solution
allows reps to create personalized por-
tals for prospects and populate them
with useful information and documents
necessary to advance and close the
sale. These portals are designed for
instant creation by a typical sales pro-
fessional without any IT involvement.
The portals also let a sales rep track
prospect activity on the portal and
enable prospects to invite others in their
organization. With this capability, a
sales rep can gauge a prospect’s inter-
est, track opportunity progress, and
develop more opportunities and con-
tacts within an account.

Unlike a typical Web conferencing
product, Sales Center enables reps to
invite and communicate privately with

other sales team members on the call,
enabling them to sell as a team. Using
Subject Matter Expert (SME) capabili-
ties, a sales rep can locate an “SME”
within his or her organization while
online in a sales call, and invite that
SME to participate using e-mail, instant
messaging or Internet telephony to help
close the call or simply provide assis-
tance to the customer. Using this solu-
tion, management has powerful tools to
monitor the entire sales team and
observe individual online sales calls.
WebEx Sales Center “Silent Monitoring”
feature enables a manager to join and
monitor any sales call unobserved for
training or performance coaching pur-
poses. 

WebEx Sales Center offers out-of-the-
box integration with the Salesforce.com
CRM system. Salesforce users can
schedule and launch WebEx sales calls
right from their CRM system using con-
tact and opportunity information avail-
able in Salesforce.com as well as access
all other Sales Center capabilities.
WebEx Sales Center also offers applica-
tion programming interfaces (APIs) for
rapid integration into virtually any other
popular CRM system by a customer or a
third party. 

Witness Systems
Witness Systems’ Back Office
Performance Management
http://www.witness.com

Witness Systems (news - alert) is one
of the early pioneers and innovators
within the contact center recording mar-
ket space, though the company has
extended its product line beyond just call
recording and desktop screen recording.
Witness has introduced several industry
firsts, including synchronized voice and
data capture as well as e-mail and Web
chat capture. The Witness Systems
back-office performance solution adds
another innovation to its impressive
resumé. Designed to extend desktop
recording capabilities to the back office
to address performance improvement
opportunities, Witness Systems is once
again a pioneer within the contact center.

The solution audits critical business

functions to help companies better
understand the inter-departmental
impact back-office functions have on
customer service and satisfaction. It also
helps organizations address specific root
causes of customer contacts into the call
center, enabling them to uncover data
entry errors, compliance issues and inef-
fective processes.

The heart of the Witness Systems
back-office performance management
solution is desktop recording that cap-
tures the exact keystrokes on employee
desktops — such as data entry and
screen navigation — so companies can
replay and evaluate transactions just as
they occurred. Advanced recording
capabilities enable users to define and
maintain screen-based triggers to cap-
ture specific business functions based
on the values of individual fields within
an application. This platform provides an
innovative approach that allows compa-
nies to extend their contact center
recording, analysis and e-learning
investments to the entire enterprise, to
help reduce error and increase customer
satisfaction.

The platform can capture sample
transactions by initiating recording
based on user-defined business condi-
tions. It can also place sample record-
ings into unique contact folders for spe-
cific business functions/departments, as
well as providing notification when a
business condition exists. It provides
evaluation of operational effectiveness
by helping identify trends and imple-
ment tactics to improve performance.
Also by identifying best practices, com-
panies can edit recorded transactions to
provide company-specific electronic
learning. CIS

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

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

See the October issue of Customer
Inter@ction Solutions for Part I of the
TMC Labs Innovation Award winners.
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Why else indeed. As we enter the next phase of CRM imple-
mentations (I would accept arguments that we’re entering either
the second phase of CRM or the third phase of CRM…I can
think of supporting details for both positions), I can see that CRM
still suffers from something I call “Sea Monkey Syndrome.”

Were you ever given a package of Sea Monkeys to “grow” as
a child? (If not, then this editorial will mean very little to you,
and I suggest you go reorganize your spice cabinet
now…remember, marjoram and oregano can be used inter-
changeably, but marjoram’s better on fish.) 

