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old rule:

Buy an IP  system, not a label

Announcing Interaction Dialer® 2.4 
and the Interaction Gateway™

One  fully  integrated  system  for  SIP-bbased  outbound  dialing

The truth? Predictive dialers, PBXs, gateways and other hardware boxes from
proprietary vendors just aren’t made for software-leaning standards like the
Session Initiation Protocol.

“IP-enabled” or not.

At Interactive Intelligence, we had standards such as SIP and the Internet
Protocol in mind more than a decade ago, and architected our interaction
management software using an open, integrated system approach from the start.

That’s why Interaction Dialer 2.4 and SIP are meant for one another.

Inherently.

Pure  VoIP  environment  for  outbound  campaigns
Begin with the Customer Interaction Center® (CIC) IP contact center platform
from Interactive Intelligence. Integrate the server-driven Interaction Dialer 2.4
solution via your LAN or WAN. Deploy the Interaction Gateway network
appliance for digital trunk-to-SIP conversion. Configure it all using CIC’s
central Web-based administration interface…

And get advanced call analysis for high-volume outbound dialing and call
loads that no other dialer/ gateway combination can handle. 

All in a single IP system that also equips your contact center with:

We like changing the rules.

visit | www.inin.com/products/dialer  
for more on the next generation of predictive dialing

Agent Workstation

LAN/WAN
(SIP)

T1/ ISDN
trunks

Interaction Dialer 2.4
Outbound 
Dialing Server
(on Customer 
Interaction Center®)

Interaction Gateway™

(NxM)

Interaction Dialer 2.4
Central Campaign Server

(SQL or Oracle server)

PSTN

{ N E W R U L E S F O R I P B U S I N E S S C O M M U N I C A T I O N }

IInntteerraaccttiioonn  DDiiaalleerr®® 22..44  AArrcchhiitteeccttuurree

• A complete foundation for SIP-based outbound 
as well as inbound dialing for blended campaign 
activities—highlighted by inherent blending

• Preview, power, predictive, precise, and multi-modal
“agentless” dialing modes

• A patented predictive algorithm to drive stage-based
predicting for more granularity and agent utilization

• Flexible Interaction Gateway options, including 
an NxM architecture for greater scalability, load
balancing and fault tolerance

• Multiple scripting options, from simple forms 
to WYSIWYG editing to COM API integration

• Regulation adherence for Telemarketing Sales Rules, 
safe harbor call logging, and caller ID support

• Readily-viewed campaign statistics in the 
Interaction Supervisor™ plug-in

“IP-enabled”
is closeenough.
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Discover the Possibilities.
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Today, the nation’s premier companies are quickly discovering the value of

voice self-service. As a leading provider of these automated solutions, West

Interactive has developed one of the largest and most advanced platforms in the

industry.  Our customized solutions are designed to not only help you reduce costs

but also deliver the quality and flexibility you need to provide your customers with

the highest level of service.

So if you’re ready to reach beyond the ordinary, contact West Interactive and let us

introduce you to a whole new world in voice self-service solutions.

Copyright © 2006 West Corporation.  All rights reserved.              EOE/AA Employer

▲
▲

Natural Language

Interactive Notifications

Customer Surveys

Professional Services

Virtual ACD

VoIP

▲
▲

▲
▲

To learn more about West Interactive, call

800-841-9000
or visit us at westinteractive.com
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Publisher’s Outlook

Why Do People Attend Conferences
And Exhibitions?

During the last quarter century, I
have learned that people come to shows
for the following reasons:

1. To learn what is new; 
2. To learn about cutting-edge tech-

nologies because savvy manage-
ment knows that if a company

does not keep up with advanced
technologies, that company could
face obsolescence, which of course
leads to going out of business; 

3. To gain greater knowledge about
the industry from qualified indus-
try leaders; 

4. To learn from truly informative,
NON-COMMERICAL SEMI-
NARS AND CONFERENCES
PRESENTED BY TRUE
INDUSTRY EXPERTS;

5. To actually compare and buy new
technologies in the exhibit hall; 

6. To find out what the competition
is up to;

7. Last but not least, to meet and net-
work with industry leaders and
decision makers to exchange views
and learn from each other’s experi-
ences.

The One-Third Rule
1. Long ago, I learned that, at a trade

show, one third of knowledge is
gained by attending the seminars
and conferences, provided they are
presented by TRUE industry leaders.

2. The next third comes from visit-
ing every relevant exhibitor and
discussing your needs and prob-
lems and seeking solutions from

Those of you who have been in the industry for several years, I am
sure, will agree that the above statement is NOT a sales pitch! It is a
statement that addresses the industry’s TRUE needs.

CALL CENTER 2.0
http://www.callcenter20.com

Finally A WORLD-CLASS EVENT
Featuring WORLD-CLASS SPEAKERS
And GLOBAL ATTENDEES
Sponsored By
CUSTOMER INTER@CTION SOLUTIONS®

The magazine that pioneered, educated, developed and
marketed the contact center industry since 1982.

Finally, a call center trade show that addresses 
THE REAL NEEDS of the industry.

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

If you are serious about taking your 
call center, CRM and teleservices center 

to the next level, Call Center 2.0 
is the only show you need to attend!

Go To Table of Contents | Go To Ad Index
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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.

Microsoft Speech Server provides greater fl exibility through its power to integrate 
with current and future telephony infrastructures and support for the widest array of 
applications, ranging from DTMF to natural speech. We bring vital experience with a 
robust partner ecosystem, successfully deploying solutions in high-volume contact 
centers answering millions of calls. And because Microsoft Speech Server integrates 
with and leverages your existing infrastructure, you get industry-leading total cost of 
ownership performance, year after year.

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

Microsoft® Speech Server

© 2006 Microsoft Corporation. All rights reserved. Microsoft is either a registered trademark or trademark of Microsoft Corporation in the United States and/or other countries.

To fi nd out how Microsoft Speech Server can help you 
deliver a better caller experience faster, contact us at

877.675.3555 or mssvp@microsoft.com

11712_Speech_Ad_CIS_F2.indd   111712_Speech_Ad_CIS_F2.indd   1 5/30/06   9:46:54 AM5/30/06   9:46:54 AM
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exhibitors. In this manner, you
can also compare different solu-
tions from different exhibitors
prior to purchasing the appropri-
ate technology.

3. The final third of information
comes from networking with lead-
ing industry experts and colleagues
and conferring with them to verify
the proper decisions in purchasing
the appropriate technology.  

Let us remember that the information
obtained from each of the above three
cases is totally different, but the knowl-
edge they yield is very complementary.

Unfortunately, gaining this important
information is currently NOT possible
by attending the presently existing call
center trade shows, particularly when it
comes to learning about and acquiring
cutting-edge technology in the call cen-
ter and CRM industries.

Here are some specifics:

Elementary Level Of Conferences
1. It is common knowledge that a low

level of conference presentation by
unqualified or partially qualified speak-
ers does not merit attendance by senior
management. Consequently, in existing
shows, you will find very little, if any,
decision makers. In addition, at such
shows, you will rarely find industry
leaders or industry experts with whom
to confer about your needs and require-
ments.  

2. The coverage of advanced technol-
ogy is practically non-existent in cur-
rently existing call center conferences.
The reason: none of the organizers
and/or producers of currently existing
call center trade shows have in-depth
knowledge of advanced technology or
the industry; none have industry leader-
ship in print publications; and, if they
exist online, they have extremely poor
Alexa rankings, which means they hard-
ly have any Web site traffic due to inad-
equate content.

3. In addition to such sub-par con-
tent, presently existing conferences are
not marketed properly and, therefore,
hardly any attendees are found in the

exhibit hall which, by itself, is wasting
the time and money of the exhibitors.

At one recent show, the attendance
was so low in the exhibit hall that the
exhibitors of Argentine companies were
actually playing soccer and tennis in the
middle of the exhibit hall, surrounded
only by other exhibitors during exhibit
hours. This low attendance, in my opin-
ion, is the greatest disgrace I have ever wit-
nessed in any conference in our industry.

4. As I tour the hall and meet the
exhibitors at such shows, unfortunately,
I hear a barrage of complaints from
exhibitors that, “There is no traffic here,
and we can’t wait to find a better con-
vention to exhibit at.”

As I was walking through such a
poorly organized and marketed trade
show, I asked myself, “What have they
done to my industry? Did the organizers
really give a damn about the industry,
attendees and exhibitors or are they in it
just to make some money and run the
show into the ground?” I was truly dis-
appointed and came to the conclusion
that this comedy of errors must stop.  

Those of you who have been in the
industry for more than 20 years, I am
sure, recall that TMC once sponsored
the industry’s leading call center trade
show, called TBT (Telemarketing and
Business Telecommunications)
Conference and Exhibition. We have
decided that the time has arrived for us
to come in with a truly cutting-edge,
technology-focused convention for the
call center/CRM industry.  

Differentiation
I asked Greg Galitzine, an Editorial

Director of TMC who actually designed
and engineered the conference program
for Call Center 2.0, to explain how he
would differentiate Call Center 2.0 with
existing conferences? Here are his com-
ments:

“What sets Call Center 2.0 apart
from the competition? Quite simply,
there is no other venue that offers such
an in-depth education on the very sub-
jects you need to know if your job is to
select the technology that makes your

contact center run effectively and
PROFITABILITY.

IP technologies have taken telecom-
munications by storm. As such, if you
are tasked with making telecom pur-
chasing decisions for your contact cen-
ter, you need to be up to speed on the
latest developments and the latest tools
available to help you deploy and man-
age agents in the most efficient, cost-
effective way possible.

Call Center 2.0 is the leading event
for call center management to learn
about using IP communications to
improve efficiency, reduce costs and
increase the level of customer service.
Attendees will learn about IP call cen-
ters and VoIP, (define - news - alert)
deploying IP-based home agents, speech
technologies, CRM, workforce opti-
mization and all other technologies that
improve call center effectiveness and
efficiency.

The Call Center 2.0 conference pro-
gram will also feature specialized con-
tent from the Telework Coalition, so if
you’re looking to learn about the latest
developments surrounding
Work@Home technologies, policies,
procedures and processes, there’s only
one event to turn to: Call Center 2.0.”

The Real Needs Of The Industry
Because of the above reasons, we

decided we would develop Call Center
2.0, a trade show that addresses THE
REAL NEEDS OF OUR INDUSTRY
as presented by TRUE INDUSTRY
LEADERS.

Unsurpassed Global Marketing Brings
9,000 Decision Makers From Around
The World Every Time

Call Center 2.0 will be collocated
with TMC’s world-renowned INTER-
NET TELEPHONY Conference &
EXPO, which traditionally brings 8,000
to 10,000 senior management attendees
from around the globe.  

This global audience represents con-
ferees from an average of 115 countries
at every show!! Obviously, this verifiable
number of global attendees is unmatched

Go To Table of Contents | Go To Ad Index
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9seconds
Average time to answer inbound calls.

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

3percent
Overall percent of inbound calls abandoned.

*InfoCision is the only teleservice company to win the MVP Quality Award, 
presented by Customer Interaction Solutions magazine, all 13 years since its inception.

Contact us at

1-877-893-3618

www.infocision.com

...why do you 
keep them
ON HOLD?

With InfoCision, they won’t be.

We answer your calls quickly and

develop a lasting relationship with

your customers.  A few minutes on

the phone with InfoCision means a

lifetime of customer loyalty for you.

If you value your customers...

