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Publisher’s Outlook

Business Performance Enhancement
In focus today is the ALL IMPOR-

TANT topic of performance enhance-
ment, which comes under the umbrella
of workforce management.

Cutting-edge technology in call cen-
ter business performance management
and analytics have truly revolutionized
workforce management and workforce
optimization.  

To be sure, the modern technology
available today for contact
center/CRM business performance
management is extremely complex.
Unless you have a solid technical and
industry background, you will have
difficulty understanding the complex
new technology concepts. Fortunately,
the vendors involved understand that
the only way to market their high-tech
product is via “Marketing Through
Education.” And frankly, there is NO
other way. So please don’t look for
short cuts!

Going Forward, Workforce
Management and Performance
Enhancement Will Be the Ultimate
Differentiators 

Sophisticated and truly unparalleled
performance enhancements and other
major contributions to the

People often ask me, “How can you write on so many diverse topics
such as advanced technology, CRM, hiring and training, IP contact
center, advanced speech technology, marketing, positioning and differ-
entiation, integrated marketing and cutting-edge technology on per-
formance enhancement, to name a few?”  I say, “If you pioneered the
concept of telemarketing, contact center, CRM center and promoted
the hell out of the industry for the last 25 years, and if you actually
and genuinely care about the industry and want to write authoritative
articles about the industry, then it shouldn’t be that difficult!”

Enhanced Performance 
In CRM And 
Customer Interaction
Through Analytics And 
Workforce Management

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

GGooiinngg  ffoorrwwaarrdd,,  wwoorrkkffoorrccee  mmaannaaggeemmeenntt  

aanndd  ppeerrffoorrmmaannccee  eennhhaanncceemmeenntt  

wwiillll  bbee  tthhee  uullttiimmaattee  ddiiffffeerreennttiiaattoorrss..  

SSoopphhiissttiiccaatteedd  aanndd  ttrruullyy  uunnppaarraalllleelleedd  ppeerrffoorrmmaannccee

eennhhaanncceemmeennttss  aanndd  ootthheerr  mmaajjoorr  ccoonnttrriibbuuttiioonnss  

ttoo  tthhee  ccoonnttaacctt//CCRRMM  cceenntteerr  aarree  ssoo  eennoorrmmoouuss  

tthhaatt  nnoo  ccoommppaannyy  ccaann  eexxiisstt  wwiitthhoouutt  tthheemm!!!!
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Choosing a technology platform is a long-term commitment for your contact center. 
You need a platform that’s fl exible, backed by experience, and delivered by a company 
that’s committed to your success over the long haul.
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ownership performance, year after year.

Callers will always expect more. Choose the 
IVR platform that delivers – today and tomorrow.

Microsoft® Speech Server
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contact/CRM center are so enormous
that no company can exist without
them!! 

I recently had the pleasure of
attending a presentation by John
Kaiser, Vice President of Contact
Center and Enterprise at NICE
Systems, Inc., on contact center
business performance management.
Needless to say, I was extremely
impressed with the depth of this
advanced technology, including ana-
lytics, and the vitally important con-
tributions that these cutting-edge
technologies can provide to any
enterprise.

Research Led To Confusion
In preparation for this editorial, I

studied the online information from
all vendors mentioned in this out-
look from the standpoint of a buyer.
Frankly, while I found the informa-
tion useful, I was at times confused
when it came to buying “the right
workforce management system.”
That is why I asked our respected
colleague, John Kaiser, Vice
President of NICE Systems, to write
the following sidebar called, “De-
mystifying Contact Center Business
Performance Management.”

Demystifying Contact Center
Business Performance Management

By John Kaiser, Vice President of
Contact Center and Enterprise,
NICE Systems

Gone are the days of operating
centers by the seat of your pants
using a handful of ACD reports
telling you how long customers
waited on hold and how many
calls were abandoned. 

Successful contact center business management today requires a higher level
of sophistication, more advanced methodologies as well as appropriate software
tools. It is no longer enough to just manage the contact center or its workforce.
Today’s complexities call for paying attention to the entire set of business
operations within the center as well as to customer issues and opportunities. 

Make no mistake, the stakes are very high. As the frontline for customer
communications, the contact center can and does play a critical role in the
overall success of the business, and it deserves an appropriate level of mana-
gerial attention as well as investment in the proper tools. What does it take
to do this?

Key Performance Indicators
First and perhaps most important is to establish a link between corporate

goals and those of the contact center. If one of the company’s goals is to
increase revenue per customer then an appropriate upsell strategy should be
put in place. If reducing customer churn is the corporate goal, then a similar
strategy should be implemented.

To be effective, these strategies must be comprehensive. They must include
measurable and attainable goals, appropriate training programs as well as
internal processes and procedures that allow agents to do what they need to
do for your customers.

Corporate goals integrated with the contact center can be reflected in key
performance indicators (KPIs). KPIs help the organization define and meas-
ure their progress. Establishing the right KPIs requires analysis of the business
strategy, setting the appropriate goals and getting agreement from the various
stakeholders as to how those goals will be met. 

Today’s contact center business performance management software pro-
vides easy-to-use dashboards targeted toward specific users based on their job
functions. Each dashboard, whether it is for a supervisor in the contact center
or a business analyst elsewhere in the enterprise, delivers the right informa-
tion, at the right time, in a format that allows that person to perform at a
higher level. By consolidating information from various sources, combining
the data into KPIs and presenting the information appropriately, these solu-
tions help improve productivity, increase revenue, raise customer satisfaction,

FFoorr  mmoorree  

iinnffoorrmmaattiioonn  

aabboouutt  wwoorrkkffoorrccee  

mmaannaaggeemmeenntt  

ssoolluuttiioonnss  oorr  ttoo  

ccoonnttaacctt  tthhee  

ccoommppaanniieess  lliisstteedd  

oonn  TTaabbllee  11,,  

pplleeaassee  ee--mmaaiill

cciissiinnffoo@@ttmmccnneett..ccoomm..
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Workforce Management Vendors
Speaking of vendors, fortunately,

there are several major providers of
workforce management products and
services. Most offer a wide array of
products, although some appear to have
a slightly different approach to the gen-
eral topic of performance enhancement
and workforce management.

The following companies offer work-
force management solutions to the
call/CRM center marketplace.

For more information about work-
force management solutions or to con-
tact these companies, please e-mail
cisinfo@tmcnet.com.

Workforce Management Companies
• Amcat
• Aspect Software
• BCE Elix
• Calabrio (now Spanlink

Communications Inc.)
• CH Consulting
• Envision Inc.
• Fused Solutions
• Genesys Telecommunications

Laboratories, Inc.
• GMT Corp.
• IEX Corp. (a NICE Systems

company)
• Informiam
• Interactive Intelligence
• InVision Software AG
• Kronos
• Latigent, LLC
• Left Bank Solutions, Inc.
• NICE Systems
• Opus Group (a Verint company)
• Performix Technologies
• Solution Made Easy (a partnership

between Pipkins, Voice Print,
Syntora and Amae Software Inc.)

• Salesnet, Inc.
• Sendia Corp.
• Symon Communications
• Texas Digital
• Tigerpaw Software
• Verint Systems
• Witness Systems

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

reduce agent and customer turnover while creating an important link
between a contact center’s performance and the corporate goals. 

Insight From Customer Interactions
To further improve contact center and overall business performance, it is

necessary to find new sources of customer insight. These insights can be used
to identify areas of customer pain as well as opportunity. Using these data
allows you to respond faster and more appropriately to solve customer issues
and detect trends much sooner than in the past. This way you can tailor pro-
grams more closely to actual customer demands.

Recent and ongoing developments in multimedia analytics not only make
this easier to do but open new avenues for improvement that never existed
before. Transactional analytics have been around for years and can offer excel-
lent ways to improve performance and begin to predict future trends.
Transactions are only part of picture, however. 

Interactions between agents and customers represent the “rest of the story.”
Through the use of tools like speech analytics and word spotting, we can
learn what customers are really thinking and doing. We know when they
mention competitors’ names, when they are upset, when they’ve been trans-
ferred too many times, put on hold too long and when the agent and the cus-
tomer “talk over” each other.

These important insights derived from the customer interactions are
invaluable — not only to contact center management but to others across
the enterprise. Finance can learn more about why customers are not pay-
ing their bills. Marketing will gain a better understanding of how cus-
tomers respond to their campaigns. IT and operations can learn ways to
improve processes and systems. Sales can better understand who they’re
competing against.

As these analytical tools have gotten more sophisticated, we can “see”
what agents do on screen within the various applications they use while
servicing customers. This helps us further understand what customers want
and need. For example, when we see agents checking the remaining time on
a contract, we know they are at risk of churn. When we see agents “stum-
bling around” their desktop, we know there is a need for additional train-
ing. Last but not least, we can also extract data from these applications such
as customer numbers, and use the information for further analysis or to
capture it for later use.

These are only a few of the many initiatives that can be taken as you strive
to make the contact center a more strategic part of the organization. With
contact center business performance management technology, you’ll begin to
improve your entire business.  CIS

John Kaiser is the Vice President of Contact Center and Enterprise at NICE Systems
Inc., (news - alert) a global provider of quality monitoring, liability recording and
interaction analytics solutions. NICE recently acquired workforce management sup-
plier IEX Corp. and performance management industry player Performix
Technologies. He can be reached at john.kaiser@nice.com.

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 representative via e-
mail at tmcnet@reprintbuyer.com or by phone at 800-290-5460.
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Overall percent of inbound calls abandoned.
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High Priority

As I perused the September 2006
issue of Fast Company, I noticed there
were a few customer service articles.
Even better, the Lewis Black article was
devoted to customer service. I found the
quantity of customer service articles
interesting, as the issue also covered top-
ics such as fluorescent light bulbs. Still,
the content was well written, and I will
likely pick up more copies of the maga-
zine in the future.

For now, I thought I would share
some highlights of the various articles

with you. The first was titled “The
Enlightenment of Richard Branson”
(http://www.tmcnet.com/359.1). The
article’s most interesting theme was that

Branson, the colorful CEO of Britain’s
Virgin Group, which owns Virgin
Atlantic Airlines and Virgin Records,
went into business not to make a lot of
money, but instead because his experi-
ences as a customer were dire and he
wanted to launch businesses he and his
friends would enjoy patronizing.

For example, he once had the experi-
ence of wanting to speak to a pretty
girl on a flight, but was stuck in his
seat until the plane landed. This was
the inspiration for the stand-up bars on
many Virgin Atlantic flights. Not all
his decisions were based on his own
desires as a customer, however. It was
his wife’s manicurist who suggested
offering nail treatments and massages
on flights. Branson didn’t perform any
market research, he merely decided
that this was a good idea, and now
there are 700 therapists on the Virgin
Atlantic staff. Ironically, I am writing
this column on a non-Virgin flight and
have nagging back pain. What I
wouldn’t give to have one of those
therapists on this plane!

By way of an advance explanation, let me say that this column will
depart from my usual piece; I found inspiration this month not only
from the contact center industry, but from another publication. I had
never before read Fast Company Magazine and may never have started
if I didn’t come across an issue of the publication featuring comedian
Lewis Black on the cover. If you aren’t familiar with Black, he is a
comedian who spends much of his time being angry and not censor-
ing his true feelings — including profanity, which he spews out at a
rapid clip. I find him funny. He makes a lot of great points and seems
to be able to take ordinary material and deliver it in such a way that
his audience invariably winds up in stitches.

Good Customer Service
For Dummies? 
Lessons From Lewis Black, Richard Branson
And A No-Fog Hotel Mirror

By: Rich Tehrani,
Group Publisher, Group Editor-in-Chief,
Technology Marketing Corporation
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Part of the irony in Virgin Atlantic’s
ascent to greatness is that when Branson
wanted to equip his existing airplanes
with $8 million in built-in seat TV
screens so passengers could watch what-
ever programming they wanted, he
found that banks would not loan him
the money for this endeavor. Instead,
Branson got the banks to loan Virgin $2
billion dollars for a fleet of brand new
planes — with the screens included!

The moral of Branson’s story is sim-
ple. As he puts it, “Don’t rip people off
and they’ll happily stay your customer.”
One final word of advice from Branson:
“Take a look at your business and ask
yourself, ‘Is this how I would want to
be treated if I were a customer?’”

Another great customer service suc-
cess story highlighted by Fast Company
is that of the Mandarin Oriental Hotel
and, specifically, the branch in
Manhattan that I was lucky enough to
visit recently when I covered a sales-
force.com event.

What makes the hotel so special is
the way it treats customers. “A thousand
little details delivered through a combi-
nation of high tech and high pamper,”
according to company CEO Wolfgang
Hultner.

You want examples? How about a
distributed antenna system in the build-
ing so cell phone calls aren’t dropped? A
heated mirror that doesn’t fog up when
you shower? The temperature of the
room is preset to your precise prefer-
ence before you arrive, and the temper-
ature in your local ZIP code is dis-
played on the telephone in the room.

What sets the service apart, though,
is what the company does on the rare
occasions when they do make a mistake
— they make up for it by overcompen-
sating. When an occasional error
occurs, a message goes out over the
hotel’s rapid response system, apologies
are quickly sent and the problem is cor-
rected — and then some.

Employees are paid based on the
quality of their service, a refreshing
detail in the hotel business. There is
more, of course, but if you want all the
juicy details you should read the Fast
Company article for yourself
(http://www.tmcnet.com/358.1).

Move Over, Skills-Based Call Routing
Technologies come and go and, for the most part, skills-based routing is a

technology that has changed little over the decades. The concept is simple —
match the type of caller to the person with the needed skills to service that
caller, such as language, product knowledge or a knack for salvaging troubled
customer relationships or soothing irate callers.

It may be that the time has come for skills-based routing to share the spot-
light. Over the last half decade, the concept of using analytics in call centers
and CRM systems has become more popular and prevalent. Companies that
deal with massive numbers of customers have so much data to mine through, it
seems ridiculous not to mine that information while looking for trends that
can help companies sell more effectively.

Recently, I met with Assurant Solutions
(http://www.assurantsolutions.com/targsols.html), a company that has devel-
oped a new way of connecting customers and agents. The company, a division
of Assurant, a multibillion-dollar insurance company, is well known in both
the financial call center business and the payment protection market. Payment
protection programs are associated with credit card accounts, installment loans,
lines of credit and mortgages. Under the terms and conditions of a debt protec-
tion agreement, the monthly interest due from a customer may be waived or
the monthly payments may be paid for a covered life event, such as disability,
unemployment or family leave. Most often, in the case of the death of a cov-
ered account holder, the debt is extinguished. 

As time went on, the company started to notice they were able to conduct
more effective campaigns if they matched customers carefully with customer
service agents or sales people. 

Using analytics, the company is able to determine the best agent for the call —
not only on basic skills, but on a host of other factors that increase the likelihood
of the customer buying from the agent. I know it sounds a bit like magic, but bear
with me — this could become a call center breakthrough if it can be duplicated
often enough. In fact, the company’s product, aptly named Targeted Solution,
may end up making a far greater impact than you might think. Assurant Solutions
told me that when the system is in operation, agent retention increases. Matched
with the kinds of customers with whom they are more likely to experience success,
agents’ performance levels improve, and thus their job satisfaction.

The company has scores of mathematicians and scientists working on this
project, and some of their findings are counter to general industry practices in
most call centers. For example, they have found the learning curve for new
agents does not increase as much depending on time as it depends on how suc-
cessful the agent is. Of course, we all know confidence inspires salespeople and
sales build confidence, but most centers look at time on the phone as the pri-
mary deterministic factor in agent experience.

Targeted Solution ties into customer databases and the workforce manage-
ment system and continually adjusts, allowing, for example, an agent who is
having a bad week to service a type of customer who may be different than
that agent’s normal ideal customer.

Stop and think for a moment and ask yourself what type of data would be
useful in matching callers and agents. The answer I received was enlightening.
Assurant Solutions develops a demographic and psychographic profile of each
customer with data points like when the customer last paid and details from
the customer’s purchase history. The company develops a profile based on 27
“dimensions” of a customer. Targeted Solutions goes even further with agents,
using 150 “dimensions” or data factors. It was at this point in the briefing that
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Now for the icing on the cake — the
interview with Lewis Black
(http://www.tmcnet.com/360.1). Black,
as I mentioned earlier, gets riled up so
easily that many readers may dismiss his
ranting as hype, failing to notice by
their own experience that customer
service is indeed getting worse.
Thankfully, people like Black do the
noticing for us. Lewis doesn’t miss a

trick. He details his aggravation at not
being able to get a live operator to
answer the phone when he calls directo-
ry assistance. He observes that, from the
time he was born, American businesses
have been so focused on the bottom line
that they have forgotten to think about
service as service.

Black is no fan of the airline industry,
either. He has experienced cancelled
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I thought about the matchmaking
company eHarmony, which claims to
use a sort of personality factor matrix
to find compatible couples. The
process, if not similar, is somewhat
analogous.

