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Publisher’s Outlook

With 25 years of industry coverage
and leadership, we are fortunate enough
to draw from the vast amount of experi-
ence and information to provide mean-
ingful guidance to our subscribers.

Customer Care Is The Key
For the foreseeable future, it is virtu-

ally impossible to think that the
call/contact center, CRM, customer
interaction and teleservices companies
will be taken lightly.

As stated in previous editorials:
“Companies live or die from repeat

business.” 
And…repeat business will not happen

without outstanding customer care.  No
company can ignore customer care, for
without it, they will vanish!

Given the vitally important contribu-
tions of the concept of telemarketing,
which has now evolved to the contact
center, this industry goes beyond just cus-
tomer care. No company can ignore it.  

Sales, marketing, notification, credit
collection, fund raising, seeking blood
donors, negotiations, job creation, job
protection, CRM, customer care and
customer retention, to name a few, are
all VITALLY IMPORTANT to our
livelihood.  

In short, based on the above, contact
centers will continue to grow and pros-
per for the foreseeable future.

Indeed, many technology-providing
SMBs (small to medium-sized business-
es) are growing at 40 to 50 percent per

From our vantage point, as the preeminent publication of the indus-
try since 1982, it has always been our paramount responsibility to
offer our valued readers reliable information about call/contact cen-
ters, teleservices, CRM and customer interaction centers.

The Crystal Ball
Visionaries Offer Compelling Outlook
For 2006 And Beyond
Industry Leaders Speak Out On The Future Of
Contact Centers, CRM And Teleservices

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

Congratulations To This Year’s 
MVP (Marketing Via Phone) 
Quality Award Winners

I’d like to take this opportunity to extend
heartfelt congratulations to all the honorees of
the 13th annual MVP (Marketing Via Phone)
Quality Awards. This year’s winners exemplify
the search for excellence. They have demonstrat-
ed to the editors of Customer Inter@ction Solutions
their ability to build a feeling of community within
their companies, while providing the best they can give to their clients. 

These contact centers exist to get the job done while respecting the wishes
and serving the needs of both the business world and the consumer world,
providing both the technical and human sides of customer care. I know how
difficult it is to win this coveted award, given the amount of competition,
both domestic and overseas. We recognize and appreciate your major contri-
butions to the growth and prosperity of our industry.

In my judgment, you are the cream of the crop and it is always a great
pleasure to work with you. I thank you for your support.

Sincerely, Nadji Tehrani
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The Art of Workforce Optimization™

Create your own
organizational masterpiece.
It’s easier than you think. Because Monet gives you everything you need to manage up to
1,000 agents. At a price that makes sense for as few as 25.

You get the tools to accurately forecast call volume and timing. Confidently schedule
by agent skills and experience. Try ‘what-if’ scenarios. Manage seasonal volumes and
create schedules for special days or day parts. Develop customized shifts and schedules.
While you still have the flexibly to manage your team in real time.

Monet also seamlessly integrates with nearly every ACD, and is as easy to install as it
is to use. So easy, you’ll be up and running in just a day or two. Which not only helps you
improve your team’s performance, but gets you started earning the fastest return on
investment around – as fast as three months.

Ready to be a creative genius? Find out how Monet can help you create an
organizational masterpiece. Visit www.monetmasterpiece.com to learn more. Or call
310-207-6800 and we’ll create a customized online demo that will address your specific
forecasting, scheduling and call center management needs.

Dealer and VAR inquiries welcome. Monet is a copyrighted software program. Left Bank Solutions, Inc. offers a complete suite of world-class
Workforce Management, Quality Assurance, and Performance Management solutions. © 2004 Left Bank Solutions, Inc. All rights reserved.
Left Bank Solutions, Monet, and The Art of Workforce Optimization are registered trademarks.
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year (see “The Boardroom Reports” at
http://www.tmcnet.com/228.1), while
well managed teleservices companies are
growing at 20 to 25 percent per year!

Hosted Solutions Will Play A 
Major New Role In The Present &
Future Of Our Industry

All indications seem to point to the
major role that hosted solutions will
play today and tomorrow! West
Corporation (http://www.west.com),
one of the leading diversified and most
respected corporations in the contact
center and customer interaction indus-
try, is a strong supporter of hosted solu-
tions, as described in the cover story of
this issue. West Corporation, for exam-
ple, offers a hosted speech technology-
based solution to our industry (see page
14).

The Visionaries Speak Out
In order to better serve the needs of

our valued readers, we have asked sever-
al industry visionaries to share their
views about what is ahead (in the short-
and long-term) for the customer inter-
action, CRM, teleservices and contact
center industries.

Here are their comments:

From: Charles Ciarlo, President and
CEO, Left Bank Solutions

(news - alert) The big trend for 2006
will be the ease in which the call center
will be able to procure technology in the
future. The on-demand model will make
the task of purchasing ACD, IVR, QM,
WFM and CRM technology almost as
easy as ordering a pay-per-view movie
from your cable operator. Therefore,
expect many startup outsourcers to
emerge, as well as existing vendors

adding on-demand elements to their
product portfolios. This trend represents
a way for the industry to accomplish an
even greater degree of market penetration
as it makes WFM and other technologies
simple to deploy and even more afford-
able. 

From: Ralph Breslauer, Executive Vice
President of Sales and Marketing,
Aspect Software

(news - alert) Companies continue to
face the challenge of increasing cus-
tomer satisfaction while reducing costs.
This, combined with the desire for less
complexity, will boost the adoption of
more unified solutions, reducing the
need for multi-vendor integrations and
support “finger–pointing.” We will see
the addition of IP agents both in new
centers and added to existing systems
without compromising functionality.
Also, we will see companies expanding
proactive customer care and adding
cross-selling opportunities through
inbound customer service inquiries,
given the existing legislation. Finally, I
believe hosted offerings (ASPs) will grow
in importance to a segment of the mar-
ket.

From: Kent Charugundla, President
and CEO, EagleIP, LLC.

(news - alert) Internet and IP tech-
nologies have revolutionized the land-
scape of the contact center/customer
interaction industry. We are at the
beginning of a solid and exciting revolu-
tion which will continue to change the
way we communicate, interact and pro-
vide application services. Both techno-
logical as well as marketing innovations
are excelling to provide a wide range of
choices to end users. 

In the short-term, few customer-cen-
tric application service providers such as
ours will bring innovations to provide
alternatives for contact center operators
and enterprises. We are looking at a
long-term future in which an enterprise
may never again have to buy communi-
cations hardware or software.

From: Bill Hunt, President & Chief
Technology Officer, Stroudwater
Contact Point

(news - alert) This coming year, I look
for vendors and customers to finally
realize that the contact center is not
simply an expense but is, in fact, a criti-
cal strategic revenue and marketing
component of any company. The ones
that recognize this will thrive.
Companies that don’t recognize this and
don’t address the issues involved will
fade, whether they are vendors or cus-
tomers. 

VoIP (define - news - alert) will con-
tinue to grow, but I question for the
short-term whether it will be the truly
disruptive technology that has been
forecast. I believe in the majority of
cases, it will be deployed simply as a less
expensive alternative rather than being
leveraged to its full potential. For the
long-term, however, it will add great
value by allowing customers to chose
their own methods of interaction with a
company; on their own terms and in
their own timeframe.

From: Dan Bodner, President and
CEO, Verint Systems, Inc.

(news - alert) The contact center solu-
tions market is undergoing a major
transformation: It’s not just about con-
tact center optimization anymore, but
the entire customer process.  True quali-
ty must extend beyond the contact cen-
ter to every person, program and process
that shapes and influences the customer
experience. Companies today need to
improve not only customer service, but
also operational performance and quality
objectives.

The adoption of enterprise quality
processes for the back office is critical
for enterprise transformation.
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Publisher’s Outlook

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 50 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
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Companies need to understand not only
how and why back-office processes
affect service delivery and customer sat-
isfaction but also how to optimize
process-intensive customer-facing busi-
nesses to ensure the consistent high-
quality of interactions.

From: Eli Borodow, CEO,
Telephony@Work

(news - alert) Traditional technology
deployment paradigms typically require
multisite organizations to invest a lot
of time and money in each location in
order to integrate and maintain the
various component technologies
required to support a multichannel
contact center. Two emerging trends
address this core problem:

The first is market adoption of uni-
fied solutions; which are integrated-by-
design to eliminate the costs, risks and
delays associated with the custom-inte-
gration approach. Integrated SIP-based
voice over IP enables agents to sit any-
where on the corporate network and
fully leverage multichannel applica-
tions. 

The second trend is market adoption
of unified multitenant solutions. These
enable companies to maintain each
business unit’s privacy and security
while sharing contact center applica-
tion resources across locations. The best
also empower local business units to
manage their own technology-driven
business processes on those shared sys-
tems, ensuring technology responsive-
ness to local needs. 

From: William J. Whearty, 
Vice President, Sennheiser
Communications Corp.

(news - alert) Wireless is a key driver
in gaining market share outside of the
classic call center market. People who
are not phone-intensive love the free-
dom to conduct calls without being
tethered to a handset, as well as the
increased productivity of being able to
go to a file cabinet, work on their com-
puters, move between offices, and be
able to receive calls away from their
desks.

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

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

AA  GGrreeaatt  VViissiioonn  FFoorr  TThhee  CCoonnttaacctt
CCeenntteerr  IInndduussttrryy!!
From: Ron Allen, President, Contact Center Compliance — DNC.com

The last five years have been a whirlwind of change for the teleservices
industry. A contributing factor to the compliance problems we have encoun-
tered is a lack of forward thinking 15 years ago. In short, we, as an industry,
created this problem for ourselves. If an industry endures adversity and adapts,
changes, learns and becomes smarter, it will thrive in the years to come. If not,
in the words of Zig Ziglar, “If you keep doing what you have been doing,
you’re going to keep getting what you have been getting.”

The teleservices industry encounters frequent new regulations and, as a
result, people are getting involved with increased lobbying efforts and self-reg-
ulation plans. I think we need to take our lessons from successful industries
such as insurance. Their effective effort, 25 to 35 years ago, to lobby and self-
regulate is what prevented them from encountering the very situation our
industry faces today. So the question is, where will the teleservices industry be
in 15 years? Once the key points are identified, what do we then do about it?
What do we need to do right now to shape our future? This goes for inbound
as well as outbound. If you think you are safe because your revenue stream
centers around inbound, think again. Every law passed takes a bit more of
your freedom and various rules that cover outbound today will cover inbound
tomorrow. To shape our future, we must formulate and implement a plan now.

A good example of a problem brewing that may eventually take center stage
in 15 years is the wireless number rules. In New Jersey, Texas, Louisiana and
Arizona there are rules, recently passed, that prevent telemarketers from calling
wireless numbers. Of course, under the Federal Rule, companies may not use a
predictive dialer to call wireless numbers for sales purposes. The rules barring
wireless numbers from your sales list may not impact your sales campaigns
much today; however, in 15 years, when wireless numbers are our customers’
primary numbers, what do you think will begin to happen to the sales cost
and available marketing lists? We need to begin taking steps now to preserve
our future and lobby for necessary changes on this matter and many others.

The last several years have been a mine field of new rules, and the American
people have spoken loud and clear as we saw with the creation and support of
the federal do-not-call list. Fighting the inevitable is futile. We must embrace
the rules and desires of the people. We must use our ingenuity to find ways to
provide Americans with what they want while maintaining a prospering busi-
ness. Look to the potential regulatory problems the future may hold and begin
lobbying and pursuing change before the problem is upon us. 

Make no mistake, we will have to work hard to keep the rules in existence
from becoming worse; i.e., shortening of grace periods, shortening of existing
business relationship durations, elimination of exemptions and so on. We must
be sure to not lose any ground. We will have to make sure our voice is heard
on Capitol Hill more than just once a year for a couple of days but, rather,
continually. Your local representatives should know who you are and how your
company helps the community of their constituents. They need a name, face
and personality put to the industry so when potential rules are presented to
them, they consider how it will affect people as opposed to the industry. We
need to protect the existing business relationship rules, the safe harbor rules,
and the exemptions to the DNC list such as business-to-business that are all
currently in place. It is our future. How shall we shape it?
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14The Boardroom Report features an interview
with Nadji Tehrani and West Interactive
Corporation’s President, Todd Strubbe.

50Looking for practical call center operations advice? 
This month, we bring you an excerpt from 
“Ideas At Work,” a new book by Bob Furniss of
Touchpoint Associates and Scott O. Thomas of
Tamer Partners Corp.

In This IssueIn This Issue

42Who gets the gold, silver and bronze medals? Not the
Winter Olympians, but the highest quality teleservices
agencies in the world. Read the results of our 13th
Annual MVP (Marketing Via Phone) Quality Awards.

38
Worried that you’re not driving value
from every online customer interaction?
InQuira’s Tina Miteko tells you how to
get started.
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9seconds
Average time to answer all inbound calls.

92percent
Percent of all inbound calls answered in 20 seconds or less.

3percent
Overall percent of all inbound calls abandoned.

*InfoCision is the only teleservice company to win the MVP Quality Award (presented by Customer Interaction Solutions magazine) all 12 years since its inception.
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application refinements. Listed here are products and services that we’ve judged to have
gone the extra mile to help improve both the customer experience and the ROI for the
companies that use them.
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a lack of transportation or juggling schedules with young children or elderly parents are
some of the most common reasons.
Read the full article at http://www.tmcnet.com/241.1

InStat: 55 Million VoIPers by 2009
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Despite an impressive 62 percent year-over-year subscriber growth rate in 2005, InStat
officials say, “few consumers have ever heard of the term ‘VoIP.’” In other words, consider-
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BPOs: U.S. Accent Not Required Anymore 
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Eroding Privacy
By Rich Tehrani, VOIP Blog
There is the assumption of anonymity on the Internet. When you surf alone in a room you
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Read the article at http://www.tmcnet.com/244.1
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High Priority

The irony, of course, is that I was able
to witness first-hand what happens when
systems that many people rely on don’t
work properly. In our case, it seemed like
people were lost for the first few hours of
downtime. If I had to compare it to some-
thing, I would say it was as if someone
dimmed the lights to the romantic setting
and everyone had a few drinks. There
seemed to be a common need to stop
working, come up for air and discuss the
problem for hours, almost as if it were
Happy Hour. It was amazing. Many peo-
ple cannot function without e-mail, as
they rely on it constantly. I, too, shared
this paralysis to a degree. When you come
to rely on a crucial piece of software, it’s
unbearable to be disconnected from it. In
the case of e-mail, it’s as if we have forgot-
ten that we once used telephones to com-

municate, and that we have another place
we can go to get contact information that
will enable us to call customers.

People feel a physical connection with
technology. Our applications become an

extension of us and it seems from casual
observation that when a critical applica-
tion fails, it’s as if our arms stop function-
ing correctly.

Now to put this in perspective: Let’s
look at what happened recently in the
hosted CRM space. Salesforce.com appli-
cations were not available to the public —
meaning the software was not usable.
Companies, too, have the challenge of
having their software running 24x7, and
it’s not unheard of to have outages when
an application fails. Take our e-mail server
as an example. After all, even with redun-
dant hard disks in the form of RAID, you
can still have failures. It happens some-
times. But hosted solutions are different
— they are expected to be up all the time.

People say that Salesforce.com is a vic-
tim of its own success. Siebel even alluded
to this fact a while back, indicating that
Salesforce.com is incapable of scaling reli-
ably. Others have said they feel that
Salesforce.com has too many customers
and has grown so quickly that it is impos-
sible for them to support all of their cus-
tomers effectively; thus the breakdowns in
their solution.

A few competitors of the hosted CRM
leader reached out to me to remind me that
alternative solutions exist and Salesforce.com
customers could look for alternatives. For
example, the following e-mail hit my inbox
about a week before I wrote this column:

Recently, Salesforce.com, (news - alert) the world’s most popular host-
ed CRM provider, had system problems that prevented customers
from accessing the service. I had planned on writing a story about the
outage. I had also planned to get feedback from some other compa-
nies in the hosted CRM market regarding what they thought of the
outage and perhaps how they are doing things differently to avoid
such problems. As I was exchanging e-mails containing my questions
with the various companies I thought would be good candidates for
commenting on such an event, something interesting happened:
TMC’s in-house e-mail server crashed, taking my notes and responses
down with it. We lost no data, just productivity.

This Commentary On
Outages Was Interrupted...
By An Outage

By: Rich Tehrani,
Group Publisher, Group Editor-in-Chief,
Technology Marketing Corporation
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When a critical application fails, it’s as if 
our arms stop functioning correctly.
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By now, I am sure you have heard that
Salesforce.com is experiencing yet another
lengthy service outage. The most interesting
part of this outage, however, is that they are
not following through with their promise to
their customers  to keep them informed
throughout the outage. If you cover this
issue today, please feel free to contact
Salesnet to discuss the issue — as a SaaS
provider, they have a plan for keeping their
customers informed in the rare case of any
downtime incidents — a necessity in this
market. In addition, please feel free to use
this comment from Jonathan Tang, presi-
dent and co-founder of Salesnet:

“Last time Salesforce.com had this prob-
lem, Salesnet agreed that with a hosted sys-
tem some downtime is, of course, inevitable;
however, at some point it becomes unaccept-
able, especially on the last days of the
month — a crunch time for every sales per-
son. Even more unacceptable is their lack of
follow-through with informing their cus-
tomers. On January 6, Salesforce said they
had learned from their mistakes with
regard to informing customers, indicating
that they planned to make available a beta
version of their system status page in order
to give customers real-time updates on sys-
tem status and performance. The system has
been down now for several hours, and no
information is available for customers
regarding the system status. Salesforce.com is
becoming a victim of its own success, and
they are failing their customers — at what
point will their customers decide they have
had enough?

Please let me know if you would like any
more information or would like to speak
with Jonathan.”

Naturally, I was intrigued and had to
ask some questions. I quickly sent off a
bunch of questions from my Blackberry,
and a short time later I received the fol-
lowing responses:

Q: What is an acceptable amount of
downtime for a hosted provider?

A: 99.6 percent of uptime is our SLA.
We have had greater than 99.99 percent
for the past three years.

Q: What sort of remedies should a cus-
tomer seek as a result of excessive down-
time?

A: Proactive communications should be
top priority from the vendor. But we will
offer credits back to customers for exces-
sive unscheduled downtime (below 99.6
percent in any 24-hour period). 

Q: At what point should customers
consider switching hosted providers?

A: Regardless of downtime, at any point
they feel that they are not being serviced
adequately. The risk is minimal to switch.
But experiencing all day and half-day out-
ages several times a quarter (as was the
case with SFDC) is certainly excessive
unscheduled downtime.

Q: Can I have two sentences on how
Salesnet differentiates itself?

A: Salesnet offers a process-centric
CRM tool that allows a company to
define, guide and track their sales method-
ology within our tool. Second, our config-
uration engine is more robust and flexible.
One can map to the most comprehensive
enterprise organizations.

I reached out to Siebel, as well, for
answers, but with the Oracle merger com-
pleted, I am still looking to open up the
channels of communications with the
company, as the old ones are now closed. I
also reached out to SAP, but they have a
complex on-demand story and we had no
time to fit in an interview by deadline. It
is my hope to have a more in-depth wrap-
up on this topic in the future.

Getting back to Salesforce.com, I asked
Marc Benioff, the company’s founder and
CEO, some direct questions about the
outage and was told he wasn’t available for
comment on such short notice. Here are
some comments from the recent Merrill
Lynch IT Services & Software CEO
Conference, where Benioff gave a presen-
tation discussing the outages:

“We have been great at making our cus-
tomers successful over the past few years.
Customers are thirsty for success, and that’s
what we want to give them. But we cannot
give that to them all the time, especially when
we are making big changes to our hardware
and our software. But more often than not,
we’ve been able to bring more success to our
users than other enterprise software company.

As you know, since you’ve been following
us for a long time, in the seven years of our
company’s history, what an excellent reliabil-
ity rate we have — we’ve never fallen below
a 99 percent reliability rate. Even in the
fourth calendar quarter, we delivered about
99.7 percent uptime. That was during the
month of December, when we experienced a
brief outage on December 20th. In the
month of December, our availability fell to a
99.5 percent uptime.

But that is still not where we want to be
— we have very high expectations for our-
selves. We have a brand new data center that
just went in November 1st, and the two brief
outages we had were around us shaking out

our data center and some of the new hard-
ware we have in our system. And as service
providers yourself in banking, you know that
no services provide 100 percent uptime in any
industry. Kind of like eBay and Amazon, you
have users who want 100 percent. And we are
getting close to that — we want to be as close
to 100 percent as possible. Now we have this
brand new architecture to help us get there.”