IMC CIS 2page ad  5/22/06  4:56 PM  Page 2
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by any other existing, related conference.  
25 Years Of Excellence

On May 4, 2006, Mr. Steve Brubaker,
Senior Vice President of InfoCision
Management Corporation, a leading,
high-quality teleservices outsourcing
company, honored me on behalf of the
contact center industry in New York
City with a bronze plaque. On the
plaque it reads:

“To Mr. Nadji Tehrani, for 25 years
of excellence....teleservices industry
founder, leader and visionary.” (See the
June 2006 issue for coverage of the
Lifetime Achievement Award ceremo-
ny). Of course, I was extremely hum-
bled. Given the above background, it is
my humble opinion that one needs to
dominate ALL three vitally important
components of integrated marketing in
order to qualify to sponsor a cutting-
edge, well attended global contact center
trade show.

TMC Dominates The Three Vital 
Areas Of Integrated Marketing

1. Print Media Marketing
As you know, our flagship publication,

Customer Inter@ction Solutions, which
recently celebrated its 25th year anniver-
sary, has been the voice of the industry
since 1982 and is still regarded worldwide
as “THE ONLY CREDIBLE SOURCE
OF INFORMATION ON THE
INDUSTRY.” Therefore, TMC contin-
ues to dominate the printed media. This
helps us bring savvy, targeted attendees
and speakers to Call Center 2.0.

2. Online Supremacy 
As you also know, TMC continues to

dominate the online traffic by bringing
in over one million unique visitors per
month and 18 million page views per
month to our Web site, 
http://www.tmcnet.com. No other tech-
nology medium that focuses on our
industry and no other business publica-
tion even comes close to TMC’s Alexa
rankings.  For the information of our
valued readers, Alexa.com is a highly
respected Web site traffic auditing
agency. As such, the lower the ranking
number on Alexa.com, the higher the

traffic. TMCnet.com, the Web site of
TMC, ranks better than three quarters of
the Fortune 500 companies and it is the
world’s leading communications and
technology Web site. Therefore, TMC’s
Web domination, which is second to
none in our industry, plays a unique and
powerful role in the marketing of all
TMC events.

3. Events Supremacy 
Based on the marketing power of

TMC’s highly respected, industry-lead-
ing publications such as INTERNET
TELEPHONY® magazine, Customer
Inter@ction Solutions® magazine, IMS™
and SIP™ magazines, the quality and
quantity of senior management atten-
dance at INTERNET TELEPHONY®

Conference and EXPO (which encom-
passes Call Center 2.0) is second to none.  

TMC’s unquestioned supremacy in all
three of the above vitally important
areas will continue to differentiate Call
Center 2.0 as well as the cutting-edge
technology offerings in the IP contact
center, workforce optimization, CRM
and speech technology areas.  

For all of the above reasons, we believe
that any serious executive who is interest-
ed in learning about applications, imple-
mentations and cutting-edge technolo-
gies in the contact center, CRM and call
center arenas must attend Call Center
2.0 (October 10th to 13th, 2006, located
at one of the best venues in the world,
San Diego, California, at the San Diego
Convention Center). I therefore enthusi-
astically welcome you to Call Center 2.0,
the industry’s truly global and leading
advanced technology event.

In Short
If you are serious about taking your

call center, CRM and teleservices center
to the next level, Call Center 2.0 is the
only show you need to attend!
(http://www.callcenter20.com). 

As always, I welcome your valued
comments. Please e-mail me at

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

October 10-13, 2006 • San Diego, California
http://www.callcenter20.com

Special Collocated Events & Workshops

Thursday, October 12, 2006
(8:30 - 9:00) Keynote Presentation by Eli Borodow, Oracle
(Former CEO, Telephony@Work)
(9:15 - 10:15) INTERNET TELEPHONY Keynote Session
Featuring AT&T and Lucent
(10:15 - 11:00) INTERNET TELEPHONY Keynote Presentation
by Microsoft
(11:00 - 5:00) Visit the Exhibit Hall
(1:00 - 1:45)
How to Calculate Your Brand Ambassador’s  Bottom-Line Value
Presented by Hitachi Consulting
TDM-to-IP Migration Strategies Presented by Paraxip
Technologies
TTeelleewwoorrkk  CCooaalliittiioonn  WWoorrkksshhoopp::  Ask the Chiefs of Well
Established  Work@Home Programs
(2:00 - 2:45)
Ethical Implications 
Benefits of IP in the Contact Center Presented by SOS, 
Eicon Networks - Americas
TTeelleewwoorrkk  CCooaalliittiioonn  WWoorrkksshhoopp::  Why Home-Based Agents:
"There's No Place Like Home"
(3:00 - 3:45)
Designing the Next-Generation Distributed Call Center
SIP in the Contact Center Presented by Genesys
TTeelleewwoorrkk  CCooaalliittiioonn  WWoorrkksshhoopp::  Outsourcing to Call Centers
with Work@Home Agents
(4:00 - 4:45)
Managing Virtual Teams: Obstacles & Opportunities
Presented by Spanlink Communications
Shift Your Contact Center from Reactive to Real Time
TTeelleewwoorrkk  CCooaalliittiioonn  WWoorrkksshhoopp::  Enabling Technologies and
Telecommunications
(5:30 - 6:00) INTERNET TELEPHONY Keynote Presentation 
by Motorola
(6:00) Networking Reception

Friday, October 13, 2006
(8:45 - 9:15)
Today's Advanced Workforce Optimization Solutions
Presented by IEX
Advanced Contact Center Solutions For Teleservices and 
Call Centers Presented by Neocase
TTeelleewwoorrkk  CCooaalliittiioonn  WWoorrkksshhoopp::  Business Continuity with
Work@Home Agents
(9:30 - 10:15) Keynote address by Prem Uppaluru, Transera
(10:15 - 11:00) Keynote addresses by Dr. Jon Anton,
Benchmark Portal & Dr. Donald Brown, Interactive Intelligence
(11:00 - 3:00) Visit the Exhibit Hall
(12:15 - 1:00)
Trends in the Next-Generation Contact Center 
Presented by LiveVox, SPIRIT, SoundBite Communications
Best Practices & Processes/Metrics for Customer-Centric
Operations Presented by Coastal Training Technologies
TTeelleewwoorrkk  CCooaalliittiioonn  WWoorrkksshhoopp::  How to Make Work@Home
Agents Happen
(1:15 - 2:00)
Gaining the Competitive Edge Through Intelligent
Communications Presented by Avaya
IP Contact Center Shootout Presented by Jacada, NEC, 
Five9, Inc., Witness Systems
TTeelleewwoorrkk  CCooaalliittiioonn  WWoorrkksshhoopp::  Staffing, Training, and
Supervising for Work@Home agents
(2:15 - 3:00)
VoIP in the Contact Center – A Case Study 
Presented by FrontRange Solutions
IP Contact Center Shootout Presented by Jacada, NEC, 
Five9, Inc., Witness Systems
Security: Policies, Procedures, and Processes
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INTRODUCING THE SUPRAPLUS® WIRELESS
It’s the first wireless headset designed with the 

specifi c needs of contact centers in mind—delivering 

unmatched comfort, premium sound quality, and the 

freedom to handle calls up to 300 feet from your 

desk. Cut the cord, and set yourself free to improve 

customer satisfaction. Plantronics: Good Call.

For a chance to win a SupraPlus Wireless System*, simply go to 
www.plantronics.com/goodcallpromo or call 1-800-682-0370

INTRODUCING THE SUPRAPLUS
It’s the first wireless headset designed with the 

specifi c needs of contact centers in mind—delivering 

unmatched comfort, premium sound quality, and the 

freedom to handle calls up to 300 feet from your 

WALK and TALK 
and LISTEN and REPLY and REACT
and RESPOND and ASSIST — WIRELESSLY

Sound innovation for missions to the moon. And for everyday life on this planet, too.
In 1969, a Plantronics headset carried the historic fi rst words from the moon: “That’s one small step for man, one giant leap for 
mankind.” Today, we’re the headset of choice in mission-critical applications such as air traffi c control and 911 dispatch. This 
history of proven sound innovation is the basis for every product we build—whether it’s for work, for home or on the go.

*For full details, please see the terms and conditions at www.plantronics.com/goodcallpromo
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34 Want To Deliver Converged,
Bundled, Integrated Services? 
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By David Sims, TMCnet Contributing Editor
Communications service providers: Want to get
consumers to go for your bundled offerings of fixed
and wireless phone, DSL broadband and video
services? Better pay attention to your CRM data-
bases, among other things.

WORKFORCE OPTIMIZATION
36 Workforce Management: 
The Contact Center’s Easy Button?
By Rick Seeley, IEX Corp.
Despite the far-reaching impact of workforce management technology, businesses often over-
look the need to establish a strong foundation based on sound processes and procedures
before putting a system in place. Instead, they get caught up with the bells and whistles of
an automated system and buy into the misnomer that workforce management is some sort
of “easy button.” It’s not. 

40 Instantly Improve Contact Center Performance
By Doug Tanoury, Customer Interactions Consulting (CIC)
Managing contact centers is unlike managing any other type of organization; in fact, it is
more similar to managing a manufacturing plant than an administrative office environ-
ment. Not many managers today understand the dynamic nature of production environ-
ments.
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See for yourself at Call Center 2.0 San Diego
October 11-13, 2006 Booth 3031

Dirigosoft Corporation
443 Congress St. • Portland, ME 04101-3546 USA
(877) 870-1234 Toll Free • (207) 221-6200
info@dirigosoft.com • www.dirigosoft.com

World Class Customer
Contact Solutions.

Fast, flexible and easy to integrate.

See how powerful SimpliCTITM can be.

Dirigosoft opens up a whole new world.
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44 Case Study: An Rx For Healthcare Communication:
Outsourcing And Offshoring Medicall Call Centers For 
Competitive Advantage
By John Chess, MediCall
There is a chronic condition plaguing the U.S. healthcare industry, with no cure in sight: a
shortage of qualified nurses. For the first time ever, the U.S. Department of Labor, in its
February 2004 Monthly Labor Review, cited registered nurses as the top occupation in terms
of job growth through the year 2012.

TMC LABS
48 TMC Labs Innovation Awards, Part I
The TMC Labs Innovation Awards are now in their seventh 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 infrastruc-
ture software and hardware costs. The TMC Labs Innovation Award’s sole purpose is to dis-
tinguish products and services that have unique features and that often help to carve out a
new market niche or start a trend. 