If you recall, Sea Monkeys always came in a wonderful pack-
age. The photos showed families of huge, smiling sea creatures
wearing hats and cute outfits. Some of the monkeys were
engaged in activities like bike riding and watching TV. When I
got my first package of Sea Monkeys, I just KNEW that this
was going to be the coolest present anyone had ever given to me.

Then I added water and “hatched” them. What I got was a
couple of really ugly-looking small shrimp thingies with lots
of fluttery bits and googly-eyes. They scared the hell out of
me. No Sea Monkey circus, no Mom and Dad and Billy and
Suzie Sea Monkey lounging in front of an underwater castle,
no bikes, no ballerinas. Just creatures that, had I found them
in my room without knowing where they’d come from, I’d
have run screaming to my mother. 

CRM still falls prey to the kind of expectations that I and
other kids (at least I hope it affected other kids, or I’m pub-
licly owning up to some embarrassing childhood revelations)
had about Sea Monkeys, until we tried growing them.  Our
expectations were sky high, and we were sold a romantic fab-
rication. Sound familiar?

CRM won’t fix your business if it’s broken. CRM won’t
help you keep customers if you don’t give them a substantive
reason to stay. CRM won’t improve your product or your
marketing, and it probably won’t lower your cholesterol level,
despite what the brochures say. It also won’t improve the atti-
tudes of your call center workers unless those attitudes are
directly caused by frustration resulting from not having the
right tools and information to serve customers better. 

CRM solutions can only ever be as good as the sources from
which they draw data. Do you keep all your customer infor-
mation in an Excel spreadsheet prepared by a high school-aged
temp in 1994? Alas…brace yourself, I have some news for you.

What CRM will do is create a solid bridge between all your
customer, product and partner data and your call center work-
force, as long as the information, both structured and
unstructured, is intact and accessible and your call center
agents have the incentive to do a good job and use the infor-
mation the CRM solution provides them to cultivate and
improve customer relationships. If your company manage-
ment understands what to reasonably expect from CRM, then
they’ll be wowed. 

CRM works.
If your company management STILL expects that after it

authorizes the purchase of a CRM solution, it can sit back
and wait for the record profits to pour in, you may be in trou-
ble. (Particularly if you’re the one who urged the purchase of
the software. I truly believe that there is a group of itinerant
former IT executives sitting in ragged clothes by a roadside
somewhere, holding signs that say, “Talked The Boss Into
Buying CRM Software In 1999.”) 

If your company has ever said, “Well, the call center is
ready for CRM, but the back-office people, accounting, ware-
housing, the outside sales team and several of our suppliers are
not,” proceed no further. CRM can only work if the initiative
stretches across, and is embraced by, nearly every company
department, from the top down.

To be fair, the first generation of CRM solutions were fre-
quently “one-size-fits-all,” which makes even less sense than
implementing CRM to just half the company. Every business
is different, and CRM without the ability to not only cus-
tomize the solution but also keep the functionality you need
and discard the features you don’t is fairly pointless. Perhaps
the entry of (and, more important, the success of ) hosted/on-
demand CRM in phase two, and now open-source CRM in
phase three, have taught a much needed lesson to the enter-
prise business community as well.

If you don’t know what CRM is going to improve in the
first place, how do you know when you’ve succeeded? And
more important, if you can’t understand and serve your own
company’s needs, how are you going to serve your customers’?

The author, who still makes a wide detour around the tank in the
pet store where brine shrimp are kept, may be contacted at
tschelmetic@tmcnet.com.

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

CRM Falls Prey To 
Sea Monkey Syndrome
The call center industry now seems to be in the midst of a grand “forgiveness”
toward CRM. Though many still think that the implementations-that-shall-not-be-
named back in the late 1990s were entirely the fault of the CRM products, they’re
magnanimously willing to give CRM another go. But be warned, CRM, you’re
under notice. None of that funny stuff. Next time I flip the CRM switch to “on,” I
expect you’ll work miracles for my business. Why else would I have bought you?
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