Certainly, the industry is gunning for
Salesforce.com, and every company with a
software-based solution has a hosted solu-
tion as well, or has one in the works. It is
for this reason that Salesforce.com has to
get it right. If they don’t, they will certainly
experience mass defections. In fact, I am
surprised that Oracle/Siebel didn’t make
more noise about these outages. Perhaps
the acquisition made them lose focus.

Speaking of focus, that may be another
challenge for Salesforce.com. While they
are focusing on uptime, they also have to
keep an eye on numerous new initiatives
they have recently rolled out. For example,
they have a new Mirrorforce disaster
recovery system that switches
AppExchange live over the Internet.
Hopefully this initiative will help keep the
company’s systems running more smooth-
ly. Another initiative is Sandbox, which
allows customers to replicate application
environments for testing purposes.

AppExchange is designed to allow
Salesforce.com to get into other areas such
as finance/accounting and human
resources. This platform was once known
as CustomForce.

So while Salesforce.com expands its
offerings and arguable is going broader, its
competitors are focusing on hosted CRM
and trying to find ways to catch up to the
company. The service outages could not
have come at a worse time and, in my
opinion, the company will ensure these
things never happen again to the best of
their ability. But let’s face it, outages hap-
pen. They are a sad fact of a life where
everything runs on computers with mov-
ing parts and where 24x7 uptime is a
journey, not a destination.

Still, the goal for the hosted CRM indus-
try is 100 percent uptime, and until we
reach that point, people like me will have
lots of interesting articles to write and cus-
tomers such as yourselves will have to weigh
carefully all solutions before deciding to go
hosted or the software route, and just as
important, picking a hosted vendor you feel
will have the best offering while maintain-
ing extremely high levels of resiliency. CIS
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NT: What types of services does 
West Interactive provide or support?

TS: If there’s a tag line for West
Interactive, it would be “helping our
clients maximize the value of every cus-
tomer interaction.” We do that by
developing and managing world-class
automated customer contact and voice
self-service applications for large and
medium-sized enterprises. Whether our
clients’ customers are consumers or
other businesses, we support our clients’
telephony front end, whether that tele-
phone call is a sales inquiry, customer

complaint, billing inquiry, technical
question, or any of the myriad reasons
customers need to call. These calls – and
the self-service applications we build to
support them — tend to fall into one of
three categories: the customer is seeking
information; looking to conduct a trans-
action; or trying to solve a problem.
Our job is to work with our clients to
maximize the value of each of these
types of interactions; providing voice
self-service applications that offer out-
standing customer service while maxi-
mizing their revenue potential and min-
imizing their costs. 

NT: How have automated customer
contact solutions advanced in the 
past five years?

TS: The biggest advance is in the realm
of advanced speech recognition. In the
last few years, from a speech perspective,
we have really been at the bottom end
of the traditional technology “S” curve.
It has simply taken time to get adoption
in the marketplace — from the large
enterprise level down to the small and
mid-sized company level. There have
been a number of reasons for that. One
has to do with the state of the technolo-
gy. The speech engines themselves have
gotten increasingly better in the last five
years. The current state of speech
engines is quite remarkable in terms of
what they are able to recognize, even in
very difficult and noisy environments. A
second barrier to adoption over the last
five years has been a lack of expertise in
the speech market. Deploying a speech
self-service application is similar to
deploying a touch-tone self-service
application, but there are many differ-
ences in terms of the design, the deploy-
ment and the ongoing tuning and
grammar development that is required
to deliver a world-class speech applica-
tion. The industry has not had enough

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.
For this installment of The Boardroom Report, Technology Marketing
Corp. founder/chairman/CEO Nadji Tehrani spoke with Todd
Strubbe, President of West Interactive Corporation and West Direct,
Inc., subsidiaries of West Corporation. Founded in January 1986,
West Corporation (http://www.west.com) (news - alert) has evolved
from an inbound telemarketing service bureau to one of the nation’s
leading providers of customized contact solutions.

West Interactive: 
Maximize The Value Of 
Every Customer Interaction
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resources to support significant growth.
That has recently changed. We now
have a critical mass of both companies
in the marketplace and people with the
skill sets to enable speech to grow.
Third, there has been a bit of a shift in
terms of how enterprises themselves
think of speech. I’m going to make a
general statement here, as there are
exceptions, but for the most part, if you
look inside an enterprise and think
about the customer care applications
and who supports what, typically the
live agent side — the call center side —
is driven by an operations or customer
care group, and the IVR side is tradi-
tionally driven by IT or the telcom
organization. Certainly these two groups
have worked together, but often their
goals are different and distinct, and
speech recognition technology has
sometimes fallen between the two.
What we are seeing now, because of
some of the changes I have already men-
tioned, is the customer care side of the
enterprise starting to take note of what
speech can do to help them not only
reduce costs, but provide a more robust
and user friendly experience than what
they have been able to do with touch-
tone applications.

NT: My own personal feeling is that,
given all of the wonderful benefits of
using advanced speech technology,
do you think that better education of
the enterprise would help to grow 
this industry a little faster?

TS: Absolutely. One of the things we
have to do is not just continue the edu-
cation of speech per se, but to be clear
about where speech applications best fit
into the overall customer contact strate-
gy. A speech application will not neces-
sarily be the best customer contact solu-
tion for every situation. We have all
heard horror stories of companies trying
to migrate their entire voice self-service
environment to speech all at once, only
to find certain applications were not
well suited for a speech solution. These
negative experiences make it that much

harder to articulate and demonstrate the
value of speech, when properly
deployed. Speech applications are not
the same across industries or vertical
markets. It ultimately depends on who
the enterprise’s customer base is and
what the company’s unique objectives
and strategies are for dealing with its
customers. 

NT: What would you say are the
advantages of using voice self-service
solutions?

TS: Traditionally, the biggest advantage
has been cost savings. That has been true
for the past 20 years if you think about a
fairly typical DTMF (dual tone multi-
frequency) application and what that
application is designed to do. I would
say cost savings is still the number one
advantage, especially now as we think
about speech. Because of the increasing
sophistication of the technology, speech
applications can do more than what
DTMF can do. We are now at a point
where we can automate many more live
agent calls and transactions, which trans-
lates into cost savings. Think about the
three levels of interactions with a cus-
tomer mentioned earlier: capturing or
providing information, conducting a
transaction and solving a problem.
Speech provides the ability to recognize
the customer’s need faster. It enables us
to do transactions that DTMF could not
have done before, such as being able to
recognize what state you are from rather
than going through a menu of all 50
states. It also enables you to do some
problem solving that very few DTMF
applications were capable of performing.
There are still problem-solving issues
that our clients have with their cus-
tomers that will require live agents, but
advanced speech recognition will be able
to carve a chunk of them off. That, too,
translates into more cost savings. 

Beyond the cost savings benefits,
today’s self-service applications actually
have the opportunity to drive increased
levels of customer satisfaction. One of
the ways this happens is through the

advantages of consistency. A live agent
environment can certainly be a tremen-
dous opportunity to serve customers,
and you can even “wow” customers with
a great live agent interaction. One of the
downsides, though, is that inconsistency
can creep in, whether it’s a bad agent or
a bad day. Voice self-service applications
are consistent — a consistent feel, a
consistent tone of voice, a consistent
delivery of your brand. That consistency
is absolutely worth something in terms
of increased customer satisfaction. In
addition, customers are becoming
increasingly used to speech recognition
technology and some find it a better
interaction than a DTMF application.
That was not true three or four years
ago, when as often as not, the interac-
tion with a speech recognition applica-
tion was frustrating because the recogni-
tion engine performed at an 80 percent
effective level. 

NT: What are the advantages of 
outsourcing voice self-service 
solutions, in general, and to 
someone like West?

TS: There are several advantages. First,
there is the increasing complexity
required to maintain and build self-
service applications. While it has
become easier and there is a critical
mass of skill sets in the marketplace, the
ongoing maintenance of managing a
voice self-service environment is fairly
sophisticated. It is one of the age-old
arguments of outsourcing: do compa-
nies want to focus their resources and
capital on having those functions in-
house when that is not what their core
competency is? If they are a health care
provider, shouldn’t they be focused on
the risk management of their customer
base and provider network? As we move
to speech, the management of these
self-service applications becomes even
more complex. 

The second issue, closely related, is
the surrounding technology issues. For
example, if we look at voice over IP, we
can see that companies are making
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investments in VoIP and getting it to
their in-house call centers. But that is an
incremental investment they are going
to have to make from the voice self-
service platform. If you think about
how remote agent strategies fit into an
in-house environment, building the
capability to route calls and manage
remote agents is very difficult — that’s
another reason to outsource. Some of
the media gateway technologies are
evolving. How do companies invest
there? Consider the complexity behind
making a speech engine decision. To
some extent, the merger of Nuance and
ScanSoft takes away that particular
trade-off decision, but we know that
Nuance won’t have a monopoly on that
market over the next 10 years. IBM and
Microsoft are making investments in
speech engine technology. So, do you
want to put all your chips on number
36 on the roulette table rather than
work with an outsourcing provider who

by its very nature is able to spread that
technology risk? 

Third is the advantage of scale and
scope. The cost advantage that scale
provides is easy to understand and con-
vey to the market. Communicating the
advantages of scope is a little harder,
but those advantages, like being able to
see best practices across industries, and
bringing those best practices to bear on
behalf of clients, are very real. There is
a lot to be said for being able to work
with a provider who not only sees best
practices across a number of clients
within a particular vertical market, but
is also able to raise the level of cus-
tomer interaction performance across
the board for clients because of that
knowledge. 

NT: For the second part of the ques-
tion, “Why West?,” I could write a
book on the subject, but I’d like to
hear it in your words.

TS: Number one is our flexible architec-
ture and rapid development environ-
ment. Over the years, we have built a
platform that has an architecture that
enables us to make rapid changes on a
client-by-client basis. We can literally
make changes, often controlled by the
client through an interface on the
client’s desktop, within minutes. This
rapid development environment we
have built to get applications up and
running and make changes is an enor-
mous competitive advantage — quite
likely our most important. 

The second point of differentiation is
our systems integration expertise and
capabilities. While the number one pri-
ority is the voice application itself —
the persona, the grammars, the tuning
and the routing — the back-end sys-
tems integration work has to be flawless
so we’re pulling from the right customer
databases and bringing in the right scor-
ing to make sure we route the call cor-

Go To Table of Contents | Go To Ad Index

http://www.cismag.com


Subscribe FREE online at http://www.cismag.com18 CUSTOMER INTER@@CTION Solutions® February 2006

rectly. All of the billing and back-end
integration work with our clients also
has to be seamless. We’ve done that for
15 years, it is a core strength of ours,
and I think we do it better than anyone. 

Third would be the information man-
agement tools we provide our clients to
support their CRM operations and
strategies. At a base level, this is the
reporting we provide, but more and
more, it’s real-time interfaces and dash-
boards as well as the analytics we pro-
vide to our clients to allow them to bet-
ter understand their customer environ-
ment — who the repeat callers are and
what their cost to service is, not only on
an aggregate basis, but on a “segment of
one” basis. I would like to be able to say
that we are down to that segment of
one…that is certainly the goal. We are
pretty far along the path of providing
many sophisticated tools to our clients. 

Fourth, our speech recognition design
and deployment on a large-scale basis is
excellent. We have deployed over 300
speech applications across multiple
clients in 11 different vertical markets,
and we are just beginning to tap the
potential of where voice is going as a
self-service medium. 

Fifth would be our scale-driven
redundancy and cost structure. I have
already mentioned how any outsourcer
should be able to provide a better cost
structure, but our scale gives us the abil-
ity to provide a structure that is second
to none in terms of cost. Redundancy is
just as important. As a provider, I might
have the scale to give you low cost, but
then say, “Oh, by the way, I forgot
about the redundancy,” or “I don’t quite
have the redundancy built into the plat-
form that’s needed.” When we think
about cost structure, we not only think
about it in terms of being able to deliver
a transaction on a routine basis, but
being able to handle a transaction on a
non-routine, emergency, disaster-recov-
ery basis, and that’s where that redun-
dancy fits in. 

Finally, we are a client-driven compa-
ny. We provide client-driven solutions,
and client-driven feature functionality.

For example, within the same vertical
market, we are able to support many
clients’ different ways of wanting to
handle bill payments, credit card pay-
ments or dealer locator applications. We
are able to provide those unique solu-
tions to our clients and that is why they
stay with us.

NT: What industries are the early
adopters of voice self-service 
technology solutions?

TS: The financial services industry has
certainly been an early adopter. Large
banks and financial services organiza-
tions have been leaders in technology
investment over the last five to 10 years.
They were one of the earliest industries
to provide customer information and
transactions over the Web. Because of
that early Web experience, financial
services firms are uniquely positioned to
transition to self-service through voice
channels. The healthcare industry,

specifically the HMOs, and the travel
industry have also been early adopters.
Most recently, we are starting to see
awareness from the vertical markets that
touch large groups of consumers: tel-
coms, cable, satellite and ISPs are all
moving fairly quickly to adopt speech.

NT: Does West Interactive offer both
managed and hosted solutions?

TS: We do. What we refer to as a man-
aged solution is a fully turnkey solution
where we work with our clients to do
the design, the build, the deployment
and the ongoing maintenance. The vast
majority of our business today fits in
that managed business model. When we
talk about hosted solutions, we have
clients that want to either build the
applications themselves or use another
third party to build the applications but
take advantage of West’s scale, infra-
structure, redundancy and architecture
to host the transaction. The VXML
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standard has enabled this business
model as much as anything. We see
hosted solutions as one of the growth
areas for West Interactive. I think the
jury is still out as to whether the hosted
model is going to be more attractive to
large enterprises or small to mid-sized
companies. We are already well posi-
tioned to sell to large enterprises and we
are addressing the small to mid-sized
market by picking the right channel
partners to sell through.

In addition to providing a hosted
voice self-service solution, what we have
built from an infrastructure and capabil-
ity standpoint also enables us to host
other technology applications. For
example, we provide a hosted, virtual
ACD using our IVR and speech plat-
form so companies can use this service
to enable remote agent capability, to
forgo investment in a new switch or a
new ACD, to plan for seasonal or other
high volume spikes, or to implement a
robust disaster recovery and business
continuity plan.

NT: What are the greatest challenges
that West Interactive is facing?

TS: I’ll talk about three. First is keeping
up with the speech growth and making
sure we are positioned to do an excep-
tional job with the volume of work that
is coming at us, both from existing
clients and from new clients. That is
certainly a good challenge to have. 

The second challenge we face is mak-
ing the right investments in the right
technologies at the right time. This is
most likely the biggest challenge that a
firm that tries to do it in-house faces.
However, they have a much greater
challenge than we do: they get just one
shot to get it right. We have the scale to
effectively spread our technology and
investment risk. We have been partners
of ScanSoft and Nuance, and now the
combined organization. But we are also
going to stay close to what IBM and
Microsoft are doing. We need to make
sure we are on the leading edge of tech-
nology where appropriate. 

The third challenge would be contin-
uing to educate the industry and the
market about outsourcing. Today,
approximately 20 to 25 percent of the
market outsources voice self-service,
whether it’s touch-tone or speech, so
there is still an enormous opportunity
for companies like West to educate
firms about the value of outsourcing.
The way to address that challenge is to
communicate, communicate, commu-
nicate. We need to talk about not only
the specific advantages of West, but
generically, about the benefits of out-
sourcing.

NT: What is the greatest need of our
industry today? 

TS: The biggest need in the next five
years will be finding a way to cost-effec-
tively provide enterprises with the abili-
ty to deliver the right message or offer
to the right customer at the right time,
getting down to that elusive “segment of
one” level in terms of how enterprises
treat their customers. It will be different
for each enterprise, but being able to
cost-effectively (and I use that term pre-
cisely, because there is technology and
capability available today to do these
things, but some technologies might be
cost-prohibitive and the return on
investment on some of these systems
just does not make sense) provide live
agent and self-service applications to
customer-centric organizations is cer-
tainly a requirement in helping our
industry’s clients deliver the right mes-
sage to the right customer at the right
time. 

NT: How would you describe the 
status of the customer interaction/
CRM/teleservices industry today?

TS: It is as strong as it has ever been.
The segment of the market that West
Corp. overall competes in — live
agents, voice self-service — has never
been stronger. As an industry, we some-
times focus on the negative aspects of
the business, such as the regulatory

changes like the do-not-call list and how
outbound call center work has gone
away. However, if you think about the
inbound customer care and customer
acquisition environment, the state of the
business is remarkably strong.
Companies like West have been able to
invest a lot of money in technology,
capacity, resources and skills to be able
to provide clients with an outstanding
service. We are pretty bullish on the
next three to five years in terms of
where this industry is headed and what
we can do for clients.

NT: What is your vision of the future
of the industry?

TS: First, speech is going to continue to
grow. Second, the telephony trend
around VoIP (define - news - alert) and
how networks are going to have to
change is certainly one to pay attention
to. Finally, and maybe most important-
ly, we, as an industry, need to continue
to work toward creating solutions that
provide cost-effective ways for enterpris-
es to deliver the right message and the
right offer to the right prospect at the
right time. These are the high-level
trends that we expect to see over the
next three to five years. Companies that
don’t focus on those trends will be left
behind.

NT: What’s the greatest core 
competency of West Corp.?

TS: If I had to narrow it down to one, it
is being able to identify our clients’
needs and customize a solution to
address those needs. If you asked me for
the top three, I would add our ability to
efficiently and effectively deploy
resources; essentially, to make the appro-
priate investments in people, process
and technology at the right time.
Finally, our economies of scale and
scope across numerous vertical markets
gives us the experience to bring “best
practice” services to our clients and the
market. 

NT: Thank you for your time. CIS
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By Tracey E. Schelmetic, Editorial Director, Customer Inter@ction Solutions

Aspect Announces General Availability Of EnsemblePro 6.0
Aspect Software, Inc. (news - alert) has announced the general availability of Aspect

EnsemblePro 6.0. The latest release from Aspect Software’s Unified Product Line offers
new features and functionality, including
hosted services capabilities, enterprise
quality monitoring, increased security func-
tionality and expanded enterprise adminis-
tration. The new product capabilities were
added to allow companies to more easily
achieve their customer service, sales and
telemarketing and collections business
objectives. Aspect EnsemblePro is a com-
plete contact center solution that unites
inbound, outbound and blended multichan-
nel contact (voice, e-mail, Web and fax),
while delivering queuing, routing, reporting
and agent empowerment capabilities. The
product also provides application service
provider capabilities. The enhanced archi-
tecture enables service providers to host
multiple clients segmented as individual
tenants to prevent them from accessing or
exhausting each other’s resources while
leveraging a common platform.
http://www.aspect.com

Comarch Launches Loyalty Management System
Comarch, (news - alert) a Central European IT business solutions provider, recently

announced the global launch of its Loyalty Management System — a comprehensive
suite of business applications for managing both simple and advanced loyalty programs
that can be implemented across all the sectors dealing with large customer groups:
telecommunications, retail and financial services. Comarch Loyalty Management System
was designed to improve customer retention rates, communication and frequency of
customer interactions. According to the company, the system was created with flexibili-

ty, ergonomic Web-based user interface and ease
of operations in mind. Scalable architecture guar-
antees adjusting the loyalty program to the com-
pany’s growth. The company has positioned
Comarch Loyalty Management as more of a
business solution than an application. The solu-
tion was designed to be an easy-to-use tool for a
range of professionals: marketing managers,
salespeople, logistic partners or loyalty program
partners. Because an exchange of confidential
information is unavoidable, the system is
designed with emphasis to security and data pro-
tection. The global launch of Comarch Loyalty
Management was preceded by the contracts for
the deployment of the system by a global energy
supplier and the leading retail company in Russia. 
http://www.comarch.com
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Empirix Extends OneSight
Empirix Inc. (news - alert) recently announced the launch of a new extension to its

OneSight contact center monitoring solution. OneSight Call Statistics Monitors was
designed to help contact centers measure and reduce the impact of technology issues
on agents’ key performance indicators (KPIs). KPIs are used in contact centers to
measure and manage agent performance and service quality — examples are queue
length, transaction length and first-call resolution rates. Agents and contact center man-
agers are held accountable for meeting KPIs, and often compensation is tied to their
ability to do so. Empirix has stated that its OneSight product is the “first proactive mon-
itoring solution for contact center technology.” OneSight Call Statistics Monitors help
call centers correlate real-time call behavior with voice self-service and infrastructure
performance. The new measurements were added to provide greater visibility into the
impact that automated system issues have on agents and on overall contact center effi-
ciency. They also allow IT staff to prioritize repairs to minimize customer, business and
agent impact, and enable contact center managers to re-state KPIs to accurately reflect
their performance by removing the negative effects of technology problems.
http://www.empirix.com

Microsoft Releases Customer Care Framework 2005
Microsoft Corp. (quote - news - alert) recently announced its Microsoft Customer

Care Framework 2005, a software solution for contact center operators created to
deliver consolidated data from core business systems such as billing, CRM and order
management to the customer service agent desktop. In the release, Microsoft has
added features designed to enable contact center operators to more tightly integrate
customer service channels, such as voice, instant messaging and e-mail, and develop
improved self-service solutions, simultaneously helping to reduce operating costs and
improve customer service levels.