TMCNET.COM ONLINE EXCLUSIVES

Evaluating ROI In An On-Demand Call Center Solution
By Vincent Deschamps, CEO, Echopass Corporation
If your company spends more than $250 per agent per year on technology license mainte-
nance (i.e., more than $25,000 per year for a 100-agent deployment), you most likely can
justify a move to an on-demand solution through maintenance fee savings alone.
Read the full article at http://www.tmcnet.com/347.1

Contact Center Virtualization: Requirements For Effective Team
Supervision And Quality Management 
By Gerry Johnsen, Spanlink Communications 
Through virtualization, customer inquiries can be handled by a trained call center agent in
any remote location to provide a more flexible resource for meeting service levels. In hiring
conscientious, qualified agents, location is no longer a factor. This increases customer service
quality, as customers dialing a local number feel like they’re getting localized or specialized
service and/or their call is automatically transferred and handled by the most appropriate
agent.
Read the full article at http://www.tmcnet.com/348.1

The Church Of Return On Investment
By Tracey E. Schelmetic, Editorial Director, Customer Interaction Solutions magazine
If Star-Trek-style teleportation was available in 1998, no doubt the executives of even mid-
sized companies would have been regularly saying to their IT engineers: “Beam me to my
investment banker’s office, Norbert.”
Read the full article at http://www.tmcnet.com/349.1

Spanlink Communications Acquires Calabrio
By Anuradha Shukla, TMCnet Contributing Editor
Spanlink Communications, Inc. recently announced that it has acquired Calabrio, Inc. and
its software for distributed workforce management (WFM) and scheduling. With the acquisi-
tion, Spanlink expects to become the software suite provider that transforms the business
process for customer interaction in a services-oriented architecture (SOA). 
Read the full article at http://www.tmcnet.com/350.1
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Most quality monitoring solutions can help solve agent-related issues. But studies show that
up to 80% of customer complaints aren’t about the agent. They're about your products. Your
pricing. Your billing. They're about quality issues that cross your entire enterprise. Today, one
QM solution not only enables agent quality, but delivers the “power of why” through voice, data
and screen analytics. Verint® ULTRA. With ULTRA™, you can understand the reasons behind
the issues impacting business performance, so you can take actions that drive enterprise
results. Whether you have 5 agents or 50,000, Verint gives you more bang for your QM buck.
To schedule a demo now, go to verint.com/why or call 1-800-4-VERINT.

Get more bang for your QM buck – and drive quality
across your enterprise.

© Copyright Verint Systems Inc. 2006. All rights reserved.

Multiply your QM program by
the Power of Why
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High Priority

I give a lot of credit to Marc. He success-
fully proved to the industry (and world, for
that matter) that you can launch a company
selling hosted applications and make money
by doing it. He even demonstrated that you
can have a successful IPO in a tech-
unfriendly environment.

Of course, Benioff didn’t invent hosted
applications, but CRM software was some-
thing that was purchased exclusively as a
premise-based solution up until Salesforce.com
was launched. Before Salesforce.com showed
the marketplace otherwise, many people
believed that it was too unwieldy a process
to host these types of solutions.

When the company became successful,
competitors hypothesized that the company
would win only the smallest of customers.
Benioff proved the industry wrong once
again by attracting and keeping large
accounts such as New York-based global
financial institutions.

So it was fitting that the company chose
New York as its venue for the conference

that kicked off at lunch and was held at the
ultra-exclusive Mandarin Oriental hotel.

The conference began with Marc taking
the stage and showing a slide of the world of
software companies. There are thousands of
software companies, he said, but only 40 have
revenue at or greater than half a billion dollars.
Salesforce.com has joined this elite group,
and as a mark of his continued enthusiasm
for the company he leads, he vowed to take
the company to one billion dollars in sales.

From that point, Marc went on to say
that the company has nearly 25,000 paid
customers. He reminded us about the Web
site http://trust.salesforce.com, which details
API calls and pages viewed from
Salesforce.com’s hosted system. API, as you
may know, stands for “application program-
ming interface.” An API call describes the
process of another piece of software commu-
nicating with Salesforce.com’s information
store. Forty-five percent of the transactions
are API calls, meaning that, according to
Marc, the company’s hosted application is
becoming a more integral part of other com-
panies’ software infrastructures.

To give you an indication of how much
activity Salesforce.com customers generate,
on August 29, 2006, nearly 52 million trans-
actions took place, with an average speed of
a quarter second per transaction. Marc was
proud to tell us that there were three billion
transactions in the second quarter of this
year alone.

In addition, Marc touched on
Salesforce.com’s customer base, which he
described as split evenly between small,

Over the years, I have had many terrific opportunities to interview Marc
Benioff of Salesforce.com, (quote - news - alert) and write about both
him and the company he leads. So it’s funny (though not unusual in
these days of 24-7 digital media) that I had never met him in person.
This fact surprised not only me, but many individuals at Salesforce.com.
To remedy this situation, I decided to drop in on a recent event
Salesforce.com held in Manhattan. After all, it was only a one-hour train
ride that stood between me and this man, the founder of Salesforce.com.

Salesforce.com: Leading
The Way To CRM 2.0

By: Rich Tehrani,
Group Publisher, Group Editor-in-Chief,
Technology Marketing Corporation
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medium and large businesses. He made a
point to say that the company is enjoying
much success in the media industry, and
highlighted a few customers in the room
that were certainly household names.

Perhaps the most important point Marc
made in his presentation was that the future
of software, as he sees it, is in multitenancy.
He took a shot at Microsoft (quote - news -
alert) by saying the company thinks this
model is wrong. Multitenancy means allow-
ing users to share the same physical instance
of an application; the instances of these
applications occupy virtual partitions rather
than physical stacks of hardware and soft-
ware. In general, the hosted model relies on
multitenancy to function properly.

To back up his case, Marc used examples
of multitenancy we are more familiar with,
such as the eBay and Yahoo! models. Yahoo!
Mail, for example, demonstrates how exten-
sible and flexible this concept is, as there are
millions and millions of Yahoo! Mail users.

From there, he went on a financial tan-
gent, explaining how software companies
today rely on upgrade cycles so they can
accurately determine their revenue streams.
He used Microsoft’s Vista as an example, as
that software has been delayed, which causes
trouble for analysts. Without a firm idea of
when the software will be released, analysts
cannot accurately predict quarterly earnings.
In comparison, said Marc, Yahoo! and eBay
do not have upgrade revenue cycles.

The discussion then headed into the wide
world of hosted alternatives. For example, he
mentioned that both Google and Yahoo! will
host e-mail for your company, and even let
you keep your domain name. 

Another example he provided was
Google’s new spreadsheet, a Web 2.0 AJAX-
based application that provides much of
Excel’s feature set for free. Benioff made a
point of saying that with traditional spread-
sheet software, there can be conflict and
contention as multiple people share the same
spreadsheet. With Google’s hosted spread-
sheet, these problems evaporate.

Having proven the case for multitenancy,
Marc went on to talk about AppExchange,
Salesforce.com’s open system that allows
developers to create applications that imme-
diately take advantage of Salesforce.com’s
multitenant infrastructure and
hardware/software. According to Marc, the
growth of the AppExchange partner base is
beyond what he envisioned; nine
AppExchange partners recently received 100
million dollars in funding.

If this isn’t enough incentive to become an
AppExchange partner, consider the follow-

ing: Salesforce.com recently purchased
Kieden Corporation, a company that has
integrated Google AdWord technology into
Salesforce.com. This allows a company to
manage a campaign and be able to tell how
many customers purchased products or serv-
ices based on given ad campaigns. They can
even drill down by keyword to see how
many people purchased due to a particular
ad or keyword. This service is called
Salesforce for Google (quote - news - alert)
AdWords, and the cost is $300 per customer
per month.

If you have heard any of my numerous
keynotes around North America or read my
columns on a regular basis, you’ll know that
I am a fan of Web 2.0 and mashups. I am
waiting for more interesting applications to
come along so a typical business can use
Web 2.0 to do some truly innovative things.
Salesforce for Google AdWords is the first
application that takes advantage of Web 2.0
to allow for accurate tracking of customers
from Google’s AdWords. This is big news,
and I think we may look back on this
announcement as one of the pivotal
moments of software history — when appli-
cations and data started to become more
integrated.

But I can’t end there, as Marc is one of
the more colorful figures in our market
space, and his comments are seldom what
you would expect from the CEO of such a
large public company.

Knowing this, I approached Marc right

after the session. Without skipping a beat,
Marc looked at me and informed me that he
visits TMCnet all the time, and regularly
uses it as a resource. He provided me with
some positive feedback: he told me he was
not a fan of the way we display one of our
ads, and gave me advice on how to improve
what we do. It’s gratifying to know that
Marc is a fan of TMCnet but just as impor-
tant, his comments showed me that he really
speaks his mind, which is very refreshing. In
fact, we are investigating ways of improving
our ad displaying mechanisms. Who knows
— if we do a good job, maybe
Salesforce.com will buy some :-).

Further in the course of our conversation,
I presented Marc with a question I hoped
would ultimately provide me with a unique
quote. I asked him what he would do if he
was the head of one of the software compa-
nies he competes with, such as Microsoft.
Without a pause, he said that the Microsoft
innovation engine is broken and the compa-
ny needs to rewrite Excel, Word and
Outlook. He went on to say that Microsoft
needs to wake up and smell the coffee. As
always, interactions with Marc, whether by
e-mail or in person, are rather refreshing.

The impression I took away from our
conversation is that Salesforce.com seems
more energized than ever, and appears to be
poised for more rapid growth. Most of their
competition comes from much larger com-
panies that do not embody the entrepreneur-
ial spirit of Salesforce.com. This is a major
advantage, and I predict that the company
will see good times ahead if they can keep
their systems running as they scale. CIS

I’d like to take a moment to personally invite you to Call Center 2.0, the premier event
for call center leaders to learn about using IP communications to improve efficiency, reduce
costs and increase the level of service they provide to their customers. The conference fea-
tures two full days of courses specifically designed to provide in-depth information about
IP call centers and VoIP, IP-based home agents, speech technologies, CRM, workforce
optimization and all other technologies that improve call center effectiveness. 

Call Center 2.0 is collocated with INTERNET TELEPHONY Conference & EXPO,
the world’s largest IP communications event, providing more relevant, useful content to
call center leaders. Whether you have already deployed IP call center solutions and want
to make sure you are up to speed with the latest advancements, or you are seeking infor-
mation to transition to today’s newest technologies, the sessions at Call Center 2.0 will
prepare you to make smart decisions. 

In addition to the cutting-edge educational content, you will have access to all other activ-
ities during the week — an exhibit hall with hundreds of vendors demonstrating their
newest products, exciting networking events and receptions, and the prominent keynote
speakers that will headline the INTERNET TELEPHONY event. These factors, alongside
the setting of San Diego’s beautiful harbor, all make Call Center 2.0 a can’t-miss event.

I look forward to seeing you from October 10th to 13th in San Diego, California, at
the San Diego Convention Center. To register, visit http://www.callcenter20.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

http://www.tmcnet.com/mediakit/cis04/soa.htm
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NEWS
By Tracey E. Schelmetic, Editorial Director, Customer Inter@ction Solutions

Spectrum Releases New Features To UltraLink 
Spectrum Corporation, (news - alert) a

company that specializes in real-time analytic
and reporting solutions, has announced the
availability of new features for Ultra-Link soft-
ware. Ultra-Link now includes an XML inter-
face and increased security. Ultra-Link soft-
ware collects and distributes real-time and his-
torical data from virtually any data source.
These data are displayed to plasma screens,
desktop screen pops, wallboards, e-mail and
more. Ultra-Link now offers an XML interface
option that will collect XML data and output
XML to a Web page. Within Ultra-Link’s graph-
ic user interface, users can specify an external
style sheet and transform critical data into an
easy-to-read format. Users can choose from
several graphic or chart formats to display
real-time data or create their own. Additionally,
Spectrum has increased the level of security
for Ultra-Link and Data-Pop administrators.
http://www.specorp.com

Genesys Sees “The Tipping Point” For IVR Technology
The long awaited transition from older IVR technology to open soft-

ware-based platforms is gaining strength this year, and Genesys
Telecommunications Laboratories, Inc., (news - alert) an Alcatel
(news - alert) company, has said that it now expects new voice portals
to exceed new IVR ports for the first time in 2006. 