In determining some data points, I
surmised that a compulsive person
may always pay his or her bill imme-
diately, while a procrastinator would
most likely pay at the last minute.
Other factors include things such as
ZIP code to determine what type of
environment a customer lives in, as
well as details such as the building
floor a customer lives in a high rise.
Where people live certainly gives
clues as to their financial status — at
least in general. I imagine some
agents are perhaps more effective
when speaking to customers of high-
er income; another agent may be
more effective at communicating
with lower-income callers. These are
just a few examples.

According to the company, while
“perfect matching” is important,
more critical are the business factors
such as revenue and persistency. They
look at driving more revenue to a
business in a more efficient matter.
All factors are weighted and they have
the ability to “turn the knobs,” so to
speak, to adjust.  Some reps are better
at selling $500 customers while some
are better at selling $50 customers.
Their success has been more focused
on retaining/selling/collecting the
most revenue and achieving the most
revenue out of campaigns by aligning
customers to agents who are best at
retaining, selling or collecting specific
revenue targets.

Targeted Solutions offers three
modules: Retention, Sales and
Collection. The system is config-
urable, allowing a user to decide they
are more interested in customer
retention, for example, than maxi-
mizing initial revenue generation.

Assurant Solutions informed me
that within a 12 month Targeted
Solutions campaign, a client achieved
67 percent “lift” over baseline in rev-
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flights after arriving at the airport at
7:00 am and asked for a reason for the
cancellation. Instead of honesty, he
encounters unapologetic lies. He won-
ders why the airline doesn’t just tell the
truth: the flight wasn’t full enough to
take off.

The telecom industry has also upset
Black, as he once racked up a $1,500
phone bill because his carrier didn’t con-
sider Scandinavia to be in Europe. Black
sees himself as the champion of the little
guy and hates it when Joe Average does-
n’t get what he paid for. 

As you can imagine, Black is happiest
with a warm reception and a little
humanity. He comments that the com-
panies catering to higher end customers
generally provide better service. A few of
the companies he singles out for provid-
ing good customer experiences are
Continental Airlines and Nordstrom.
Apparently, Black hasn’t stayed at the
Mandarin Oriental Hotel lately, or
flown Virgin Atlantic Airlines.

Perhaps we, as a nation of consumers,
could help bring about better customer

service by giving voice to our inner
Lewis Black (minus the profanities, of
course). And perhaps, if customer-facing

companies start to give in to their inner
Richard Branson, we might just create
synergy that makes bad customer service

As you receive this issue, you are likely attending (or possibly you planned
to attend but just couldn’t make it) the world’s first Call Center 2.0 confer-
ence. Call center technology is advancing at a rapid clip and, as the example
of Assurant Solutions illustrates, there are techniques for wringing millions of
dollars of savings and increased revenue from your call center and/or CRM
practice. 

Reading about these innovations in Customer Inter@ction Solutions or on
TMCnet is just the beginning. To maximize your company’s potential, you
need to observe the “One-Third Rule” at TMC’s Call Center 2.0 event, which
is taking place at the San Diego Convention Center from October 10th to
13th.

The One-Third Rule stipulates that one-third of your education at a trade
show is derived from attending conference sessions, another third from the
exhibit hall where you can see products and services in action, and the final
third from networking with colleagues.

The next Call Center 2.0 conference will take place January 23rd to 26th in
sunny Fort Lauderdale Florida, and I am looking forward to personally greet-
ing you there. Visit http://www.callcenter20.com for details.

The World’s First 
Conference

enue retained, which translates to a projected $25 million
lift in revenue over a 24 month period. And the best part is
that Assurant Solutions offers a variety of payment options
allowing customers — assuming the situation warrants —
to pay based on the success of the solution in the company’s
organization. Assurant Solutions refers to it as “a percentage
of the lift,” or the success achieved over baseline rates of
customer retention or account salvages, for example. It’s
essentially pay-for-performance.

Here is another thought I had. If using analytics for more
effective call routing is the future of the call center, then we
need an all-encompassing term for the industry. I discussed
some terms with company execs, but we didn’t come up
with anything 100 percent definitive. I’ll keep you posted! 

For me, it seems to make sense that analytics should be
the overriding factor in connecting agents and callers. In
fact, analytics can be considered an overriding term that
encompasses “skills-based.” In my opinion, at the present
time, the best term for this market seems to be “analytics-
based routing,” as it renders the concept simple to under-
stand. It should be noted that in addition to helping com-
panies with inbound business, Assurant Solutions success-
fully offers their solution for collections business and other
outbound campaigns.

Obviously, the larger the number of agents and the more
customer data there are, the more successful the program
can be. Assurant Solutions’ executives provided us with a

number of examples of enormous savings from a variety of
companies and campaigns. If this technique can be applied
more widely, we can expect call centers to become much
more efficient and able to generate more revenue, becoming
even more strategic to their organizations.

This concept also has incredible ramifications for e-com-
merce. Imagine if Circuit City, for example, was able to send
out targeted e-mail based on this technology. They could
determine what I am likely to buy before I even know what
I’m looking for. For example, I might be a chronic procrasti-
nator who begins buying holiday gifts on December 20th.
Based on that information, Circuit City might determine
that I am therefore more likely to respond to gift cards as an
incentive than a discount that must be used before the end
of the holiday buying season. Using this, in combination
with other data, the store could create the perfect offer for
me, served up into my mailbox each time I log on.

But it gets more exciting than that. Imagine personalized
Web sites from Amazon, for example. The company could
have millions of customized pages — they do this now to
some degree — but imagine e-commerce companies using
reams of data to be better able to serve up the best offers
and customer interactions possible. Customers and compa-
nies will be better off if analytics become more widely
deployed in all aspects of commerce. Ultimately, these sorts
of innovations benefit the entire value chain from customer
to manufacturer.  CIS
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The Challenge
Since 1995, Alta Resources had been

using a Centrex system from its carrier
to provide customer service via inbound
analog lines. As the company grew, it
required more functionality and faster
response time to meet an increasingly
diverse and rapidly changing set of
client requirements. Alta hoped to find
a new system that would help it achieve
these objectives without adding undue
complexity to its communications infra-
structure.

“We began looking for a system that
would enable us to quickly and easily
create and customize applications in-
house,” said David Coe, Alta Resource’s
chief information officer. “We also

needed something that was highly scala-
ble, and minimized costs associated with
integration, administration and mainte-
nance.”

The Solution
Alta Resources reviewed systems from

Avaya (quote - news - alert) and Nortel
(quote - news - alert) , but was con-
cerned with their multi-box approach.
“The systems we reviewed offered some
nice functionality,” Coe said, “but they
required a lot of servers, each running a
different application, which meant a
longer installation period and a poten-
tial management nightmare.”

The company was then introduced to
a bundled communications application

software system from Interactive
Intelligence. (news - alert) The system,
called Customer Interaction Center
(CIC), offered a single interaction
engine to process all interaction types,
including phone calls, faxes, e-mails,
Web chats and Web callbacks. Alta
Resources chose CIC because of this
“single-box” architecture, and its built-
in graphical application generator that
allowed for virtually unlimited cus-
tomization options.

“We selected CIC because it gave us
far more than traditional call center
applications without purchasing addi-
tional server and software compo-
nents,” Coe said. “In addition, the
product came with a GUI-based cus-
tomization tool that would enable us
to more quickly respond to client
requests such as creating and modify-
ing complex interactive voice response
applications.”

Alta Resources installed CIC in 1998
at its Neenah, Wisconsin headquarters,
which then supported about 400
agents, and at its Brea, California office,
which supported about 100 agents.
Both sites used clustered servers for
fault-tolerance. In 2001, CIC was
installed at the company’s Kalamazoo,
Michigan office, which added another

Large Outsourcer Improves
Customer Response Time
And Reduces Costs Using 
IP-Based Communications
Application Software Suite

About Alta Resources
Alta Resources (http://www.altaresources.com) provides customized
outsourcing services incorporating advanced technology, unique
processes and the right people in a dedicated team environment.
Customers include Fortune 500 companies such as Apria,
Energizer/Schick, Nestlé Purina, Revlon, Novartis and SC Johnson.
Alta is committed to helping leading brands create and leverage
meaningful relationships with their customers through Relationship
Sales, One-to-One Marketing, Consumer Direct-Order Marketing,
Consumer Care, and Business Intelligence products. The company
was founded in 1995 and is headquartered in Neenah, WI with
offices in Kalamazoo, MI; Brea, CA; and Manila, Philippines. 
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100 agents to the system. The
Kalamazoo office was centralized in
2004, with agents connected back to
the Neenah office via a WAN. Today,
the IP-based version of CIC, which
uses the open SIP standard for VoIP,
supports a total of 950 agents and busi-
ness users processing on average 60,000
calls daily across the company’s three
U.S. offices and its Philippines site,
which are all linked using tie lines. The
system is used to support 50 to 60
clients and about 750 active toll-free
numbers at any given time. Alta
Resources uses all CIC applications,
including skills-based routing, IVR,
speech recognition, Web chat and
reporting. 

The company also deployed a CIC
add-on product for outbound campaign

management, called Interaction Dialer,
and integrated it with its customer rela-
tionship management (CRM) package
from PeopleSoft. This gives agents a
screen-pop upon call delivery that shows
customer information from the
PeopleSoft database.

The company purchased a second
add-on product from Interactive
Intelligence called Interaction Recorder
to provide call recording and quality
monitoring.

The Benefits
Alta Resources cites faster customer

response time and reduced costs among
the primary benefits of CIC. For
instance, after deploying CIC, the com-
pany won a major client contract to cre-
ate a complex IVR application.

“We won the contract and a consult-
ant immediately said that there was no
way we could meet the deadline, which
demanded the system be up and run-
ning within two months,” Coe said.
“We were able to create the system in-
house and under deadline. There’s no
way we would’ve been able to use a tra-
ditional telecommunications product to
create such a complex IVR application
so quickly and without third-party
assistance.”

Alta Resources also reports that, for
clients requiring extensive IVR applica-
tions, CIC has reduced agent staffing by
about 50 percent. Coe notes that CIC’s
“single-box” architecture has reduced
support staff requirements too. “With a
multi-box telecommunications solution
we would’ve had to hire about double
the staff that we currently use to sup-

port CIC,” Coe
said. “Plus, with
fewer separate com-
ponents, we’ve
increased reliability.”

Adding to these
savings, according
to Coe, has been
the deployment of
SIP, which has
helped the company
reduce charges asso-
ciated with toll-
bypass and the con-
vergence of its voice
and data networks.
“Overall, we esti-
mate cost savings of
about 10 percent as
a result of migrating
to a SIP infrastruc-
ture,” Coe said.

While reductions
in staff and the vir-
tual elimination of
third-party vendor
intervention have
led to a lower total
cost of ownership,
Coe says money
wasn’t the company’s
primary concern.

CIS

For more information,
visit http://www.inin.com.
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The following Recommended Vendors have 
distinguished themselves by winning one or more of

TMC’s coveted awards, earning them the TMC Seal of Approval.

2006 
Recommended Vendor

List
The TMC Seal Of Approval

2006 
Recommended Vendor

List
The TMC Seal Of Approval

CRM/Contact Center Software/Hardware

Aspect Software

IEX Corporation

Left Bank Solutions

NICE Systems

Spectrum 
Corporation

Stratasoft, Inc.

Oracle

Siebel Systems

SER Solutions Inc.

Strategic Contact
Solutions, Inc.

Witness Systems

Verint Systems

Interactive Intelligence

Sennheiser Electronic Corp.

Nortel Networks

FrontRange Solutions

Co-Nexus, Inc.

etalk



Teleservices Outsourcing

West Corporation

InfoCision Management Corporation

Advanced Data-Comm, Inc.

For information about how to get on the
Recommended Vendor list, see
http://www.tmcnet.com/mediakit/cis04/soa.htm
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NEWS
By Tracey E. Schelmetic, Editorial Director, Customer Inter@ction Solutions

SpeechCycle And Convergys Team
SpeechCycle, (news - alert) a provider of on-demand, intelligent automated agents

for technical support using speech recognition for the cable and telecommunications
industries, has announced a partnership with Convergys Corporation. (news - alert)
SpeechCycle’s speech applications are hosted on Convergys’ SpeechPort VoiceXML
platform. The partnership will enable Convergys to deploy automated solutions that can
resolve a significant percentage of calls, increase customer satisfaction and reduce
costs. SpeechCycle’s automated agent solutions allow callers to speak naturally to
resolve an array of technical support issues for video, broadband/DSL and digital phone
services. The solutions are continually updated to include changes in premise-based
equipment and service provider procedures, allowing the automated agents to more
effectively troubleshoot the issue specifically for each caller’s environment. Convergys’
speech solutions utilizing SpeechCycle applications also take advantage of billing and
contact center systems to optimize and personalize the caller experience and seamlessly
integrate with an agent when required through screen pop technology.  

SpeechCycle’s voice self-service solutions revolve around its Continuous
Improvement Process to address the full lifecycle of speech applications, which means
its automated agents never grow obsolete. SpeechCycle ensures high call resolution
rates with its technology that “talks and thinks human,” according to the company.
http://www.speechcycle.com
http://www.convergys.com

Sage Announces ACT! Add-on Solutions
Sage Software (news - alert) has announced over 40 ACT! add-on solutions compatible

with the new ACT! by Sage 2007 (9.0) contact and customer management product family.
Add-on products give ACT! users the freedom to choose from a selection of value-added
communications, sales, marketing, mapping, help desk, synchronization, administrative
and productivity applications. Each ACT! add-on solution has been reviewed by Sage

Software and works with the new ACT!
2007 product family. 

Sage Software also simultaneously
announced four new products — ACT! by
Sage 2007 (9.0), ACT! by Sage Premium
for Workgroups 2007 (9.0), ACT! by Sage
Premium for Web 2007 (9.0) and ACT! for
Palm OS 2.0 — comprising the ACT! 2007
product family. 
http://www.actsolutions.com
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CallRex Certified To Record Encrypted Phone Calls Occurring On
Cisco Unified CallManager 5.0 

Telrex, (news - alert) developer of VoIP call recording and monitoring software for
small and medium businesses using IP-PBXs or hosted PBX services, has announced
that its solution CallRex has successfully passed interoperability testing as the first call
recording solution to support the recording of encrypted calls occurring on Cisco
Unified CallManager 5.0.  

“Telrex is pleased to be the first call recording solution to pass interoperability test-
ing with Cisco Unified CallManager 5.0,” says Robert Kapela, president of Telrex.
“CallRex’s support for the recording of encrypted phone calls underscores our commit-
ment to be an integration leader with CallManager, as well as our commitment to pro-
vide our joint Cisco-Telrex resellers with advanced, affordable call recording solutions
that help them close more CallManager deals.”

Firms with a regulatory obligation to record calls can benefit from CallRex’s ability to
record encrypted calls. For example, financial services firms using Cisco Unified
CallManager no longer have to choose between call recording to help verify Gramm-
Leach-Bliley compliance and the security provided by encrypting their phone calls. 

CallRex records encrypted calls by capturing encrypted voice packets as they pass
through the network and decrypting them using encryption keys shared by Cisco
Unified CallManager 5.0 on a per-call basis. CallRex, Telrex’s flagship product, enables
small and medium-sized businesses to record VoIP calls for training purposes, dispute
resolution or regulatory compliance. 
http://www.telrex.com/callrex.htm

To receive free information 
from our premium advertisers,

please visit 
freeinfo.tmcnet.com
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Aspect Releases Enterprise Contact Server 6.2
Aspect Software, Inc. (news - alert) recently announced the general availability of

Aspect Enterprise Contact Server 6.2, which offers a robust application that blends auto-
matic call distributor (ACD) functionality and computer-telephony integration (CTI) while
delivering greater capacity and improvements to availability and security. The new release
also incorporates the advanced routing and CTI capabilities of Aspect Uniphi Suite. This
added functionality can lead to an improved customer interaction experience by routing the
customer voice or Internet-based contact to the most appropriate agent, regardless of
whether that agent is in a single or multisite contact center environment. Additionally, for
contact centers solely needing back-end system integration for screen pop capabilities,
Aspect has also released a new version of Aspect Contact Server 6.2. Aspect Enterprise
Contact Server 6.2 builds on the functionality in Aspect Contact Server and expands it by
integrating resources and data from across the enterprise.  It creates a cohesive, real-time
view of the contact center by pulling information from multiple channels, switches, report-
ing and administration interfaces. The latest releases of both products offer built-in real-
time displays and historical reporting with standardized templates that may be customized.
High availability enhancements provide automatic and quick recovery in the event of net-
work failure and security enhancements protect against threats by adhering to IT security
policies.