The Microsoft Customer Care Framework interoperates with diverse core systems
through Web services that seamlessly deliver back-end customer data to customer
service agents. The solution provides integration of information through new customer
interaction channels: Web chat, instant messaging and e-mail. The added support chan-
nels offer contact center operators improved flexibility to interact with customers with-
out sacrificing service levels. In addition, Customer Care Framework goes beyond the
physical contact center by providing the tools to make customer information available
directly to consumers. Through a new SharePoint-based self-service portal and IVR
system, customers can access account and billing information, order new services or
resolve business problems. Customers can also launch a Web chat or e-mail interaction
with a contact center agent within the self-service portal. As part of Customer Care
Framework 2005, an integrated agent desktop provides contact center representatives
with a comprehensive view of customer data through a midtier integration layer based
on Web services standards. Using smart client technology, the solution leverages local
resources and intelligently connects to distributed data sources, circumventing the need
for expensive and time-consuming integration with existing systems.
http://www.microsoft.com
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Longwood Software Updates TagTeam
Longwood Software, (news - alert) developer of the TagTeam marketing materials

management system, has announced TagTeam version 3.3. The new version of the
TagTeam system automates sales support functions and makes it easier to provide a
more effective marketing portal for sales-
people, field marketers, distribution chan-
nels and customers. Marketers in diverse
industries can deliver compelling on-
demand support for sales, with fewer
resources and in less time. In addition, they
can extend their self-service marketing sup-
port to distributors, dealers, resellers, and
even customers. 

New features in TagTeam include
enhanced online ordering via a branded
shopping cart; new data-driven portal views
to provide compelling presentation of sales
tools; and automatic user tracking. The new
features are available immediately in the
TagTeam.com hosted service.

TagTeam’s electronic fulfillment capabili-
ties include a searchable database for mar-
keting assets; a visual shopping cart for
collecting items for distribution; multiple e-
mail delivery modes; click-through tracking
of electronically-fulfilled materials; and inte-
grated reporting tools. Although the
TagTeam electronic fulfillment facility can
handle complex customer needs, it is
designed for “out of the box” use by mar-
keters, and requires no technical training,
IT support, or consulting services. This can
provide a significant advantage for compa-
nies with lean IT and marketing staffs.
http://www.tagteam.com

Smoothstone Offering Managed IP Communications 
To The Midmarket

Smoothstone IP Communications (news - alert) recently announced the launch of
its managed IP communications solution for the medium-sized enterprise market.
Using a professional services approach, a proprietary, centralized IP communications
platform and an outsourced, managed services delivery model, Smoothstone pro-
vides comprehensive IP communications solutions that are specifically tailored for
the mid-sized enterprise and that result in a lower overall total cost of ownership
(TCO) for these organizations. Smoothstone also provides the private, nationwide
and converged network infrastructure that carries all of its IP communications.
Smoothstone’s IP platform has earned the Cisco Powered Network designation,
delivering local dial tone in more than 5,800 calling areas and covering 94 percent of
the United States. Target customers are enterprises with 50 to 1,000 employees,
multiple locations, high call volumes and WAN traffic demands.
http://www.smoothstone.com

Go To Table of Contents | Go To Ad Index

http://www.tagteam.com
http://www.smoothstone.com
http://www.cismag.com
http://www.tmcnet.com/query/tmcnetq.asp?SearchString=Longwood&Action=Go%21
http://www.tmcnet.com/query/tmcnetq.asp?SearchString=Smoothstone&Action=Go%21
http://www.tmcnet.com/scripts/newsalerts/Default.aspx?k1=Longwood+software
http://www.tmcnet.com/scripts/newsalerts/Default.aspx?k1=Smoothstone


Subscribe FREE online at http://www.cismag.com

Talisma Knowledgebase Available On AppExchange
Talisma Corporation, (news - alert) a provider of customer interaction management

solutions, and on-demand CRM provider salesforce.com (news - alert) recently
announced Talisma Knowledgebase for salesforce.com’s AppExchange. Built on the
AppExchange on-demand platform, Talisma Knowledgebase for AppExchange is imme-
diately available for test drive and deployment at http://www.appexchange.com, in con-
junction with the Salesforce Winter ’06 release. This solution was created to deliver
enterprise-class Web self-service, search, knowledge management and document man-
agement in one easy-to-use solution that integrates from anywhere within Salesforce.
With AppExchange, salesforce.com customers have access to new applications that
bring the benefits of salesforce.com to an entire business, letting them manage and
share all of their company information on-demand. Using AppExchange, companies can
add new on-demand applications to their existing Salesforce deployments.

Talisma and salesforce.com’s technologies were combined to help deliver a more
effective and rapidly deployable Web self-service solution. Talisma’s configurable self-
service portal integrates with Salesforce to create an online support center via a compa-
ny’s Web site. With keyword, natural language, and Boolean searches, customers can
quickly find answers to their questions at any time of day  If information is sought but
not found, then customers may open a case in Salesforce from the same portal, deflect-
ing inbound calls to the contact center.  

With Talisma Knowledgebase for AppExchange, companies may be able to reduce the
number of escalations and average time-to-resolution by allowing customer service rep-
resentatives to more quickly handle most issues. By providing easy access to the infor-
mation they need for rapid, informed and consistent responses, agents are better posi-
tioned to be more efficient and effective. In addition, Talisma Knowledgebase for
AppExchange offers businesses extensive reporting and metric options to better enable
insight into their customers’ needs.  
http://www.talisma.com, http://www.salesforce.com/appexchange
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Telrex Introduces Call Recording Solution For Hosted IP-PBX Services
Telrex, (news - alert) a developer of call recording and monitoring software for small

and medium businesses using IP-PBXs or hosted PBX services, has announced CallRex
support for hosted IP communications platforms from BroadSoft, Sylantro and VocalData.
Telrex states that it is the first call recording vendor to offer premise-based call recording
for hosted IP-PBX platforms. BroadSoft, Sylantro and VocalData offer hosted PBX and IP
Centrex platforms to service providers. Covad, one of the largest hosted IP-PBX service
providers in the U.S., now offers CallRex with
their hosted IP-PBX service to provide call
recording to their customers that were previously
unable to afford it. 

By integrating call recording into their hosted
IP-PBX solution, service providers can sell into a
wide variety of customers in virtually any indus-
try, whether they want to record calls for training
purposes, dispute resolution or regulatory com-
pliance. 

CallRex call recording can help these service
providers take advantage of the rapid growth of
the hosted IP-PBX market; according to InfoTech,
the hosted IP telephony market is estimated to
grow from $310 million in 2005 to almost $6 bil-
lion in 2010.  
http://www.telrex.com
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Alcatel Acquires GMK For Its Genesys Subsidiary
Alcatel recently announced it has acquired GMK, (news - alert) a provider of contact

center voice self-service solutions in Brazil. Building on Alcatel’s position in contact
center solutions, led by its Genesys (news - alert) subsidiary, the acquisition is expect-
ed to support Alcatel’s strategy to deliver advanced voice self-service solutions for con-
tact centers and expand further into the Brazilian and Latin American enterprise mar-
kets. Founded in 1984, GMK is based in Sao Paulo, Brazil and currently employs
approximately 100 people. GMK has established a presence in the Brazilian voice self-
service and interactive voice response (IVR) market. The company currently serves
more than 100 customers in the financial services and outsourcing sectors. GMK will be
merged into Alcatel Telecomunicações S.A, Alcatel’s subsidiary in Brazil, and GMK
employees will become part of the Genesys center of excellence for the local contact
center market. This acquisition will enhance Alcatel’s and Genesys’ market presence and
ability to serve local enterprise customers in Brazil and across Latin America. All GMK
customers will continue to be supported on their current platforms. 
http://www.genesyslab.com, http://www.alcatel.com

Sage Software Rolls Out ACT! Premium For Web
Sage Software (news - alert) has announced the availability of the new ACT! by Sage

Premium for Web 2006 contact and customer management solution. ACT! Premium for
Web can be installed on a company server and deployed easily to remote and on-prem-
ises users, with no end-user client software installation required, to provide real-time
Web access to centralized customer information. ACT! Premium for Web can also be
used in conjunction with ACT! by Sage Premium for Workgroups 2006 to enable dual-
use environments that equip sales teams with online and offline access to ACT! data.
New ACT! Premium for Web 2006 features include customizable opportunity fields, cus-
tom user permissions, en masse contact access settings and scheduled automatic data-
base backup, among others. Strong user adoption of ACT! Premium products has
helped increase registered ACT! corporate accounts to over 30,000, significantly out-
pacing market alternatives, according to Sage. ACT! Premium for Web is billed as ideal
for small businesses, functionally-defined workgroups and divisions of larger organiza-
tions that want to implement Web-based sales force automation without recurring
monthly user fees.
http://www.sagecrmsolutions.com
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PRC Integrates Access Direct And Hancock Information Group
Outsourced customer care provider PRC (news - alert) has announced the integration

of its two subsidiaries, Access Direct and Hancock Information Group. As part of the
integration, all PRC services will be marketed under the PRC brand. Additionally, PRC
has aligned its operations into two areas, a Business-to-Consumer Solutions group and
a Business-to-Business Solutions group, each focused on customer acquisition, growth
and retention strategies and services. In addition to the brand consolidation, PRC
announced the completion of a new business process that it says strengthens its ability
to provide more strategic solutions for its clients. The Positive Return on Customer
Impact model has been applied to new client relationships in 2005, and is in the process
of expanding to existing clients in 2006. Joseph D. Livingston, PRC Executive Vice
President and Chief Operations Officer, will continue to lead the Business-to-Consumer
(B2C) Solutions group. His team will remain focused on delivering solutions that drive
customer acquisition and loyalty for brand-focused companies utilizing a disciplined
process that delivers the voice of the customer back to the client. Leading the Business-
to-Business (B2B) Solutions group is Lori Sprague, Executive Vice President for PRC.
Sprague, who spent over 18 years with Hancock Information Group, and her team will
continue to provide customer acquisition and development solutions designed specifi-
cally for the sales and marketing organizations of brand-focused companies.  
http://www.prcnet.com
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Mercado Announces On-Demand E-Commerce Search And
Merchandising 

Mercado Software, (news - alert) a provider of e-commerce search and merchandising
solutions, recently announced the release of Mercado bFIRST, an ASP offering that enables
businesses to more quickly and cost-effectively deploy enterprise quality e-commerce
search and navigation capabilities to its online customers. By using Mercado bFIRST, e-
commerce search can be up and running in a matter of days, successfully merchandising

and marketing products and services. As this
is an ASP on-demand service, maintained by
Mercado, there is little additional load on IT
and marketing staffs. In addition, to handle
business growth and success, Mercado pro-
vides a migration path from Mercado bFIRST
to its widely adopted search and merchandis-
ing licensed software solutions. Both Mercado
bFIRST and the company’s software platforms
provide reliable e-commerce search, leveraging
the state-of the art in online product merchan-
dising and active selling technologies. 

Mercado states that it has assembled a fea-
ture set that goes far beyond what is currently
available as an ASP offering in the e-com-
merce search market. By packaging merchan-
dising functionality with effective search and
navigation and catalog-enrichment capabilities,
Mercado bFIRST was created to be an ideal
solution for small to medium-sized companies
(SMBs), business units in larger organizations,
and new market entrants striving to aggres-
sively grow their online sales. 
http://www.mercado.com
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The AnswerNet Network Acquires Unicall International
The AnswerNet Network, (news - alert) a provider of outsourced contact center and

telemessaging services, announced recently that it has acquired the assets of Unicall
International, Inc., (news - alert) an outbound and inbound contact center outsourcer
based in Fairlawn, Ohio. Unicall’s Fairlawn contact center will continue to operate as part of
the AnswerNet Network’s 54-site outsourcing business. Unicall President and founder Ben
Harris joins AnswerNet in the role of Corporate Operations Manager, focusing on outbound
services and process development. The addition of Unicall continues AnswerNet’s expan-
sion in the outbound teleservices market. The AnswerNet Outbound Group’s expansion
over the last two years has been fueled by its acquisition of Custom Telemarketing
Services, Inc. and its URL, http://www.telemarketing.com. This growth is expected to con-
tinue with the addition of the Unicall facility and team. 
http://www.answernet.com, http://www.unicallinc.com
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Lathem Offering PayClock Pro
Version 4

Lathem Time Corporation, (news -
alert) which designs and manufactures
time and attendance products for small
businesses, has announced the release
of PayClock Pro Version 4, a complete
time and attendance system for multi-
faceted organizations. PayClock Pro
Version 4 was designed to accommo-
date the complex payroll and attendance
rules of larger organizations, as well as
the varying rules between different
groups of employees within an organi-
zation. Features of PayClock Pro
Version 4 include support for up to
1,000 employees, access for up to 24
users and local area network compati-
bility. The software can now be installed
on a server and accessed from different
workstations. It also allows database
backups, key processing and security
management on a secured server.
Additionally, Pro Version 4 supports
multiple terminals. Users may now add
additional PC100s or PC400s to place
terminals closer to work places and
facility entrances. Pro Version 4 also
supports up to 50 definable breaks
including paid, unpaid, fixed or flexible.
It also provides support for QuickBooks
2005, providing seamless integration
with QuickBooks Pro, Premier and
Enterprise edition products.  The soft-
ware supports rotating schedules and
multiple pay periods. An expanded
report library, with over 40 standard
reports, was added to help larger, more
complex organizations keep abreast of
important payroll-related costs. 
http://www.lathem.com
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Saratoga Systems Announces Saratoga CRM 6.5
Saratoga Systems, (news - alert) a provider of CRM solutions, has released Saratoga

CRM 6.5, the company’s latest version of Saratoga Systems’ Customer Relationship
Management (CRM) software (formerly iAvenue). The new release includes a number of
enhancements and more powerful integration to back-end enterprise data, positioning
Saratoga CRM as an alternative to what the company calls “behemoth” CRM enterprise soft-
ware solutions that require substantial programming to integrate and customize. The core of
the new release is closer, more efficient integration with systems such as SAP using new
Web Services support. Other new features in
Saratoga CRM 6.5 include a new alert engine,
new data push for Outlook and Lotus Notes,
an improved Web dashboard and new query
capabilities. Saratoga CRM’s software architec-
ture was designed to make it easier to imple-
ment and upgrade than some competing enter-
prise CRM solutions. Rather than re-program-
ming the enterprise application to accommo-
date a CRM implementation, Saratoga CRM
lets users customize everything including busi-
ness processes and integration with other sys-
tems without any programming. Users can
create new business applications or optimize
current processes in days, at minimal cost.
Saratoga’s modular design allows companies
to more easily create CRM applications that
users can access whenever they need to, either
through LAN or WAN, through the Web, or
through handheld wireless devices using
Saratoga’s Apresta technology.

http://www.saratogasystems.com

Latigent Offers BlueVue II
Latigent LLC, (news - alert) a provider of business intelligence and call center manage-

ment software, has announced the release of BlueVue II, the latest version of its business
intelligence suite. According to the company, BlueVue II Business Intelligence Suite is the
convergence of business intelligence, performance management, reporting and analytics
for the call center, employee management and enterprise RSS in a single product, on a sin-
gle modern architecture. Latigent claims that BlueVue II is the first business intelligence
portal to integrate an enterprise RSS aggregator and reader to create a converged informa-
tion portal for employees. Managers and employees can identify the feeds that are applica-
ble and incorporate them into dashboards with reports and charts from other data sources.
BlueVue II adds several new features to allow for greater data connectivity and report

design flexibility, including: Web Service support
for building reports on non-premise-based data
(i.e., salesforce.com and sugarcrm); the capability
to apply XSL templates to BlueVue reports, giving
the report author complete control over the pres-
entation layer, and the ability to integrate reports
directly with third-party Web-based applications.
In addition, companies can now build business
intelligence (BI) extranets to allow their cus-
tomers secure and user-based access to informa-
tion in real-time over the Web. BlueVue II also
offers expanded support and turnkey integration
for common call center technology applications,
including: Cisco ICM, Cisco IPCC Enterprise,
Cisco IPCC Express, Avaya CMS, Avaya BCMS,
Aspect Call Center, Witness, NICE, Aspect eWFM,
IEX and Blue Pumpkin.
http://www.latigent.com
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Call Compliance Delivers New Suite Of Services
Call Compliance, Inc. (news - alert) has announced a new program to deliver a

complete suite of compliance services to the teleservices sector. This new suite of
services, Compliance Sentinel, combines existing compliance technology with new
initiatives, all aimed at providing the 100 percent guaranteed compliance solution
the industry demands. The Compliance Sentinel program delivers the following
services, bundled together to provide a comprehensive telemarketing compliance
system: TeleBlock, Call Compliance’s patented real-time Do Not Call compliance
technology; ongoing compliance auditing delivered by Compliance Testing &
Solutions (CTS), Call Compliance’s consulting division; the Registration Guide, Call
Compliance’s automatic online system for completing state telemarketing registra-
tion forms; the Regulatory Guide, the only online and up-to-date compilation of
state and federal telemarketing laws; and ComplianceWeb, a series of regularly
scheduled compliance Webinars.
http://www.callcompliance.com

Mercom Releases MIQ Version 2.0
Mercom Systems, Inc. (news - alert) recently announced the release of version 2.0

of Mercom Interaction Quality (MIQ). Mercom’s MIQ software is a browser-based call
evaluation and quality monitoring system designed to advance the correlation of quality
and productivity metrics in the contact center. New features in MIQ 2.0 include a Quality
Key Performance Indicator Report feature, which shows correlations between quality
scores for behaviors and an outside metric the user would like to impact (e.g., revenue,
customer complaints, etc.). The results allow managers to focus on the key perform-
ance indicators within their quality data — those that have the tightest correlation to
what their company would like to change. A new Performance Dashboard was added to
allow users to get a quick graphical overview of quality score trends and key quality

indicators in their center. Error Analysis
Reporting allows users to view and ana-
lyze specific areas in which groups or
individuals are making errors during
calls (e.g., answering questions accu-
rately, using standard required greeting,
etc.). Finally, Enhanced Calibration
Function and Reporting makes compar-
ing multiple evaluators’ scoring to a
mean or standard faster and easier.
Standard deviations can be tracked
against goals in easy-to-read graphical
views and drill-down functionality
enables root cause discovery when
deviation is present.
http://www.mercom.com
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InfoCision Announces Promotion To 
VP Of Marketing

InfoCision Management Corporation (news - alert) has
announced the promotion of Nate Drushell to vice presi-
dent of marketing.  The Copley, Ohio resident was previous-
ly director of marketing in the company’s nonprofit division.
Senior Vice President of Marketing Ken Dawson said
Drushell worked hard to earn the promotion.

“Nate has excelled at every level on the marketing staff
and is very well respected by his peers, coworkers and
clients,” said Dawson.

Drushell is credited with exceeding 2005 sales goals and
otherwise leading the nonprofit division to expand the client
base as well as helping to oversee the Christian division.
http://www.infocision.com

Toshiba Hires VP/General Manager For 
Telecom Systems Division

Toshiba America Information Systems Inc. (TAIS) (news
- alert) recently announced that Brian Metherell has accept-
ed the position of Vice President/General Manager of the
company’s Telecommunication Systems Division (TSD).
Toshiba’s telecommunications division provides business
communication systems to the small and medium-size busi-
ness market through an authorized dealer network across
the U.S. Metherell comes to Toshiba with broad experience
in the telecommunications industry, having held executive
positions at Nortel, Williams Communications, General
Telecom and Verestar. In addition, Metherell has also worked
for Bell Communication Systems and Toshiba in Canada.
http://www.telecom.toshiba.com
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Customer service has a stronger
impact on consumer loyalty
than price, brand or even
product quality. Consumers

remember their conversations with cus-
tomer service representatives and base
future purchasing decisions on those
experiences. That's why it's so important
to choose a contact center that cares as
much about your customers as you do.