In the first half of 2006, Genesys says it has already seen clear evi-
dence that businesses are phasing out older IVR technology. More
than 160 new enterprise customers have migrated from legacy IVR to
Genesys in the past 12 months. By the end of 2006, Genesys has stat-
ed that it expects to see more new open software ports deployed than
new legacy IVR ports. As the market momentum continues to build,
Genesys has developed a migration model and an “ugly IVR” trade-in
program to simplify the path for the next wave of companies that want
to transition away from legacy IVR. Genesys identified five key reasons
for the crossover: the high maintenance and upkeep costs for legacy
systems are becoming harder to justify and are as much as twice the
cost of maintaining open standards software; a rise in the number of
end-of-life programs in which manufacturers will no longer support or
improve legacy systems, driving legacy customers away; outmoded
legacy technology that does not support critical technologies such as
VoIP, VXML and CCXML; poor customer experience with older IVRs
and frustration resulting from their rigid menu structure; and finally,
the ability to easily reuse and leverage software-based applications
across many departments or multiple enterprises. 
http://www.genesyslab.com

Amcat Ships New Soft IP-PBX
Functionality

Amcat, (news - alert) a provider of customer care
and interaction solutions, has announced that is has
begun shipping a soft IP-PBX solution that operates
with and broadens the capabilities of the company’s
Contact Center Suite product. The solution was
designed to allow companies to take advantage of
more affordable VoIP communications at the same
time transforming their customer contact operations
by leveraging employees from across the enterprise
by making them available to deliver improved cus-
tomer care, regardless of their department, function
or location. The IP-based soft PBX customer contact
platform provides a technology environment where
each customer contact is intelligent and productive,
thereby increasing employee morale and customer
satisfaction. The Amcat IP customer contact platform
helps ensure that companies focus and align their
entire organization around customer care, providing
better service at lower cost. As a result, companies
profit from increased customer acquisition and reten-
tion metrics and, ultimately, more revenue and profit.
http://www.amcat.com
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IBM And dtms Solutions Forge Marketing Agreement 
dtms Solutions (news - alert) and IBM (quote - news - alert) have

announced that dtms will market IBM WebSphere Voice Server
speech recognition solutions to enterprises, tying their customers’
transactions to related systems through a service-oriented archi-
tecture (SOA). IBM WebSphere Voice Server speech software is
integral to the creation of the new services being offered by dtms
Solutions to enterprises. IBM and dtms Solutions have stated that
they view hosted speech as a means to help clients leverage the
advantages of IBM speech recognition technology and help their
customers become more innovative and productive. The speech
interface is managed remotely and transforms speech input/output
into Web services. 

Enterprises increasingly recognize the benefits of offering their
customers on-demand access to information and self-service to
conduct transactions, such as checking account status, paying
bills and finding transportation schedules. With speech-enabled
applications from dtms Solutions, enterprises can offer their cus-
tomers pleasant, convenient, on-demand self-service using the
ubiquitous channel of the telephone. 
http://www.ibm.com, http://www.dtms-solutions.de
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Sento Introduces Its Customer eXperience Platform
Sento Corporation (news - alert) recently announced that its patent-pending software-

as-a-service SaaS solution, Customer Experience Platform (CXP), has proved successful in
pilot programs. CXP is a rules-engine that aims to optimize Web sites providing rich cus-
tomer experiences. Using CXP, customer behaviors are analyzed in real-time, and online
Web sites are better able to respond rapidly, providing dynamic messaging and offers that
motivate customers to take
action. CXP’s functionality allows
customized marketing offers to
be delivered at the moment cus-
tomers are making decisions
which affect their loyalty and
decision to purchase. In a time
when customer satisfaction and
loyalty are financial necessities,
CXP can help companies be
more responsive and demon-
strate their value to their cus-
tomers. Specifically by connect-
ing customers’ interactions and
behaviors with company data
and e-commerce platforms, CXP
delivers active personalization
and one-to-one marketing.
Customers receive offers based
on their personal online actions,
buying history, geographic loca-
tion or demographics.
http://www.sento.com

CallCenterComics.com
By Ozzie Fonesca
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Telrex Introduces CallRex Agent Evaluation
Telrex, (news - alert) a developer of VoIP call recording and monitoring software for

small and medium-sized businesses using IP-PBXs or hosted PBX services, has
announced the release of CallRex Agent Evaluation, a solution designed to provide small
and medium-sized call centers with an affordable and easy-to-use tool to improve agent
performance. 

The three-step CallRex Agent Evaluation process begins with a manager evaluating an
agent’s phone call against pre-defined criteria, also know as a standard. Each standard
identifies the key agent activities that accomplish a call center’s various objectives. As man-
agers evaluate a call, they can attach excerpts of the recorded call to the evaluation, provid-
ing an agent with the ability to listen to specific examples of their performance. Next, the
manager and agent review the evaluation
together in an interactive coaching ses-
sion. The coaching session is critical for
the agent in understanding their strengths
as well as areas requiring improvement.
In the coaching session, managers use
CallRex Agent Evaluation to highlight
actual examples from calls that illustrate
key learning points. Finally, as the three-
step CallRex Agent Evaluation process is
repeated regularly across all agents in the
call center, improvements in agent call
handling skills quickly become visible. By
analyzing results over time and across
multiple agents, call center managers can
gain insight into performance trends and
agent training needs. 
http://www.telrex.com/callrex_ae.htm

TransUnion To Acquire Qsent
TransUnion (news - alert) has announced that it has

signed a deal to acquire Beaverton, Oregon-based Qsent, a
provider of contact and identity management services that
support customer acquisition and retention, collections and
recovery and identity resolution applications. Financial terms
of the deal were not disclosed. With more than 60 percent of
individual contact information changing each year and more
than 25 million households moving annually, the need to
have up-to-date, real-time contact information is vital for
businesses that deal with high volumes of customer informa-
tion. Qsent receives up to one million updates and more than
250,000 material changes to contact information per day,
enabling it to offer current, real-time data sources.
TransUnion will leverage Qsent’s information assets, technol-
ogy and team of experts to enhance existing product offer-
ings and develop new solutions in the areas of fraud and
identity management, risk management, collections and mar-
keting services.
http://www.transunion.com

AcxiomTeams With SAP
Acxiom Corporation (news - alert) has announced that

company leader Charles D. Morgan, together with Bill
McDermott, President and CEO of SAP Americas, has
unveiled how the two companies intend to jointly market
Acxiom’s ability to deliver a single, accurate, real-time
customer view within SAP’s multichannel CRM solution,
mySAP Customer Relationship Management (mySAP
CRM). SAP clients and prospects can leverage Acxiom’s
AbiliTec customer data integration technology and
InfoBase products, which provide a large collection of
U.S. consumer information. By combining Acxiom’s con-
sumer content with SAP’s marketing and sales function-
ality, customers will be better able to maximize their mar-
keting and sales dollars while strengthening their cus-
tomer relationships. During SAP’s recent annual summer
sales meeting, the two company leaders revealed their
intention to jointly market SAP’s ability to deliver enter-
prisewide customer information to key customer touch
points and Acxiom’s experience in delivering data, analyt-
ics and customer data integration. The presentation
focused on the benefits to customers, including empow-
ering customers to engage in true customer relationship
management. 
http://www.acxiom.com
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Eloqua Releases Summer
2006 Conversion Suite

Eloqua Corporation, (news - alert) a
supplier of automated demand genera-
tion software and services for b-to-b
marketers, has announced the
Summer 2006 release of Eloqua
Conversion Suite. The Summer 2006
product release of Eloqua Conversion
Suite was designed to optimize sales
lead creation, conversion and manage-
ment with interactive and direct mar-
keting tactics, behavioral analytics and
efficient marketing automation. The
Summer 2006 release of Eloqua
Conversion Suite, an on-demand soft-
ware as a service (SaaS) offering,
became available on July 31st to new
and existing customers. The latest ver-
sion of Eloqua Conversion Suite helps
empower marketers to reduce the time
to deployment for sophisticated, auto-
mated lead creation and management
applications while leveraging best
practices used by b-to-b marketers;
tailor direct marketing messages to
prospects based their recent market-
ing response or Web activity to opti-
mize response and conversion; and
more quickly and efficiently deploy
and manage sequential live or Web-
based events to create demand and
inform customers. 
http://www.eloqua.com

To receive free information 
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Aspect Enhances eWorkforce Management 
Aspect Software, Inc. (news - alert) has announced that Aspect eWorkforce Management

has a redesigned user interface for easier navigation; offers enhanced support for outbound
and blended contact center environments in addition to its existing inbound support; and is
available in four new languages: Simplified Chinese, Traditional Chinese, Korean and
Japanese. The enhanced outbound support in Aspect eWorkforce Management 7.0 includes
an algorithm that ensures that the right number of agents are scheduled to handle the pre-
dicted outbound and blended workload to help maximize the number of contacts made and
revenue generated. It produces staffing forecasts based on contact completion information,
blending rules and standard staff group parameters. Customized data regarding campaign
size and passes can also be used. The
software tracks schedule performance,
including offered and handled contacts
and contact handle time, so that real-time
adjustments can be made quickly and
easily.

Beta users of Aspect eWorkforce
Management 7.0 have reported being able
to accomplish daily workforce manage-
ment tasks faster because of the soft-
ware’s new navigational functionality and
data-manipulation capabilities that make
using it so instinctive. They also antici-
pate additional benefits to be gained from
rolling the software out across geographic
boundaries to Asia-Pacific contact center
operations due to the staffing solution’s
added support of the Chinese language.  
http://www.aspect.com

Report Hails Dubai As A Finance And Accounting
Outsourcing Hotspot 

A new report by FAO Research, Inc., (news - alert) which covers the
finance and accounting outsourcing (FAO) market, predicts that Dubai
will soon emerge as a major services geography to supply the talent,
economic enhancements and quality-of-life opportunities desired by
companies seeking alternate geographies for the delivery of finance and
accounting-related services. Strategically located near both Europe and
Asia, Dubai has transformed itself over the past two years into a tourist
and commercial business oasis. Its Dubai Outsource Zone (DOZ), one of
many technology-specific areas within the emirate, offers financial incen-
tives, government assistance, state-of-the-art infrastructure and support
services. Dubai intends to generate 70 percent of its GDP from the serv-
ices sector by 2010. FAO Research’s latest report, “Outsourcing in an
Arab Nation? Dubai as the Hidden Jewel for Finance & Accounting
Outsourcing, Shared Services and Captive Centers” is the result of a
five-month independent investigation into Dubai as a non-traditional yet
up-and-coming outsourcing location. The report suggests that DOZ’s
financial business incentives, outsourcing-friendly infrastructure, focus
on the financial services sector and competitive labor pricing make it an
“extremely attractive option” as an F&A service delivery location.
http://www.faoresearch.com