In other Aspect news, the company recently announced that the U.S. Patent and
Trademark Office has awarded the company a new patent for a dynamic help option for
Internet customers. The technology, developed by the Aspect Software R&D team, enables
an organization to determine when an Internet browsing customer should be provided live
agent assistance and can evaluate if an agent is available. The technology can make the
determination based on how much time a customer spends on a particular Web page,
errors in forms submitted by the customer, Web pages repeatedly viewed by a customer or
at areas where customers may be more likely to abandon the transaction. 

When the technology determines that a customer should be given automatic assistance,
it reviews the probability of agent availability. If an agent is available, the customer is pre-
sented with a “help” option on the screen. If the customer does not respond to the “help”
option within a certain amount of time, the option is removed. By dynamically determining
the appropriate time
to provide a “help”
option and only
providing the “help”
option when an
agent is available,
the invention proac-
tively provides
meaningful service
at the critical time.  
www.aspect.com
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Humantech Releases New Version Of ergoTool 
Office Ergonomics Software 

Humantech, Inc. (news - alert) has announced the release of ergoTool 5, a major
new version of its Web-enabled management tool for office ergonomics. ergoTool 5 will
allow companies to quickly identify and address ergonomic concerns and implement
effective solutions to improve health, safety and productivity in the office workplace.
ergoTool 5 is a comprehensive, two-part program. The first part is an online employee
survey that examines the most critical ergonomic components of the office environment
and captures quantifiable employee data. The second part, ergoTool Manager, is a man-
agement database that provides detailed reports and employee-specific solutions to
your office ergonomics challenges. Data can be sorted to help you prioritize improve-
ments, and an action plan helps ensure your solutions are cost-effective and easy to
implement. New features of ergoTool 5 include improved navigation and graphics, a
simplified setup process and an enhanced e-mail alert system. In addition, ergoTool
administrators can add and define permissions for users, sites, departments and
groups, as well as customize the ergoTool employee survey to meet their needs.
http://www.ergotool.com
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Porticus Launches “Who I Am; Where I Am” Solution
Porticus Technology, Inc., (news - alert) a player in the field of voice biometric

authentication for secure and trusted remote communication, recently unveiled
Valocater, a location-aware service for mobile handsets. With Valocater, call center oper-
ators and m-commerce applications will be alerted to the geographic location and iden-
tity of a wireless caller before a phone is answered or business transacted. Combined
with the Versona voice biometric from Porticus, the Valocater solution delivers “triple-
factor” authentication security to automate user login and reduce fraud. Initially
designed and approved for licensed race and sports wagering in Nevada using wireless
phones with GPS capability, Valocater’s location verification system now insures juris-
dictional compliance for gaming and government applications and uses both GPS and
non-GPS capable handsets. In Nevada, Valocater confirms callers are within state bor-
ders in accordance with the law. Similar regulations apply to the lottery, which are spe-
cific to each state.

Valocater optionally incorporates the same patent-pending voice biometric authenti-
cation algorithm found within Porticus’ Versona family of solutions. Porticus’ Versona,
based on a patent-pending voice algorithm developed during the course of a decade,
relies on the physiological aspects (length, width and thickness) of the human vocal
tract, making it less susceptible to background noise, recorded playback and intra-
speaker variability (cold and flu). As speech is considered the most natural form of
human communication, it has become a viable biometric option for identification securi-
ty and remote authentication for wireless transactions.
http://www.porticusinc.com
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SYSPRO Updates Flagship Product
SYSPRO, (news - alert) an enterprise business solutions provider, has announced

the worldwide release of the latest version of its flagship product. SYSPRO 6.0 Issue
010 offers added functionality across all areas of the platform: financial, distribution
and manufacturing, as well as new customization capabilities and new modules. The
latest release offers a number of technological enhancements including a new user
interface that is flexible and adaptable and which empowers users to tailor the prod-
uct to suit their needs. A major benefit to this customization capability is that it is
version-independent and easily deployed across the enterprise. 

In addition, SYSPRO 6.0 Issue 010 debuted SYSPRO Reporting Services, a next-
generation reporting tool that also incorporates an embedded version of Crystal
Reports XI. SYSPRO Reporting Services offers interactive reporting with scheduling
and archiving capabilities that enhance audit capabilities. 

SYSPRO 6.0 Issue 010 also introduces Electronic Signatures, which provides the
option of authenticating operators as they are processing transactions. Electronic
Signatures generates a log for auditing purposes, plus provides the facility to activate
triggers for notification via e-mail or for integration to third-party products or custom
procedures. Electronic Signatures assists in meeting compliancy requirements of a
number of regulatory bodies.
http://www.syspro.com

Datamonitor Releases New Report: The Future Of Outsourcing
Outsourcing is increasing its reach in terms of vertical industry as well as geo-

graphic scope. While the firms investing in it are wide-ranging, their individual needs
are all similar in that they need to reduce overheads as much as possible. Yet the
outsourcing phenomenon is poorly understood. In its new report, “The Future of
Outsourcing,” market analysis firm Datamonitor (news - alert) examines what les-
sons from the past the new wave of outsourcing can learn from and what will drive
its success going forward. Datamonitor’s report examines outsourcing in automotive,
energy, healthcare, technology and financial services markets. 

Outsourcing is continuing to grow across all vertical markets, and contact centers
are no exception. However, western domestic contact center outsourcing is slowing
in the wake of new business realities and offshore locations providing high levels of
customer service at a lower cost. Many investors in the U.S. and Western Europe
have adopted to “nearshore” models as a way of moving their operations to cheaper
locations. Simply put, they locate their facilities in relatively close proximity to the
markets they service (e.g., from the standpoint of U.S. investors, Canada and
Mexico). However, to derive maximum profits from outsourcing, many are now using
the “bestshoring” strategy, which involves tailoring specific customer care needs to
locations that are best suited for these functions. It allows the investor to save on the
cost of domestically sourcing the work, while at the same time removing the inflexi-
bility of using only one offshore location. For example, many European outsourcers
are now locating administrative-to-mid level customer care in offshore locations
including India, Argentina and the Philippines (which may account for 60 to 70 per-
cent of total call volume), while locating the high-end/value add work in nearshore
locations such as the Czech Republic or Egypt.
http://www.datamonitor.com
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Salesforce.com Previews Winter ‘07
Salesforce.com (quote - news - alert) has recently previewed Salesforce Winter ‘07, the

21st generation of its family of on-demand business applications. Salesforce Winter ‘07 is
scheduled for availability in the fourth quarter of 2006 and is expected to drive forward a
new era of unlimited freedom, collaboration and success for customers, according to the
company. (They add that customers who purchase salesforce.com applications should make
their purchase decisions based upon fea-
tures that are currently available.)
Leveraging Salesforce’s multitenant archi-
tecture, Winter ‘07 was designed to deliv-
er unprecedented customization across
every level of the service from the user
interface to the AppExchange develop-
ment platform. Customers, developers
and partners will be able to develop new
processes and applications, giving them a
means to manage and share all of their
information on demand on the business
Web.

“Winter ‘07 will build on our innovation
of multitenancy to now offer unlimited
customization through the AppExchange
platform,” said Marc Benioff, chairman
and CEO, salesforce.com. “This is a
game-changing release that delivers
unlimited freedom to create custom user
interfaces, innovative mashups and more
powerful multitenant applications.”
http://www.salesforce.com

CallCenterComics.com
By Ozzie Fonesca
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ASC Releases New Version Of  MARATHON EVOlite
For Smaller Businesses

ASC, (news - alert) a provider of communications recording and quality monitoring solu-
tions for contact centers, financial institutions and public-safety and government organiza-
tions, has announced a new version of MARATHON EVOlite, a recorder designed to meet the
demands of small and medium-sized businesses. It now offers hybrid recording (mixed VoIP
and TDM) in one rack-mountable 19-inch chassis. The world’s first Linux-based communica-
tions recorder, MARATHON EVOlite provides power, reliability, security and open-source flexi-
bility in a cost-effective package, according to the company. Built for organizations with up to
60 phone lines, the system is specially designed for future expansion and scalability and pro-
tects the customer’s investment by growing with demand. The new version offers online stor-
age of up to 175,000 recording hours and may be equipped with IOMEGA or DVD-RAM drives
for long-term archiving. Mirrored and hot-swap hard disks provide optimal data security.

MARATHON EVOlite provides a tailored communications recording solution to fit the
requirements of any business by combining selective, rules-based, bulk and record-on-
demand solutions. The system helps organizations comply with strict regulatory requirements
for the recording of phone, VoIP and radio conversations. With a scaleable channel array,
MARATHON EVOlite captures and records all customer interactions from four up to 60 chan-
nels simultaneously and may be configured to record, live monitor and archive diverse com-
munications from one location. It also provides the flexibility to connect multiple recording
platforms, departments or locations, with data automatically transferred to the central INTER-
ACTION server.
http://www.asctelecom.com
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ePLDT Acquires BPO Provider SPi
Technologies 

ePLDT Ventus, a provider of offshore call center out-
sourcing solutions, has announced that its parent com-
pany, ePLDT, has acquired SPi Technologies, (news -
alert) a global business process outsourcing company
with over 6,500 employees worldwide. The acquisition
allows ePLDT Ventus to further expand into the health-
care, legal, publishing and transaction industries. With
26 locations throughout North America, Europe and
Asia and over 150 global clients, SPi’s process expert-
ise and service delivery in such areas as medical and
legal transcription, electronic data discovery and trans-
action processing will expand and strengthen Ventus’
outsourcing solutions globally. The acquisition allows
Ventus to deliver scalable and knowledge-based out-
sourcing solutions to its diversified markets. 

Additionally, the combination of Ventus’ call center
facilities and SPi’s facilities in the Philippines, India, the
U.S. and China is expected to further strengthen
Ventus’ positioning in the market globally and at the
forefront of the call center industry.
http://www.spi-bpo.com

LiveVox Unveils IMS-based Voice Portal
LiveVox, Inc. (news - alert) recently announced a new offering, the LiveVox Voice Portal.

LiveVox integrates the application, network and transport layers on an IMS-based architec-
ture in order to provide a hosted, uniquely tailored contact center solution. By building
IMS-based applications, LiveVox can deliv-
er its voice solution to clients faster and
with a low total cost of ownership. The
LiveVox Voice Portal’s IMS-based architec-
ture also allows for vertical integration of
all layers of inbound and outbound voice
application solutions, including application,
network and transport. Adding to LiveVox’s
original offering of inbound/self-service and
outbound dialing, LiveVox’s Voice Portal
now offers automatic call distribution
(ACD). 

In addition to offering a tailored contact
center solution for each client, LiveVox
delivers all of the carrier-related transport
services in one vertical solution. This
enables enterprises to take advantage of
SIP access to the backbone, which reduces
line requirements and delivers unlimited
capacity and high voice quality.
Additionally, this capability eliminates the
need for clients to contract directly with
carriers for this service.  
http://www.livevox.com

Spanlink Acquires Calabrio, Inc.
Spanlink Communications, Inc., (news - alert) a provider of

customer interaction solutions that leverage VoIP-based unified
communications technologies, recently announced that it has
acquired Calabrio, Inc. and its software for distributed work-
force management (WFM) and scheduling. Based in Longueuil,
Québec, Canada, Calabrio’s workforce management solutions
have contributed to the success of hundreds of call and contact
centers in North America, Europe, Africa and South America.
Spanlink’s goal is to provide a software suite that focuses on
transforming the business process for customer interaction in a
services-oriented architecture (SOA). This approach enables
businesses to improve customer interactions by making super-
visors and agents more productive at all stages of customer
interaction, including how they manage their time, interact with
their customers and collaborate with their teams.

The Calabrio acquisition extends the Spanlink InteractiveEdge
family of products, which includes Spanlink Quality
Management for recording, evaluation and training, to provide a
comprehensive workforce optimization (WFO) offer for IP-
based contact centers. With the addition of Calabrio Workforce
Management software, Spanlink now offers workforce schedul-
ing, adherence, key performance metrics and additional report-
ing capabilities into the agent and supervisor desktop views.
http://www.spanlink.com
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Call Center Agent Satisfaction Key To Customer Loyalty
Genesys Telecommunications Laboratories, Inc. (news - alert) has released the eighth

study in its Contact Centre Realities series for Australia and New Zealand. Titled Optimising
Agent Performance, the latest Genesys study comes at a time when contact centers are
under increasing pressure to meet the often conflicting demands of service quality, revenue
generation and cost efficiency. Although there are several aspects to address in order to
meet these challenges, the Genesys research indicated that leading contact centers recog-
nize that they need to focus on what is both their highest cost and their most valuable
asset: agents. The Genesys research revealed that the key determinant of customer loyalty
is the quality of the customer experience. Consumers rated customer service as being the
number one influence on their loyalty to a company. Additionally, 71 percent of consumers
would do business with a company based on a great contact center experience. While
remuneration is important to agents, it is not necessarily their biggest driver of motivation,
and 75 percent of agents are most motivated by factors that engender a sense of personal
satisfaction and achievement in their daily work, although only 52 percent of agents report
experiencing this. The biggest agent motivator is feeling or being told that they’ve helped a
customer, and a majority of their job stress relates to customer frustration and the inability
to serve customers well.

The survey also revealed that there is significant room for improvement in the engage-
ment and retention of contact center agents. Only six percent of agents want their next role
to be that of a contact centre agent. Additionally, 70 percent of managers agree that a
tighter labour market has made it significantly more difficult to hire contact center agents.
http://www.genesyslab.com
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Contact centers are consistently searching for cost-sav-
ing solutions while also improving customer service. A
new purchase by Intervoice, a provider of converged voice
and information solutions, is intended to do both.

While the company has announced that it expects rev-
enues to be near or slightly above the top end of the previ-
ously predicted range of $44 to $49 million for its second
quarter, Intervoice has also purchased the assets of
Nuasis, a provider of Internet-enabled customer contact
software.

Under the agreement, Intervoice now owns Nuasis’
products, intellectual property, customer and channel con-
tracts and other assets while also assuming certain obliga-
tions. In addition, Intervoice hired many of Nuasis’
employees who joined the company effective September
1, 2006. Intervoice intends to continue to serve Nuasis’
customers and will leverage the IP contact center suite for
distribution to existing and new Intervoice customers.

The acquisition of Nuasis is expected to enable
Intervoice to take a leap forward in fulfilling the goals of
its strategic growth plan while also meeting the growing
needs of its customers for new contact center applica-
tions.

Through the Nuasis (news - alert) solution, Intervoice
will be able to bring new IP-based contact center applica-
tions to the agent desktop. Features will include Web-chat
and e-mail response applications as well as speech-
enabled IVR and voice portal solutions. Deployment
options are flexible and the offering supports remote
agents and hosted solutions.

According to Daniel Hong, senior voice business analyst
at Datamonitor, the contact center landscape is altered by
Intervoice’s announcement. The acquisition couples
Intervoice’s strength in speech self-service with a next-
generation IP contact center application that features mul-
tisite virtualization, multimedia routing, business intelli-
gence, monitoring and reporting, CTI and outbound capa-
bilities.

Hong also highlighted that Intervoice is now able to
offer customers a total solution that is completely switch-
independent. It is the optimal solution match-up to com-
pete in the broader contact center market.

Intervoice serves over 5,000 customers worldwide, pro-
viding contact centers with deep domain expertise in IVR
and speech applications. Adding the Nuasis product suite

and the NuContact Center routing software provides for
the expansion of the applications expertise of the company
while also opening new product opportunities within the
contact center.

Positioned as offering competitive advantages over tra-
ditional CTI/ACD vendors, the seamless integration of self-
service and live assistance allows customers greater flexi-
bility to move from one service model to another as nec-
essary.

The NuContact Center product combined with the
Intervoice services methodology will complete the
Intervoice technology offering for the contact center.
Nuasis brings contact center expertise, along with a rapid
approach to design, configuration and deployment for
solutions that synthesize the call process and provide a
seamless customer experience across multiple communi-
cation channels.

Intervoice President and CEO, Bob Ritchey, commented
that several years ago the company began to transition
Intervoice to a new direction, one based on open stan-
dards and converged voice and data networks. The objec-
tive behind this asset purchase was to accelerate
Intervoice’s multichannel automation and IP contact center
product strategy.

Ritchey added that Intervoice is enhancing the value
that the company brings to its customers by providing a
solution that expands its reach into the contact center.
Intervoice is also able to immediately lead the way in help-
ing customers to reduce contact center operating costs
and improve customer service.

Intervoice is taking a position that it is a direct answer
to the needs displayed by contact centers across the
board — lowering costs and improving customer service.
By focusing integration on multichannel communication
and enterprisewide applications, Intervoice will be able to
present its offering as the only solution that the contact
center will need.

The company will have the challenge of meeting the
expectations of current Nuasis customers. To prevent
defection, the transition must be seamless for all cus-
tomers and service must be at a new and improved level.
Intervoice can offer a powerful solution, but service will
still dictate its success.