What makes a contact center successful?
It must employ tried and true customer
care fundamentals — caring, knowledge-
able representatives; a world-class quality
assurance process; low wait times and
abandon rates; and state-of-the-art call
handling technology. 

A Caring Attitude
Your customers deserve the highest quality
service at all times. It is essential that the peo-
ple who are making and taking your calls be
not only experts in the arts of upselling,
cross-selling and closing a call, but true rep-
resentatives of your company culture.

Unlike other teleservices companies,
InfoCision doesn't refer to its call center

employees as TSRs or agents. It calls them
Communicators, because they communi-
cate with a client's customers — building
lasting, valuable relationships. With an
average tenure of more than four years,
they are mature professionals who have
chosen teleservices as a career. In fact,
InfoCision (news - alert) contact centers
maintain an average annual retention rate
of better than 90 percent after training and
certification.  

InfoCision Communicators receive
extensive training on every aspect of a
company before ever representing it over
the phone. From the first time they speak
with a customer, they are highly familiar
with the company's history, organiza-
tional structure, products and services.
This gives them the knowledge and
authority to provide customer care that
seamlessly integrates into a client's exist-
ing marketing strategy. 

World-Class Quality Assurance
Behind every great contact center is a
sophisticated quality assurance process.
This system of checks and balances
should ensure that each call is handled
with the highest level of professionalism. 

InfoCision's commitment to quality is
more than just a slogan; it's a day-to-day
practice. The company developed, imple-
mented and patented the quality assurance
system Q3®. Designed to foster continu-
ous improvement and strict adherence to
client-mandated procedures, the Q3® sys-
tem is like no other. Under this system,
even the most seasoned Communicator is
monitored every 20 minutes. During these
monitoring sessions, every aspect of the
call is documented and evaluated on more
than 130 criteria, from tone of voice to
timing of pauses to keystroke volume.

Low Wait Times And Abandon Rates
Today's consumer is busier than ever. He or
she does not have the time nor the patience
to wait on hold or call a company several
times before an issue is resolved. InfoCision
provides fast service and first-call resolution
without sacrificing the quality services on

which its reputation is built.   
Using a proprietary call-blending tech-
nology, InfoCision maintains average
service levels and abandon rates that rou-
tinely outperform the industry standard.
Unique to the industry, InfoCision's call-
blending solution evenly distributes
Communicators' workflow when they
are not busy answering inbound cus-
tomer care calls, which maximizes pro-
ductivity and efficiency. Call blending is
so effective that InfoCision's 2004 serv-
ice levels were as follows:

•  Average wait time of only nine seconds;
•    93 percent of calls answered in 20

seconds or fewer; and
•  Only 4.5 percent of all calls were

abandoned.

State-Of-The-Art Technology 
The backbone of a contact center is its
call handling technology. InfoCision's
IVR, routing and CRM capabilities help
create a higher return on investment and
a happier customer for its clients. These
are just a few of the technological solu-
tions the company employs:

Interactive Voice Response increases
efficiency by allowing callers to interact
directly with a database. Effective for fre-
quently asked questions, billing inquiries
and account information requests. Frees
Communicators up to handle more com-
plex issues. Allows callers to place orders
after hours.

Custom CRM Applications seamlessly
interact with your current processes.
Integrate with your existing customer
database. Allow Communicators to access
customer history in real time.

Skills-based Routing guarantees cus-
tomers will speak only to Communicators
specially trained on your program.
Ensures that your most important calls are
handled by the Communicators with the
strongest aptitude.

Direct Access to Multimedia Quality
Assurance Files allows clients to access
InfoCision's audio files to hear calls
being made on their programs. Screen
shots available to show call manage-
ment at the Communicator's worksta-
tion. Audio files online for 60 days and
available for two years.

Customer Care: How To Build
Relationships That Last A Lifetime

A Special Editorial Series Sponsored By Infocision

Innovative Solutions From The Contact Center Experts

Go To Table of Contents | Go To Ad Index

http://www.cismag.com
http://www.tmcnet.com/query/tmcnetq.asp?SearchString=Infocision&Action=Go%21
http://www.tmcnet.com/scripts/newsalerts/Default.aspx?k1=Infocision
http://www.infocision.com


Subscribe FREE online at http://www.cismag.com CUSTOMER INTER@@CTION Solutions® February 2006     35

The Challenge
When a leading national
cable provider needed to
reduce subscription can-
cellations, InfoCision
seized the opportunity to
go head-to-head in a split
test and demonstrate
what makes it the highest
quality call center com-
pany in the world.

The Solution
InfoCision Management
Corporation has spent
the last 24 years develop-

ing and cultivating relationships between clients and their cus-
tomers. Unmatched in the industry, the company has won
Customer Interaction Solutions' MVP Quality Award every year
since its inception. It is also a three-time winner of the Direct
Marketing Association's International ECHO Award.

When an InfoCision Communicator speaks to a customer who
wants to cancel a subscription, that Communicator's goal is to
not only save that subscription, but also earn that customer's
loyalty for life. InfoCision immediately devised a strategy to not
only retain, but in many cases upsell, current subscriptions.  

At the end of the split test, InfoCision came out on top. By tai-
loring a subscription package to fit the customers' individual
budget, InfoCision was able to save or upsell 77 percent of the
calls it handled.

The Results 

A lost call is a lost opportunity. Because InfoCision's average
service levels and abandon rates routinely outperform the
industry standard, it was able to handle 1,300 more calls
than the competition, which positioned it to save that many
more subscriptions. 

With more experience and training than the competition,
InfoCision's Communicators were also poised to work harder
for each save. This allowed them to classify 4,414 more calls as
"savable." Coupled with its industry-low abandon rate,
InfoCision achieved an 8.7 percent jump on the competition
before even speaking to a customer.

By handling calls more efficiently, InfoCision maximized
the value of each retained customer. Because InfoCision
had a lower average call time and cost per save, more than
8,700 additional customers were saved at nearly half the
cost of the competition.

The Return
The numbers speak for themselves. InfoCision outperformed
the competition and won the cable provider's business.

Case Study: Experts In The Customer Care Industry
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Not very long ago, each customer interaction, whether it was
inbound or outbound, via telephone, e-mail or the Web, was
considered a disparate customer interaction. The customer
sends an e-mail? Reply to the e-mail, transaction finished.
You call the customer for a follow-up? Task completed, close
the file. The customer calls in with an inquiry? Get her an
answer and check the "finished" box. But treating a customer
relationship as a mountain of individual components is
inherently unstable. Sooner or later, something's going to
shift and the whole pile is going to come down and bury you.

In an increasingly multimedia world where the customer
chooses the channel, the time and the tone of the contact, it's
vital that the customer relationship not be a creature with nine
heads and five arms. Successful customer relationships can-
not be built on an unstrung series of events. If it is, the old
adage that "a chain is only as strong as its weakest link"
comes into play. That weakest link in many companies comes
in the form of a bored, unpleasant, unrewarded or poorly
trained agent. You can't service a customer well only three-
fifths of the time, or even 90 percent of the time. All it takes
is one blatant error in dealing with a customer to drive him or
her away. It may not be fair, but customers are far more like-
ly to remember a bad customer interaction than a good one
and, even more damaging, customers are more likely to pass
news of bad interactions to friends via word of mouth.

What this means is that your company's reputation as a
failure, a mediocrity or a brilliant success comes down to
your agents. An airline would never dream of putting a trainee

pilot with lower-than-average simulation scores in the cap-
tain's seat of a passenger flight. (Let's hope not, anyway.) So
why would you put your customers into the hands of a poor-
ly trained agent? Granted, unlike with the airline example, it's
not a matter of literal life or death. But your company pre-
sumably has a goal of surviving and thriving into the future.

Well trained agents are a start. But even well trained agents
can lose interest in their jobs, fail to keep up with new
developments, burn out or otherwise become poor agents.
Only by maintaining a high level of initial training, contin-
ual training, motivation, evaluation, feedback and rewards
can you ensure that the people who are on your front lines
are not going to exacerbate customer problems. If you run
an in-house operation and find that you are cutting corners
in your customer service processes or worse, creating more
problems than you solve, it's vital that you rework your
entire call center structure before you become your own
worst enemy. The processes that were successful 10 or even
five years ago are, in most cases, no longer valid.

To be stellar, you need to turn your relationship with each
customer into a single entity, regardless of how many media,
how many contacts and how many agents the customer inter-
acts with. If each of those agents is not performing to his or
her best ability, then you're spending more time unraveling
the customer relationship than building it. Your agents are
your most precious commodity. Building customer relation-
ships using good agents as the "raw material" ensures that
those relationships will last long into the future.

Building Your Customer Relationships With Good Agents

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

A Special Editorial Series Sponsored By Infocision

Innovative Solutions From The Contact Center Experts

Market Through Education with TMC’s Webinars

Quality Lead Generation | Reach Key Decision Makers | Increase Product Awareness | Position Company as Leader in Field | Turn-key Marketing Program 

What are TMC Webinars?
� Complete turn-key events. TMC handles the promotion
and registration, and sets up the technology.
� Hour-long, web-based topical seminars with live stream-
ing audio and video.
� Webinars are interactive: Moderators ask and answer
questions, fully engaging with attendees.

What does TMC Provide?
� Pre-event marketing: Advertisements—Web and
print, customized registration page and customized E-mails.
� During event: A moderator from TMC, along with an
industry expert and your company’s executive, will speak.
� Post-event: Receive all registration information and a
follow-up e-mail to registrants.

TMC will provide a turn-key Webinar for your company. A partnership with TMC gives you the

edge you need to create an event that will generate sales leads for your products and services. 

© 2006 Technology Marketing Corporation. All Rights Reserved.

Sell More Products 

and Services
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Companies have traditionally mod-
eled their sites around most frequent
customers or target markets. No one
Web site design, however, has been
capable of meeting the needs of every
visitor or providing a one-to-one per-
sonalized experience focused on each
customer’s unique and immediate
requests. 

The experience customers have with
online self-service is often frustrating.
Customers are searching for informa-
tion but are frequently left empty-hand-
ed and unsatisfied by the deluge of
irrelevant content with which they are
presented. It is only a matter of time
before these unsatisfied customers will
abandon a company’s site for a com-
petitor’s site — one that can better sat-
isfy their pressing needs. The sales and

marketing implications are significant.
High abandonment rates, which are
essentially avoidable lost sales opportu-
nities,  should serve as a warning signal
to companies. 

On the customer service side, a
report by market research firm
ServiceXRG shows that 60 percent of
customers used self-service before
requesting live assistance to meet their
support needs. In addition, the same
study indicates that of the 60 percent
who used self-service, only 23 percent
reported they found what they were
looking for and did not require addi-
tional support. This means that for

every 60 site visitors who choose to use
the online self-service channel, only 14
are able to find content that satisfies
their needs, leaving 46 unsatisfied cus-
tomers. 

Web self-service is the most cost-
effective medium for organizations
when compared to live phone assistance
and e-mail. ServiceXRG research indi-
cates that first contact closure cost is
$49.10 via phone and $36.70 via e-
mail, but only $11.60 via Web self-serv-
ice. The cost ramifications of an effec-
tive Web self-service channel to a busi-
ness are self-evident.

The reality is that today, most organi-
zations fail to meet customer expecta-
tions and address customer needs in
real-time. This failure translates to high-
er site abandonment rates, lower sales

As more people become accustomed to using the Internet, they
demand that companies provide increasingly capable Web self-serv-
ice options. Once upon a time, navigation was the primary method
for uncovering information. Today, search has become just as critical
a component to an effective online sales, marketing and customer
support strategy. New ways of managing the dialog between the
company and the customer have surfaced. Visitors are not just look-
ing for information. They are looking for the kind of online experi-
ence they are not receiving elsewhere.

By Tina Miteko
InQuira

Driving Value From 
Every Online 
Customer Interaction:

The Power Of Intent-
Driven Personalization
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conversions, costly service resolution
and a decrease in overall customer satis-
faction and loyalty. The key to improv-
ing online customer interactions
involves understanding customer intent
in real-time and delivering the right
experience that meets each customer
need.

Unlocking Customer Intent
Companies need to pay closer atten-

tion to optimizing the interaction
experience with their customers. The
foundation for improving the cus-
tomer interaction experience lays in
the company’s ability to understand in
real-time the customer’s wants and
needs and to deliver in real-time a
dynamic experience that meets or
exceeds those needs. Demystifying
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customer interactions can help a com-
pany accelerate the time to conversion
for sales, or resolution for customer
service.

Customers articulate their needs in
various ways. Although people express
themselves differently, in many cases,
the underlying intent of their questions
is similar. Questions that have the same
intent maybe asked using different
words and phrases. For example,
“Change my e-mail address,” “Modify
my personal profile” or “Mailing
address update” are three different ways
of asking a question that shares the
same intent which, in this case, is about
updating personal account informa-
tion.

A recent study we conducted ana-
lyzed the search logs of several telecom-
munications Web sites. The study
showed that within the telecommuni-
cations industry, on a random sample
of 1,000 searches pulled from company
search logs, the same searches were
rarely repeated. This proves that people
express themselves in a unique manner.
It also uncovered that those 1,000
queries involved over 4,000 keywords.
Any attempt to analyze these questions
on a keyword-by-keyword basis would
be daunting and unmanageable.
However, when phrases and questions
were analyzed based on their semantic
meaning using natural language tech-
nology, the questions were grouped
into concepts or intents. The study
concluded that thousands of dissimilar
and uniquely articulated questions
could now be grouped into intent-cate-
gories. Some examples of intent-cate-
gories include service plan research,
balance inquiry, phone equipment sup-
port, payment options, account sign-in
and help. Of the random set of 1,000
keywords, the research revealed that in
the telecommunications industry, 83
intent categories were able to address
between 72 to 74 percent of user
inquiries.

This revelation can help customer
service organizations offer real-time
customer experiences tailored around

each customer’s unique needs by man-
aging the entire customer interaction
process on an intent-by-intent basis,
instead of using ineffective and unreli-
able keyword analysis. This intent-
driven approach provides companies
with the ability to drive revenue to a
higher level by offering personalized
cross-selling, upselling and other pro-
motional opportunities. Through the
real-time understanding of customer
intent, companies can shorten the
time to engage and transact with their
customers, leading to higher customer
satisfaction and loyalty levels. By
meeting each customer’s needs in real
time, sales conversion rates can
increase significantly. Similarly, sup-
port needs can be fulfilled faster,
deflecting calls away from live assis-
tance channels and reducing call cen-
ter costs.

Unlocking customer intent and
monitoring of the customer interac-
tion experience can provide companies
with insight into business and con-
sumer trends. Through this insight,
companies can proactively monitor
the quality of content on their sites,
identify content gaps and focus
resources on adding or updating con-
tent that will enhance the user experi-
ence. For example, Apple’s iPod prod-
uct can now be integrated with many
cars. As a result, an automobile manu-
facturer might suddenly see a surge in
its Web site’s search logs for a new
intent around “iPod car integration.”
A banking site might see increased
interest in topics related to the recent-
ly introduced “ROTH-401(k)” retire-
ment plan. If the companies do not
have content assets that satisfy a new
type of customer inquiries, they can
quickly produce new knowledge assets
to offer to their customers. Similarly,
if knowledge assets exist for a particu-
lar intent but the quality of those
assets is poor, companies can update
the content to satisfy customer needs.
This type of business intelligence
could signal potential sales and mar-
keting opportunities, competitive

insight and possible trends in con-
sumer behavior, and set the companies
in motion to address and satisfy top
customer needs.

Many companies have been unsuc-
cessful in delivering superior online
customer interactions. The key to
improving customer interactions using
real-time data is to first understand the
customer needs by unlocking the
intent behind their inquiries and then
to meet the specific needs of those cus-
tomers by designing a personalized
experience around those needs.
Through the power of intent-driven
personalization, companies can accel-
erate the time-to-value, enjoy higher
conversion rates and revenue, and
resolve customer support issues in a
cost-effective manner. CIS

Tina Miteko is Marketing Manager of
InQuira, Inc. (http://www.inquira.com),
(news - alert) which develops customer
interaction applications for Web sites and
contact centers. Miteko has extensive
business-to-business marketing experi-
ence in both software and hardware
industries. She currently manages
InQuira’s marketing strategy and pro-
grams.

If you are interested in purchasing reprints of this
article (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.

Once upon a time, 
navigation was the 
primary method for 

uncovering information.
Today, search has become

just as critical a component 
to an effective online sales,

marketing and customer 
support strategy.
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This is the thirteenth year Customer Inter@ction Solutions has brought you the winners of its MVP (Marketing Via
Phone) Quality Awards. In the ensuing years since we introduced the awards in 1993, we have been impressed by
the growing sophistication of the quality measures that have been introduced to the contact center by the leading-
edge companies that apply for our MVP Quality Award. Over the years, we have seen new technologies adopted
and the standards for a quality interaction refined and improved. Each of the following companies has demonstrat-
ed, through its MVP Quality Awards application, a true commitment to high ethical standards, stringent policies
and challenging goals. Each of the award recipients is involved in a quality process that stretches from its human
resource development to its implementation of technology to improve quality to taking a leadership role in promot-
ing a positive public image of teleservices, and more. The following brief extracts from the extensive award-winning
applications will give you a glimpse into what the companies provided as their standards for quality.

On a 16-point essay, entrants described a specific teleservices program
and its results, and explained their overall policies and proce-
dures, including human resources, technologies, cus-
tomer services, ergonomics and public image that are
used to establish, sustain and measure the pro-
gram’s quality. Judging the applicants was an
arduous task, and the scores were not given
lightly. Judging involved assigning a
numerical point value from 1 to 10 for
each of the 16 evaluation points. The
average essay length was 17.5 pages —
enough to make an editor need a vaca-
tion on a tropical island afterwards.

Through the winners’ essays, we
learned that there are countless individ-
uals within these organizations whose
combined efforts and teamwork have
contributed to elevating their companies’
marketing via phone practices to the fore-
front of the industry. We’ve shared some
of the most compelling items on the winners’
application essays with readers. To all of the win-
ners, congratulations.

— Tracey Schelmetic

13th Annual 
MVP Quality Award Winners
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GOLD 
AWARD 
WINNERS

InfoCision Management Corp. 
(b-to-c integrated)
Akron, OH
http://www.infocision.com

Q: Explain how quality has evolved in
your contact center, how it is sustained
and how it is measured.

A: InfoCision evaluates each
Communicator (TSR) based on more
than 300 criteria per phone call. The
system allows supervisors, trainers and
QA staff to identify which skills a
Communicator is lacking and the
coaching methods needed to increase
their skills, ultimately improving their
performance. All Communicators
receive feedback as well as additional
training in potential areas of improve-
ment. Our Q3 system (proprietary qual-
ity assurance system) has been so suc-
cessful that we’ve trademarked it.

Advanced Data-Comm 
(b-to-c inbound)
Dubuque, IA
http://www.advanced-data.com

Q: Provide quantifiable results [for a
specific program]. Explain how the results
were tabulated and how the quality of the
program was gauged.

A: When Hurricane Wilma was brew-
ing in the Gulf of Mexico, [the client]
recognized their business could be in
jeopardy. With their fulfillment center
and their other call center located in
southern Florida, the client realized the
hurricane could cause a disruption in
their business. As a result, they chose to
route all of their calls to Advanced
Data-Comm before the hurricane hit.
This action turned out to be rather far-
sighted, as the power at the client’s
other vendor’s center was knocked out
when millions of people in Florida lost

power. Luckily, the client’s customers
noticed no disruption, since Advanced
Data-Comm had the agents and expert-
ise to handle the additional call volume.

APAC Customer Services, Inc. 
(b-to-b inbound)
Deerfield, IL
http://www.apaccustomerservices.com

Q: Describe all efforts made to make
your work environment more stress-free
and ergonomically correct.

A: The center has a large employee
lounge with vending areas, video games,
wireless Internet access, on-site food
vendors, telephones and PCs, and a
large SleepRoom facility for employees
to use during breaks. Employees “bid”
for shifts that allow them to structure
their changing family needs, etc. with
our clients’ peak processing. Flexible
schedules, with part-time options and
the ability to “trade shifts” within the
employee group allow our teams to
manage their personal lives without
tight constraints. We also have a rela-
tionship with an online research tool
that allows our corporate and center
teams to research personal topics of
interest, gain professional support or
seek private counseling.  