Nuance And ClickFox Partner
Nuance Communications, Inc., (news - alert) a

provider of speech and imaging solutions, has
introduced a Nuance consumer insight solution
powered by software from ClickFox, (news -
alert) which specializes in customer behavior
intelligence. In addition to a reseller agreement,
Nuance will develop an integrated solution that
delivers task- and product-specific dashboards,
feature views and reports pertaining to Nuance
speech applications. The integrated solution has
been designed specifically to optimize speech-
enabled caller experiences. By pairing the inte-
grated solution with business consulting services
from Nuance, enterprises will be able to measure
and analyze customer interactions within speech
applications and other channels of service to
identify methods to optimize the customer experi-
ence. Key benefits include: increasing the number
of callers who stay with self-service, identifying
optimal treatment strategies for customer by seg-
ment, and identifying opportunities for further
automation.
http://www.nuance.com, http://www.clickfox.com
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Envox Teams With Volt Delta Resources
Envox Worldwide, (news - alert) a vendor of voice

products, has teamed with Volt Delta Resources, LLC, a
standards-based voice application hosting services and a
wholly owned subsidiary of Volt Information Sciences,
Inc. to introduce the Envox OnDemand hosted call center
voice product. Many organizations today are ditching
their customer premise equipment in favor of hosted
voice products. Chief among the reasons are lower cost
of entry and perceived attractive total cost of ownership,
shorter time-to-market, flexibility and the fact that infra-
structure and adopting new functionality is somebody
else’s problem. According to recent research by Gartner,
organizations spent more than half a billion dollars for
on-demand CRM products in 2005, and it’s still likely to
account for less than 10 percent of business applications
by 2010. Envox Worldwide and VoltDelta have been sell-
ing automation and alternate delivery products together
for over five years in the directory assistance and
enhanced services market. 
http://www.envox.com

CallMiner Launches Speech Tools
Speech analytics software provider CallMiner (news - alert) has

announced the launch of “SpeechTools,” an application designed
to make it easier to customize the CallMiner Analytics Suite by
tuning to any language, terminology or acoustic environment.
SpeechTools requires no specialized skills or services and enables
CallMiner’s Alliance Partners and customers to quickly create new
language and acoustic models for CallMiner to analyze. Changes
in languages, dialects, accents, colloquialisms and noise-levels
can now all be altered by end users, rather than by software devel-
opers. With minimal training, virtually anyone with a modest level
of computer knowledge can be qualified to operate and effectively
use SpeechTools. SpeechTools also allows companies and govern-
ment organizations to easily develop their own language models,
allowing them to recognize unique languages such as Farsi,
Pashto or other languages that are not currently available to ana-
lyze recordings. Also, companies that want to keep their audio
archives private and don’t want to turn them over to a third-party
speech developer for tuning can now make all necessary adjust-
ments and modifications in-house.
http://www.callminer.com

Go To Table of Contents | Go To Ad Index

http://www.envox.com
http://www.callminer.com
http://www.cismag.com
http://www.tmcnet.com/scripts/newsalerts/Default.aspx?k1=Envox+Worldwide
http://www.tmcnet.com/scripts/newsalerts/Default.aspx?k1=CallMiner
http://www.tmcnet.com/query/tmcnetq.asp?SearchString=Envox&Action=Go%21
http://www.tmcnet.com/query/tmcnetq.asp?SearchString=CallMiner&Action=Go%21
http://www.strategicinc.com


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

Customer Inter@ction

NEWS

NICE Unveils New Capabilities For Compliance, 
Analytics And VoIP

NICE Systems (news - alert) recently
announced new capabilities, including
state-of-the-art speech analytics, new
VoIP technologies and a regulatory com-
pliance and risk management suite. The
new capabilities are part of NICE Perform.

With the NICE Perform Compliance
Suite, companies can use interaction ana-
lytics to address challenges in regulatory
compliance and corporate governance.
The suite enables policy enforcement
through proactive compliance by prevent-
ing insider trading breaches, ensuring
rules are followed and detecting irregular-
ities during blackout periods. It alerts
compliance- and risk-related stakeholders
to irregularities even before a transaction
occurs and enables more effective and
accurate instant investigations. The inter-
action analytics offering of NICE Perform
has been expanded to include more powerful search capabilities, greater ana-
lytics throughput and increased accuracy. NICE Perform’s interaction analytics
component offers technologies and methodologies that address a variety of
tasks and customer needs. The offering includes a variety of voice recognition
methods, as well as talk analysis and emotion detection. NICE has also
unveiled a VoIP Recording Gateway technology that addresses the latest
trends and needs in VoIP environments. Organizations are faced with chang-
ing business needs and new regulations that require them to record customer
interactions in hundreds or thousands of branches. The new VoIP Recording
Gateway helps make this task more efficient and cost-effective. It provides
any IP telephony environment with a scalable, centralized recording solution
that replaces the need to have recording units in every branch, reducing man-
agement overhead and total cost of ownership.  
http://www.nice.com

West Interactive Launches Natural
Language Speech Solutions

West Interactive, (news - alert) a divi-
sion of West Corporation, (news - alert)
has announced the national rollout of its
natural language speech solutions as part
of its suite of services. West Interactive has
already launched several customized large-
scale client applications using natural lan-
guage technology. A typical natural lan-
guage application system asks open-ended
questions (i.e., “How can I help you?”);
callers speak the purpose of their call in a
natural phrase or sentence and then pro-
ceed through relevant self-service applica-
tions or are routed to an appropriate agent.
Unlike traditional speech recognition sys-
tems that dominate the market today,
callers are not forced into specific options.
Callers have more perceived control: They
tell the system what to do in their own
words. Natural language speech applica-
tions use a statistical model to understand
caller’s intent in the context of your busi-
ness. They provide robustness unavailable
in a guided system; for example, callers
can hesitate, re-start and re-state their
statements and still be successful.
http://www.westinteractive.com

Onyx Acquired By M2M Holdings Inc.
A proposed merger announced between M2M Holdings Inc. and

Onyx Software Corporation (news - alert) has been finalized. M2M
is a holding company jointly owned by Battery Ventures VI and
Thoma Cressey Equity Partners; its primary asset is
Made2Manage Systems, an enterprise software and services com-
pany. First announced in early June, the all-cash transaction is val-
ued at $4.80 per share, or roughly $92 million. With the finalization
of the transaction, Onyx completed its transformation to a private
company after seven years of being traded publicly on the NASDAQ
stock exchange. Onyx is expected to operate organizationally as a
business unit of its sister company, Made2Manage Systems, which
houses several enterprise resource planning (ERP)-based product
lines. Janice P. Anderson, former CEO of Onyx, will not continue
with the business.
http://www.onyx.com
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Porticus Announces Triple-
Factor Voice Authentication

Porticus Technology Inc., (news -
alert) a provider of voice biometric
solutions, has announced the launch
of Versona, a family of voice authenti-
cation solutions for use in IVR and
embedded systems that offers triple-
factor authentication for maximum
security. Triple-factor authentication
combines three elements to verify a
customer’s identity: a pass code, that
customer’s voice and his or her com-
munications device — landline or
wireless. Phone-based caller authenti-
cation has particularly grown in
demand as the need to prevent identi-
ty theft and fraud increases with wire-
less and electronic transactions. In
the call center, or wherever an IVR
system is in place, Versona speeds up
the process of verifying callers by
eliminating the need for agents to ask
a series of qualifying questions to
ensure a caller’s identity. Versona’s
embedded option, a software-only
voice biometric based on an open API
for native mobile operating systems,
was created to provide an ideal plat-
form and can be pre-loaded and
shipped with a handset or down-
loaded OTA directly to a device.
http://www.porticusinc.com
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Mercom™ has joined forces with market leader Verint™. Together, Verint and Mercom
will offer the same superior products and service - including Mercom's acclaimed
Audiolog™ recording platform - while developing innovative, new solutions to meet your
evolving needs. The result: more options for your business. Now, that's a winning
combination. For more information, please contact your Mercom or Verint representative.

© Copyright Verint Systems Inc. 2006. All rights reserved.
1-800-4VERINT / verint.com/mercom

IS NOW PART OF

When two companies merge,
there’s always a winner.

In this case, it’s you.
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Interactive Intelligence Offers Interaction Dialer 2.4
Interactive Intelligence (news - alert) recently announced that it has launched

Interaction Dialer, the company’s standards-based outbound dialing system that offers
power, preview and predictive dialing, outbound campaign management and inbound/out-
bound call blending. Interaction Dialer is SIP-based, which allows it to operate in an all-
software, all-VoIP environment. This version also includes a new SIP gateway called
Interaction Gateway, an appliance device for protocol conversion and bandwidth manage-
ment between networks designed to work with Interaction Dialer to give high-volume out-
bound contact centers predictive call analysis capabilities.

Unlike standalone dialers offered as part of a product portfolio requiring expensive inte-
gration, Interaction Dialer includes switching capabilities via the company’s contact center
automation software, Customer Interaction Center (CIC), eliminating the need to purchase a
separate PBX/IP-PBX. The bundled approach also provides more cost-effective multichan-
nel support, call recording, inbound routing, outbound campaign management, outbound
IVR, blended dialing and more. All components can be deployed incrementally on an as-
needed basis with simple license purchases. 

The solution is built on existing scalability improvements
to CIC with support of up to 1,000 outbound agents per
server; as a result, the new SIP-based Interaction Dialer,
combined with the company’s new Interaction Gateway, can
accommodate the digital trunking needs of busy outbound
contact centers, including those with distributed locations.
With its “NxM” or “rack and stack” architecture that enables
multiple gateways to pass calls to multiple dialer servers,
flexibility, load-balancing and fault tolerance can be vastly
improved compared to traditional standalone dialers, accord-
ing to the company.

Call abandon rates are a concern for most companies
nowadays, particularly in light of federal restrictions brought
about by the Teleservices Sales Rules. A poorly paced dialer
can create more problems than it solves. To counter these
problems, Interaction Dialer offers a staged predictive dialing
capability that identifies and projects the length of call stages
such as introduction and closing to more effectively pace
automated outbound calls. This not only helps improve agent
effectiveness, it can help increase revenue opportunities
compared to more old-fashioned outbound dialing solutions.

As real-time data is a must in today’s call center,
Interactive Intelligence is offering a new dialer “Health View”
for supervisors. “Health View” offers call center supervisors
a single interface for viewing the health of their campaigns,
workflows and outbound operations. Messages displayed in
this Health View provide an evaluation based on combina-
tions of statistics gathered over time with links to the
Interactive Intelligence Web site for more in-depth analysis
and suggested improvements. 

Another new feature includes “Contact Import Wizard,”
which is designed to make campaign management easier by
providing a simple tool to import records into call list tables
from commonly used source such as CSV files, Microsoft
Access, Microsoft Excel, SQL Server and Oracle. Contacts
can be added on-the-fly and scheduled to dial immediately or
at a future date, and specific agents can be assigned specific
contacts for preview dialing. A new “Contact Exclusion”
interface enables contacts to be marked “uncallable” for one
or many campaigns, whether active or not.
http://www.inin.com
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This webinar will address some key questions on people's minds about the
hosted contact center. What is really driving this explosive growth trend
from hardware-based to On-Demand Contact Centers?  What are the
actual experiences as well as business and economic benefits proven by
those who have made the migration from premise solutions to hosted
solutions?  How can the right On-Demand provider satisfy the requirements
of all three customer constituents:  Agents, Business Owners and End
Users?

Please join Ashwin Iyer: Industry Manager of Contact Center/CRM at Frost
& Sullivan,  Bill Peters: hosted contact center convert and Vice President of
Reservation Services at Outrigger and OHANA Resorts and Hotels, and
Bruce Dresser: Chief Marketing and Strategy Officer of Echopass
Corporation, for an informative look at the fastest growing segment of the
call center industry.
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Striving For Excellence
Achieving the highest quality customer
service is an exercise in vigilance. Having the
best people, cutting-edge technology and
time-tested protocols is certainly helpful.
True excellence, however, is not simply a
one-time event. It requires a continuous
process.

What is the best way to secure and use cus-
tomer information to improve customer
service and learn more about every interac-
tion with customers? Also, how do you
guarantee that the customer feedback is
accurate and not biased?