Susan J. Campbell is a contributing editor for TMCnet   
and has also written for http://eastbiz.com.

Intervoice Strengthens Contact Center Offerings 
With Nuasis Acquisition
By Susan J. Campbell, TMCnet Contributing Editor
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T
oday’s consumers have seen a
technological explosion that is
changing how they view the
buying experience and beyond.

What once required a trip to a bricks-and-
mortar store to see available merchandise
can now be accomplished by pressing a few
buttons on a computer or even a cell phone,
providing immediate gratification through
the power to buy anything, anywhere.
Customers are becoming familiar with
instant satisfaction and are anticipating the
same fulfillment in their customer service
experience, even switching brands if the
experience doesn’t meet expectations. This
is especially true of customers in the under-
40 age groups. As globalization brings
increased competition and brand loyalty
takes a sharp decline, companies must
improve the customer service experience if
they are to survive.

Customer Care Excellence Through
Technology And Corporate Vision
According to consumer research firm J. D.
Power & Associates, customers’ expectations
are changing at such a fast pace that compa-
nies can’t respond quickly enough. A compa-
ny once seen as a leader in customer care
may today be perceived as a poor service
provider, not because the service or the cus-
tomer experience has changed, but because
customers’ expectations have changed.

Meanwhile, businesses are not evolving
processes and technology to keep up with
growing consumer needs. Much of the tech-
nology deployed today has been implemented
based on attitudes of the 1990s, when com-
panies valued cost savings and the efficiency
and productivity of call handling. Companies
today are responding to customers’ increased
expectations by shifting the focus from a cost

center mentality to a profit center mentality,
seeking to increase brand loyalty by providing
exceptional service and sales while retaining
productivity and efficiency.

Amcat believes that the answer lies in the
partnership of technology and a company’s
unique customer service vision. Amcat is a
leader in contact center solutions that help
companies communicate more effectively
with customers. The company believes that
the right technology can improve customer
care and support the customer care process
while reducing handling costs.

Companies must look at the issues within
their call centers and create a clear vision of
superior customer service. “Every company
has different needs and customer care
requirements,” says Mike Rohleder, Amcat
CEO. “We think it’s important to identify
what customer service means to your organ-
ization, and then find the right technology
to provide the optimal customer experience,
enabling you to conduct profitable interac-
tions. Companies like Amcat can help you
with this process and then provide tech-
nologies that enable your vision.”

A Vision Of Service That Extends
Beyond The Contact Center
For many companies, a vision of customer
care excellence means being able to answer
customer questions quickly and easily, even
if the resource resides outside the contact
center. As companies open new offices or go
global, fast access to resources, people and
data becomes challenging, opening the door
for customer dissatisfaction.

To meet the growing knowledge and data
needs, companies must leverage the
resources of the entire organization. The
call center is no longer the alpha and omega
of customer service. No single employee can
know everything, so companies must find
ways to bring down the data and people

What Role Should Technology Play 
As A Customer Care Differentiator?
Increasing Customer Expectations Require A Strategic Vision

A Special Editorial Series Sponsored by Amcat
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silos and provide the resources needed to
take care of customers.

The right technology plays an important
role. New IP contact technologies provide
extensibility and flexibility so customer care
services can be leveraged wherever they
reside in an organization or enterprise.

Customer Expectations Grow 
Beyond IVR
Take the case of UroMed, a U.S. provider of
healthcare products that differentiates itself
in the industry by providing highly personal
customer service. To meet rising customer
expectations, UroMed decided to rethink its
customer interaction processes. Research
from the University of Akron showed that
93 percent of people prefer to speak to a live
operator and dislike the IVR experience.
UroMed agreed and was looking for a way
to provide customers with an exceptional
experience where all calls are answered by a
live person and then easily routed to the
right resource regardless of location.
UroMed turned to Amcat for answers.

Amcat recommended implementing its soft
IP-PBX technology. This technology would

support UroMed’s vision for personalized
customer service enterprisewide. Its scala-
bility would allow UroMed to provide
extensive customer contact and call han-
dling features.

Jim Weatherford, UroMed president, tells
the company’s story. “Amcat helped us real-
ize that a traditional PBX or customer con-
tact system wasn’t enough. They showed us
how soft IP-PBX technology could provide
us with powerful customer contact func-
tions in addition to the flexibility and value
we needed.” Weatherford adds,“The soft IP-
PBX is now the linchpin of our customer
contact operations. It extends customer
service to all of our employees and leverages
the resources of our extensive employee
knowledge base. By empowering our
employees to meet the increasing demands
of our customers, we will continue to out-
perform in our industry.”

Rohleder says companies need to respond to
the phenomenon of shifting customer expec-
tations by changing their focus, looking at
the customer not necessarily as a sales target,
but instead as a person who is valued and an
important company asset. In today’s fast-

moving consumer market, a loyal customer
is an asset to be managed well. Companies
need to find ways to provide the customer
with the experience he or she is seeking.

Happy Customers Equal A Happier
Bottom Line
There is a distinct connection between good
customer service and bottom line profits,
and companies are recognizing this. Many
are putting efforts toward creating a better,
more interactive experience with customers
and prospects. This doesn’t happen ran-
domly. It’s the sign of a company that knows
its vision for customer care and pursues that
vision with passion.

Rohleder says the center of the universe in
call center excellence is to identify the
processes and procedures that will provide
the most profitable interactions with cus-
tomers. The next step is to provide the tech-
nologies to support that vision. Amcat’s
vision, he says, is to help companies discov-
er their visions and provide the right tech-
nologies to turn those visions into realities.

For more information about Amcat, (news -
alert) visit http://www.amcat.com.

Let’s say you’re an established company, and you’ve just decided
to move your existing call center and therefore must do a lot of
rehiring, or you’ve decided to start a call center for the first time.
Perhaps you’ve even decided to outsource your call center services
to an outside provider. Though there are many experts in your
company and your customers value the experience and advice of
your core employees, your call center agents are all relatively new,
both to your company and your industry. They’re still learning,
still undergoing training programs in your call center’s processes
and systems and your company’s solutions.

Does it make sense for these call center agents to learn from
scratch, via trial and error, when in fact there is a great deal of
intellectual capital elsewhere in your company that could, with the
right technologies, be easily leveraged?

Of course not.
Yet many companies make this mistake of operating their call

centers inside a vacuum, many times because the call center is
(wrongly) treated as an afterthought...a necessary evil...and other
times because the call center is technologically isolated from the
rest of the organization. While a call center agent fumbles for the
answer to a complicated question from an important customer, an
inside salesperson who once solved that very same problem for
another platinum customer sits quietly in his or her office,

unaware that the agent is attempting to reconstruct the issue from
scratch. Companies with segmented, siloed, dead-end call center
systems of this nature are their own worst enemies.

There are many ways that knowledge can be leveraged and
shared. Part of the process is understanding how individual
departments and employees can help one another, or combine
their formerly isolated knowledge into one large, synergistic pool
of intelligence. The other part of the process is making sure that
the call center and enterprise technology is a conduit for this sort
of knowledge sharing and not a road block.

IP contact center solutions have been a gold-plated gift for this
sort of cross-departmental knowledge sharing.

When calls can be transferred across departments, across com-
panies and across the globe yet remain an integral part of the call
center process, it loses its borders (and this is a good thing); as a
result, any combination of people, locations, departments, part-
ners, self-service processes and distributed and virtual call centers
can be joined together so the best knowledge and most appropri-
ate service available can be offered to customers when they need it.

And in the end, allowing customers to find the resources they
need, via the channel they choose, in the most efficient manner
possible is what keeps them coming back to you. CIS
The author may be contacted at tschelmetic@tmcnet.com.

Expanding Or Eliminating The Physical Borders Of The Call Center
By Tracey E. Schelmetic, Editorial Director, Customer Interaction Solutions
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OUTSOURCING

Training plays a crucial role in job
satisfaction and performance for agents.
Unfortunately, ongoing education often
takes a back seat to other strategic
efforts, such as expanding call center
services. Yet savvy contact center execu-
tives are recognizing the value of
embracing training as a key employee
retention strategy, reconciling the costs
for training with bottom-line results. 

This article will provide an overview
of training best practices that coordinate
with an overall organizational strategy
for reducing costs and improving per-
formance. 

Best Practice #1: Transform order-
takers into service providers while
protecting service levels. 

Resolving a customer issue on the
first call, efficiently and effectively,
improves customer satisfaction and
leverages that goodwill into opportuni-
ties for cross-selling or upselling.
Achieving this often requires a higher
skill level than many contact center
agents currently possess. Moving from
an order-taking mentality to true cus-
tomer service requires skillfully combin-

ing performance management efforts
with expanded training to broaden fur-
ther subject matter knowledge and
develop additional skills. 

Best Practice #2: Recognize that 
training is not “one-size-fits-all.”  

While traditional classroom education
still has an important place in the train-
ing curriculum, dynamic training based
on the particular needs of agents is the
best way to speed comprehension,
ensure knowledge retention and
improve specific skills in the most cost-
effective manner. Training experts agree
that a blended solution — classroom
training combined with e-learning, sim-
ulation and other online training chan-
nels — is the ideal solution for contact
center environments. Delivering train-
ing opportunities on-demand, online
and in chunks designed to fit into an
agent’s schedule delivers the flexibility
needed to ensure a meaningful and
measurable impact on performance,

while keeping training costs down.
Some of the most progressive contact
centers are using software to allow
supervisors to create mini-videos that
address how to handle specific issues or
changes in a process, enabling supervi-
sors to respond quickly and train agents
before an issue impacts performance.        

Best Practice #3: Balance the needs
of virtual contact center agents.

While the debate about the pros and
cons of home-based agents rages on, the
fact is that many contact centers gain
value from extending their capacity
through cost-effective and flexible
telecommuters. However, telecommuters
present an additional layer of complexity
in employee management. To make this
work most effectively, contact center
managers need to make creative use of
technology such as instant messaging to
facilitate ongoing communications.
Dynamic training opportunities such as
e-learning take on an even greater impor-
tance when a company has home-based
agents to train and continually educate.   

Best Practice #4: Don’t forget the
coaches. 

Every good team needs a coach. While
e-learning is a proven, effective way to
train agents, one-on-one interaction with

One of the major challenges for contact center managers is retaining
employees. Not only is it costly to lose an agent — replacement can
cost between $5,000 and $17,000 — employee turnover can have a
negative impact on overall contact center performance, customer sat-
isfaction and employee morale.

Stop The Revolving Door — 
Five Best Practices In 
Contact Center Agent Training
Leverage training strategies and best practices to maximize 
return on investment, reduce agent turnover and recruitment costs, 
and improve agent performance and customer satisfaction.

By Shelby Test-Peralta 
StarTek, Inc.
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trainers, supervisors and peers is still a
valuable tool to reinforce comprehension
and build additional skills. Search out
potential peer coaches and give them the
assistance they need to help newer agents
become successful. Some contact centers
are investing in coaching tools that help
supervisors deliver real-time insight and
assistance to agents even as they interact
with customers. 

Best practice #5: Build confidence.
Create a way for new hires to practice

their newly learned skills without being
sent to the frontline immediately. One
way is to pair beginners with experi-
enced contact center agents who can
provide the guidance new hires need to
more quickly come up-to-speed. The
mentoring approach can be an extreme-

ly effective way to ease the transition
into the real situation. 

A Strategic Training Plan In Action
StarTek recognized early on the bene-

fits of training in improving retention of
contact center agents. The company
developed a training plan it uses for its
contact centers that includes classroom
training, e-learning, simulation, mentor-
ing/coaching and personalized training
and development plans based upon the
skills and career interests of the agent. 

The strategic approach to training has
paid off. StarTek has a much lower than
industry average turnover rate of nearly 50
percent, while maintaining customer satis-
faction that ranks high. Other benefits
include productivity gains, higher employ-
ee morale and better overall skill levels.

Agent training is an investment that
pays dividends in agent satisfaction and
retention, customer satisfaction and loy-
alty, and overall contact center perform-
ance. CIS

Shelby Test-Peralta is StarTek’s (news - alert)
Senior Vice President of Human Resources,
responsible for attracting, motivating, devel-
oping and retaining StarTek employees.
Shelby is a certified Senior Human
Resources Professional through the Society
of Human Resources Management as well as
a designated Certified Compensation
Professional through World At Work (for-
merly the American Compensation
Association). StarTek, Inc.
(http://www.startek.com) is a provider of
business process optimization services for
outsourced customer interactions.
Headquartered in Denver, StarTek has 18
operational facilities across North America.
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WORKFORCE OPTIMIZATION

When discussing sales force automa-
tion, it’s natural to think of SFA soft-
ware. In our current environment of
technology, most business processes can
be optimized using some type of soft-
ware program, and SFA is no exception.
Just as with any other category of soft-
ware, there are literally hundreds of pro-
grams that can provide your business
with SFA capabilities. The key to find-
ing one that works for your company is
to identify your specific needs for this
type of program. SFA software can pro-
vide capabilities such as contact man-
agement, sales management, sales activi-
ty tracking, sales pipeline management,
communication history, sales projec-
tions, sales reporting and much more.
It’s important that companies avoid get-
ting overwhelmed by the capabilities of
the programs at the same time keeping
in mind that all these capabilities can
present challenges.

Before a company arrives at the point
of reviewing and selecting SFA software,
there are some other challenges it must
consider. Finding and purchasing a
good SFA solution can be daunting task
on its own; it can be even more compli-

cated a process to consider some of the
challenges the company may face during
the implementation process. On aver-
age, it takes three tries to successfully
implement a new SFA software system.
Approximately 80 percent of first-time
efforts fail. The following four issues can
present serious challenges during the
implementation and set-up phase of an
SFA program. They can also lead to on-
going complications once a company
has a system in place. By knowing about
and considering these issues in advance,
organizations can take steps to head off
potential trouble.

Failure To Analyze Existing Processes
All operating sales teams have some

sort of existing, embedded sales process.
This process may be very loose and
managed by each salesperson, or it may
be well defined with specific sales stages
and milestones. Analyzing the existing
sales process can be a vital first step in
successful implementation of SFA soft-

ware. By examining the existing sales
process (or lack thereof ), company man-
agement can identify deficiencies and
make corrections before they are forced
by their new software to plug in an inef-
fective sales process into an effective
SFA program.

Most SFA software provides the capa-
bility to define and track sales stages,
sales milestones, activities and more.
Many of them come with some well
designed default processes built in.
However, if a company does not under-
stand its own process, it may be stuck
using the software’s built in process,
which may not match what the compa-
ny’s sales team is doing and can create
confusion and frustration. 

In the SFA industry, we see the fol-
lowing situation arise time and again: A
company with a successful sales team
purchases SFA software and now has to
define the stages in its sales process. Not
having done this in a structured fashion
before, the company now needs to take
the time and resources to review their
sales process and lay it out in their new
program. This takes time, and ultimate-
ly delays the implementation of the SFA
program and ultimately the training of
their team. This creates frustration
because an implementation that should

Sales force automation (SFA) is a system for tracking sales leads,
sales, service requests and other sales-related information. SFA helps
companies encapsulate all the vital data related to sales and sales
process into one easy to manage and easy to use system. With a well
designed SFA system, organizations can easily access client informa-
tion, review their sales history and progress, and create a history of
client and prospect communication.

By Bill Wheeler
Avidian Technologies

Sales Force Automation
Implementation Challenges
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have taken weeks now takes months —
or longer. This can lead to resistance by
the sales team against using the new
SFA software, and can sour manage-
ment on the effectiveness of this new
tool they have purchased.

When selecting SFA software, organi-
zations should look for one that allows
them to customize the sales stages and
other sales process information. If a
company is taking the time, effort and
resources to review and improve its sales
process, it makes sense to seek SFA soft-
ware that will allow the company to put
in “their own” process. Although most
of the programs on the market have well
designed and effective sales processes
built into them, a company shouldn’t be
stuck using that process if it doesn’t fit
their business.

Lack Of User Involvement 
Resistance to change is the biggest

challenge in implementing new sales
software or improvement programs. It
can be extremely difficult for people to
change their habits and routines.
Typically, about 20 percent of sales peo-
ple push back hard, they may actually
quit their job if forced into change they
do not want. The majority of sales peo-
ple (about 60 percent) will resist the

change, but slowly accept it over time.
The remaining 20 percent are ready for
change and are often willing partici-
pants in the process. This group can be
a vital tool in improving the success of
an implementation. Organizations
should use their interest and enthusiasm
to help build a positive environment
around the project.

Encouraging the users of a SFA pro-
gram to become involved is a require-
ment. When reviewing sales process

and selecting SFA software, successful
companies must get input from every
member of the sales team. It is not nec-
essary for every team member to
become involved in the process, partic-
ularly if the sales team is very large.
Having sales personnel complete a
questionnaire about how they sell can
be enough to make them feel included.
Companies can also consider asking for
volunteers to do some of the research
and legwork involved in the review of
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SFA software. This can produce surpris-
ingly positive results, as the sales team
can add insight that management may
not have thought of.