GC Services Limited Partnership 
(b-to-c integrated)
Houston, TX
http://www.gcserv.com

Q: What are your monitoring practices?
A: Quality monitoring and evaluation

is one of our core competencies. Our
skilled quality analysts monitor our rep-
resentatives to ensure procedural com-
pliance, courtesy and customer satisfac-
tion. We also supply third-party quality
monitoring services to measure the
quality of our clients’ internal or out-
sourced customer service. We provide
our clients with unbiased third-party
reviews of employees’ effectiveness. We

also provide coaching for performance
improvement, as well as general quality
consulting services. For most clients,
our Quality First teams monitor a mini-
mum of five calls monthly for each rep-
resentative. This ensures that the entire
representative corps is evaluated approx-
imately every two weeks.

SILVER 
AWARD 
WINNERS

Hamilton Contact Center Services 
(b-to-b outbound)
Aurora, NE
http://www.hamiltontm.com

Q: What are your monitoring practices?
A: In addition to providing clients

with the opportunity to easily access
“full shadow” (voice and data) remote
(off-site) monitoring on a daily basis at
all calling sites supporting the client’s
campaigns, Hamilton also facilitates
“blind” monitoring. Blind monitoring
allows the client to track the vocal inter-
actions of the telephone agents and view
the on-screen script used by the tele-
phone agents and the entry of data by
such telephone agents, without the
knowledge of Hamilton or the agent.

ePerformax Contact Centers 
(b-to-b integrated)
Cordova, TN
http://www.eperformax.com

Q: What is special or unique about your
staff that contributes to quality?

A: Our staff ’s most unique attribute is
their Filipino culture. It totally supports
our focus on quality by first being a cul-
ture that has service orientation and a
commitment to complete customer sat-
isfaction. Filipinos have been deeply
scripted to believe that patience in
adversity and unflagging self-sacrifice are
the principal attributes that will lead
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them to eventual success. The
Philippines’ underemployment rate is in
excess of 15 percent; as a result, Filipinos
seek long-term careers with stable com-
panies. While not all contact centers
provide stability, ePerformax offers a
commitment to career development

through its highly effective training pro-
grams which can then provide the build-
ing blocks for continuous learning devel-
opment. As a result, our turnover is less
than one percent per month (compared
to a rising turnover rate of up to 10 per-
cent in the Philippines).

eTelecare Global Solutions 
(b-to-c integrated)
Monrovia, CA
http://www.etelecare.com

Q: Provide quantifiable results [of a
program]. Explain how results were tabu-
lated and how the quality of the program
was gauged.

A: Our blended approach [to han-
dling the client, a large wireless carrier]
increased agent utilization by 33.8 per-
cent while reducing costs per sale from
$32 to $25 and reducing the typical
variance in cost per sale from about $6
to about $1. The client has used another
vendor on a similar program and saw
abandonment rates of about 80 percent.
Our abandonment rates were about
three percent. Out of 1,977,851 con-
tacts, we converted 687,523 customers
to new handsets and rate plans, a 34.7
percent conversion rate. Inbound con-
tacts represented 71 percent of the total
acquisition volume, with eTelecare
delivering $8.5 million in savings.
Outbound represented 29 percent of
total acquisition volume with eTelecare
delivering $5.2 million in savings. In
total, eTelecare Global Solutions esti-
mates it saved the client $13.7 million
in 2005.

Synergy Solutions, Inc. 
(b-to-c outbound)
Phoenix, AZ
http://www.synergysolutionsinc.com

Q: Explain how quality has evolved in
your contact center, how it is sustained
and how it is measured.

A: Synergy Solutions has developed
an online quality monitoring module as
part of our enterprisewide proprietary
system known as SPOT, which stands
for “Synovative Power of Technology.”
All online quality critiques are cus-
tomized per program and are designated
to mirror either a client’s internal check-
lists or are developed to capture all ele-
ments that are important to that partic-
ular client’s program. These online qual-
ity forms are navigated through by our
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Quality Coaches, and we have the capa-
bility to digitally record all or part of
the monitoring session for future review.

BRONZE 
AWARD 
WINNERS

Cross Country Automotive Services 
(b-to-c integrated)
Medford, MA
http://www.crosscountry-auto.com

Q: Specifically state your policies on
quality and your company’s
philosophy/motto on quality.

A: Our motto is to “treat each call as
if it is the only call you will take today”.
We teach our associates to be XSIV
(Excessive) about delighting the cus-

tomer. Every day we must increase our
value proposition by exceeding our
client standards for customer satisfac-
tion. Over 87 percent of our clients’
customers rate our associates “Excellent”
or “Top Box”. We provide unparalleled
rigor in quality assurance management
by coaching and monitoring 16 calls per
month per associate and directly survey-
ing 100 percent of their customer trans-
actions. This enables us to benchmark
our internal scores against external feed-
back.

The Connection 
(b-to-c integrated)
Burnsville, MN
http://www.the-connection.com

Q: What is special or unique about your
staff that contributes to quality?

A: At The Connection, we strongly
believe in service values and employee-
focused cultures that can often be found
in rural communities. Our four call cen-
ters are located in rural communities
throughout Nebraska and New Mexico.
We have found we are able to invest in
rural communities and attract top-notch
skilled employees with strong work
ethics. Our agents view their roles with
The Connection as more than just a job.
They see it as a long-term career.
Through increased investment in training
and staff development, call center man-
agement teams help improve the skills of
its staff. Our employees develop a strong
loyalty to The Connection and often
work to promote a positive image of our
company within their communities. In
the communities we are located, we are
often the first or second largest employer.
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NOVO 1 
(b-to-c outbound)
Laurel, MD
http://www.novo1.com

Q: What are your monitoring prac-
tices?

A: Even if a sale looks perfect, it may
not get through the pending process on
outward appearances alone. NOVO 1
uses customer care representatives who
report to Quality Assurance on the
back end — after a sale — to ensure
the accuracy and legitimacy of each
record. Following every shift, NOVO
1’s reps attempt to call back 100 per-
cent of buyers, with a contact rate of 80
percent. Reps thank the buyer and try
to assess the effectiveness of the
pitch/script, as well as the courteous-
ness of the rep and the quality and sta-
bility of the sale.

SR. Teleperformance 
(b-to-b integrated)
Paris, France
http://www.srteleperformance.com

Q: Detail a specific program and
explain the program’s goal and outcome.

A: The client organization [uses MM
Teleperformance, whose parent compa-
ny is SR. Teleperformance, for a] long-
term program to encourage blood dona-
tion. Bearing in mind donors are not
paid and give up valuable time to
donate, the communication program
with them is paramount to its success.
The London bomb blasts on July 7th
triggered an unprecedented 10,000 calls
to the hotline on a day when MM
Teleperformance would normally expect
3,500, as the public were encouraged to
help victims. At peak times during the
day, almost 200 calls were received every

three minutes. MM
Teleperformance
staff volunteered to
work on their day
off to help take as
many calls as possi-
ble. The blood
donor organization
recorded a record
number of new
donor registrations
that day. 

ACS, Inc. 
(b-to-c integrated)
Portland, OR
http://www.acs-
inc.com

Q: Describe all
efforts made to make
your work environ-
ment more stress-free
and ergonomically
correct.

A: Because incen-
tives and positive
motivation are cru-
cial to providing a
great customer expe-
rience, we make all

efforts to provide employees with a
pleasant, positive and motivational
working environment. Our “open door”
policy provides any employee with the
opportunity to directly approach their
management team with issues they are
facing that could adversely affect their
performance. Likewise, we routinely
solicit suggestions from employees on
how to make ACS a better place to
work. Most of our new hires come from
employee referrals, an indication that
ACS is a good place to work.
Additionally, all workstations are
equipped with ergonomically correct
chairs and computer equipment. Since
we employ many physically challenged
individuals, we also provide Braille key-
boards and special computer equipment
to enable them to work comfortably and
effectively.

Alta Resources 
(b-to-c integrated)
Neenah, WI
http://www.altaresources.com

Q: What do you do to demonstrate
your commitment to staff quality, i.e.,
training, motivation techniques, etc.?

A: Each quarter, Alta holds an all-
employee meeting. These Quarterly
Employee Meetings are very motivation-
al, inspirational meetings. The CEO
leads each one. The agenda is designed
to help employees see themselves as crit-
ical to the overall business success.
Service anniversaries, special achieve-
ments/milestones and business results
and issues are all shared during the
meeting. Also, there is an employee
Web site that features corporate news,
personal updates on new employees, fea-
tures on corporate activities and com-
munity events. All of these communica-
tions vehicles contribute to building a
community of employees. In fact, in the
employee opinion survey, 97 percent of
our employees stated they are proud to
work at Alta. CIS

For information and subscriptions, 
visit http://www.TMCnet.com or call 203-852-6800.
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Over the past several years, contact
centers have become the customer inter-
action hub for most companies. In
order to handle the influx of calls, e-
mails and chats, calls centers now have
some of the most advanced technology
in the world. Customer relationship
management (CRM) systems track cus-
tomers from their first click on the Web
to their latest sales or problem resolu-
tion. The systems can not only tell the
agent who is calling, but what that cus-
tomer’s lifetime value is to the company.
Yet, throughout all of this change, one
thing has remained the same — the
people in the call centers are still the
most important asset of the company.

Companies from Maine to California
have realized that contact center agents
can not only fix problems but can build
relationships with customers — which
can actually make their brand even
stronger. If this is true, then companies
must continue to find ways to improve
agent loyalty, which inevitably will lead
to higher customer loyalty. In the book
“Ideas At Work,” we offer simple yet
effective ways to manage people in the
challenging environment of turnover
and change.  Having both started as
agents before working our way through
the management ranks, we set out to
create a book that offers ideas that can

be implemented at the frontlines of the
contact center. 

This article pulls together three
chapters from the book, all of which
have a single focus on improving the
relationship between the front-line
managers and agents.

Just Walking Around
How long has it been since you

scheduled time to actually walk the
floor of your contact center? You may
have walked through the center on the
way to your last meeting or when you
needed to ask a question about the
schedule. But how long has it been since
you scheduled an hour or more to just
be in the center, to answer questions,
say “hi” to agents or just be visible as a
manager, director or executive?

Making a commitment to spend a
dedicated amount of time on the floor
with the employees is a wonderful idea.
Walking through the center looking for
opportunities to make positive com-
ments and/or receive input and feed-
back allows you to see everything that’s
going on and allows you to listen direct-
ly to the employees. Permitting all

employees to have direct access to the
boss frequently generates high levels of
spontaneous, creative synergy. 

In the Shakespeare play Henry V,
King Henry goes out among his men on
the eve of the battle to see if they are
prepared and willing to fight. When you
visit the contact center floor, talk with
agents and ask sincere questions. You
will quickly learn if they are prepared to
talk to customers, and you’ll hear what
your customers are saying. You will also
have the opportunity to gauge the mood
and morale of the team. 

As part of a research project, we asked
agents in a call center what they wanted
most from their managers. The over-
whelming answer was, “More time.”

If you manage a center with many
supervisors, try this idea: go to the local
sporting goods store and purchase a
pedometer for each of your supervisors.
You know — that little device that
counts your steps and tells you how far
you’ve walked. Now, talk with your
supervisors about the importance of
spending time on the contact center
floor. Challenge them to “walk a mile”
with their people. At the end of the day,
have them check in with their mileage
for the day.  

Let’s go back to Shakespeare. In the
play, King Henry returned to his tent

Bob Furniss and Scott Thomas share chapters from their new book “Ideas at Work,” providing perspectives on
improving the frontlines of call centers. Having both started as online agents who made their way through
various levels of management, they offer solutions to real problems based on real experience.

Ideas At Work: An Excerpt

By Bob Furniss, Touchpoint Associates; and 

Scott O. Thomas, Tamer Partners Corp.
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knowing his men were ready to fight
and setting his own mind in the proper
frame to lead them into battle. By
encouraging supervisors to “walk among
the troops,” you will prepare them to be
better leaders.

What Are You Doing About Your
Queue?

One statement heard often in contact
centers is, “How many calls do we have
in queue?” We place value and impor-
tance on each call and do not want to
lose or abandon any of them. Whenever
you ask this question in your center, we
challenge you to ask yourself another
important question: “Is there anything
else I have on hold in my life that I
don’t want to lose?” Don’t get us wrong:
Managing wait times in the contact cen-
ter is important. Businesses rely on serv-
icing and selling to customers, and if
they are abandoned, an opportunity is
missed. There should definitely be a
sense of urgency in the contact center.

But for now, let’s use this concept of
abandonment as an illustration for other
areas of your job or even your life. 

First, if you are managing a contact
center, you will have people reporting to
you, either directly or indirectly. These
employees have their own queues for
you. They are the queues for spending
time with you in feedback sessions, one-
on-one sessions or just casual conversa-
tion. Now think about the last time you
analyzed their hold times. Do you know
how many of them were abandoned
because of extremely long wait times?
For the same reasons we don’t want our
customers to hang up, we want to keep
this from happening to our employees.
We believe there is a direct correlation
between employee retention/satisfaction
and customer retention/satisfaction.

In a conversation with an executive
at a client’s office, we talked about the
need to reach people. Clayton Howe,
the director of Toll Programs and
Service at North Texas Toll Authority

explained, “If you aren’t taking care of
a customer, you better be taking care
of those who take care of the cus-
tomers.” This type of culture became
so important in this organization that
all employees — from agents to execu-
tives — were trained and certified in
effective coaching. The return on this
training was that people actively
sought out and delivered timely and
relevant feedback to each other,
regardless of what level or position of
power. Clayton went on to say, “As a
believer of the inverted org chart, with
the customer on top as the highest pri-
ority and the people that touch the
customer as the next priority and so
on, my only purpose is to take care of
those who take care of my top priority.
Managers must model the sense of
urgency in serving that they wish for
the customers. Even the most motivat-
ed and engaged employee will lose
faith if he or she does not feel valued
and appreciated.”
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What a great way to outline priorities.
Think about the things that drive us
crazy when they happen to a customer.
Now, contrast that with the things we
often do or say to our employees.
Would we ever tell customers we are
“too busy” to help them? Ask them to
stay later than we originally planned
and then forget to thank them? Yet,
these breakdowns with our agents are
often observed and processed by our
frontline team members. 

Most organizations have two cus-
tomer service training sessions for their
employees. The first one is usually in a
classroom and typically occurs during a
new employee’s first week. This course
will cover all of the critical components
of service: empathy, tone, problem solv-
ing, etc. Upon graduation, the employee
enters into his or her second training
session. It is not in a classroom, but
instead occurs in the daily interactions
with the employee’s manager. This is not
necessarily a bad thing unless the man-
ager interaction lacks all of these same
key ingredients: empathy, tone, problem
solving, etc. This is why it’s so impor-
tant to manage your employee queues.
To do so, let’s think about how we han-
dle call queues in the contact center. We
use software or spreadsheets, pen and
paper or even a calculator to forecast
calls and schedule agents. Forecasting is
also a great first step in improving your
employee queues. Take a look at your
required number of observations: when
reviews take place and how many people
need a one-on-one session in any given
month. When you have all of the data,
look at your calendar and begin sched-
uling time with each of your employees.

Another great way to gather data is to
survey your employees. Ask them how
accessible you are. Let them know you
strive to handle their concerns in the
same way they handle your customers’
concerns. Ask them for suggestions on
how to improve their wait times. Find
out how many “contact channels” you
have and look at the queues in each of
them. Do your employees tend to e-
mail, call, leave a note or walk over to

your office most often? Have you let
them know the best ways to contact
you, depending on the nature of their
needs?

The next thing to do is expand this
concept to the rest of your business: 

• How are your other queues?
• Do you have other internal cus-

tomers to deal with? Other
departments?

• Are their “hold times” satisfactory?
• Do you thank them for holding?
• Most important, what are your

personal queues?

Team Meetings — PROOF Your
Performance!

Team meetings in a contact center are
the most important communications tool
available. If you hear your agents saying
that no one ever tells them anything,
then you may want to find out how
effective their team meetings really are.

We were surprised when we recently
attended a series of team meetings in a
client’s contact center. The supervisor’s
team meetings were less than effective
because the supervisors had not really
prepared. Holding an informal meeting
in which agents are encouraged to partic-
ipate is great, but the supervisor or man-
ager still needs to have a plan for what
the meeting is supposed to accomplish.

The best way to prepare for meetings
is by creating a detailed agenda. The
meeting should be interactive and allow
agents to ask questions and confirm
direction. At the same time, the meet-
ings should be structured and not just a
time to sit around and talk. The meet-
ing is a great time for the supervisor to
lead the team through effective commu-
nication. It is also important to recog-
nize success!

Here is an outline that has proven to
be effective in contact centers across
America. Use the acronym PROOF to
plan for your next meeting.

• Policies. Discuss changes and new
procedures. Tell more than just the
“what.” Also tell them “why” and the
impact that the change will have on the
customer.

• Recognition. Recognize achievement
both as a group and individually (quali-
ty scores, commendation letters, etc.).
Make this fun and find a way over time
to include everyone.

• Operations. Discuss metrics and
how they relate to the company, to the
group and to the agents. We are con-
stantly surprised at how many agents
really do not understand what the num-
bers mean — to them, to the center and
to the company.

• Outlook. Discuss what is planned
for the next month. Discuss how the
plans relate to them (special programs,
special schedules, etc.).

• Feedback. Encourage questions from
agents. Ask for feedback on items dis-
cussed and on any newly implemented
ideas. Use this time to really listen to
their concerns. If you don’t know the
answer, make sure you find out and
cover it in the next meeting.  

Although the concepts may be simple,
these ideas will help your managers cre-
ate a better relationship with your front-
line employees. CIS

Bob Furniss, President of Touchpoint
Associates, (news - alert) works with
organizations that want to increase produc-
tivity and profits by bringing out the best in
their people. 

Scott O. Thomas is a Senior Partner with
Tamer Partners Corporation, (news - alert)
which works with clients to design strate-
gies and implement effective solutions in
sales and service organizations. 

“Ideas At Work” can be purchased at
http://www.touchpointassociates.com.
(news - alert) 

We are constantly 
surprised at how many 

agents really do not 
understand what the 

numbers mean — to them, 
to the center and to 

the company.
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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?

Waste time. Waste money. Repeat. Stop wasting resources day after day. Start acting on the information

you gather to solve real business problems using Impact 360TM from Witness Systems. Impact 360 provides

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

You get workforce management. Quality monitoring/full-time recording. e-Learning. And performance

management. Used individually, together, or in concert with your existing contact center applications,

these solutions 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.

Impact 360. It’s the customer experience. Reinvented.

It’s your goal. It’s our philosophy.    Improve everything.TM ©2006 Witness Systems, Inc.
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Contact Center Suites

Amcat
Amcat Contact Center Suite,
Enterprise Edition
http://www.amcat.com

The Enterprise Edition, a new
version of Amcat’s scalable
Contact Center Suite, was
designed for enterprise and mul-
tisite contact centers. It was cre-
ated to seamlessly integrate
remote or distributed contact
centers into a centrally managed,
networked operation; reduce
operating costs such as local sup-
port and local campaign man-
agement; and provide an
enhanced level of resilience
reducing single points of failure.
The solution can sharpen man-
agement controls and reduce
costs for enterprise operations,
while improving business conti-
nuity so important with natural
and man-made disasters.  

eGain Communications
eGain ServiceExpress
http://www.egain.com

eGain ServiceExpress is the
small business edition of eGain
OnDemand, eGain’s hosted soft-
ware suite for multichannel cus-
tomer service (phone, e-mail,
chat, Web self-service) and
knowledge management. Small
businesses, like larger enterpris-
es, are under pressure to win and
keep customers with superior
service while controlling costs,
but are saddled with limited IT
budgets and resources. They
need a hosted e-service solution
that is affordable, effective and
able to seamlessly support busi-
ness growth. eGain
ServiceExpress addresses this
need with its “no-risk value
guarantee,” a 14-day free trial;
24-hour deployment; setup help;
modular design and embedded
best practices.