Surveys are one of the best methods to
secure customer information, but many
times, surveys are either biased or skewed to
the negative because many customers com-
plete surveys only if they have had a bad
experience. Although these negative surveys
are helpful, they do not paint a complete
picture of the situation or provide accurate
data to use and react to. Additionally, most
surveys typically take time to compile, and
by the time the company receives the data,
the time frame to react has already passed,
and a solution, if necessary, might not work
in the long term.

When selecting a survey tool for your cus-
tomer service representatives and call cen-
ter agents, the most important features to
consider for best-practice results are as
follows:

• AAggeenntt  aannoonnyymmoouuss.. By being “agent anony-
mous,” the tool should ensure that the
agent cannot influence or bias the survey
in any way through voice inflections or
changes in service based on the caller’s
interest in taking the survey. The IVR, not
the agent, should ask the caller if he or she
would like to participate in the survey.

Effective Customer Service Requires Not Just
Knowledge, But Insight

A Special Editorial Series Sponsored by West Corporation

By Bruce Pollock, Director, Strategic
Technology Solutions, West Corporation
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• IInntteerraaccttiivvee.. Interactivity makes the survey
easy and therefore more likely to be com-
pleted.

• TTiimmee--ee ff ff ii cceenntt .. Customer surveys are
important, but the customer’s time is even
more important. Keeping surveys short
will increase the number of participants as
well as the validity of the survey results.

• QQuuaall ii ttaatt iivvee   aanndd  qquuaanntt ii ttaatt iivvee   rreessuull tt ss ..
Numbers and ratings can provide only so
much information. Hearing the actual
customer voice allows that individual to
share his or her true feelings; the tone of
voice and specific words used will ulti-
mately allow a complete understanding of
the customer’s sentiments.

• RReeaall--ttiimmee  aacccceessss  ttoo  rreessuullttss.. Staying on top
of the information allows managers to

react quickly and adjust methods as neces-
sary. In an age of information, data that are
a week old can be worthless since needs
and direction can change very quickly.

Following best practices in surveys incorpo-
rated into your company contact center will
ultimately contribute to the following:

• Better agent quality, higher agent satisfac-
tion and less turnover;

• Reduced customer attrition and increased
customer service;

• More accurate product feedback;
• Additional revenue per customer; and
• Reduced call handling costs.

West Interactive recently introduced the
Insight Customer Intelligence survey sys-
tem, a solution that allows contact centers to
implement a network-based, real-time auto-
mated customer survey tool to measure
the quality of customer interactions and
improve customer retention.

Insight Customer Intelligence is completely
agent anonymous. It is customizable with cus-
tomer satisfaction ratings, including spoken
comments, with 100 percent recording of the
agent call and customer responses. Based on
the customer’s satisfaction score, Insight can
also dynamically request if the customer
would like a callback or needs to be transferred
for immediate assistance. Call center managers
can see the results in a real-time Internet dash-
board, allowing managers and supervisors to
react immediately to agent issues.

Customer satisfaction may seem easy to
understand, but it is often difficult to define
and even more difficult to measure. With
Insight Customer Intelligence, companies can
learn more about what matters most: their
customers. Boosting customer satisfaction can
translate into additional revenue per customer,
improved customer retention, reduced call
handling costs and elevated agent performance.

For more information, please visit
http://www.westinteractive.com (news -
alert) or call 800-841-9000.

Customer satisfaction
may seem easy to
understand, but it is
often difficult to
define and even
more difficult to
measure. With 
Insight Customer
Intelligence, 
companies can 
learn more about
what matters most:
their customers.
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A new report by consulting firm
Diamond Management & Technology
Consultants, Inc. recommends that serv-
ice providers who want to develop and
deliver integrated products and services
need to adhere to industry standards,
cooperate with large developer and ven-
dor communities, and form strategic
partnerships with experts in core tech-
nologies such as seamless mobility. 

They also need to “build a conver-
gence customer data repository, with
information from multiple CRM data-
bases and network switches, to provide a
single view of customer profitability and
usage across different products,”
Diamond analysts found, adding that
“service providers will also need a com-
mon Internet Protocol core network.”

It’s quite a challenge. Cable operators
like Comcast (news - alert) and the
Regional Bell Operating Companies see
the convergence of these various services
as an important source of growth, noted
Hamilton Sekino, a partner in
Diamond’s telecom practice. 

Sekino calculates that approximately
$18 to $23 billion in enterprise value is
in play as RBOCs and cable providers
bundle services to compete for increased
market share in the U.S.

It won’t be easy. Industry observer
Maury Wright explains that the triple
play “succinctly means serving con-
sumers’ voice, video and data needs over
a converged network. And without
question, some telecom companies and
MSOs are delivering today.”

But consumer desires are changing,
Wright notes: “Video has always been
the most bandwidth-hungry part of the
play, and that need for speed is skyrock-
eting. Consumers are increasingly enam-
ored of DVRs that might record two or
even more channels while yet another
channel plays live. Combine DVR use

with the escalating
migration to HDTV

quality, and the last mile is suddenly
once again a huge obstacle just as it was
for broadband data a decade ago.”

“Profitably delivering bundled services
— the so-called triple and quadruple
plays of various voice, data and video
offerings — will require that providers
build significant new capabilities,”
Sekino contends. “It will take targeted
marketing, customer-centric offerings,
new organizational models, and technol-
ogy innovation to be successful.”

“A key question these companies must
answer is, ‘will customers go for it?’”
Sekino said. “There isn’t a monolithic
market. Different consumer segments
have far different attitudes about what
they’re willing to buy, from whom, and
at what price. The answers will drive
billions of dollars in investments.”

And those are exactly the sort of
answers well-done CRM, which is based
on the premise that one size does not fit
all, can provide, as the firm notes. CIS

David Sims is a contributing editor for TMCnet.

Want To Deliver
Converged, 
Bundled,
Integrated
Services? 
Pay Attention 
To CRM

By David Sims
TMCnet Contributing Editor

Communications service providers: Want to get consumers to go for your bundled offerings of fixed
and wireless phone, DSL broadband and video services? Better pay attention to your CRM databases,
among other things.
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Despite the far-reaching impact of
workforce management technology,
businesses often overlook the need to
establish a strong foundation based on
sound processes and procedures before
putting a system in place. Instead, they
get caught up with the bells and whis-
tles of an automated system and buy
into the misnomer that workforce man-
agement is some sort of “easy button.”
It’s not. 

Achieving optimal results with a
workforce management deployment
takes a symbiotic relationship between
the people, processes and technology in
the call center. When one of the ele-
ments is out of balance, efficiency and
effectiveness inevitably suffer. 

Whether the organization is putting a
workforce management system in place
for the first time, replacing an existing
system or just trying to breathe new life
into one that’s already implemented,
there are four key elements that can
help ensure success:

• Build a solid planning foundation;
• Develop a workforce management

team;
• Get key stakeholders to embrace the

change; and 

• Create a culture of continuous
improvement. 

Build A Solid Planning Foundation
Even before the company selects a

workforce management system, opera-
tional goals should be reevaluated.
Take a look at objectives such as aver-
age handle time (AHT), average speed
of answer (ASA) and first call resolu-
tion. Then assess current time-off
management, training and perform-
ance evaluation processes. Assessing
the current situation versus desired
results will help identify areas for
improvement.

Being armed with a wish list of opera-
tional improvements will help the center
identify and prioritize workforce man-
agement system requirements. For
example, let’s say a center staffed with
an average of 150 agents per day has
determined that one of its key goals is
to reduce non-productive time. Right
now, schedule adherence among the
group averages 82 percent. The center,

however, would like to see a 10 percent
productivity increase. Based on this
information, finding a system with an
effective real-time adherence module
will be important because, as seen in
Figure 1, increasing productivity could
save the company more than $350,000
a year.  

Once new operational goals such as
adherence have been defined, the call
center should begin to consider the
types of processes it will put in place
to support those goals. In the example
in Figure 1, the call center set a 92
percent adherence goal. However, it
will be difficult to meet that new stan-
dard without a process in place for
entering schedule exceptions into the
workforce management system. When
schedules are not adjusted to reflect
the numerous exceptions that take
place on a daily basis, adherence
results will suffer. 

Setting goals and establishing process-
es, however, will meet with limited suc-
cess without a mechanism in place to
define how results will be measured and
shared. From an adherence perspective,
if the goal is 92 percent, then shrinkage
is eight percent. Using that baseline,

Workforce management technology has a profound impact on the day-to-day lives of the people work-
ing in the contact center. It defines agents’ working hours, when they take breaks, lunches, attend train-
ing or go on vacation. The ripple of change that occurs with a workforce management implementation,
however, extends beyond the agents to the management team, the IT department, the training group
and human resources, among others.

Workforce Management: 
The Contact Center’s Easy Button?

By Rick Seeley
IEX Corp.
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adherence should be measured by agent,
team and management unit to see how
everyone is performing to plan.
Naturally, the center will then want to
share those results. Reports can be deliv-
ered to agent desktops, showing them
how their performance compares to that
of their peers. At the same time, man-
agement may want to see adherence
results by team with the ability to drill
down to the individual level. 

By taking the time to identify goals,
put sound processes in place and deter-
mine the best way to measure and share
results, the center has established a solid
planning foundation. The next step is to
build a workforce management team. 

Develop A Workforce 
Management Team

First-level training by vendors can
teach employees which buttons to push

to create a forecast and run a schedule.
It takes an experienced workforce plan-
ner, however, to recognize forecasting
and scheduling anomalies that put
service goals at risk. For example,
someone with limited experience may
not think to include a schedule vari-
ance to accommodate a new marketing
campaign. 

Yet either because the center doesn’t
see the need or simply due to budget
limitations, many contact centers don’t
employ an experienced, full-time plan-
ner. Instead, workforce planning gets
added to the supervisor’s laundry list of
responsibilities, data entry staff gets
moved into the position or there’s a
part-timer put in place. Whatever the
case, without someone dedicated to
workforce planning, the system will be
underutilized and the results will surely
reflect a lack of focus. 

Therefore, in an ideal world, the cost
of hiring a workforce planner should be
built into the workforce management
implementation budget. If hiring an
experienced planner isn’t possible, look
internally to identify someone who can
grow into the position.

Once that person has been identified,
start the education process by providing
the employee with first-level workforce
management system training. Once the
employee is proficient in one skill, add
additional training until he or she is
fully capable of running the system.
Also, look to resources such as the Call
Center School, the Call Center
Networking (CCNG), International
Customer Management Institute
(ICMI) and the Society of Workforce
Planning Professionals (SWPP) for
classes that will complement system
training with industry best practices. 
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Get Key Stakeholders To Embrace 
The Change

Beyond establishing a planning foun-
dation and building a WFM team, get-
ting buy-in from key stakeholders is the
organization’s next biggest challenge.
Workforce management brings a ripple
of change that can be felt across the
organization. Whether the team fights
that change or embraces it oftentimes
depends on how things are communi-
cated. 

If key constituents — agents, man-
agers, supervisors, HR, IT, etc. — are
left in the dark until a world of change
is thrust upon them, they will likely
fight it. Agents will have the perception
that WFM is just another ploy to con-
trol their lives, management will be
frustrated and neither HR nor IT will
be supportive. Furthermore, it won’t be
long before executive management won-
ders if they really got their money’s
worth. 