Creating awareness of the initiative
and providing the necessary knowledge
to see the benefit of the change is
important. Changes should never be
“sprung” on the sales team. One of the
biggest errors that occurs at this phase
is to “tell” the sales team that they are
getting a new software program. It
becomes just one more thing on the
long task list of a busy salesperson.
Organizations should ask for sales
team input and assistance in selecting
the software. Management should
avoid asking them if they want a SFA
program; the process will be more suc-
cessful if the team is asked what needs
they have of a SFA program. In this
way, a company can give the sales team
the ability to take ownership of what
the new program is and does.
Knowledge is power and so, in this
case, is participation.

The Information Is In Their Heads 
Like all of us, salespeople tend to

manage their business and activities in
their heads. Each salesperson knows the
details of existing sales relationships and
opportunities for their clients. Often the
information is basic, such as the names
of the primary contacts for a certain
account. Alternatively, it may be more
detailed information such as the specific
products in which the account is cur-
rently interested. The more complex the
relationships and sales opportunities
become, the more difficult it is to keep
everything ordered in that salesperson’s
head. To be effective, a SFA solution
must make entering and reviewing
client information almost as easy as get-
ting it in and out of their heads.

Companies should identify ways to
make it easy to get necessary informa-
tion out of a salesperson’s head and into
a digital format. If a sales team uses a
program like Microsoft Outlook for col-
lecting contact data and e-mailing
clients, a SFA program that can use an

existing Outlook contact database will
go a long way toward making it easy to
use. Do salespeople routinely collect
business cards from prospects they visit?
They should use a card scanner to
quickly get the contact information into
the SFA solution. If the company rou-
tinely gets e-mail inquiries from
prospects, that company should select a
SFA solution that allows the company
to create a contact and sales opportunity
from those e-mail messages with the
click of a button. This eliminates the
necessity of having to type in or copy
the information, and allows the sales
team to immediately start recording
their sales activities.

Companies should create guidelines
for recording vital client and sales
information. The SFA program will be
useful only if your sales team enters
useful information into it. The old
adage “garbage in, garbage out” holds
true here. Most SFA programs make it
easy to create notes, track e-mail,
schedule appointments and record
sales. When management reviews and
refines the company’s sales process,
they should be sure to create guidelines
of what the sales team is expected to do
to track their sales. The team should be
taught how to use the solution and
where to enter the correct data. These
guidelines will eventually turn into
habits that will make the sales team
more effective.

Running Before Walking
Sales force automation is always more

complex than most people realize. For
most companies, the sales process grows
just like the business; it starts at a
crawl, then a walk, then a run. When a
company is considering SFA software, it
is past the crawling stage, but by no
means should try to break into a run.
This can lead to a big fall, and is a
major reason 80 percent of first-time
SFA implementations fail. Often, it’s
only after this fall that people realize
just how much is involved in getting a
SFA program implemented properly.
Taking the time and making the effort

to properly install and set up the pro-
gram, as well as train the users, can
make the difference between a success-
ful implementation or being a statistic
in that 80 percent failure rate.

Implementation should be well
planned and time must be taken to do it
properly. Companies must create a
schedule that includes installation, train-
ing and a “go-live” date. Organizations
should also strive to be realistic, not opti-
mistic. Enough time must be allowed to
complete each stage before transitioning
into the next, using all resources avail-
able. Most SFA software manufacturers
provide implementation and training
services. Companies should use them.
The vendors ultimately know their soft-
ware better than anyone and chances are
they have experience with just about
every type of network configuration.

If the planned implementation is
large, a company should consider run-
ning a pilot program of its chosen SFA
solution. This pilot program can pro-
vide great insight into how the sales
team will use the solution and the
effects it will have. This gives the sales
team and management a chance to
“kick the tires” and take ownership. By
setting up the system on a limited basis,
it will also give the IT group a chance to
see how the system will work in the
company’s network environment. This
can be a good chance for a company to
work out any kinks and also create
interest from the rest of the company.

Creating awareness of 
the initiative and providing
the necessary knowledge 
to see the benefit of the

change is important. 
Changes should never be

“sprung” on the sales team.
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Many companies are surprised at this
point that they find greater need than
they had initially expected.

Embrace The Challenges
Implementing a SFA program can

present a number of challenges during

both the selection process and in the
final implementation. The key to suc-
cess is for companies to embrace those
challenges and address them head-on.

Organizations should review their
existing sales processes to identify and
refine their sales stages, milestones and

activities; companies should also view
this stage as an opportunity to make a
good sales process even better.

Companies should also create an
environment of knowledge and partici-
pation among its sales team.
Management may make the purchase
decision, but the solution’s users must
have input in the review and selection
process. Only by the whole team taking
ownership of the program can a compa-
ny hope for success.

At this point, the sales organization
should design methods for easily getting
sales data into the system. Everyone
wants the easiest way to get something
done, and if the process is made too dif-
ficult, salespeople won’t do it. It’s
important that companies develop the
easiest mechanisms possible to get their
sales information into the system; once
that is accomplished, the organization
will have an effective means for manag-
ing and reviewing the sales team.

It is recommended that companies
develop a realistic schedule for imple-
mentation and start-up, with attainable
goals. The sales team must be given the
time to get SFA going, even if stum-
bling blocks appear. By setting a sched-
ule that can be achieved or preferably
exceeded, the company will build
acceptance of the system and enthusi-
asm among its team.

By managing and addressing these
challenges, sales organizations can
remove many of the difficulties in
implementing a sales force automation
program for their companies. This can
lead to a successful implementation,
acceptance by the sales team, and a
system that provides substantive, use-
ful data throughout the sales manage-
ment process. CIS

Bill Wheeler is the Marketing Manager for
Avidian Technologies (news - alert)
(http://www.avidian.com). He is a sales and
marketing professional with expertise on
leveraging Outlook and Exchange to help
organizations be more effective. Avidian’s
Prophet is a full feature sales software solu-
tion built in Microsoft Outlook.

Go To Table of Contents | Go To Ad Index

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


DON'T FORGET, THE DEADLINE FOR YOUR FREE LISTING IN
THE 2006 BUYER’S GUIDE IS NOVEMBER 15, 2006!

www.tmcnet.com/cislisting

PLACE A LISTING IN THE  

ULTIMATE BUYER’S GUIDE
SINCE 1982!

Your Listing will display: 
• Your Company Information In An Alphabetical Listing.
• Your listing will also appear in the Electronic Buyer’s Guide on TMCnet, the Largest

Communication and Technology site in the World. 
• Bonus Distribution At Over 10 Trade Shows

365 DAYS A YEAR!
REACH QUALIFIED PROSPECTS 

365 DAYS A YEAR!

© Copyright 2006 Technology Marketing Corporation

For information on advertising in this unique issue 
call Stephanie Thompson at 203-852-6800 ext. 139 

or e-mail sthompson@tmcnet.com 

FREE!FREE!
THAT’S RIGHT, GET FREE 

EXPOSURE IN THE ULTIMATE 
BUYERS GUIDE!

THE ONLY WAY YOU LOSE 
IS IF YOU DON’T 

SUBMIT A FREE LISTING!

CIS Listings Ad 07.qxp  9/25/2006  3:30 PM  Page 1

http://www.tmcnet.com/cislisting
mailto:sthompson@tmcnet.com


Subscribe FREE online at http://www.cismag.com44 CUSTOMER INTER@@CTION Solutions® October 2006

MANAGEMENT SCOPE

• Developing the survey based on
goals and parameters such as budget;

• Comparing each channel according
to its merits and shortcomings; and 

• Putting the channel you choose into
operation. 

Developing The Survey
Your research goals will dictate your

first step in selecting a data collection
methodology. These goals range from
providing a valid and reliable read of cus-
tomer satisfaction at the enterprise level
to driving results to the agent level for
one-on-one coaching. In the case of gain-
ing an enterprise or even regional view of
the company’s overall performance, tele-
phone and Web each offer multiple bene-
fits. Due to cost considerations, however,
these channels may provide a relatively
low number of completed surveys (e.g.,
400). If your goal is to complement a
contact center quality assurance program
with agent-level “voice of the customer”
feedback, IVR (define - news - alert) is a
cost-effective option.  However, whereas
this type of program offers a large num-
ber of surveys (e.g., 40,000), IVR data
may not be consistently representative
due to low response rates and polarized
customer ratings.  

Some other considerations include:
Customer segment. Which customer

type is the focus of your research?
Different customer segments have dif-
ferent “channel preferences.” Some peo-
ple prefer to be contacted over the tele-
phone while others prefer the Internet.
If you are surveying respondents in an
older age segment, a telephone approach
is ideal. If you are targeting technically
savvy respondents, Web or IVR both
work well. Because different segments of
the population have different reactions
to technology, be cognizant of these
variations when designing your approach.
One quick solution is to survey respon-
dents using the same channel through
which they contacted the company. 

Budget. Many companies prefer the
“high-touch” option offered by phone-
based research programs but are prevent-
ed from exclusively using this channel
due to budgetary constraints. IVR and
Web both offer the appeal of relatively
low investment compared to the phone.
Beware of hidden costs in IVR imple-
mentations that may not be included in
your early budget, however; the technol-
ogy required for telephony and CTI
integration as well as labor resources can
add significant incremental expense to

your program. As an alternate low-cost
option, one growing trend is to capture
telephone-based survey data in a facility
located offshore. This approach offers
the benefits of telephone data collection
at a significant savings, sometimes as
much as 40 percent.

Performance incentives. Increasingly,
companies are relying on customer feed-
back as a key indicator of contact center
service quality. In an effort to drive
results to the frontline agent, perform-
ance incentive programs are established
whereby individuals receive positive
recognition or, in some cases, monetary
bonuses based in part or in whole on
customer feedback. When compensation
is at stake, it is especially important to
choose a defensible and unbiased meas-
urement system. The need to tie results
to individual employees can make auto-
mated techniques like IVR ineffective,
especially in a multicenter model,
because most locations do not share
identical technology infrastructures, thus
creating an obstacle in “passing” agent or
customer information out of the system. 

Linkage analysis. Many times, cus-
tomer feedback alone is insufficient for
answering all of a company’s informa-
tion needs. An effective technique for
providing more in-depth exploration is
through linkage analysis, a technique

It is a common question in marketing research: “Which data collection channel is right for my program?
Telephone, Web or IVR?” If you are talking about a contact center post-interaction survey, the answer
may not be a simple one-size-fits-all solution. Each data collection channel has its own pros and cons.
There are three sequential steps in the design phase of a contact center survey program:

By  Mike Cholak
Convergys

Key Considerations In 
Post-Interaction Surveying:  
Which Data Collection Channel Is Right For You?
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where customer scores are statistically
“linked” to other operational or quality
data sources. To enable a linkage
approach, key identifiers like the agent
who handled the call and the reason for
contact must be easily “passed” out of
the data systems in which they are ware-
housed.  As noted above, the complexi-
ties inherent in an IVR solution can pre-
vent the ease of establishing these link-
ages; by comparison, these obstacles are
minimized for phone and Web surveys. 

Survey length. Another critical consid-
eration in designing a marketing research
program is respondent fatigue, or the
point in the survey at which respondents
simply stop answering questions because
they are bored or have become otherwise
engaged. Market researchers must con-
tinually balance the need for in-depth
insights against the reality that customers
won’t spend a lot of time completing a
survey. To that end, each of the three
data collection channels discussed above
offers varying success in expanding the
survey length without affecting fatigue
levels. Because the drop-off rate is very
high with IVR technology due to lack of
familiarity and low comfort levels, IVR
surveys must be much shorter in length,
and as a result offer “quick-hit” insights
rather than more in-depth results. In con-
trast, Web and telephone allow for longer
surveys with more attributes, deeper
insights and probing of comments.

Timing of survey invitation. IVR
offers the appeal of invitation immedia-
cy. The immediacy of the survey —
which is conducted as soon as the con-
tact concludes — is commonly viewed
as being critical to ensuring accurate
respondent recollection.  For surveys via
phone or Web, the invitation may not
reach the respondent until hours or even
days after the contact.

Selecting The Channel
With the design in hand, now you are

in a better position to make informed
decisions about the channel. Table 1 is
an overview of what each channel offers.

Timing

Survey

Response
Rate

Results

Sampling

Cost

Telephone

Easily implemented. Typically
2-3 weeks to launch. Does
not require additional
resources for integration into
IVR or agent desktop.

Flexible design. Longer survey
(8-10 mins.) provides richer
insights. Readily incorporate
call metrics (ASA, AHT,
agent, site) into analyses.
Verbatim comments rich due
to probing.
No transcription requirements.

Highest (18-25%).

Representative.

Proven representativeness.
Conveys high value to customer.
First attempt made within
hours of customer interaction.
Can prevent respondents who
recently completed a survey
from participating again.
Easily control all quota
groups.

Less cost-effective, moderate
with offshore option.

IVR

More difficult to implement.
Typically 3-4 weeks to launch,
can be longer if automated invi-
tation used. Can require signifi-
cant resources to integrate into
IVR and/or agent desktop.

Less flexible design. Short survey
(2-5 mins.). Limited question
types. Limited ability to incor-
porate call metrics (ASA, AHT,
agent, site) into analyses.
Verbatim comments restricted in
length. Transcription is required.

Lowest (1-5%). 1

Highly polarized, skewed toward
positive.

Limited representativeness due to
low response rate. Immediately
following customer interaction.
Customer fatigue (with longer
AHTs). Agent-initiated invite
introduces bias. Cannot prevent
respondents who recently com-
pleted a survey from participat-
ing again. Limited ability to con-
trol quotas, especially agent-level.

Moderately cost-effective.

Web

Easily implemented. Typically
2-3 weeks to launch. Does
not require additional
resources for integration into
IVR or agent desktop.

Flexible design. Longer survey
(10-12 mins.) provides richer
insight. Readily incorporate
call metrics (ASA, AHT,
agent, site) into analyses.
Verbatim comments rich due
to probing.
No transcription requirements.

Higher (15-20%).

Representative.

Limited representativeness
due to lack of e-mail
addresses.
Invitation within 24 hours of
customer interaction.  Can
prevent respondents who
recently completed a survey
from participating again.
Limited ability to control
monthly quotas by agent.

Most cost-effective.

1 IVR response rates are higher for agent-initiated invitations, ranging up to 20 percent or more.

Table 1.
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Operationalizing The Channel You
Choose

How will each data collection channel
be operationalized in a contact center
environment? Depending on which
channel you select, your end customer
will experience something different.

Interactive voice response (IVR). The
key to using IVR technology in survey
research is selecting the invitation
approach. There are two primary invita-
tion strategies in contact center environ-
ments that are commonly used for IVR
surveying (see box).  It’s important to
note that, regardless of invitation, all
agents must disconnect the call before
the customer does which requires re-
training of the agent population.

Two Options For Inviting 
Customers To An IVR Survey

Option 1: Automated
An automated invite is played as

part of the front-end IVR menu system.
A subset of customers is randomly
offered the chance to participate in the
survey. The IVR system automatically
transfers a customer who agreed to par-
ticipate in the IVR survey after that
customer’s service transaction is com-
plete. Agents must disconnect the call
before the customer does. 

Option 2: Agent-Initiated
Agents offer a pre-scripted invitation

to the customer at the conclusion of the
transaction. If the customer agrees to
participate, the agent transfers that cus-
tomer into the IVR survey system.
Another option is for the customer, at
the completion of the call, to ask to be
transferred to the survey. 

Once the customer is placed in the
IVR survey, he or she proceeds through
it by providing responses using the key-
pad and/or speaking into the mouthpiece.  

If technology is inconsistent across
contact centers, it can be extremely dif-
ficult to consistently “pass” agent or cus-
tomer identifiers — critical for back-end
analysis and one-on-one coaching —

from the front-end IVR to the IVR sur-
vey.  This is the most common point in
the automated invitation methodology
at which the process breaks down.

With an agent-initiated invite, the
actual invitation process should be
closely watched by operational managers
to ensure agent adherence and compli-
ance; otherwise, there is no guarantee of
an unbiased sample. This is particularly
important when survey data are used in
performance incentives programs.  

It is always critical to remember that
any time the agent is directly involved
in the survey invitation process, biases
will enter the process.  

Telephone. Telephone data collection
offers a high-value, high-touch option
for capturing customer feedback. It
enables deep analysis into drivers of cus-
tomer satisfaction. In a telephone-based
survey environment, the process usually
follows a common series of events:
Within hours of the completion of a
contact center experience, a customer
receives a call from a research interview-
er inviting the customer to complete a
survey over the phone.  If the customer
agrees, the interviewer guides the cus-
tomer through a survey that includes
questions designed to solicit the cus-
tomer’s perceptions of his or her contact
experience. The interviewer’s role is to
accurately capture the customer’s
answers and probe for additional insight
where appropriate. (Note that in this
scenario, a “research interviewer” is a
professional trained in marketing
research practices. It is not a good idea
to use contact center agents to conduct
marketing research surveys as this will
invariably bias the data.)