M1 Global Solutions, Inc.
Business Convergence
Platform
http://www.m1global.com

With this release of the
Business Convergence Suite,
organizations can rapidly incor-
porate voice services (such as
VoIP, IVR and speech recogni-
tion) into business processes to
create client-centered business
solutions. With a large percent-
age of transactions initiating or
concluding with voice, the
extended capabilities of BCS 1.5
will afford users the ability to
deliver a better customer experi-
ence, adapt quickly to changing
business dynamics and improve
profitability by simplifying how
they model, deploy and modify
multimedia business applica-
tions. Business Convergence
Suite 1.5 continues the innova-
tion of BCS 1.0, incorporating
call flow capabilities into the

business process. Users can build
applications, such as Web and
voice self-service, that use the
full range of M1’s Business
Convergence Platform capabili-
ties, including workflow, Web
services orchestration and service
level management

Noble Systems
Noble RepliServer
http://www.noblesys.com

The Noble RepliServer solu-
tion offers 100 percent data
redundancy for continued pro-
ductivity and uptime in the
event of a natural disaster or a
hardware failure. Noble Systems
offers 100 percent data replica-
tion to enterprise organizations
with the Noble RepliServer,
allowing them to maintain pro-
duction in the event of a hard-
ware error, eliminating lost time
resulting from hardware issues.
The replication solution consists

Each year, Customer Inter@ction Solutions® magazine bestows
its Product of the Year awards on companies that have
demonstrated excellence in technological advancement
and application refinements. Listed here are products
and services that we’ve judged to have gone the extra
mile to help improve both the customer experience
and the ROI for the companies that use them. It is
these companies’ contributions that lead the way in
making the contact center technology industry the
dynamic field that it is today. The winning companies
are broken down by general market category.

Congratulations to the winners.

— Tracey E. Schelmetic

2005 Product of the Year Awards
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How can service and support professionals cut costs while significantly improving
time to resolution and customer satisfaction? Today there is a better way to provide
secure, cost-effective remote support while giving your organization a competitive
edge: Citrix® GoToAssist™. 

Join us on March 1st to explore the advantages of implementing industry-leading
remote support and learn how companies from a variety of industries are using
GoToAssist to achieve lower operating costs, higher service levels and increased
customer satisfaction.

During this informative 1-hour Webinar, you will:

•    Find out why remote-support technology is ranked #1 by support professionals for
effectively and efficiently resolving support incidents.

•    Discover how to take the next step in steering your organization towards world-class
remote support. 

•    See why GoToAssist was selected as the winner of the prestigious CRM Excellence
Award for two years running.
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of a dual-application server con-
figuration, including a “standby”
server that is ready to take over
operations in the event that the
primary server becomes inopera-
ble. Noble RepliServer also
serves as a disaster recovery solu-
tion, allowing centers to deploy
the redundant server to a remote
site should the primary location
become inaccessible. 

Nortel Networks
CallPilot 4.0
http://www.nortelnetworks.com

The CallPilot Unified
Messaging release 4.0, a compo-
nent of Nortel’s Applications
Center, enables users to access
messages from PDAs and other
e-mail-enabled devices, empow-
ering employees to work from
any location. Additionally,
advanced integration with
Nortel Call Center Web Portal
allows CallPilot 4.0 messages to
be immediately delivered to the
right agents, ensuring prompt
responses to customer inquiries,
allowing businesses the opportu-
nity to achieve higher customer
satisfaction.

Samsung Business
Communication Systems
OfficeServ 7200 Converged
Communications Platform
http://www.samsung.com/bcs

The OfficeServ 7200 marks
the introduction of Samsung’s
converged platform for voice
and data communications using
wireline and wireless technolo-
gies, making it an efficient and
flexible platform for business
communications solutions.
Capitalizing on Samsung’s
expertise and history in develop-
ing wireline, wireless, voice and
digital convergence equipment,
the OfficeServ 7200 allows end
users to leverage new capabilities
not previously available to them
via Samsung products such as
IP-based, in-office mobility and
OfficeServ applications.
OfficeServ 7200 handles voice
calls and data using a flexible
array of modules, including
Local Area Network and Wide
Area Network modules and a
10/100Base-T Ethernet inter-
face. This provides an integrated

wireless and wireline platform
that offers full support for
Samsung’s VoIP, Wireless LAN
and traditional phones and IP-
based data and other business
communications peripherals and
allows for voice call quality of
service control.  

SER Solutions Inc.
SERTAINTY Version 3.0
http://www.ser.com

SERTAINTY is an agent per-
formance optimization solution
that enables contact centers to
obtain real-time analysis on
agent and team performance.
SERTAINTY eliminates tedious
and time-consuming manual
monitoring activities by using
speech recognition technology to
perform highly accurate, auto-
mated evaluations of all cus-
tomer interactions. SERTAIN-
TY scores each call against a set
of KPIs and flags only calls that
actually need to be reviewed by
a supervisor. The latest SER-
TAINTY release offers the fol-
lowing enhancements: a new,
browser-based business intelli-
gence dashboard; expanded
reporting and statistical analysis;
and an easy-to-use KPI
Definition Wizard.

[Editor’s note: In the January
2006 issue, SER Solutions’ win-
ning product was incorrectly
stated as CPS E2.  We regret the
error. TES]

Siemens Communications Inc.
HiPath ProCenter Standard
V6.5
http://www.siemensenter-
prise.com/ procenter

The Siemens HiPath
ProCenter V6.5 portfolio was
designed to enable enterprises to
drive even greater first contact
resolution of customer calls with
faster call center administration,
call processing and multimedia
routing and reporting, including
enhanced user and management
visualization tools. Presence-
driven and permission-based col-
laboration tools have also been
extended to reach enterprisewide
communication sources such as
the telephone, e-mail and
instant messaging. The upgraded
HiPath ProCenter Agile solu-

tion, with support for as many
as 150 active agents, is designed
for small and mid-sized enter-
prise contact centers or informal
call handling groups.

Transera Communications, Inc.
Seratel
http://www.transerainc.com

Delivered as a service, Seratel
offers tools for the widespread
shift to decentralized customer
service operations. Transera’s
Seratel on-demand call manage-
ment software was designed to
allow multiple enterprises to col-
laborate in providing customer
care across organizational, geo-
graphical and technological
boundaries. Seratel leverages
open industry standards such as
SIP, Web Services and XML
rather than proprietary mecha-
nisms, eliminating complex inte-
gration requirements and signifi-
cantly reducing maintenance
overhead.  By linking to multi-
ple existing carrier networks
based on off-the-shelf IP net-
work elements, Seratel reduces
call center cost of ownership and
provides customers with free-
dom of choice.

CRM

Amae Software
Amae CI Suite
http://www.amaesoftware.com

The Amae Customer
Integration (CI) Suite is a mod-
ular enterprise application that
delivers actionable results by
engaging customers and intelli-
gently collecting customer expe-
rience and perspectives regard-
ing products, service and satis-
faction across all channels of
customer contact. The Amae CI
Suite is an “appliance-like” solu-
tion that integrates all customer
experiences via telephone, Web
and e-mail customer contact
channels. For the telephone, the
Amae CI Suite uses a built-in
IVR-style system that is admin-
istered by managers through a
Web browser. The Amae CI
Suite directly connects to exist-
ing telephony and creates no
conflict or redundancy with
existing IVR or contact center
technology. 

Aplicor, Inc.
Aplicor CRM ATLAS
http://www.aplicor.com

Aplicor ATLAS includes func-
tional advancement to each of
the core CRM components,
including Sales Force
Automation (SFA), Marketing
Management and Customer
Service. The 2005 Aplicor CRM
ATLAS release provides a hosted
solution to deliver a workflow
engine with visual toolkit to
empower user-created business
workflow processes, a visual
forms designer for complete end
user customization of screens,
data warehousing and OLAP
(online analytical processing) for
drag-and-drop information
analysis, and synchronization
with Lotus Notes, Outlook,
Exchange, Blackberry, Pocket
PC and Palm. The ATLAS
release also includes the Aplicor
Gateway Interface (AGI) Web
services library which exposes
the Aplicor Data Service
(including XML schema, Web
Service Definition Language
(WSDL) document and com-
plete data dictionary) and per-
mits system administrators to
create their own Web services
integration in a graphical envi-
ronment using industry-standard
XML and Simple Object
Application Protocol (SOAP)
requests.

Astute Solutions
ePowerCenter
http://www.astutesolutions.com

The ePowerCenter contact
center solution was developed
with globalization in mind,
according to the company. The
core functionality provides all
onsite and remote agents a
robust, multichannel contact
management solution with
instant access to a unified repos-
itory of consumer, product and
company information. It also
provides customizable Web-
based reporting for enter-
prisewide visibility into con-
sumer issues and feedback. The
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new release (Version 6.2) can
enhance a company’s ability to
deliver high-quality service to
consumers worldwide with its
“Language of the Agent” and
“Language of the Caller” fea-
tures. It offers complete trans-
latability of ePowerCenter to
extend the software’s capabilities
to non-English speaking agents
and global contact centers. It
also offers advanced features to
facilitate data capture and rapid
issue resolution with non-
English speaking customers.

Cincom Systems
Cincom Synchrony 6.1
http://www.cincom.com

The new 6.1 release of
Cincom’s Synchrony extends the
flexibility of the Synchrony

Desktop unified platform frame-
work by allowing each individ-
ual desktop to be completely
adaptable and customizable to
meet the unique requirements of
every group, department and
functional area within any
organization, worldwide.
Equipped with a desktop that
intelligently presents both the
appropriate information and
applications for each interaction,
contact center agents can work
smarter and faster, helping
increase productivity and reduc-
ing handling times. 

Digisoft — A TouchStar
Software Company
eTelescript Guest Mode
http://www.digisoft.com

eTelescript is a thin-client call
center software solution
designed to maximize the pro-
ductivity, efficiency and effec-
tiveness of your virtual VOIP
call center. eTelescript provides

the capability to empower
remote global agents and admin-
istrators. The solution offers
agents the tools necessary to
make them better organizational
representatives. By focusing on
the quality and performance of
the interaction, management can
create campaigns based on pre-
determined business objectives.
eTelescript can help empower
agents to drive revenue, ignite
overall corporate growth and
improve service levels by maxi-
mizing a calling campaign’s effi-
ciency and productivity while
providing complete control and
security for call management
processes.

Maximizer Software
Maximizer Enterprise 9
http://www.maximizer.com

Maximizer Enterprise 9 is an
adaptable CRM software solu-
tion designed to deliver integrat-
ed sales, marketing and cus-

tomer service and support.
Maximizer Enterprise 9 helps
businesses attract prospects, win
new customers and increase
repeat business to build success-
ful, profitable customer relation-
ships throughout the customer
life cycle. With secure, on-
demand access to customer
information through an intuitive
interface and a rapid deploy-
ment time at an affordable price,
Maximizer Enterprise 9 adapts
to the business demands of
growing small to medium-sized
enterprises and divisions of large
corporations. 

NetSuite
NetSuite CRM+
http://www.netsuite.com

NetSuite CRM+ is a hosted
customer relationship manage-
ment application designed to
integrate order management,
partner management, incentive
management and project track-
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ing to give growing businesses a
360-degree view of all customer
interactions. NetSuite CRM+
also offers eCRM, which
includes Web site hosting, Web
site analytics, customer portals,
partner portals and partner man-
agement. These capabilities
allow NetSuite CRM+ to auto-
mate the entire customer lifecy-
cle, from a prospect browsing a
company’s Web site, to an inter-
ested lead, to a qualified
prospect, to a customer who has
actually placed an order, to serv-
icing that customer and finally,
to guiding that customer to re-
purchase.

Oncontact Software
Oncontact V
http://www.oncontact.com

Oncontact V, the company’s
flagship CRM software, was
designed to provide sales, mar-
keting and customer service pro-
fessionals the tools they need to
more effectively manage
prospects and customers.
Version V uses the latest
Microsoft .NET platform to
provide a detailed snapshot of
the complete customer and
prospect relationship, including
account history and organiza-
tional hierarchy. The application
contains a history of all interac-
tions with customers and
prospects on an individual or
companywide level. The inter-
face is completely customizable,
which allows users to decide
how they want to manage their
customer and prospect relation-
ships. The solution also offers
marketing functionality com-
plete with call center features to
maximize marketing dollars by
allowing users to create, execute,
manage and track successful
campaigns that increase leads
and generate sales.

Portrait Software
Portrait Foundation
http://www.portraitsoftware.com

Portrait Foundation is an
application platform suite opti-
mized for customer interaction
management that offers the next
generation of sales through serv-
ice platform. It is designed for
building process-centric, enter-

prisewide, multichannel, com-
posite customer interaction
applications that integrate to
many existing legacy systems.
Foundation addresses the most
important and most complex
processes: those that drive cus-
tomer interactions and fulfill
customer demands. 

RightNow Technologies
RightNow CRM 7.5
http://www.rightnow.com

RightNow CRM 7.5 is the
latest version of RightNow’s on-
demand CRM solution. With a
range of new and enhanced fea-
tures, RightNow CRM 7.5 was
created to deliver improved
functionality across marketing,
sales and service processes,
enabling organizations to opti-
mize the lifetime value of their
customer relationships and the
end-to-end quality of their cus-
tomer experience. The product’s
components, RightNow
Marketing, RightNow Sales and
RightNow Service, are engi-
neered with a common database,
common business rules manage-
ment and a common workflow
engine. By automating a range
of processes and eliminating the
boundaries between customer-
facing departments, RightNow
CRM provides important advan-
tages: marketing leads can be
automatically routed to salespeo-
ple, data from service interac-
tions can be used to improve
marketing campaign targeting,
and salespeople can avoid being
surprised by open service inci-
dents and/or active marketing
promotions.

Sage Software
Sage CRM
http://www.sagecrm.com

Sage CRM is full-suite, con-
figurable and fully Web-based
CRM software for SMBs that is
available both as a hosted service
at SageCRM.com and for on-
premises deployment. Sage CRM
was designed to provide SMBs
with the ability to move from
hosted to on-premises imple-
mentation as business needs dic-
tate, keeping all online data and
customizations fully intact. Sage
CRM provides bi-directional

front-office/back-office integra-
tion with many accounting and
operations management solu-
tions. Sage CRM users also have
more supporting technology
options, including Outlook and
Lotus Notes integration, plus
IBM DB2, MS SQL, Oracle and
Sybase database options.
Additionally, Sage CRM offers
businesses other advantages,
including local service and sup-
port through an established net-
work of CRM solution
providers; support for wireless
devices such as PDAs and cell
phones; a portfolio of vertical
enhancements and custom com-
ponents; and affordable pricing.

SAS Institute Inc.
SAS Marketing Automation 4.3
http://www.sas.com

SAS Marketing Automation
provides comprehensive data
management, campaign manage-
ment and advanced customer
analytics in one integrated solu-
tion. The new version features
notable enhancements such as
performance capabilities with
proven scalability, the solution’s
ability to flexibly manage multi-
ple lines of business — product
areas, customer segment or
geographies — from the same
system, improved real-time inte-
gration capabilities, a more pow-
erful Web user interface for
remote users and more flexible
reporting and scheduling capa-
bilities.

Sendia Corporation
Sendia WorkSpace CRM
http://www.sendia.com

Designed for salesforce.com
mobile users, WorkSpace CRM
3.0 replaces Sendia’s Wireless
Salesforce Automation (SFA) 2.3
and is compatible with popular
wireless handheld devices such
as Research In Motion’s (RIM)
BlackBerry Wireless Handhelds
and Palm’s Treo series. With
WorkSpace CRM 3.0, custom
objects such as invoices, pur-
chase orders, HR tracking,
expenses and project manage-
ment originally created for the
desktop version of Salesforce can
be made accessible wirelessly on
BlackBerry or Treo devices. This

allows administrators to decide
the exact custom application
functionality they want mobi-
lized on their field teams’ mobile
devices.  

SugarCRM
Sugar Enterprise Edition
http://www.sugarcrm.com

Sugar Enterprise Edition is
the first commercial open source
CRM application designed
specifically for larger businesses.
It expands SugarCRM’s open
source platform to provide a
full-featured CRM alternative to
organizations with advanced
database, mobility and reporting
needs at a cost of just $449 per
user per year, including technical
support. The price also includes
full access to the source code,
facilitating customization and
integration with legacy customer
databases that can save time and
increase the effectiveness of cus-
tomer interactions. 

Tigerpaw Software, Inc.
Tigerpaw CRM+
http://www.tigerpawsoftware.com

The release of Tigerpaw
CRM+ signals the completion of
three years of development that
spawned a host of new features
and expanded functionality.
Chief among them are a
revamped and much-improved
user interface, brand new fea-
tures like project management
and subcontractor support,
enhanced business analytics
highlighted by a new dashboard
and expanded customization
tools. More than 1,000 user-
requested enhancements were
folded into the release, bolster-
ing the product’s core function-
ality of contact management,
sales force and marketing
automation, service management
and inventory control. Other
notable enhancements include a
new group calendar, internation-
al date support, progressive
billing functionality, payment
tracking, an enhanced security
model, improved RMA tracking,
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unlimited pricing levels and
unlimited user-defined custom
fields throughout the application.

Dialing Solutions

TouchStar Software
Dial-On-Demand
http://www.touchstarsoftware.com

Dial-On-Demand was engi-
neered for contact centers with
two to 400 seats, and expands
TouchStar Software’s dialer
product offering to include an
affordable hosted solution. It
includes a predictive dialer,
power dialer, broadcast voice
messaging, graphical reports
with real-time statistics, fast and
easy access to software upgrades,
level-one security with privilege-
based assignments and 24/7

technical support. Dial-On-
Demand can help provide con-
tact centers across diverse indus-
tries with the opportunity to
instantly employ a “pay-as-you-
go” system.

Disaster Recovery/Alerting

AMTELCO
RED ALERT
http://www.redalertsystem.com

RED ALERT gives organiza-
tions and call centers a fast
method for automatically notify-
ing personnel in disaster and
emergency situations, as well as
providing routine notifications
for meetings and other events.
New features added to RED
ALERT help ensure that recipi-
ents receive the most current
alert information, and increase
the flexibility by including more
system customization options.
The new RED ALERT features
include recorded alert messages,

concurrent alert messages, status
updates for confirmed receipts,
real-time updating of both alert
messages and contact methods,
auto check-in URL and check-in
URL, custom message fields and
recipient permissions.

Prosodie Interactive
InfoCast
http://www.prosodieinterac-
tive.com

InfoCast is a rapid alerting
and notification system that
can be controlled from any-
where. Giving managers and
administrators tools to contact
employees, faculty and stu-
dents, contractors and vendors
on an urgent or emergency
basis is a challenging and
expensive requirement for most
organizations. InfoCast was
created as a simple solution to
address the growing need of
both large and small organiza-
tions, businesses, schools and

hospitals to reach members of
their community through voice
and other channels.  

Display Technologies/
Dashboards

Symon Communications Inc.
SDA (Symon Digital Appliance)
Series
http://www.symon.com

The Symon Digital Appliance
(SDA-500) series of advanced
network-manageable products
was created to deliver digital sig-
nage and a wide variety of
broadcast content to visual dis-
plays such as televisions and
plasmas, while combining
Symon’s expertise in real-time
data collection and visual display
technology. The SDA-500 is an
IP/Ethernet network addressable
device that can be collocated
with the display signage for 24 x
7 operations. Being LAN-con-
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nected enables the SDA-500
software to receive content,
scheduling and other instruc-
tions from a seamless integration
to the Symon Enterprise Server
(SES) single control site.
Multiple display systems can be
controlled and monitored from
this central location, including
proof of play with confirmation.
The SDA controller is built on
open standards and supports a
wide variety of PDPs, LCDs,
CRTs and projectors with pre-
installed drivers and integrates
with a multi-vendor networking
environment.

Informiam
ClearPath for Contact Centers
http://www.informiam.com

Version 2.5 of the ClearPath
for Contact Centers product
provides contact center cus-
tomers with the ability to
instantly identify operational
issues, determine problem root
causes and automatically take
corrective action or receive rec-
ommendations on resolutions
via the system itself. It leverages
intelligent call management and
IP contact center technologies
to deliver improved levels of
business visibility for contact
centers that use traditional, IP
and converged communications
systems. ClearPath for Contact
Centers 2.5 also introduces
Integrated Performance
Indicators (IPIs), added to aid
contact center managers in
gleaning insights from the real-
time correlation of disparate
performance metrics.  

Interactive Voice 
Response (IVR)

Plum Voice Portals
MedTalk
http://www.plumvoiceportals.com

MedTalk was designed for use
by healthcare providers such as
pharmaceutical companies,
health insurers and research
organizations, and enables the
automation of sophisticated
communication campaigns with
healthcare consumers. MedTalk
is powered by the Plum
VoiceXML IVR platform and
facilitates notification and alert-

ing, as well as the creation of
elaborate, dynamic and scientifi-
cally valid surveys and studies.
MedTalk supports 24x7x365
communication with patients via
the one communication media
that is almost universal in mod-
ern society: the telephone. The
telephone enables participation
in surveys by members of the
population who are functionality
illiterate, lack access to the
Internet, or lack the ability to
make regular physical appear-
ances at doctors’ offices or
research centers.  