On the other hand, if key players are
involved in the process up-front, they
will be more likely to embrace the
change. To help facilitate involvement
from the group, form a cross-evaluation
team that includes at least one represen-
tative from each key department. This
will ensure decisions are carefully
weighed and measured, taking each per-
spective into account while building
consensus among the group. 

Part of the cross-evaluation team’s
charge should be to develop a commu-
nication strategy designed to help
everyone clearly understand the
changes that are taking place. The
communication should explain the big
picture while helping each individual
understand how changes will affect
their daily lives. 

Create A Culture Of Continuous
Improvement

Now that the planning process is in
place, the WFM team has been estab-
lished and everyone has embraced the
change, what’s next? Staying on top of
the contact center’s objectives can be
just as challenging, if not more challeng-
ing, than establishing them in the first
place. So it’s important to foster a cul-
ture of continuous improvement. 

This means continually tracking and
identifying business trends and making
the appropriate adjustments to the daily
plan. In conjunction with changes to
the planning process, work with groups
such as human resources to enhance
goals, staffing and training. Also, con-
tinue working with the WFM vendor
to identify training opportunities.
There may be features and functionality
that the call center can take better
advantage of once the WFM team has
mastered the basics, or knowledge that
might get lost when turnover occurs.

Additionally, it’s important to keep net-
working. User groups, conferences and
industry organizations offer a plethora
of new ideas. 

Constantly revisit the organization’s
processes and procedures to be sure the
operation is functioning as efficiently
and effectively as possible. If someone
asks, “Why are you doing it that way?”
and the response is, “Because that’s the
way we’ve always done it,” a process re-
evaluation is long overdue. 

Workforce management is not an easy
button, but it’s a whole lot easier to get
the desired results if the call center has
laid the groundwork for success even
before a system is in place. CIS

Rick Seeley has more than 15 years of con-
tact center management experience. Prior
to joining IEX Corporation (news - alert)
(http://www.iex.com), a subsidiary of NICE
Systems Inc., he was a contact center man-
ager at Brinks Home Security. In addition to
his contact center management experience,
Seeley was a founding member of the
Board of Advisors for the Society of
Workforce Planning Professionals (SWPP).
He can be reached via e-mail at 
rick.seeley@iex.com.

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

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

Workforce management
brings a ripple of change 
that can be felt across the
organization. Whether the
team fights that change or

embraces it oftentimes
depends on how things 

are communicated.

Figure 1. Basic Schedule Adherence
Calculation.

• 150 agents = 1,125 hours phone time per day
• 1,125 hours phone time per day @ $11 per hour = $12,375 per day
• Adherence goal = 92 percent
• Planned Non-productive time = eight percent
• Eight percent non-productive time = $990 per day
• $990 per day x 365 days = $361,350 per year
• Each percentage point of this eight percent equals just over $45,000 of

either additional savings or additional non-product time cost.
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The two most effective ways to
improve contact center performance are
as follows: 

• Establish a work volume forecasting
methodology; and

• Establish staff schedules that meet
customer demand.

Establish A Work Volume Forecasting
Methodology

Forecasting is complicated by the
abundance of customer communication
channels and the need to have a blended
staff capable of handling customer inter-
action across multiple media, such as:

• Inbound telephone calls;
• Customer walk-ins;
• Inbound e-mail;
• Inbound faxes;
• Instant message requests; and
• Web callback requests.
The one thing that all the above com-

munications channels provide is rich
reports of historical data and arrival pat-
terns in short intervals ranging from 15
to 30 minutes. These data may change
based on day of week, date within the
month or seasonal factors. There is only
one factor that makes any type of fore-
casting workable, and that is repeatable

patterns. Every Tuesday from 2:00 pm
to 2:30 pm, the same overall percentage
of daily requests will arrive. If you look
at that same interval over the previous
four to six Tuesdays, you will be able to
predict work volumes in the interval for
the next Tuesday with amazing accuracy.
As Figure 1 shows, the arrival pattern is
amazingly constant, and every Tuesday
will look like every other Tuesday. In
fact, it occurs with such uncanny regu-
larity that it takes a natural event such
as a blizzard, earthquake, hurricane or
flood to alter it significantly.   

In the same way that call arrivals fall
into patterns by day of week, call vol-
umes fall into regular patterns as well.
Every Tuesday looks like every other
Tuesday unless some special event caus-
es a change, such as a normal billing
cycle, a holiday, a system failure or a
product recall. Figure 2 shows regular
Tuesday call volume throughout the
month. 

Establish Staff Schedules Based On
Customer Demand

Managing contact centers is unlike
managing any other type of organiza-
tion; in fact, it is more similar to man-
aging a manufacturing plant than an
administrative office environment. Not

Managing customers is a hugely complex task for large corporations. In fact, the larger the organization
is, the more removed decision makers become from customers. There is a complex maze of service and
product offerings that customers wish to talk about. Their communication may have begun in the
shopping or pre-sales mode and moved into the sales/purchase cycle, the after-sale service and billing
questions, and then perhaps the ongoing support questions. Products and services are becoming more
complex. Faced with this complexity, customers and companies must look for management and opera-
tional practices that carry more impact.

Instantly Improve Contact Center
Performance

By Doug Tanoury
Customer Interactions Consulting (CIC)

Figure 1.
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many managers today understand the
dynamic nature of production environ-
ments. Production environments were
the vast engines that drove the
Industrial Revolution. In the early days
of the twentieth century, production
environments were fuelled by pools of
human labor. Only in the last 25 years
have these labor pools been replaced by

robots and automated machines.
Customer contact centers, using tele-
phones, interactive voice response (IVR)
systems, instant messaging applications
and e-mail, handle in piecework fashion
the interactions of the largest corpora-
tions with individual customers.

The unique characteristics of produc-
tion environments include:

• Production environments by their
very nature are inflexible and rigid,
especially in the demands they make
on the workers;

• Processes must be consistent and
uniform;

• Process variation must be managed
to very low levels;

• Robust quality management pro-
grams are required to measure non-
conformance or process failures; and

• Real-time tools to monitor quality
and production are required.

The points above are true for
describing both a manufacturing plant
and a customer contact center.  At the
process level, production-is-produc-
tion-is-production in the kitchen of a
fast food franchise, at an airline ticket
counter, a supermarket checkout
counter, an assembly plant or a cus-
tomer contact center. The dynamics of

Figure 2.
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success and failure are remarkably
similar.

Production environments that ren-
der or produce services are striking
similar to environments that produce
products.  Imagine a factory environ-
ment where workers can leave the
assembly line at will to take a break,
make a phone call, visit with cowork-
ers, come in late, take an extra long
lunch on occasion and perhaps leave a
bit early. The pace of production is
inflexible, and the individual workers
must conform to a rigid schedule. Not
following a strict schedule causes pro-
duction and quality to suffer and costs
to rise.

As we have seen, if the contact vol-
ume by half-hour interval can be pre-
dicted with a great deal of accuracy, so
too can the staff required in each half-
hour interval. Three key components
come together:

If I know how many total calls I will
get on a given Tuesday in May,

And
If I know the percentage of total calls

I will get in each half-hour interval on a
given Tuesday in May,

And
If I know how long on average it

takes to totally process a contact on a
given Tuesday in May,

Then
I can predict how many staff mem-

bers are required per half-hour interval
on a given Tuesday in May.    

Table 3 is a staff schedule by half-
hour interval that shows incoming units
of work. It also shows the staff required
versus the staff available by half-hour
intervals.

What Results Can Be Expected
The results of establishing a work

forecast and staff schedule will be imme-
diate. All of the quality metrics that
contact centers track can be improved,
for example:  

• Service levels will improve;
• Customer wait times will be

reduced;
• Customer satisfaction will increase;
• Customer abandonment rates will

fall;
• Staff productivity will improve;
• Cost per contact will be reduced; and
• Employee satisfaction will improve.

All these improvements can be
obtained without any capital invest-
ment, new technology or lengthy devel-
opment projects. These benefits can be
obtained simply by changing current
management practices and managing

contact centers like the true service pro-
duction environments they are. CIS

Doug Tanoury is widely regarded as a cus-
tomer management expert who has dealt
with all aspects of people, process and
technology across all front office business
applications. Doug has held both opera-
tional management and consulting roles for
EDS, MCI, eLoyalty, Siebel Systems and
Customer Interactions Consulting (CIC).

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

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

Managing contact centers
is unlike managing any

other type of organization;
in fact, it is more 

similar to managing a 
manufacturing plant 

than an administrative
office environment.

Table 3.
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It’s the start of Budget Season, and your company has
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steps to evaluate a new staffing project, including what
questions to ask and how to perform an accurate
analysis to provide a bid that ensures profitability for
your company while remaining competitive.
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In 2003, to respond to this growing
problem, MediCall developed a nurse-
based communications center located in
the Philippines. MediCall provides com-
munications services to hospitals, health
plans and physician group practices that
are facing increasing challenges due to
overworked nursing staffs, growing
patient loads and more stringent report-
ing and compliance requirements.

The MediCall model enables entities
such as health plans, managed care
organizations, workers’ compensation
organizations, medical-device companies
and integrated healthcare delivery sys-
tems to offload a number of staff-inten-
sive, costly programs. MediCall helps
eliminate expenses related to member
and provider services, educational and
training programs, clinical trials, and
case and disease management support.

Using a state-of-the-art contact center,
MediCall supplies skilled, experienced
healthcare professionals to address rou-
tine inbound/outbound patient commu-
nications. The services run the gamut
from new member welcome calls, health
risk assessments and compliance calls to
disease and case management support
services, patient satisfaction follow-ups

and more; duties that, in the past, have
often fallen on nurses to complete.

MediCall considers its business model
to be both innovative and sorely needed.
For it to work, however, two key ele-
ments were necessary. The first was access
to a ready supply of qualified, experi-
enced, English-speaking healthcare pro-
fessionals, and the other was a top-notch
communication center infrastructure.

To satisfy the first requirement,
MediCall partnered with Ayala Systems
Technology, Inc., a subsidiary of Ayala
Corporation, one of the oldest and
largest public companies in the
Philippines. An abundant supply of
world-class certified healthcare special-
ists make the Philippines a destination
of choice when it comes to outsourcing.
The country boasts more than 200
nursing schools with many graduates
emigrating to the U.S. and eventually
becoming RNs. According to an
October 2004 study by the University
of the Philippines National Institutes of
Health, more than 50,000 Filipino

nurses have immigrated to the U.S.
since 2000. Some of the largest offshore
medical-related call centers are located
in the Philippines, which has a large
pool of well-trained, English-speaking
healthcare professionals. To become a
nurse in the Philippines, a four-year col-
lege education is required prior to tak-
ing the certification exam. By leveraging
Ayala’s extensive resources, MediCall
was able to assemble a Philippines-based
pool of certified and experienced nurses,
physicians and pharmacists.  

All of MediCall’s contact center per-
sonnel have a minimum of 10 years’
English education in school. In addition,
they are required by the company to take
courses in American English and business
idioms to ensure even greater fluency
with MediCall’s specialized work.

For the second requirement, a world-
class communications platform, the
MediCall technical team drew up a
stringent list of voice and online service
specifications. Because communications
are the lifeblood at MediCall, it was crit-
ical to find a technical infrastructure that
would be available with guaranteed
round-the-clock service uptime. Voice,
Web chat and routed e-mail options

There is a chronic condition plaguing the U.S. healthcare industry, with no cure in sight: a shortage of
qualified nurses. For the first time ever, the U.S. Department of Labor, in its February 2004 Monthly
Labor Review, cited registered nurses as the top occupation in terms of job growth through the year 2012.
Yet according to the National Council of State Boards of Nursing, the number of candidates taking the
NCLEX-RN Exam actually decreased by 10 percent over the last decade, declining to 87,085 in 2004.