Web. Many companies now capture
e-mail information as part of broader
marketing strategies, which allows an e-
mail follow-up invitation to be consid-
ered in the measurement of contact cen-
ter experiences. Web-based surveys are
conducted by sending customers who
have contacted a center an e-mail invit-
ing them to provide feedback via an
online survey about the service they
received. Flexibility exists to establish

time-sensitive rules as to when the sur-
vey invitation is sent as well as contact
rules that control the number of times
an individual can be invited within a
given time period. E-mail invitations are
customizable to differentiate them from
spam. Within each e-mail invitation, a
URL is embedded that customers click
to hyperlink into the survey. Each cus-
tomer is assigned a unique pass code
and login, ensuring that only the invited
customer completes the survey and pre-
venting customers from completing
multiple surveys. For non-responding
customers, a reminder e-mail is sent
after a certain period of time from the
initial mailing. 

There is little question that the use of
marketing research surveying to assess
the quality of a contact center interac-
tion is invaluable. Within the complex
contact center environment, however,
several important factors must be con-
sidered before selecting the most appro-
priate data collection methodology for
your program. The three most common
data collection channels — telephone,
IVR and Web — each offer benefits and
tradeoffs depending on the goals of your
program and the level of insight you
require. In the event that you need a
valid, representative assessment of per-
formance at the enterprise level, then
telephone or Web are ideal. If you are
looking to complement an existing
quality assurance program with “voice
of the customer” feedback and are less
concerned with data representativeness,
then IVR is a great option. CIS

Mike Cholak is a Convergys (news - alert)
vice president in the company’s Customer
Care business, where he is responsible for
Customer Intelligence Services. Convergys
(http://www.convergys.com/research.html)
helps clients optimize their customer man-
agement operations through a portfolio of
professional services that enable companies
to achieve their full business value poten-
tial.
If you are interested in purchasing reprints of this arti-
cle (in either print or PDF format), please visit Reprint
Management Services online at 
http://www.reprintbuyer.com or contact a representa-
tive via e-mail at tmcnet@reprintbuyer.com or by
phone at 800-290-5460.
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The British online recruitment site
onrec.com recently offered a report on
the two-phase effort of insurance inter-
mediary Kwik-Fit Financial Services to
“improve working life for its people.” 

This is commendable. Highly. Call
center employees are frequently treated
as so many interchangeable parts, rarely
as people who want to do well at a job.
And the first phase of Kwik-Fit’s efforts
was great. Truly. This second phase is…
well, I don’t know.

At many call centers, the employees
feel almost like prisoners. Heck, some-
times they are prisoners — an
Australian contact center newsletter
(http://www.tmcnet.com/351.1) report-
ed last year that prisoners “are to operate
telephones for $35 a week at a call cen-
ter inside a Sydney jail.”

About 30 female inmates at the medi-
um-security Dillwynia Correctional
Center, according to the report, “will
handle inquiries for government agen-
cies within the next month before pitch-
ing for private sector campaigns in the
future.”

The inmates reportedly “will soon
begin marketing CSI products, such as
recycled ink cartridges and refurbished
furniture, to schools and businesses.” If
they do well on that, they will be

allowed to “take calls for government
agencies, such as license renewal
inquiries normally handled by the
Roads and Traffic Authority.”

Also last year, First Coffee saw a
report on female prisoners in Singapore
working twelve hours a day in a call
center as outsource fulfillment for tele-
com companies in Southeastern Asia.
No comments on how much they were
paid — or if they were paid.

Naturally prisoners, virtual or actual,
are not the most highly motivated, pro-
ductive employees one can have.
However, it’s not difficult to imagine
that absenteeism and turnover are not
the problems among actual prisoners
that they can be among the virtual
variety. 

Kwik-Fit does try harder than pretty
much any contact center First Coffee
has seen to keep their call center agents
happy and motivated, and they have a
50 percent brilliant idea for doing so:
Witness the “Making KFSS A Fantastic
Place” program put in place last year. 

According to News42
(www.tmcnet.com/352.1),

Kwik-Fit Financial Services revamped its
call center in Uddingston, eight miles
east of Glasgow, after asking employees
for suggestions — and receiving 6,550
of them. They spent millions of pounds
putting in an IP telephone system, and
added a few things not exactly com-
monplace in call centers. 

Some are small things that don’t cost
anything at all: Employees have mugs
instead of cups. Some of the other
things do cost, but really not a whole
heck of a lot, like the nursery opened on
the premises. And some things, if done
right, shouldn’t cost at all, like the coffee
franchise, Costa Coffee, opened in the
call center restaurant.

Some things just show you’re thinking
of your employees: Kwik-Fit hired a
concierge for employees, who for five
pounds a month will help out with jobs
such as picking up dry cleaning and
going to the post office, and a “Minister
of Fun” who organizes parties, football

The following is an excerpt from David Sims’ TMCnet blog, “First
Coffee,” which may be viewed at http://blog.tmcnet.com/telecom-crm.

The Right Balance For
The Call Center: 
Somewhere Between Prison And An
Encounter Group

By David Sims
TMCnet Contributing Editor
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games and such for employees. The
company devised a new pension scheme
as well.

Some suggestions were quietly
shelved, such as the proposed rooftop
helicopter pad. Of course, one wonders
which employee wishes to get to work
via helicopter, and just what such an
individual is doing working at a call
center.

News42 also reports that Kwik-Fit
built a “chill out” room, “equipped with
board games, vending machines, satellite
TV, sofas, table football, games
machines and two pool tables.” Not
expensive stuff, but it lets employees
know you put some thought into mak-
ing their working conditions nice. You
know, the old “it’s not about the
money” idea.

Is it working? Over a two-year period,
the company’s staff turnover dropped by
18 percent. Plug in your favorite horror
numbers for how much employee

turnover costs, pick the upper-end costs
for pool tables and minimum-wage
nursery help and the other amenities
and see for yourself if the program’s
been worth it or not. 

But they don’t simply provide incen-
tive for people to show up for work.
Last year, 18 employees from the
approximately 1,000-employee center
won all-expense paid trips to New York,
and the top earner won a car. There are
about 100 professional skills courses
employees can take courtesy of the cen-
ter. Hundred-pound shopping vouchers,
choice parking spaces and other incen-
tives are handed out frequently for “out-
standing quality results,” or simply to
names pulled from a hat.

Following the success of that initia-
tive is phase two, just announced:
“Fantastic You.” First Coffee is frankly
dubious over both the goals and idea
behind this one, mainly because I can’t
identify either. 

Described as “an innovative scheme
designed to build relationships, increase
confidence and trust and promote
stronger team working within each of
the departments of the business,” what
the program does is sponsor retreats in a
specially designed relaxation room with-
in the Uddingston call center, and have
“teams taking part in story telling work-
shops that encourage employees to share
stories of positive experiences in their
life,” according to onrec.com.

The first phase, the putting pool
tables and decent coffee in call centers,
awarding trips to New York, the best
parking spaces to top performers, is
great stuff. All for it. Sponsoring
“retreats” to listen to each other talk,
ummmm... the point being what, exactly?

I can see the overall idea. I can see
where Kwik-Fit’s HR Director Keren
Edwards is coming from when she says
“We are dedicated to continuing on our
journey of improvement.” I’m standing
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applauding when she notes that “we are
already delighted to be offering our peo-
ple a competitive package, from flexi-
benefits to a chill out club, the new on-
site nursery to a Costa Coffee franchise
— all ideas that came from phase one of
our project.”

So far so good. A-plus. But the
“Fantastic You” program is, well... it
allows employees to “share experiences
that have motivated or inspired them or
shaped or changed their lives in some
way,” according to Edwards, who pro-
fesses herself “amazed by the trust and

enthusiasm that each of the participants
have paid to the program at this early
stage.” 

Maybe it’s because it’s a new program
that we’re not seeing any ROI associated
with it the way we do with an 18 per-
cent drop in turnover after the first
phase. It has admittedly just rolled out,
but the problem is that there are no real
ROI metrics possible. A red flag goes up
when there’s no concrete (i.e., mone-
tary) reason for “Why are we doing
this?”

Take the first part of the project,
making the call center a better place for
human beings than a Singaporean or
Australian prison. Good idea. Put in
video games, have someone run your
errands while you’re working, if you
work hard you win a trip to the Big
Apple, you can drop your kid off at the
on-site nursery, name-out-of-a-hat
prizes, great stuff — tied to a specific
goal, reducing employee turnover, which
is tied to a specific company profit met-
ric, saving the cost of replacing and
training new employees.

This improves business quality,
improves employee loyalty and
morale, which aren’t just nice things,
but sensible hard-headed business
decisions that go straight to the bot-
tom line. As for getting groups
together to describe how much they’d
like to be on Pop Idol or talk about
their greatest date ever, why not just
build a pub on site and hire a couple
of psychiatrists to sit and talk with
whomever wants to talk?

A good call center employee will
switch to Kwik-Fit for such amenities
and stay, which is the whole point.
Beyond that, I can’t see where on-site
girl talk groups add anything to the bot-
tom line. What highly desirable call
center employees will stay for that when
they won’t stay for the free nursery care
and concierge, to the point where you
need to offer sessions for people to tell
each other how much they’d rather be
producing movies or writing novels than
working at a call center? 

I don’t think so.  CIS
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In keeping with tradition, Customer Inter@ction Solutions® magazine will be presenting its 14th-Annual MVP

(Marketing Via Phone) Quality Awards in the February 2007 issue, and its 22nd-Annual Top 50 Teleservices

Agencies Rankings in the March 2007 (outbound) and April 2007 (inbound) issues.

Since the basis of our ranking is company size, Customer Inter@ction Solutions®

uses a measurable, third-party-verifiable aspect of teleservices to arrive at

our list of the Top 50 agencies: the number of minutes each agency was

billed by each of its phone companies for telephone service for 12 months,

encompassing November 1, 2005 through October 31, 2006. To qualify for

inclusion in the Top 50, agencies must answer a questionnaire detailing the

nature of their business and listing their number of billable minutes. See

application for full details.

MVP Quality Award winners exemplify the search for 

excellence. Through extensive essays, companies must 

demonstrate 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. See application for

full details.

The final deadline is January 8, 2007.

Download the application at http://www.tmcnet.com/369.1

Top 50 Teleservices Agencies Ranking MVP Quality Awards

The final deadline is January 22, 2007.

Download the Top 50 Teleservices Agencies Ranking Application,

visit http://www.tmcnet.com/368.1
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TMC Labs
Innovation
Awards 2006:
Part II

The TMC Labs Innovation
Awards are now in their sev-
enth year, and still TMC Labs
is amazed at the continual
innovation being brought to
market in the contact center
space to improve training,
increase morale, reduce
turnover, increase efficiency
and reduce infrastructure soft-
ware and hardware costs. The
TMC Labs Innovation Award’s
sole purpose is to distinguish
products and services that
have unique features and that
often help to carve out a new
market niche or start a trend.
This award is also about rec-
ognizing products and services

with creative and ground-
breaking features their com-
petitors’ solutions often lack.

TMC Labs researched each of
the applications and eventually
arrived at our winners’ list.
These winners have been pub-
lished in two parts in order to
accommodate our in-depth
write-ups for the winning solu-
tions. Part one of the winners’
list was highlighted in the
September 2006 issue of
Customer Inter@ction
Solutions. Congratulations to
all the winners.

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

Editor’s note: The following TMC Labs Innovation Award winners
were highlighted in Part I in the September 2006 issue of Customer
Inter@ction Solutions.

COMPANY 
Amcat

Aspect Software, Inc.

Citrix Online

CustomerSat, Inc.

CustomerVision, Inc.

etalk

FrontRange Solutions

GFI Software

IEX Corporation, a NICE Systems company

inQuira, Inc.

M1 Global Solutions, Inc.

By Tom Keating
CTO, Executive Technology Editor, 
TMC Labs
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Mitel
Mitel Customer Interaction Solutions
http://www.mitel.com

Mitel’s (news - alert) Customer
Interaction Solutions portfolio is unique
in its ability to target the enterprise and
the small business contact centers,
scaling from five to thousands of agent
seats. The new offering provides
organizations of any size with the flexi-
bility to implement a contact center
solution for their unique service
requirements. The Mitel Customer
Interaction Solutions portfolio is a two-
tiered offering that encompasses the
Contact Center Enterprise Edition and
Contact Center Business Edition.

The new features of the Contact
Center Enterprise Edition support all
forms of communication including
voice, e-mail, Web chat and fax. This
scalable, resilient solution combines
robust communications platforms,
automatic call distribution (ACD) and a
modular suite of feature-rich, Web-
based applications for streamlining
contact center management and
enabling advanced multimedia cus-
tomer transactions. 

Developed for individual contact cen-
ters with 25 agents or less, the Contact
Center Business Edition is a cost-effec-
tive, out-of-the-box solution that allows
customers to chose from a number of
applications in Mitel’s contact center
portfolio including historical reporting,
real-time monitoring, dynamic agent
and queue control, screen pops and
intelligent messaging. The Business
Edition can scale up to fit the needs of
any size business.

The Customer Interaction Solutions
portfolio is essentially a “contact center
in a box.” It offers a completely bun-
dled solution that includes integrated
multimedia routing, historical and real-
time reporting, integrated forecasting,
integrated workforce management,
integrated call accounting and integrat-
ed intelligent announcements: expected
wait time, auto-attendant, screen-pop
of CRM and more. This platform avoids

“data silos” (different databases for dif-
ferent products) through a single,
industrial-strength SQL database.

Customer Interaction Solutions was
developed with .NET 2.0 and is the first
to provide soft phone technology with
ACD functionality and up-front
advanced routing based on business
intelligence which is “fed” by the CRM
database.

The included soft phone features
screen-pop, real-time presence and
enhanced call control. The soft phone
also features some time-saving func-
tions including speed dial, pre-pro-
grammed call forward destinations, a
customizable user interface and
sounds for phone events. You can also
select from a list of pre-configured
account codes, contacts, a list of pre-
configured “make busy” reason codes
and quick key programming. The ACD
soft phone facilitates first-contact res-
olution by enabling agents to avoid
blind transfers by transferring calls
directly to available agents they view in
real time, thereby reducing instances
of customers having to repeat requests
in a single call.

From the real-time monitors that dis-
play calls in queue, you can simply
drag a call on the screen and move that
call to an alternate queue, a feature that
TMC Labs found to be quite unique. In
addition, you can right-click the call to
transfer it to another extension (or even
to yourself). Additionally, the platform
can identify your most important cus-
tomers and have them routed immedi-
ately to an agent. 

All in all, the solution offers a great
collection of features and, according to
Mitel, Customer Interaction Solutions is
the most affordable solution in its
class.

Nexidia Inc.
Enterprise Speech Intelligence 6.0
http://www.nexidia.com

Nexidia (news - alert) Enterprise
Speech Intelligence (ESI) 6.0 provides

a scalable speech analytics solution
using a phonetic search engine that
enables customers to extract action-
able knowledge from recorded audio
assets. It is an effective solution to
mine audio content and deliver rele-
vant knowledge and intelligence to
both commercial and government
organizations.

Nexidia’s core Phonetic Search
Engine is an open-systems vocabulary
retrieval system that both reduces the
time and increases the accuracy of
searches against large collections of
recorded speech. Unique to Nexidia is
that during the ingest process, audio
files are marked in phonemes, the
smallest unit of human speech. The
Nexidia server ingests audio files to
create a .PAT file (phonetic audio
track), thus marking the audio files so
they can be rendered phonetically
searchable. Search terms and queries
are created and applied against these
.PAT files. The results of these search-
es and queries are then compiled and
generated into dashboards, charts,
trending and analysis reports. Using
the Nexidia Replay feature, these
audio files can be played back and
further searched, allowing the enter-
prise to drill down into the intelli-
gence contained in the recorded audio
content, generating more in-depth
analysis.

ESI 6.0 ensures accurate results by
providing language models trained on
a wide variety of accents and dialects.
Nexidia states that, compared to tradi-
tional speech-to-text models that are
heavily dependent on dictionaries, ESI
6.0’s phonetic approach provides a
dramatically more accurate search
analysis on all recorded audio. The
search and query functionality avail-
able through ESI 6.0 not only finds
words and phrases, but to ensure rel-
evance, finds them in proximity to
other content, thus generating more
relevant results. The audio can imme-
diately be played and the result can be
listened to within the context of the
original file.
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Nexidia’s phonetic search engine
(PSE) is the only technology that
enables audio-video search by using
phonemes. This allows the user to
search on proper names, places,
industry terms and jargon without
extensive training and dictionaries.
This powerful phonetic search engine
delivers relevant data from both poor-
quality audio, such as cell phones, and
high-quality sources, such as broad-
cast audio, and supports all audio vari-
ances, such as speaker’s age, gender,
accent, language and dialect. Searches
using phoneme pattern matching are
executed on all words and phrases
including blended words, proper
names, slang, code words, nonstan-
dard grammar patterns and ad-hoc use
of different languages.