IP Contact Center 
Platforms

Aspect Software
Aspect Uniphi Suite v6.1
http://www.aspect.com

Aspect Uniphi Suite is an
operating environment that
gives businesses the flexibility
and functionality needed for the
convergence of contact center
applications including ACD,
CTI and IVR on a single,
switch-agnostic platform that
supports both PSTN and IP
switches. Released in June 2005,
Uniphi Suite v6.1 is the next
step in the platform’s evolution,
offering streamlined customer
interaction, simpler application
development and system admin-
istration, and centralized report-
ing and analytics — all while
doubling the number of agents
supported. Based on the Aspect
Uniphi architecture, Uniphi
Suite includes the Aspect Uniphi
Engine, Aspect Uniphi Contact
Center, Aspect Uniphi Voice
Portal and tight integration with
Aspect’s workforce management
software. 

Avaya
Avaya IP Office with 
Microsoft CRM
http://www.avaya.com

The Avaya IP Office
Customer Management suite
featuring Microsoft CRM
encompasses all the hardware,
software and support that busi-
nesses need to transform their
sales and service operations. The
IP Office solution integrated

with Microsoft CRM delivers on
a strategic alliance announced
between Avaya and Microsoft to
create packaged business solu-
tions for small and medium-
sized organizations. The solution
now combines Avaya’s IP Office
Solution and contact center
application with the Sales and
Customer Service modules of
Microsoft CRM Professional
edition, coupling telephony call
routing with customer relation-
ship management technology to
enable a new set of applications
that can improve the customer
experience and increase the
information businesses have
about their customers.

Cisco Systems
Cisco IP Contact Center
Enterprise Edition
http://www.cisco.com

The new Cisco IPCC
Gateway provides customers
with the option to increase the
scalability of their contact cen-
ters while also offering more
flexible deployment options.
Customers can deploy and man-
age a single customer contact
solution for an entire enterprise
or choose site-specific Cisco
IPCC Enterprise and manage
them from a single ICM. This
option allows customers to
address contact center ownership
requirements at a specific site
while still maintaining a virtual
solution. The Cisco IPCC
Gateway also allows for greater
overall system redundancy, busi-
ness continuity and a seamless
migration from a traditional call
center environment to an IP-
based solution.

CosmoCom
CosmoCall Universe 4.5
http://www.cosmocom.com

CosmoCall Universe (CCU)
is an all-IP contact center plat-
form with carrier-class reliability.
CCU helps organizations
achieve higher levels of customer
service while reducing costs, by
supporting all of their enter-
prisewide contact center needs
from one virtual contact center
platform, self-hosted or hosted
by a network service provider.
The CCU platform unifies all

communication channels,
including telephone, video
phone, e-mail, voice mail and
Web chat/voice/video/collabora-
tion, and also unifies the contact
center functions of automatic
call distribution (ACD), interac-
tive voice and video response
(IVVR), computer-telephony
integration (CTI), recording and
quality monitoring, interaction
history, and administration and
reporting.

deltathree
Launch Ready Outsourced
Platform Solution
http://www.deltathree.com

deltathree’s “Launch Ready”
solution provides cable and
Internet service providers with a
complete VoIP telephony solu-
tion with a sharp focus on cus-
tomers’ needs. While deltathree’s
modular counterpart lets larger
companies select the specific
elements they want to out-
source, enabling them to lever-
age their existing in-house capa-
bilities and completely cus-
tomize their products, medium-
sized companies that have limit-
ed resources and capabilities
find the deltathree “Launch
Ready” solution more attractive.
The “Launch Ready” solution
provides a full turnkey solution
and allows service providers to
move quickly from the initial
planning stage to full imple-
mentation.  

Eagle IP LLC
EagleACD
http://www.eagle.net

EagleACD’s hosted contact
center model is a tool for giving
small businesses and large enter-
prises the functional equivalent
of a premise-based call center,
including full operational and
administrative control and access
to all real-time and historical
reports, without the implemen-
tation lead time, the system inte-
gration cost, and the capital
expense of an in-house system.
EagleACD offers full control of
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call treatment with monitoring
and recording of all media for
effective call center management
and quality assurance. 

Five9
Virtual Contact Center
http://www.five9.com

The Five9 Virtual Contact
Center was designed to enable
companies of any size to build a
comprehensive, feature-rich con-
tact center without hardware,
software or upfront capital
expenditures. In addition to
helping companies generate
higher sales and customer service
productivity and operating and
long-distance cost savings,
Five9’s on-demand service allows
for easy set-up and administra-
tion of single-site, distributed
and at-home agent workforces
and enables them to act as an
integrated virtual call center,
regardless of geographic loca-
tion. The Five9 Virtual Contact
Center consists of a comprehen-
sive suite of applications, includ-
ing blended inbound and out-
bound calling, automatic call
distribution (ACD), predictive
dialing, CRM, automatic num-
ber identification, IVR, call
scripting, computer-telephony
integration, remote agent capa-
bilities, skills-based routing, call
recording, silent monitoring,
real-time reporting and central-
ized management.

FrontRange Solutions 
IP Contact Center (IPCC) 5.0
http://www.frontrange.com

The new version of
FrontRange’s Voice Over
Internet Protocol-based (VoIP)
software suite features quality
management and integration
with other FrontRange product
families, including the compa-
ny’s HEAT, GoldMine
Corporate Edition, and the new
IT Service Management (ITSM)
modules. As contact center man-
agers continue to scrutinize and
manage costs meticulously,
IPCC’s integration to business

applications reduces implemen-
tation as well as ongoing costs.
FrontRange IPCC 5.0 enables
users to train staff more effec-
tively with features like the
optional module Quality
Management with which a
supervisor can record calls with
server-based recording and call
rating.

Genesys Telecommunications
Labs, Inc.
Genesys Enterprise Telephony
Software (GETS)
http://www.genesyslab.com

GETS enhances information
workers’ desktop real-time col-
laboration experience by
enabling users to call contacts
directly from within the right-
click presence menu that is dis-
played in several familiar
Microsoft Office applications,
such as Outlook, Excel, Word
and SharePoint. GETS also pro-
vides the telephony presence
info that is displayed within
Communicator. The technology
helps maximize worker produc-
tivity by saving time agents
would otherwise spend switch-
ing between applications to find
contacts, and calling or setting
up meetings and conference calls
when contacts are busy, on the
phone or away. 

Interactive Intelligence Inc.
Customer Interaction Center
(CIC)
http://www.inin.com

The new version of CIC pro-
vides three important new capa-
bilities. First, the release intro-
duces a new session initiation
protocol-based Interaction
Media Server, which provides an
increase in IP system scalability
and reliability by transferring the
majority of all media processing
to the dedicated media server.
Second, CIC delivers additional
agent optimization enhance-
ments including screen record-
ing, whisper coaching and agent
alerts. The final addition to the
release targets the product’s
enterprise telephony users with
enhancements to the voice mes-
saging component of the offer-
ing, including a speech recogni-
tion interface for message man-

agement and the addition of
customer-configurable voice
mail menus.

Kayote Networks, Inc.
FronTier — Advanced VoIP
Traffic Management System
http://www.kayote.com

FronTier is Kayote Networks’
flagship hosted VoIP traffic
management solution. It was
designed to enable carriers and
Internet telephony service
providers (ITSPs) to deploy mis-
sion-critical VoIP networks
quickly, efficiently and securely
with complete technical support
and comprehensive provisioning
and monitoring functionality.
Companies spend a lot of
money setting up their own
VoIP operations, which require
elaborate Session Border
Controllers (SBCs) and routing
engine hardware, software licens-
ing agreements and support con-
tracts. However, this still leaves
VoIP networks with extensive
interoperability challenges.
FronTier combines the features
of an SBC and routing engine
with robust management and
reporting tools, all within a
secure environment, providing
carriers and ITSPs with an
advanced, field-proven intercon-
nectivity solution. 

Telephony@Work
Dynamic Customer
Satisfaction Management
http://www.telephonyatwork.com

Dynamic Customer
Satisfaction Management
(DCSM) is not a feature but
rather a set of capabilities that
spans across various technologies
to deliver maximum customer
satisfaction rates. Traditional
service level approaches don’t
provide reliable data on customer
satisfaction because they measure
adherence to corporate policies
rather than whether customers
were actually satisfied with the
quality of the service that they
received. CallCenterAnywhere
Enterprise Edition V.8.0 effec-
tively addresses the problem of
how to accurately measure cus-
tomer satisfaction by measuring
it directly, with end-of-transac-
tion surveys which supplement

traditional service-level data
analysis. The solution goes
beyond existing survey technolo-
gy approaches by dynamically
implementing technology-driven
responses to negative customer
feedback and adapting routing
rules to take account of cus-
tomer feedback trends for future
routing decisions.

Vertical Communications
TeleVantage 7
http://www.vertical.com

Vertical Communications’
TeleVantage 7 is a software-
based IP-PBX targeted at small
and medium-sized businesses.
The enhancements in the new
version aim to build on
TeleVantage’s reputation for pro-
viding superior productivity
tools, ease of use and lower costs
of ownership. With TeleVantage
7, Vertical provides greater pro-
ductivity and cost reductions
through comprehensive SIP sup-
port, allowing customers to take
advantage of the growing range
and decreasing costs of SIP-
enabled networks. TeleVantage 7
customers can now deploy
everything from a pure SIP solu-
tion, to a hybrid solution of SIP,
digital and analog phones, all
with full access to TeleVantage’s
feature set. 

Knowledge Management/
Business Intelligence

Envision
The Envision Report Server
http://www.envisioninc.com

The Envision Report Server is
a centralized reporting database
that will gather key agent per-
formance data as well as key cus-
tomer interaction data. The
search and reporting capability
will allow users to make cus-
tomer queries, spot trends and
produce customized reports
based on customers’ business
requirements. The product was
designed to address the growing
desire of customers to design
new quality metrics as well as
defining metrics to measure and
better understand the customer
experience. The data mart allows
for centralized data and process-
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ing; de-normalized data for fast,
ad hoc reports; storage of histori-
cal data; summarization of
reports based on any business
requirement; and integration
with other enterprise data
sources to present a single view
of the entire enterprise. 

InQuira Inc.
InQuira
http://www.inquira.com

The InQuira 7 customer
interaction platform helps
empower companies to consis-
tently manage their customers’
interaction experiences across
Web self-service and assisted-
service channels. A complete
suite of applications built from a
core ability to understand lan-
guage for its semantic meaning,
InQuira can analyze any search
interaction  to determine the
searcher’s need or  “intent” and
index enterprise knowledge
assets for their meaning. Armed
with an understanding of cus-
tomer or user intents, regardless
of how they are articulated,
companies can focus their
resources on optimizing the cus-
tomer interaction experience on
an intent-by-intent basis, regard-
less of interaction channel (Web,
call center, e-mail) or stage in
the customer interaction lifecy-
cle (i.e., acquisition, transaction,
fulfill, service). 

Knova Software
Knova 6.5
http://www.knova.com

Knova 6.5, the company’s
application suite, is built on
what the company calls a “next-
generation search and knowl-
edge management platform.”
Version 6.5 applications include
Knova Contact Center, an assist-
ed-service application that auto-
mates the resolution process for
customer service agents and sup-
port analysts; Knova Self-
Service, a self-service application
that enables customers to help
themselves with a personalized,
proactive self-service experience;
Knova Forums, an integrated
forums application for peer-serv-
ice that enables customers to
help each other while providing
valuable feedback; Knova Field

Service, a mobile support appli-
cation that enables service pro-
fessionals to quickly resolve cus-
tomer issues on-site; and Knova
Knowledge Desk, a knowledge
management solution that helps
service desks to more quickly
resolve problems and answer
questions 

Latigent LLC
BlueVue II
http://www.latigent.com

BlueVue II Business
Intelligence Suite was designed
to be the convergence of busi-
ness intelligence, performance
management, reporting and ana-
lytics for the call center, employ-
ee management and enterprise
RSS in a single product, on a
single architecture. According to
Latigent, BlueVue II is the first
business intelligence portal to
integrate an enterprise RSS
aggregator and reader to create a
converged information portal for
employees. Managers and
employees can identify the feeds
that are applicable and incorpo-
rate them into dashboards with
reports and charts from other
data sources. BlueVue II adds
several new features to allow for
greater data connectivity and
report design flexibility, includ-
ing: Web service support for
building reports on non-prem-
ise-based data; the capability to
apply XSL templates to BlueVue
reports giving the report author
complete control over the pres-
entation layer; and the ability to
integrate reports directly with
third-party Web-based applica-
tions.

OutStart
OutStart Participate V2006
http://www.outstart.com

OutStart Participate is a
knowledge, expertise and com-
munity management platform.
V2006 addresses key barriers
associated with contributing and
using the learning and knowl-
edge that employees, customers
and partners need to perform
their jobs efficiently and effec-
tively. New capabilities include
the organic contribution of
knowledge to eliminate the typi-
cal knowledge creation bottle-

neck; connections to existing
document, information and data
repositories; and the ability to
leverage the extensive learning
objects contained within formal
and rapid training sources. With
these expanded capabilities and
newly created learning objects,
the OutStart Participate system
can act as the single source of
on-demand learning and knowl-
edge available through a self-
service, just-in-time manner.   

Performance 
Management/Training

Aon Consulting
REPeValuator
http://www.aon.com/tsc/repe-
valuator

REPeValuator is a Web-based
simulation that assesses the criti-
cal skills of contact center candi-
dates who are seeking positions
that require communication in
both English and Spanish.
LOMASelect REPeValuator
Bilingual measures essential on-
the-job skills like managing cus-
tomer relationships, providing
complete and accurate informa-
tion and managing call time.
The LOMASelect REPeValuator
Bilingual simulation determines
how well candidates deal with
customers using Web chat and
phone interaction while provid-
ing a human touch. Candidates
face different scenarios from cus-
tomers inquiring about product
support and service termination.

Co-nexus, Inc.
CXM Agent Portal
http://www.4cxm.com

CXM is a suite of call logging
and quality monitoring prod-
ucts. The CXM system is com-
prised of hardware (servers and
voice boards) and software that
are integrated with the cus-
tomers’ PBX and LAN. CXM is
used by businesses to help
improve customer satisfaction,
resolve customer disputes, verify
information, ensure compliance
and improve agent performance.
New to CXM V4 is the CXM
Agent Portal; the agents’ virtual
classroom. Within the Agent
Portal, each agent has a private
view of their recordings, their

evaluation results and access to
all of their training materials.

Enkata
Enkata 5
http://www.enkata.com

Enkata 5 is an Operational
Performance Management
(OPM) suite that offers indus-
try-specific solutions designed to
capture, integrate and analyze
both front- and back-office
operational data to provide busi-
nesses with actionable informa-
tion needed to reduce costs
while simultaneously increasing
customer loyalty. Released in
February 2005, Enkata 5
includes three solution suites:
Enkata Contact Performance,
Enkata Back Office Performance
and Enkata Voice of the
Customer. Together, the solu-
tions help companies provide an
integrated view of the entire
end-to-end customer lifecycle,
enabling organizations to both
identify the root causes of costly
operational failures that lead to
high contact volumes, dissatis-
faction and churn, and take cor-
rective action that improves
overall service and cost effective-
ness.  

etalk
Qfiniti Enterprise
http://www.etalk.com

Qfiniti Enterprise is a unified
call recording, agent evaluation
and advanced speech analytics
solution for the contact center
market. The solution was creat-
ed to deliver a scalable and cen-
trally managed enterprise plat-
form that allows international,
multisite customer service oper-
ations to effectively monitor,
measure, improve and under-
stand relevant customer interac-
tions. Qfiniti Enterprise has
new features and functionality,
including a fully integrated
recording, evaluation and
speech analytics offering for
quality monitoring, logging and
VoIP-based call acquisition that
does not use third-party analyt-
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ics technology. In addition, the
new interface provides opera-
tional and visual improvement
and supports language localiza-
tion, which is expected to open
up more international opportu-
nities.

Merced Systems
Merced Performance Suite
http://www.mercedsystems.com

The Merced Performance
Suite (MPS) increases contact
center efficiency and effective-
ness by consolidating data from
disparate sources, delivering
advanced analytics, providing
personalized dashboards and
integrating workflow and
process improvement tools. By
delivering performance data to
every employee and automating
key managerial processes,
Merced can help link data
directly to specific employee
actions, driving overall opera-
tional productivity. With v2.5,
Merced Systems has introduced
two new features: Staff Manager,
which provides a unified view of
both quantitative and qualitative
performance data; and Pre-con-
figured Workflows, which are
best practices for coaching and
recognition.

Onyx Software
Onyx Process Manager
http://www.onyx.com

Onyx Process Manager was
designed to help companies
automate, manage and evolve
customer processes with efficien-
cy and consistency. The solution
includes applications for process
design and business rules cre-
ation, which enable organiza-
tions to streamline key business
processes. Onyx Process
Manager is part of the Onyx
Process Management portfolio
of products. It allows business
analysts to design and modify
end-to-end business processes
using graphical workflow and
business rule design tools. The
technology enables users to
model processes without writing

code, thereby reducing the need
for IT support — as well as the
associated delay and expense —
while creating greater business
agility for the enterprise.  

Opus Group (a division of
Verint Systems)
Opus Suite
http://www.theopusgroup.com

The new Opus Performance
Analytics solution combines
process optimization techniques
with performance analytics to
help enterprises enhance opera-
tional performance across their
customer-facing and back-office
operations. The Opus Suite
includes performance analytics
that integrate and analyze data

from a variety of systems across
the enterprise, including cus-
tomer and operational databases
such as CRM and ERP, and
presents these data in an execu-
tive dashboard to help manage-
ment identify areas of improve-
ment and drive operational per-
formance. The Opus Suite dash-
board delivers business process,
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compliance and operational per-
formance intelligence directly to
executives and alerts them when
performance in key areas drops
below acceptable levels.
Executives can then drill down
by department, team or individ-
ual to determine the root cause
of the unacceptable performance
levels.

Ulysses Learning
CallMentor Learning and
Performance Improvement
System
http://www.ulysseslearning.com

Ulysses Learning says that
CallMentor develops what’s
often “the missing link” between
executive intent and front-line
execution — sound judgment
and effective sales and service
skills employees can use in every
customer conversation to consis-
tently deliver the company’s
brand promise. The company
uses simulation-based e-learning
blended with facilitation, coach-
ing and performance improve-
ment consulting. The 2005 ver-
sion features new skill reinforce-
ment training aligned with sim-
ulations, enabling ongoing
development and refinement of
skills on the job. The company
has also enhanced its perform-
ance tracking process and post-
training Knowledge Transfer
Plan.

Verint Systems Inc.
ULTRA IntelliMiner 9.4
Performance Intelligence
http://www.verint.com

ULTRA Analytics, powered
by Verint’s IntelliFind and
IntelliMiner solutions, com-
bines voice and data analysis to
help enterprises identify, under-
stand and resolve issues that
impact the effectiveness of their
customer-focused operations.
ULTRA Analytics goes beyond
traditional performance man-
agement and workforce opti-
mization tools, enabling busi-
nesses to understand what is
happening in their operations
and identify the underlying
causes. ULTRA Analytics pro-
vides actionable intelligence on
critical issues such as why
agents are underperforming,
why customers are dissatisfied

or why enterprise processes are
ineffective. 

Salesforce Automation

Concurrent Technologies
CT.SFA
http://www.concurrenttech-
nologies.com

CT. SFA + is a complete
Web-based solution that allows
companies to automate their
marketing and sales processes
and integrate key customer
information across their organi-
zations. CT.SFA + supports the
strategies that help further
enhance relationships with
existing clients and establish
relationships with new clients.
With the product’s intuitive,
easy-to-use interface, users can
more efficiently manage sales
opportunities, securely central-
ize and access client data, effec-
tively create and manage
sophisticated marketing cam-
paigns and improve day-to-day
operations. 

VanillaSoft, Inc.
VanillaSoft
http://www.vanillasoft.com

VanillaSoft delivers a Web-
based application that helps
inside sales teams improve their
calling efficiency by 35 percent
or more. Typical CRM func-
tionality has been designed to
handle complex account man-
agement tasks, not to improve
productivity. By offering a
“desktop distraction-free” envi-
ronment, interactive call script-
ing, one-click response collec-
tion, progressive dialing and
automatic call recording in one
package, the VanillaSoft applica-
tion can help improve both the
efficiency and the quality of
every call.