Nexidia’s technology is very fast,
indexing recorded audio at a speed 63
times faster than the spoken word, cre-
ating viable, cost-effective solutions
that make large volumes of audio
searchable. Nexidia can render audio
searchable with significantly less hard-
ware than other technologies.

Nexidia ESI can also be delivered as
an on-demand service. Nexidia’s
OnDemand managed service offering
provides organizations with the ability
to leverage Nexidia’s secure infrastruc-
ture to upload recorded audio for
analysis and reporting via an on-
demand portal.

Nortel
Nortel Contact Center 6.0
http://www.nortel.com

Nortel (quote - news - alert) Contact
Center 6.0 (NCC 6.0) combines several
products in the Nortel Symposium fam-
ily, allowing businesses to tap into the
power of real-time multimedia collabo-
ration using any device. NCC 6.0 is
scalable and supports industry stan-
dards such as SIP, but more important,
it is modular so it has all the benefits of
an all-in-one solution while allowing
customers to buy just what they need.

Nortel Contact Center is simpler to set
up and adapt, significantly lowering
lifetime costs. Additionally, NCC 6.0
brings together contact center, self-
service, unified messaging and multi-
media collaboration into a native SIP-
enabled modular suite called Nortel
Applications Center.

Nortel claims that NCC, previously
known as Symposium Call Center
Server, was the first contact center
product globally to offer skills-based
routing instead of ACD. They also
claim that Nortel Contact Center 6.0 is
the first contact center to provide
native SIP connectivity. Nortel Contact
Center 6.0 is an open, standards-
based solution that uses standards
like SIP and VoiceXML where avail-
able, and also uses industry tools
such as the .NET framework.  For
example, Nortel Communication
Control Toolkit, the next-generation
CTI capability which is integral to
Nortel Contact Center, reduces appli-
cation integration time and costs with
a familiar set of tools. The Report
Generation Wizard lets users quickly
generate custom reports without
requiring database expertise.

NCC 6 is extremely scalable. A single
node center can expand to a maximum
of 3,350 concurrent active agents, han-
dle 66,000 calls per hour, support
1,000 skill sets with 100 active skill
sets per agent, and can grow to a virtu-
al contact center that includes 30
nodes for 100,000 agents total. Also,
NCC 6 integrates seamlessly with
Nortel Contact Recording and Nortel
Quality Monitoring, two key compo-
nents of any contact center. Like all
Nortel solutions, these are infrastruc-
ture-neutral, working in an IP, TDM or a
hybrid network. Nortel Contact Center
also works seamlessly with the full
range of Nortel speech and self-service
solutions, applications and services.
For example, a corporate-wide licens-
ing model means customers can
deploy software license capacity where
it makes sense for business continuity
and lower cost of ownership.

Pegasystems
Pega Customer Process Manager
http://www.pega.com

Pegasystems’ (news - alert)
Customer Process Manager is a CRM
application that delivers best-practice
processes for customer service, sales
and marketing. Pega Customer Process
Manager provides a powerful combina-
tion of rules and process management
capabilities that enable organizations to
unify their business goals with their
systems and operations.

Pegasystems has stated that it pro-
vides the only CRM solution that is
built on a unified business process
management (BPM) and business rules
platform. Because of this “smart” BPM
foundation, the system can intelligently
integrate application functions, essen-
tial enterprise data and human tasks
into efficient, streamlined customer-
centric processes, and establishes and
enforces complex sets of rules that
govern application behavior and drive
decision-making. These capabilities
make complicated CRM tasks easy to
coordinate, track and analyze.

Sophisticated work management
functions facilitate advanced routing,
escalation and prioritization of work.
With this platform, companies can
achieve intelligent customer interac-
tions that drive profitability and build
loyalty as well as perform one-and-
done process automation that improves
productivity and reduces costs.

Among the intelligent interaction
management features are predictive
servicing capabilities that use real-time
decisions to dynamically change busi-
ness processes based on business
intent and enterprise knowledge, taking
the guesswork out of managing cus-
tomer relationships. The solution also
features role-based and context-specif-
ic screen flows and dialog scripts to
guide users through every customer
interaction and ensure consistency and
quality. A dynamic user interface pres-
ents customer data only when and
where the information is needed,
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reducing training time and improving
productivity. The platform also features
real-time analytics to provide insight
into key performance indicators.
Organizations are able to quickly
respond to changes in business objec-
tives and can rapidly deploy new CRM
initiatives, measure their effectiveness
and refine their processes continuously
for increased agility and return on
investment. 

Customers have achieved measura-
ble value for their investment, including
improved customer retention rates by
50 percent, improved first-call/contact
resolution by 50 percent, reduced han-
dle time by 80 percent, reduced manual
steps by 60 percent, increased cross-
sell/upsell close rates by 100 percent,
improved time-to-market for new prod-
ucts and services by 50 percent and
reduced user training time by 50 percent.

RightNow Technologies
http://www.rightnow.com
RightNow 8

RightNow 8 is the latest release of
RightNow Technologies’ (news - alert)
flagship CRM solution. The hosted, on-
demand solution optimizes the cus-
tomer experience by delivering “knowl-
edge at the point of action” (or “KAPA”)
across an organization’s frontline mar-
keting, sales and service touch points.
By ensuring that customers and staff
have the information they need when
they need it, RightNow 8 can generate
significant cost savings.  

RightNow 8 focuses on customers
by the delivery of knowledge to front-
line, customer-facing staff to enable
smarter, faster and more customer-
driven behaviors across the enterprise.
According to RightNow, “the focus on
KAPA across the frontline differentiates
RightNow’s value proposition from
conventional CRM, which has histori-
cally been limited to narrow business
challenges such as sales automation or
back-office market analytics.”

RightNow 8 consists of three main

modules: Marketing, Sales and Service.
RightNow 8 Marketing enables market-
ing teams to quickly design and exe-
cute multi-stage campaigns and closely
track their results. New features in the
latest version include support for more
granular segmentation, a document
repository that simplifies management
of content across all campaign-related
activities, and enhanced Microsoft
Outlook integration. RightNow 8 Sales
enables sales teams to effectively and
efficiently convert leads and opportuni-
ties into sales. It provides complete
sales productivity tools, pipeline man-
agement and reporting capabilities
required to maximize team perform-
ance. New features in the latest version
include enhanced quote/proposal gen-
eration, differentiated workflow for
unqualified leads versus qualified
opportunities, and improved support
for mobile Blackberry users. RightNow
8 Service enables contact centers to
deliver a consistently superior service
experience across all communication
channels and to substantially reduce
operational costs.  New features in the
latest version include expanded search
parameters, enhanced workflow design
tools and greater role-specific cus-
tomization capabilities.

It also has modules for surveys as
well as reporting and analysis.
RightNow 8 Analytics provides highly
robust tools for quick and easy creation
of fully personalized reports and dash-
boards. RightNow 8 Surveys makes it
easy to design, distribute and analyze
the results of sophisticated surveys and
incorporate the results of those surveys
into customers’ records.

One of the most unique features is
the solution’s sophisticated drag-and-
drop interface customization capabili-
ties, which is something you typically
see in customer premise software —
not within an on-demand environment.
The ability to mix-and-match function-
ality across components in a single
console allows for “blended” roles such
as inbound customer service represen-
tatives who can also execute
upsell/cross-sell transactions. 

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

salesforce.com (quote - news - alert)
is well-known for its on-demand CRM
application. The company has now built
a complete on-demand infrastructure
on which enterprises can run their
entire business. It’s called
AppExchange. With AppExchange, any
enterprise can manage and share infor-
mation across their organization.
AppExchange OS, salesforce.com’s new
on-demand operating system, allows
companies to manage and share CRM
and custom business applications in a
single environment — with one data
model, one sharing model and one user
interface. Tools are available to build it
yourself, or you can browse the
AppExchange directory for community-
built, install-with-a-click apps ranging
from expense management to purchas-
ing to recruiting.

AppExchange lowers the barriers for
developers to build and distribute their
own on-demand applications to the
growing, global salesforce.com cus-
tomer base. With the tools available on
the AppExchange platform, even those
companies without software develop-
ment expertise can easily build, save
and share their on-demand applica-
tions. salesforce.com leverages the lat-
est Web development tools, such as
AJAX, PHP and Ruby on Rails, provid-
ing the salesforce.com community with
tools to create new innovations such as
enterprise “mash-ups” with other busi-
ness applications and popular con-
sumer Internet services.

AppExchange includes superb cus-
tomization and integration toolkits,
enabling almost anyone to easily tailor
the salesforce.com CRM application or
build entirely new on-demand applica-
tions. Users also can quickly build inte-
grations between salesforce.com and
legacy applications or build more
advanced new applications with
AppExchange API, salesforce.com’s
Web service architecture. According to
salesforce.com, the AppExchange API

Subscribe FREE online at http://www.cismag.com56 CUSTOMER INTER@@CTION Solutions® October 2006

Go To Table of Contents | Go To Ad Index

http://www.rightnow.com
http://www.salesforce.com
http://www.cismag.com
http://www.tmcnet.com/scripts/newsalerts/Default.aspx?k1=Rightnow+technologies
http://www.tmcnet.com/scripts/newsalerts/Default.aspx?k1=Salesforce.com
http://www.tmcnet.com/bizwatch/charting.htm?symb=CRM&time=1mo
http://www.tmcnet.com/tmcnet/snapshots/snapshots.aspx?Company=Rightnow+Technologies
http://www.tmcnet.com/tmcnet/snapshots/snapshots.aspx?Company=Salesforce.com


Subscribe FREE online at http://www.cismag.com CUSTOMER INTER@@CTION Solutions® October 2006     57

is one of the most successful enter-
prise Web services APIs, handling
more than 45 percent of
salesforce.com’s 2.6 billion transac-
tions. Salesforce.com stated, “By pro-
viding these tools to the more than
15,000 developers in the AppExchange
developer network, salesforce.com is
extending the creativity that is com-
monplace on the consumer Web to
businesses for the first time. New on-
demand applications ranging from
human resources, finance and legal
operations can be easily built, saved
and shared on the AppExchange.”

Spanlink Communications
Spanlink Quality Management
http://www.spanlink.com

Spanlink (news - alert) Quality
Management is a quality monitoring
system that captures both voice and
screen activity for effectively evaluating
and improving agent performance. In a
unique manner, Spanlink Quality
Management software uses the pro-
cessing power of the agent’s PC to
record and process the voice and
screen transactions for performance
evaluation or compliance. This edge-
oriented application architecture mini-
mizes hardware and bandwidth utiliza-
tion in a distributed or virtual environ-
ment and adds more scalability. Once
the transactions are recorded, supervi-
sors can review and score the transac-
tions against key performance metrics,
which drives initiatives for quality
improvements and training.

Spanlink Quality Management is the
first compliance recording and quality
management product to be “edge-
architected” for distributed/virtual envi-
ronments. Edge architecture has sever-
al key advantages, including more reli-
able system performance (reduced
server bloat, smarter network utiliza-
tion, expanded system capacity and
reduced capital and operating
expense).

Spanlink Quality Management was

designed to handle distributed or virtu-
al contact center environments and can
easily provide the features they need
for voice/screen recording, evaluation
and training. Spanlink Quality
Management is part of a full suite of
products built for VoIP, including agent
productivity/desktop tools, supervisor
KPI management and collaboration
tools, workforce optimization, self-serv-
ice and solution management tools.

Because of the architecture, Spanlink
Quality Management is very effective
for real-time evaluation and analytics. It
integrates tightly within the supervisor
desktop to provide easy access to col-
laboration tools for coaching, evalua-
tion and training, which is particularly
beneficial in multisite deployments
where evaluators and agents may not
be collocated.

The SAVO Group
Sales Asset Manager
http://www.savogroup.com

The goal of The SAVO Group (news -
alert) is to use technology to improve
sales force execution through more
consistent delivery of the right mes-
sages and making the most powerful
selling materials accessible in real time.
With an innovative application designed
for the front-line salesperson, The
SAVO Group provides hosted, on-
demand sales enablement solutions to
clients in the financial services, busi-
ness services, high tech and healthcare
industries, among others.

SAVO’s Sales Asset Manager (SAM)
is an on-demand application that allows
salespeople to quickly identify the most
effective “sales assets” (presentations,
documents, coaching aids, internal
resources, etc.) based on a given sales
situation (customer profile, solution,
sales stage, methodology, competitive
landscape, etc.). Through an automated
survey of relevant criteria, SAM proac-
tively recommends the most appropri-
ate sales assets and leverages the crite-
ria to make cross-selling recommenda-
tions early in the sales process — a
critical factor in successful solution

selling. If necessary, salespeople may
then rapidly customize sales assets
while adhering to corporate standards
for quality and consistency. SAVO’s
technology leverages a 100 percent
Web-based, multitenant, on-demand
architecture. SAM is built entirely on
.NET and is completely Web services-
compliant. Additionally, the latest SAM
5.2 release provides full seamless inte-
gration with salesforce.com.

According to The SAVO Group,
“While information systems have
always existed on the market in some
form or another to store assets, these
systems have turned into dumping
grounds for outdated messaging and
materials. This results in users wast-
ing countless hours searching for up-
to-date, relevant materials, and then
cutting and pasting them to fit their
needs.” SAM, on the other hand,
leverages a “push” model for content
delivery rather than the legacy “pull”
model incorporated by many compet-
ing solutions. According to The SAVO
Group, “Rather than forcing salespeo-
ple to go on an “archeological dig”
every time they need the latest execu-
tive presentation, case study or coach-
ing document, SAM proactively rec-
ommends the BEST sales assets
based on the selling situation. Simply
stated, our philosophy is ‘stop search-
ing, start selling.’”

Marketing and product management
teams leverage SAM to create, pub-
lish, maintain and analyze sales
assets. By using an intuitive user
interface, content owners can easily
monitor sales assets, make modifica-
tions, define new rules and publish
updated messaging quickly and with
no intervention from IT. Through
embedded analytics, marketing can
immediately assess which assets get
used by the sales organization and in
which selling situations. This real-time
visibility drives ongoing improvement
of the sales assets, further maximizing
sales effectiveness and marketing
return on investment (ROI).
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Toshiba Telecommunication
Systems Division
Strata ACD Call Center Solution
http://www.toshiba.com

Toshiba’s (news - alert) Strata ACD is
an IP call center solution designed for
small to medium-sized enterprises or
larger corporate users with multiple
sites. The Stata ACD is compatible with
Toshiba’s Strata CIX IP family of busi-
ness communication solutions.
Toshiba’s Media Application Server is
one of the first to use Host Media
Processor (HMP) technology resources
as an alternative to Intel Dialogic
boards in the server. HMP does not
require card slots, making the server
more compact and more cost-effective.

The Strata ACD is also the first and
only to take advantage of Toshiba’s
FeatureFlex adaptability tool, which
allows users to customize their own
individual features to help them be more
efficient with their communications
solution. FeatureFlex makes the
resources of the system available to cre-
ate new or blended features and applica-
tions. It allows enterprises to create
user-definable features companywide,
by department, or for individual users.
For a call center, it enables the system to
be connected to valuable information
resources, such as inventory, shipping,
back-office information, etc. It can also
connect to online information such as
weather, stock tickers, etc.

There are several FeatureFlex mod-
ules available. A one-number access
“find-me” feature lets callers easily find
you. An interesting call screening fea-
ture allows users to set up separate
lists so incoming calls are routed
according to their ranking. For exam-
ple, incoming calls from “friends” are
always routed through, while calls from
“foes” go directly into voice mail. Call
monitor is a “listen in” feature that
allows users to listen to voice mes-
sages as they are being recorded and
pull the call out of voice mail, convert-
ing it to a live call. Call return is a nice
usability feature that allows users to

listen to voice mails in queue, return
calls as they listen to calls and return
to the next voice message in queue, all
within the same telephone call.

The Strata ACD and reporting appli-
cations reside on the Strata Media
Application Server (MAS), with auto-
attendant, voice mail, unified messag-
ing, video conferencing and collabora-
tion and many other applications, mak-
ing it a very cost-effective add-on since
it shares the hardware platform.

Strata ACD is compatible with all
Strata CIX systems, making the CIX100
with Strata ACD affordable for small
applications. It can also be networked
across multiple Strata CIX systems,
allowing for use in larger call centers.
Toshiba’s Strata ACD is an IP solution
that works with Toshiba’s IP telephones
over Toshiba’s Strata CIX IP business
communication solution.  It can also be
converged to add Toshiba’s digital tele-
phones.

Verint Systems Inc.
IntelliQuality
http://www.verint.com

(news - alert) ULTRA IntelliQuality is
an enterprise quality monitoring (QM)
solution that is the first QM tool to
leverage multiple sophisticated analyt-
ics technologies to create what Verint
calls a “focused quality monitoring
process.” Focused quality monitoring
involves the use of analytics to intelli-
gently handle volumes of data in a fast
and efficient manner by looking for
trends in the data that can uncover pre-
viously unknown actionable intelli-
gence. By combining speech, screen
and data analytics into one QM solu-
tion, IntelliQuality identifies the calls
that matter most, facilitates more effi-
cient and in-depth evaluation and gen-
erates actionable intelligence that the
contact center and the enterprise can
use to improve key strategic areas.
According to Verint, “By improving
agent performance while simultaneous-
ly extending the benefits of quality
monitoring beyond the contact center,
businesses are able to achieve a higher

return on investment (ROI) from their
QM initiatives.”

IntelliQuality’s embedded analytics
automatically categorize and push the
most important calls to a Smart Inbox
for evaluation via a set of focused
delivery rules. Leveraging Verint’s
IntelliFind speech recognition technolo-
gy, calls are pushed to the supervisor
inbox based on spoken conversation
such as customer complaints or first-
call resolution. Verint IntelliScreen
delivers calls to the supervisor inbox
based on agent desktop application
activity. In addition, IntelliQuality seam-
lessly integrates with CTI events. For
example, if the supervisor is interested
in evaluating calls between two to four
minutes with more than 50 seconds of
hold time, they can set a rule in
IntelliQuality to have a sample of inter-
actions within these parameters deliv-
ered to their inbox automatically.

Verint is a rare company that has the
technical know-how to combine
speech, screen and data analytics tech-
nologies to provide a comprehensive
quality monitoring solution. Verint also
leveraged their understanding of how
contact center managers and quality
professionals operate to create an eval-
uator workspace that is conducive to
efficiency.  IntelliQuality’s multimedia
forms workspace allows quality super-
visors to review synchronized voice
and desktop activity and fill out evalua-
tion forms in one place. These custom
evaluation forms feature simple naviga-
tion and advanced tools such as a
multi-language spellchecker to make
filling out forms fast and easy.

Via its integration with IntelliMiner,
IntelliQuality can also help automatically
calibrate supervisors across the contact
center. By analyzing all evaluated calls,
the deviations between all calls and spe-
cific situations such as time of day or
individual supervisor can be automati-
cally identified and presented. For exam-
ple, if contacts evaluated by a specific
supervisor are scored higher consistently,
the platform can identify this trend. CIS
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The sins of questionable technology purchases that
occurred before the late 1990s/early 2000 bubble exploded
are still being atoned for today. When the tech market was
up, up and away, no one could imagine there was any tech-
nology in the marketplace that wouldn’t pay for itself within
a few years from the astronomical profits that were being
reaped, or the jaw-dropping amount of venture capital
money that seemed to show up in the mailbox unsolicited,
almost like junk mail. A digital, VoIP-enabled (define - news
- alert) talking water cooler? Check. A fridge in the kitchen
with a Web browser built in? Check. Giant flat screen moni-
tors in the mail room? Check. A PDA for the 62-year-old
receptionist Elsie who finds calculators frightfully complicat-
ed? Check. If Star-Trek-style teleportation was available in
1998, no doubt the executives of even mid-sized companies
would be regularly uttering to their IT engineers: “Beam me
to my investment banker’s office, Norbert.”

Then reality, as it is wont to do, came crashing down
around everyone’s ears. Everyone’s tech stock and personal
tech stock portfolios shrank from a king’s ransom to a
Victorian laundress’ Christmas bonus. Venture capital money
no longer rained from the skies. Customers stopped spending
and instead started concentrating on trying to pay down their
astronomical debt. And yet...that shiny new phase one CRM
installation you just completed in early 2000 still had to be
paid for, and the sales department wasn’t even using it, partic-
ularly since you could no longer afford the professional servic-
es to maintain the system. It had too many features and only
confused users, it didn’t integrate well, and it required a medi-
um-sized army of geeks to maintain. Since you recommended
the purchase, you were forced to account for the system on
the carpet in the CFO’s office. You looked forward the
appointment about as much as you’d look forward to an
extended root canal session with Laurence Olivier’s Dr.
Christian Szell in “Marathon Man”.

As your grandmother used to say (or someone’s grand-
mother, anyway), necessity IS the parental influence of inven-
tion, so the enterprise communications software solutions that
emerged after 2000 were stripped down, modular, streamlined
and affordable. You bought only what you needed, and you
had to cost-justify it down to the last nut and bolt before you
got the purchase order signed. One of your only moderately
necessary internal organs was removed by the board and frozen
as a hostage to ensure the performance of the software you had
recommended. The early disciples of the Church of the Return
on Investment began creating their holy book at this time. In
the days of old, a return on investment period that extended
forward for years was not unheard of; by the new ROI dogma,
the system had to pay for itself in months, not years.

During the post-2000 years, in the call center, we saw only
a few technologies thriving: those that had the quickest and
most provable return on investment. Recording and monitor-
ing and workforce management were among the few solutions
that were growing in leaps and bounds, both in sophistication
and in sales. These technologies enabled call centers to make
more with less: more call coverage with fewer agents, the abili-
ty to more easily weed out unproductive or counter-produc-
tive agents, the ability to make sure the key performance indi-
cators were met with the fewest possible agents. Speech tech-
nology (a sexy but at-the-time deemed science fiction-oriented
proposal) stagnated. Giant, early-phase CRM began to col-
lapse under its own weight, like a kind of enterprise neutron
star on its way to becoming a black hole. Web-based customer
service solutions wandered around aimlessly. Call center solu-
tions companies issued press releases proudly announcing
that, for the first time in five quarters, they had managed to
not lose any money last quarter. And we congratulated them
for it wholeheartedly...it was a rare accomplishment.

Dot com start-ups with strange, cute names but no appar-
ent products mysteriously disappeared overnight; their CEOs

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

The Church Of 
Return On Investment

The phrase “Return on Investment” is used so often nowadays, a casual
observer would think it had become a new religion. “We praise thee, Return
on Investment. Bless our customers, our suppliers, our partners, our operations
and our books.”
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showed up months later working at Starbucks counters asking
if you wanted an extra shot of espresso with that tall caffa-
mocha-caramel-mango latte. Some of these CEOs even went
back and finished junior high school.

The ASP (application service provider) market had been in
its infancy when the meteor of techno-recession hit, and it
was powerfully interrupted by the impact. It took several years
for the industry, now christened hosted, on-demand or soft-
ware-as-a-service (SaaS), to elbow its way back into the busi-
ness public’s psyche. When the CFOs of the world finally
took a close look at it, en masse, some realizations were made.
“This could save us some money,” they said to themselves.
“No need to collect kidneys of IT administrators as insurance
against loss.”

At the ICCM show in August, I met with Prem Uppaluru,
CEO of Transera, (news - alert) a company that provides its
call center application, Seratel, as a software-as-a-service.
During the course of our conversation, Prem used the phrase
“return without investment” to describe the software-as-a-

service industry. Others describe SaaS as mistake-proof tech-
nology buying. Companies can buy the features they need
(and add more later should their needs change) in a modular
fashion, scale up or down in terms of seats according to their
contact center’s cyclical or unexpected needs, move the entire
call center to another location almost instantaneously in the
case of a disaster such as a hurricane, eliminate costly profes-
sional services and internal IT administration and, most
important, eliminate the need for a substantial up-front cash
outlay (or any cash outlay at all, in some circumstances).

Return without investment. Many say religions are too dog-
matic to embrace change, but my bet is that it won’t take long
for the disciples of the Church of Return on Investment to
alter their rules to accommodate software-as-a-service. 

And thousands of IT workers can have their spleens back.  CIS

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

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

6800.

(Required by 39 U.S.C. 3685)
Publication Title: CUSTOMER INTER@CTION Solutions
Publication Number: 68-2830
Filing date: 9/22/06   Frequency: monthly     
Number of issues published annually: 12
Annual print subscription price: requester (none to qualified US, $49 nonqualified US, $49 Canada, $85 Foreign)
Mailing address of Known Office of Publication and Headquarters or General Business Office:
Technology Marketing Corp., 1 Technology Plaza, Norwalk, Ct. 06854
Publisher: Nadji Tehrani, Technology Marketing Corp., 1 Technology Plaza, Norwalk, Ct. 06854
Editorial Director: Tracey E. Schelmetic, Technology Marketing Corp., 1 Technology Plaza, Norwalk, Ct. 06854
Owner: Nadji Tehrani, Technology Marketing Corp., 1 Technology Plaza, Norwalk, Ct. 06854
Issue Date for Circulation Data Below: September 2006

Statement of Ownership, Management and Circulation

Extent and Nature 
of Circulation

Total# of copies:

Total Paid and/or Requested Circulation through mail:

Free Distribution by Mail:

Free Distribution Outside the Mail:

Total Free Distribution:

Total Distribution:

Copies Not Distributed:

Total:

Percent Paid and/or Requested Circulation:

Average # of
Copies each
issue Printed
during Preceding
12 months

52,217
48,471
2,968

322
3,290

51,761
456

52,217
93.66%

No. Copies of
single issue
Printed pub-
lished nearest
to filing date

50,900
48,115
2,447

38
2,485

50,600
300

50,900
95.09%

Average # of
Copies each
issue during
Preceding
12 months

15,856
15,608

248
N/A
248

15,856
N/A

15,856
98.44%

No. Copies of
single issue
published
nearest to 
filing date

18,720
18,383

337
N/A
337

18,720
N/A

18,720
98.20%

Average # of
Copies each
issue during
Preceding
12 months

68,073
64,079
3,216

322
3,538

67,617
456

68,073
94.77%

No. Copies of
single issue
published
nearest to 
filing date

69,620
66,498
2,784

38
2,822

69,320
300

69,620
95.92%

PRINT DIGITAL TOTAL

Go To Table of Contents | Go To Ad Index

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


Subscribe FREE online at http://www.cismag.com64 CUSTOMER INTER@@CTION Solutions® October 2006

ADVERTISING INDEX

1 2 1 Direct Response . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 59
http://www.121directresponse.com

Amcat. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 5
http://www.amcat.com

Buyer’s Guides . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 43
http://www.tmcnet.com/365.1

Data-Tel Info Solutions, Inc.. . . . . . . . . . . . . . . . . . . . . . . . . . . . . 24
http://www.datatel-info.com

Dirigosoft . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 33
http://www.dirigosoft.com

Genticity, Inc. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 21, 23, 25
http://www.genticity.com

IEX Corp. (a NICE Systems Co.) . . . . . . . . . . . . . . . . . . . . . . . . . 14
http://www.iex.com

Influent Inc. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 42, 50
http://www.influentinc.com

InfoCision Management Corp. . . . . . . . . . . . . . . . . . . . . . . . . . . . . 7
http://www.infocision.com

Interactive Intelligence. . . . . . . . . . . . between pages 16 and 17, 47
http://www.inin.com

INTERNET TELEPHONY Conference & Expo East . . . . . . . . . . . . 53
http://www.itexpo.com

Microsoft Speech Server . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 3
http://www.microsoft.com/speech

NICE Systems. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . cover 3
http://www.nice.com

Oracle . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . cover 4
http://www.oracle.com

Plantronics Inc. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 29
http://www.plantronics.com

Sennheiser Communications . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 9
http://www.sennheiserus.com

Strategic Contact Solutions Inc.. . . . . . . . . . . . . . . . . . . . . . . . . . 28
http://www.strategicinc.com

Symon Communications Inc. . . . . . . . . . . . . . . . . . . . . . . . . . . . . 27
http://www.symon.com

TouchStar Software Corp. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 31
http://www.touchstarproducts.com

TMCnet Web Summits . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 41
http://www.tmcnet.com/web-summit

Verint Systems. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 11
http://www.verint.com

West Corp . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . cover 2, 1
http://www.west.com

To Advertise in Customer
Inter@ction Solutions ®

Please Contact Your Account
Representative Today at
203-852-6800, ext. 139

or sthompson@tmcnet.com

AAddvveerrttiisseerr//  PPaaggee
WWeebb  AAddddrreessss  NNuummbbeerr

CUSTOMER INTER@CTION Solutions® magazine (ISSN: 1533-3078) is
published monthly by Technology Marketing Corporation, One
Technology Plaza, Norwalk, CT 06854 U.S.A. Periodicals postage
paid at Norwalk, Connecticut and additional mailing offices.
Postmaster: Send address changes to: CUSTOMER INTER@CTION
Solutions®, Technology Marketing Corporation, One Technology
Plaza, Norwalk, CT 06854 U.S.A.

To subscribe, call toll-free: 800-243-6002. If busy, call 203-852-
6800 or write to the circulation director at srusso@tmcnet.com.
Subscription rates (published monthly): Free for qualified sub-
scribers in the U.S.A. only. For non-qualified U.S.A. subscribers,
$49. All Canadian subscribers, $49. All Foreign (air mail), $85. All
orders are payable in advance in U.S. dollars drawn against a U.S.
bank. Connecticut residents add applicable sales tax.

To receive free information 
from our 

premium advertisers,
please visit

ffrreeeeiinnffoo..ttmmccnneett..ccoomm

To Subscribe to 
CUSTOMER INTER@@CTION 

SOLUTIONS® Magazine FREE
Look us up on the Web at

www.cismag.comwww.cismag.com

@
IDENTIFICATION STATEMENT

AAddvveerrttiisseerr//  PPaaggee
WWeebb  AAddddrreessss  NNuummbbeerr

Go To Table of Contents | Go To Ad Index

http://www.121directresponse.com
http://www.amcat.com
http://www.tmcnet.com/365.1
http://www.datatel-info.com
http://www.dirigosoft.com
http://www.genticity.com
http://www.iex.com
http://www.influentinc.com
http://www.infocision.com
http://www.inin.com
http://www.itexpo.com
http://www.microsoft.com/speech
http://www.nice.com
http://www.oracle.com
http://www.plantronics.com
http://www.sennheiserus.com
http://www.strategicinc.com
http://www.symon.com
http://www.touchstarproducts.com
http://www.tmcnet.com/web-summit
http://www.verint.com
http://www.west.com
http://www.cismag.com
http://www.cismag.com
http://freeinfo.tmcnet.com
mailto:sthompson@tmcnet.com


Ad_customerintmag18_6.fh9 26/6/06 13:44 Page 1 

Composite

C M Y CM MY CY CMY K

You don‘t get to be the leader by following the crowd. It takes vision. Innovative thinking.  And
the courage to take pacesetting action. All of which have made NICE the market leader in
compliance recording, quality monitoring, coaching, interaction analytics, workforce management,
and contact center performance management. With 24,000 customers—including over 75% of
the Fortune 100— in over 120 countries.

Our award-winning NICE Perform™ solution means you can extract critical insight from customer
interactions. With NICE you can implement the broadest set of market-leading solutions that
together provide a single view of the contact center. NICE keeps you a step ahead. Helps you
spot trends, identify problems, and take pre-emptive action to drive performance throughout
your enterprise.

Whether your environment is traditional telephony or VoIP, or both, NICE can give you the
evolutionary advantage you need to succeed. Plus investment protection and global support.

Take the next step, at www.nice.com/perform or call 1-866-321-6899.

Insight from Interactions™

THE KEY TO
SUCCESS?

STAY A STEP
AHEAD.

http://www.nice.com/perform


Copyright © 2006, Oracle. All rights reserved. Oracle, JD Edwards, PeopleSoft and Siebel are registered trademarks of Oracle Corporation and/or its affiliates. 
Other names may be trademarks of their respective owners.

CRMOnDemand.com
or call 1.866.853.8521

Siebel CRM On Demand

Oracle Customer Relationship Management
Over 4.2 Million Satisfied Users

CRM On Demand

#1 In CRM

Fastest Growing 

Tailored By Industry

Expand To A Complete 
Application Suite

107M00087.pdf Page 1 7/31/06, 2:18 PM

http://www.crmondemand.com

	Cover
	Publisher's Outlook
	Table of Contents
	High Priority
	Case Study: Altra Resources
	Recommended List 2006
	Customer Interaction News
	Intervoice Strengthens Contact Center Offerings with Nuasis Acquisition
	Customer Interaction Experts: Amcat
	Outsourcing: Stop The Revolving Door
	Workforce Optimization: Sales Force Automation Implementation Challenge
	Management Scope: Key Considerations In Post-Interaction Surveying
	Management Scope: The Right Balance For The Call Center
	TMC Labs Innovation Awards 2006: Part II
	The Integrated Marketplace
	Last Call: The Church of Return On Investment
	Advertising Index