Speech Technologies

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

Building on Nexidia’s existing
technology, Nexidia ESI 5.0 was
designed to help dramatically
impact an organization’s ability
to generate and analyze intelli-

gence contained in recorded
spoken interactions. Nexidia’s
approach makes recorded audio
searchable at over 55 times real
time and returns search results
from the database at over 30
million times real time. New
features in Nexidia ESI 5.0
include enhanced analysis using
metadata, additional reporting
and trending capabilities,
enhancements to searching
recorded speech and media
replay and search.

Utopy, Inc.
Utopy SpeechMiner 3.5
http://www.utopy.com

SpeechMiner 3.5 is the latest
version of Utopy’s speech analyt-
ics solution. It identifies, evalu-
ates and catalogs events within
recorded person-to-person con-
versations, providing reports that
categorize the content of cus-
tomer conversations for contact
center managers, quality moni-
toring groups, sales, marketing
and business unit managers.
According to the company, they
have strengthened the solution’s
ability to accurately capture the
meaning of conversations and
correctly categorize calls;
upgraded SpeechMiner’s
“Enterprise Ready” features so it
easily supports complex, multi-
divisional solutions across wide
area enterprises; enhanced
SMART, the solution’s topic and
management software, in terms
of ease-of-use and features; and
made pre-packaged reports avail-
able in Microsoft Reporting
Services.

Vicorp UK Limited
xMP
http://www.vicorp.com

Vicorp’s xMP service creation
capabilities allow users to pres-
ent next-generation speech and
data services to the market rap-
idly and in a way that enables
both clients and their customers
to control the key service ele-
ments themselves, with less
technical skills. xMP enables
users to quickly create, deploy
and manage a range of high
quality voice self-services, from
the provision of Web access,
allowing customers to make

changes to their interactive
voice services as well as con-
struct sophisticated speech-
based voice services. The xMP
software is unique in its ability
to offer a secure, partitioned
service that allows customers the
freedom to make real-time
changes to their customer self-
service applications, which are
then executed in the their net-
work. This enables customers to
focus on providing better servic-
es for their consumers without
the need to invest and manage
complex and costly technology
infrastructure. 

Surveys/Feedback

Benchmark Portal
Echo Customer Feedback
Solution
http://www.benchmarkportal.com

Echo is a Web-based applica-
tion designed to help companies
continually improve the service
they provide by collecting and
leveraging the voice of their cus-
tomers. With Echo in place,
real-time feedback is channeled
directly from the customer to
front-line customer service rep-
resentatives, which results in
CSRs being able to self-correct
gaps in the service they deliver,
based upon the behavioral rein-
forcement or redirection they
receive. Feedback directed to
the company’s leadership team is
available via meaningful online
reports that can be filtered to
view by CSR, team, location,
product, reason for call and
other factors.

Testing Solutions

Empirix Inc.
Hammer Service Assurance
for Cisco CVP
http://www.empirix.com

Hammer Service Assurance
for Cisco CVP is a solution
designed to ensure the quality of
Cisco Customer Voice Portal
(CVP) applications; according to
Empirix, similar testing and
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management solutions for other
VXML platform vendors will
follow. Hammer Service
Assurance for Cisco CVP is a
managed service that allows
enterprises to reap the benefit of
the experience of Empirix and
its partner, Audium, with
VXML application lifecycle and
quality assurance. It was
designed to lower the barriers to
implementing thorough testing
and management practices.
Empirix and Audium’s integrat-
ed testing and management
solutions focus on the quality
perspective that matters most —
that of the caller. Based on
Empirix’s Hammer technology
— a voice transaction engine
that can hear, speak and listen
just as a caller can — they com-
bine a test harness built by
Audium with Empirix’s managed
services for pre-deployment test-
ing and production monitoring
of voice applications.

Web-based
Customer Service

Citrix Online
Citrix GoToAssist
http://www.citrixonline.com

GoToAssist is a remote assis-
tance solution that enables con-
tact centers and outsourcers,
consulting and IT professionals
to better help their customers
anytime and anywhere, while
increasing profitability. Now in
its seventh generation and deliv-
ering more than 10,000,000
remote sessions annually to
more than 4,000 corporate cus-
tomers, GoToAssist is a man-
aged service offering high ease-
of-use, quality of service, avail-
ability, security and capability.
With its advanced suite of new
features, including a manage-
ment center dashboard, expand-
ed integration services, best
practices resource center and
enhanced collaboration and pro-
ductivity tools, GoToAssist 7.0
can help transform remote serv-
ices/support into competitive

advantage.

Glance Networks Inc.
Glance 2.0
http://www.glance.net

The Glance screen-sharing
service, used primarily as a
sales tool for hosting instant
Web demos and presentations,

provides a quick and depend-
able Web demo service. It
includes “Guests Connect for
Free” flat-rate pricing and the
ability to connect instantly to
nearly any PC, Mac or Linux
computer without download-
ing software.  

Inter-Tel, Incorporated
Inter-Tel Remote Support
http://www.inter-tel.com

Inter-Tel Remote Support
was designed to be a secure and
efficient customer service tool
that enables technical and sales
support groups to quickly trou-
bleshoot and correct end user
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issues. Through this application,
agents have the ability to view
and control a user’s desktop to
perform a number of tasks
remotely, such as installing and
configuring software, trou-
bleshooting PC issues, transfer-
ring files and sharing documents
and applications with cus-
tomers, and co-browsing to
direct customers to online
resources that can further assist
end users in resolving issues.
The product includes a queuing
capability that visually displays
specific information on incom-
ing callers, a recording and play-
back feature developed to
enhance technical training and
development, a system recovery
tool to allow complex problems
to be resolved quickly, and
online management tools to
track and access service histories
and other relevant data.

KANA Software
KANA Response
http://www.kana.com

KANA Response allows com-
panies to manage and respond
to all e-mail. With the newly
unveiled Active Framework, cus-
tomer information is pulled
automatically in real-time from
any data source, including
KANA’s knowledge base applica-
tion, KANA IQ. The latest ver-
sion also includes increased secu-
rity layers and agent manage-
ment and monitoring tools.
KANA Response is designed to
handle up to 500,000 e-mails, in
virtually any language, every day,
helping guarantee almost imme-
diate response and resolution to
customer queries. The latest ver-
sion helps reduce customer serv-
ice costs by providing agent pro-
ductivity capabilities such as a
unified agent view and access to
content and knowledge wherever
it resides. Now, 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 transactional
inquiries, including questions
regarding order status, shipping
and billing.  

LivePerson Inc.
Timpani 7.5
http://www.liveperson.com

With new features that ren-
der relevant Web content to
targeted visitors and supply
better visibility into visitor
behavior, Timpani 7.5 enables
organizations to improve the
return on online sales and serv-
ice initiatives. The latest release
of LivePerson’s hosted multi-
channel communication solu-
tion was created to deliver
enhanced capabilities that
enable contextual and personal-
ized online interactions, direct-
ly influencing consumer buying
behavior and improving con-
version rates. Featured
enhancements in Timpani 7.5
include SmartBar, a function
that identifies Web site visitors
and audience segments that are
likely to respond to offers and
then automatically displays rel-
evant content; a refined rules
engine; robust reporting capa-
bilities; and enhanced CRM
tools.

NextNine 
NextNine Service Automation
http://www.nextnine.com

NextNine Service
Automation (NSA) version 3.5
was designed to facilitate
improved workflows and system
efficiency, providing technology
vendors with a competitive
advantage. The NextNine
Service Automation platform
enables proactive monitoring,
automatic problem escalation
and diagnostics, self-healing and
remote secure access — func-
tionality which significantly
increases system availability and
customer satisfaction while
simultaneously improving the
efficiency of an organization’s
support mechanism.

Spanlink Communications
Spanlink’s Web Q&A
http://www.spanlink.com

Spanlink’s Web Q&A prod-
uct incorporates patented natu-
ral language-based question-
answering technology that
enables users to find answers to
their questions on a company’s

Web site more quickly and easi-
ly. Web Q&A leverages
Spanlink’s natural language
understanding technology,
which allows customer service
and support centers to provide
precise answers to customer
inquiries without human inter-
vention for Web, e-mail and
phone applications. The appli-
cation understands questions
and the content of an organiza-
tion’s information sources.
Customers are able to ask or
type questions in their own
words; the software then deliv-
ers the precise answers, not
thousands of potentially relevant
documents, and the process
increases accuracy and reduces
response times and man-hours
for retrieving information.

Toshiba America Information
Systems
Toshiba Video Communication
System
http://www.telecom.toshiba.com

Toshiba’s VCS will initially
provide affordable point-to-
point (P2P) video communica-
tions and collaboration (desktop
and applications sharing) capa-
bilities. Using voice extensions,
video can seamlessly be added to
telephone conversations. A num-
ber of default settings (on, off,
communication rate and win-
dow size for video) can be con-
figured to meet the individual
user’s needs. Functionality is
integrated into the telephony
capabilities with features specifi-
cally tailored to handle video
telephony, including features
such as hold, transfer and for-
ward.

Workforce Management/
Performance Optimization

IEX Corporation
TotalView Workforce
Management System, v3.9
http://www.iex.com

Version 3.9 of the TotalView
Workforce Management system
offers skill block scheduling fea-
tures that make it easier to
manage multichannel contact
types and other back-office
work. The new version also

heightens agent empowerment
with new time off management
and schedule preference capa-
bilities. Skill Block Scheduling
automatically designates opti-
mal time slots for agents to
devote to a particular skill, such
as outbound calling, e-mail,
Web chat or other customer
contact channel types.
Additionally, centers can also
manage offline tasks such as fil-
ing, fulfillment and other types
of work. During these designat-
ed periods, the agent is consid-
ered open to handle only a
defined subset of contact types.
As a result, the center can man-
age multimedia and offline con-
tact types more effectively.

Inova Solutions, Inc.
Inova Performance
Optimization Suite 5.1
http://www.inovasolutions.com

Inova LightLink is the core
of the Inova Performance
Optimization Suite, a family of
products designed to simplify
the real-time capture and com-
munication of vital information
across customer service opera-
tions. Inova LightLink 5.1
offers expanded database and
XML support, providing cus-
tomers with greater flexibility in
managing their key data. Inova
Broadcaster integrates with
Inova LightLink to enable cus-
tomers to display unified views
of real-time data along with
other mixed media content.
Version 5.1 is also capable of
pulling information directly
from an external database, sup-
porting basic data display in
less time-sensitive environ-
ments. This latest release
includes a new set of charts,
gauges and graphs that offer
advanced 3-D and transparency
effects for presenting data with
high visual impact. Customers
have full control over appear-
ance through configuration
options, and configuration set-
tings can be saved as templates
for easy re-use across multiple
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screen layouts. 

Left Bank Solutions
Monet WFM OnDemand
http://www.leftbanksolutions.com

Monet WFM OnDemand
workforce planning software was
designed to be a vital compo-
nent in capturing efficiencies,
particularly in small to medium-
sized contact centers for which
finding the right “fit” tools can
be difficult. The product har-
nesses the benefits of an enter-
prise-class WFM application
without the large upfront invest-
ment for hardware, software
licensing and installation. Monet
WFM OnDemand features a
skills-based forecasting simulator
engine that provides an on-
demand model designed to

empower managers to forecast
and best schedule agents to han-
dle inbound calls, outbound
calls, e-mail, Internet messaging,
Web callbacks and other related
back-office activities. The prod-
uct offers drag-and-drop roster-
ing to make training easier and
requires no hardware, software
or IT support resources. It
adjusts to support as few as 25
to over 1,000 agents.  

Witness Systems
Witness Systems’ Impact 360
http://www.witness.com

Witness’ new workforce opti-
mization solution, Impact 360,
was created with the goal in
mind of enabling global organi-
zations to deploy a holistic,
streamlined framework and
accompanying feature-rich solu-
tion set with speed and confi-
dence. Impact 360 brings
together a synergistic solution
for workforce management,

quality monitoring/full-time
recording, e-learning and per-
formance management. The
WFO framework empowers
organizations to access informa-
tion, including actual recorded
interactions, more quickly, easily
and confidently. The company
notes that Witness Systems’
technology and distribution
partners such as Avaya and
Nortel will leverage the Impact
360 platform to further extend
benefits to an even broader base
of customers around the world.

If you are interested in purchasing
reprints of this article (in either print
or PDF format), please visit Reprint
Management Services online at
http://www.reprintbuyer.com or con-
tact a representative 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. CIS
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Intervoice Wraps Up Acquisition Of Edify
Intervoice, Inc. (news - alert) recently announced that it has completed its

acquisition of Edify, a global supplier of interactive voice response solutions, from
S1 Corporation, Edify’s parent company. Under terms of the definitive agreement
announced November 18, 2005, Intervoice has paid S1 $33.5 million in cash to
acquire Edify. The combined company will go to market using the Intervoice name.
With combined industry experience, a large patent portfolio, combined product and
services offerings, and a roster of partners and customers, the merged company is
expected to advance Intervoice’s market leadership position in the voice self-serv-
ice market. The merged company combines Intervoice’s strengths in development
tools, standards-based applications and a global presence with Edify’s Web-based
tools, natural language applications and its North American market presence.
Added revenues and resources from Edify are expected to help Intervoice speed
the delivery of speech solutions across multichannel (i.e., voice, data and video)
portals for both network and enterprise customers. Together, the two companies
have deployed more than 1.5 million ports handling millions of mission-critical
calls daily for more than 5,000 enterprises worldwide in vertical markets such as
financial services, telecommunications and retail. 
http://www.intervoice.com

Definition Du Jour

Blind Source Separation (BSS)
An algorithm-based process used to separate different sound sources in a

recording or a speech-recognition system. BSS becomes particularly important
when speech recognition is being used when there is background noise sur-
rounding the speaker. The “blind” refers to the fact that when considering sev-
eral sound sources, many details are unknown: how many sources there are,
what their distance from the input or recording device is, and whether the
sources’ movements are constant. The process applied when one or more fac-
tors is known and constant is referred to as “semi-blind source separation.”

”

“How ironical 

that it is by

means of speech

that man can

degrade himself

below the level of

dumb creation —

for a chatterbox

is truly of a lower

category than a

dumb creature.”

— Soren Kierkegaard (1813–1855),
Danish philosopher

“
Envox Announces New VP Of Professional Services

Envox Worldwide, (news - alert) a global provider of voice solutions, has
announced that it has appointed Christoph Mosing as vice president of profession-
al services. Based in the company’s Westborough, Massachusetts headquarters,
Mosing will manage all aspects of the company’s global professional services busi-
ness. With over 17 years of relevant experience and success in the field, Mosing
will be focused on assisting companies move to open, standards-based voice solu-
tions, particularly those that integrate advanced speech recognition, VoiceXML,
Voice over IP (VoIP), Host Media Processing (HMP) and Web Services. Envox
Worldwide is a provider of development platforms and tools that are used to cre-
ate a range of customer premise and hosted voice solutions that offer flexibility
and broad support for new standards and emerging technologies. Mosing will be
expanding Envox’s Professional Services Group on a worldwide basis to ensure
that enterprises, service providers and voice solutions developers have the assis-
tance that they need in designing, creating, deploying and maintaining a wide
range of open, standards-based voice solutions, including interactive voice
response (IVR), enhanced self-service, automated directory assistance, alerts and
notifications, call centers, and carrier service solutions among others.
http://www.envox.com
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If, during the course of your first year in business, you discovered
that of all the customers who entered your store and began shopping,
51 percent of them abandoned their carts in the aisles before checkout
and left, would you regret those lost sales and take steps to figure out
why so many people abandoned their purchases? Of course you would.

Would you ever deliberately build this kitchen gadget business by
instituting policies in your store that prevented customers from pick-
ing up and examining objects, kept your workers in the dark about
product specifications, tacked on unadvertised surcharges, and told
your customers they were not allowed to ask any questions? Most
customers, if they encountered a store like this, would think it was a
bad joke, or that they had walked into the middle of filming for a
new reality TV series called “Extreme Merchandisers From Hell.”

But it’s not a far-fetched scenario. Many business-to-consumer
companies that sell via their Web sites not only engage in these prac-
tices regularly, but defend them as “the norm.” They’ve deluded
themselves into thinking that customers accept them. They are stuck
in the mindset of eight years ago, when just having a Web site was
“cool enough” to please prospective customers. 

Allurent (http://www.allurent.com), a company formed by the
union of several e-commerce specialists, including Art Technology
Group (ATG), calls itself “the Rich Internet Applications for
Commerce company.” The company, based in Cambridge,
Massachusetts, recently issued the results of a study on 2005 online
holiday shopping. After polling 775 respondents about their holiday
e-commerce shopping experiences, Allurent came to some conclu-
sions that should make any company that sells via its Web site sit up
and take notice. The key finding was that “negative online shopping
experiences pose serious danger to retailers’ brands.” Sounds like a
no-brainer, but the results indicate that most companies continue to
make the same (frankly) stupid mistakes year after year.

The Allurent survey revealed the top ten reasons why customers
were turned off from shopping on a particular site. They are, in order:

1. High Shipping Costs
2. Item Not In Stock
3. Problems At Checkout
4. Poor Navigation
5. Poor Browsing Capabilities
6. Not Enough Product Details
7. Pricing

8. Inadequate Service
9. Site Errors

10. Process Was Too Slow
Many companies can be excused by number 10 — many people

still don’t understand that slow page loading could be their own
fault. But the other nine?  In the physical retail store world, these
translate to errors such as hiding your most popular items in a poor
shelving location, failing to advertise sales, hiring congenitally rude
salespeople or salespeople who speak only Latvian, ensuring that the
store permanently smells like boiled cabbage and is decorated like the
interior of the average garage shed, and keeping the temperature
inside either below 58 or above 92 degrees. Maybe as an extra nice
touch, these stores could train their greeters to drop a parting com-
ment to shoppers leaving the store. “Nice shoes, lady. 1982 wants
them back.” or “Gee, sir, maybe that bad comb-over fools your
grandmother, but nobody else is buying it.”

A store that operates like this would have a low rate of returning
shoppers. Probably only 18 percent or less of consumers would return
to the store after a bad experience. Does that seem low? (Let’s say we
take the cabbage smell and the insulting greeters out of the equation.)
That’s exactly how many people claim they would return to a Web site
where they’ve experienced difficulties. The non-masochistic portion, 82
percent, say they’re unlikely to return to a Web site on which they had
a poor shopping experience, according to the study. Potentially even
more significant than that, nearly one third of people who have had a
bad experience on an e-commerce Web site say they are less likely to
shop at the company’s retail stores because of that sour experience. 

To quote Miss Elizabeth Bennett in Pride & Prejudice, “My good
opinion, once lost, is lost forever.” (The wisdom that can be gleaned
from BBC costume dramas should never be underestimated.) Eight
years ago, neglecting your b-to-c Web site meant missing a hiccup of
sales. The total e-commerce shopping take for the 2005 holiday sea-
son has been stated at $28.2 billion, including travel-related purchas-
es. (The total for the calendar year 2005 is about $143 billion.)
That’s a big hiccup. Companies still offering a cabbage-scented Web
shopping experience are rapidly running out of excuses. CIS

The author, who once warmed up stuffed cabbage in the TMC
microwave for lunch and was nearly garroted by her co-workers for
it, may be reached at tschelmetic@tmcnet.com.

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

Your Mother Was A Hamster,
And Your Father Smelt Of
Elderberries
If you had a physical store…let’s say you sell kitchen gadgets…would you decide
it was in your best interest to pelt customers entering your doors with rotten veg-
etables and insults? (I borrowed the titular insult from Monty Python, but I’m
sure you have a few good ones of your own.) Of course you wouldn’t. It would
hurt your business.
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Most vendors require a lot of time and money to integrate, implement and maintain multimedia contact centers. They also 

can’t extend contact center technology resources across diverse locations and, at the same time, enable local business 

units to manage their own technology-driven business processes. There is an alternative. Whether deployed in-house or 

hosted by a world-class service provider such as MCI, Siebel or TELUS, our multimedia IP contact center solution is 

designed to eliminate the costs, risks and delays of traditional technology deployment approaches. It also empowers all of 

your sites to share common hardware, licenses and phone lines — while enabling local business units to increase 

productivity by optimizing their own technology-driven business processes in real-time, from any location.  No sacrifices.

Open the world to your possibilities™
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