By John Chess
MediCall

Case Study: An Rx For 
Healthcare Communication
Outsourcing And Offshoring Medicall Call Centers 
For Competitive Advantage
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were needed for patient contact, plus the
ability to add other on-demand capabili-
ties in the future. Finally, the ability to
integrate our platform with existing cus-
tomer applications, from customer rela-
tionship management (CRM) to elec-
tronic medical record (EMR) and med-
ical practice management (MPM) sys-
tems was also imperative.

Because in 2003 MediCall was a start-
up operation, it was determined that an
on-demand, Web-based contact center
platform made the most sense since it
would eliminate the large upfront capital
layout required to purchase hardware
and software. Additionally, using a host-
ed system allowed MediCall to add
capacity and features as needed.

With these criteria in mind, MediCall’s
executives researched various on-demand
contact center alternatives. We selected
Echopass and its EchoSystem contact
center service integration platform
because it offered an impressive full-fea-
tured and end-to-end solution.  

The location of Echopass’ SAS70 cer-
tified network operations center (NOC)
solved a key regulatory concern, one
that both MediCall and its customers
would face: According to the mandates
of the U.S. Government’s Health
Information Portability and
Accountability Act, better known as
HIPAA, housing medical records off-
shore is a problem. Echopass’ NOC is
located in Salt Lake City, Utah, which
means that all data remain within the

continental U.S. As long as the Manila-
based agents have no ability to print out
or otherwise save or duplicate a record
on their end, MediCall is able to assure
total HIPAA compliance for its clients.

A high level of security is essential to
outsourcing medical-related services.
When an organization deploys call cen-
ter services that are hosted in the U.S.
with thin-client network computers at
the offshore call center, customer service
representatives are unable to download,
print or copy information to a CD or
floppy disk because the data reside on
U.S.-based servers. Hosted services also
keep start-up costs to a minimum as
customer service representatives need
only a PC on a LAN or a DSL connec-
tion if they work at home.

Here’s how it works. An organization’s
toll-free numbers, Web links and e-mail
addresses are pointed to the hosting ven-
dor’s communications center. All contacts
are queued and routed to nurse customer
service representatives in the offshore call
center based on routing rules via a data
network. Voice calls are delivered via
VoIP. Web chat, Web callback, e-mail
and faxback services broaden the range of
communication options for both the
consumer and the medical provider.

One program example is Medicare
Part D Prescription Drug Plan support.
The company currently manages a pro-
gram in support of Health Plan Medicare
Prescription Drug Plans (PDP). Nurse
agents, staffing toll-free hotlines, use

client information systems to manage
formulary lookups and benefit questions.

Another program example is medical
records transcription applications.
Inputting information into an electronic
medical records system is a time-con-
suming task. Patient records must be
located and written notes reviewed; at
that point, pertinent information must
be typed into the system and reviewed.

Using an outsourced EMR transcrip-
tion service as an example, doctors and
nurses dial a toll-free number when fin-
ished with a patient, input the patient’s
I.D. and name, and dictate the informa-
tion. Patient records are updated on a
near real-time basis. In an industry that
places a premium on time, the payoff of
outsourced EMR transcription is high
— doctors and nurses decrease the
amount of time spent on this task by up
to 70 percent.

Yet another example is a MediCall
customer that provides home diabetes
supplies. Disease management is a grow-
ing trend in healthcare. Today, most
health insurers outsource some or all of
their disease management programs and
the foundation of these disease manage-
ment programs is the call center, which
is often staffed by registered nurses who
monitor patients’ health by phone and
the Internet. Using MediCall, the home
diabetes supply company is able to pro-
vide callers with health and lifestyle
management education, as well as ready
information on nutrition and other
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daily diabetic concerns. Nurses in the
Philippines, who have specialized train-
ing in diabetes and can educate callers
about the disease, deliver supplies, han-
dle insurance claims and support exist-
ing nurse staff by doing the data collec-
tion, data entry, follow-up and contact.
This frees the U.S.-based RN staff to

manage their patients more effectively,
offering higher levels of service at lower
average costs.

The Echopass EchoSystem service
integration platform combines state-of-
the-art technologies from across the tele-
com and call center industries in a uni-
fied, flexible and affordable call and con-

tact center solution, delivered as a service
over the Internet. In addition to inbound
and outbound call processing, Echopass’
integrations include IVR, ACD, comput-
er-telephony integration, database screen
pops, universal queuing and routed e-
mail. Additionally, because Echopass is
VoIP-based, (define - news - alert) calls
are placed over the Internet at corre-
spondingly low rates.

In MediCall’s new business presenta-
tions, it takes only one call to the
Philippines contact center to make
believers of a prospective customer’s
nursing staff.  Nurses are understand-
ably concerned that their patients will
be well cared for. After hearing the qual-
ity of the phone call via Echopass and
the professionalism of our staff, they tell
us our services are superior to their own
internal system. Our demonstration
never fails to produce a “wow.”

Outsourcing healthcare services
increases effectiveness and flexibility,
allows concentration on core competen-
cy and lowers costs. Other industries
that deal with sensitive information,
such as banking and government, have
experienced success with offshore out-
sourcing and keeping their data secure.
There is currently a growing list of
health-related services being outsourced,
including healthcare communications.
Offshore healthcare services outsourcing
should not be viewed as a replacement
for U.S. call centers. Instead, it should
be used to assist domestic centers
through good coordination and man-
agement efforts. Today, we are seeing
only the tip of the iceberg of outsourc-
ing medical-related services. The off-
shore call center, as a silent partner
trained in your protocols, will continue
to rise in value as its benefits are better
understood. CIS

John Chess, President and CEO of MediCall,
(news - alert) has over 20 years experience
in the electronics outsourcing field.  He was
one of three founders of UXComm, which
provided a suite of management software to
the embedded processor marketplace. Prior
to that, Chess was a co-founder of Cosine
Communications, a company that pioneered
its concept of an IP service delivery plat-
form to the telecom industry.
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TMC Labs
Innovation
Awards 2006:
Part I

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 will be pub-
lished in two parts in order to
accommodate our in-depth
write-ups for the winning solu-
tions. Part two of the winners’
list will be highlighted in the
October 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
will be highlighted in Part II in the October 2006 issue of Customer
Inter@ction Solutions.

COMPANY 

Mitel

Nexidia, Inc.

Nortel

Pegasystems

Salesforce.com

Spanlink Communications

The SAVO Group

Toshiba Telecommunication Systems Division

Verint Systems
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Amcat
Amcat Contact Center Suite
http://www.amcat.com

(news - alert) Which is better: buying
individual “best of breed” call center
products in various genres, integrating
them all together or buying a single
solution that may not be the “best of
breed” in each genre, but it doesn’t
have the integration hassles, offers a
single unified interface and can be
orders of magnitude less in initial cost,
as well as offer a lower TCO (total cost
of ownership)? Well, Amcat is betting
on the latter by offering its Contact
Center Suite, a comprehensive call cen-
ter solution that offers IVR, ACD, CTI,
workforce management, predictive dial-
ing, voice recording, multichannel con-
tact (e-mail, fax, SMS, Web) and IP
contact center functionality all rolled
into one.

Focused on the small to medium-sized
enterprise (SME) and call center market,
Amcat provides an excellent solution for
the fastest-growing and largest market-
place for customer contact solutions.
Amcat Contact Center Suite offers a com-
prehensive path to IP customer contact,
including VoIP and Web callback func-
tionality. Amcat is unique in that it offers
a choice in IP hardware supporting both
the Intel IPLINK IP product line and the
Aculab Prosody X product line. The
Prosody X product is ideal for organiza-
tions with contact centers in different
countries or continents because it is not
tied to a specific communications proto-
col. Under a cost-free license, it includes
signaling protocols for VoIP (SIP, H.323)
and for TDM including DPNSS, Euro
ISDN, NI-2, Q.SIG and SS7.

Amcat Communication Framework is a
powerful software platform that provides
next-generation communication capabili-
ties for call centers. It was created using
Intel’s Communication Services
Framework (CSF). The Intel CSF provides
Amcat developers with a high-level,
object-oriented interface that abstracts
the underlying Intel Dialogic telephony
interface, allowing Amcat developers to
focus purely on application development.
Because of this, Amcat can easily inte-
grate its solution with almost any element

of the Intel telephony product line as well
as many third-party solutions such as
Aculab’s Prosody X.

The Amcat SIP softphone eliminates
the need for a telephone handset or PBX
for distributed sites and remote represen-
tatives. The Amcat Agent Web-based
Desktop Application is Amcat’s next-gen-
eration IP agent desktop. Since it is
HTML-based, it enables customers to
access various data sources, other appli-
cations, or connect to an intranet or the
Internet.

With a single unified platform, Amcat
provides a consistent methodology for
managing both the interactions and all
the associated customer and product
data, saving time and delivering better
customer service. Amcat’s solution is
based on Microsoft’s .NET Framework,
making data sharing and software inte-
gration very easy. It also leverages
Microsoft clustering for fault-tolerance.

Aspect Software, Inc.
Aspect eWorkforce Management 7.0
http://www.aspect.com

(news - alert) Contact centers need to
accurately plan, manage and optimize
their staffing resources to save on labor
costs and improve customer service.
Aspect eWorkforce Management (eWFM)
7.0 provides all types of contact centers
with a set of powerful workforce opti-
mization and strategic planning tools that
automate the complex tasks of managing
the workforce and enhancing productivity.

Aspect eWFM 7.0 supports out-
sourced, in-house, hosted, single-site,
multisite, multiskill, multichannel,
inbound, outbound and/or blended, cov-
ering the entire spectrum of performance
optimization. Several enhancements were
made in version 7.0. First, there is a new
and improved user interface adding
enhanced usability and increased efficien-
cy in performing daily workforce manage-
ment tasks. Aspect also added new navi-
gational functionality and data manipula-
tion capabilities to improve usability and
reduce training costs. Additionally, the
solution offers more languages, including
Chinese (simplified and traditional),
Korean and Japanese, bringing the total

number of supported languages to eight.
In addition to traditional inbound

scheduling, eWFM also handles outbound
scheduling. A sophisticated algorithm
helps organizations to schedule the right
number of agents to handle the predicted
outbound and inbound/outbound blended
workload and to maximize the number of
contacts made and revenue generated. It
produces accurate staffing forecasts
based on contact completion information,
blending rules and standard staff group
parameters. Customized data regarding
campaign size and passes can also be
used. Additionally, the software effectively
tracks schedule performance, including
offered and handled contacts and contact
handle time, so real-time adjustments
can be made quickly and easily.

TMC Labs liked that eWFM can handle
multiskill scheduling for multimedia com-
munication channels, adds real-time
schedule adherence monitoring, while
also enabling Web-based agent self serv-
ice. The software features accurate
demand forecasting and allows users to
create “what-if” scenarios to evaluate
future needs or campaigns. Call centers
can also track intra-day performance so
managers can react quickly. The product
also features adherence monitoring, his-
torical reporting and real-time monitoring
tools to help ensure agents adhere to
schedules, and helps identify agents or
groups who are the most or least produc-
tive. The most innovative aspect of the
Aspect software (pun intended) is that it
offers inbound, outbound and blended
functionality, combined with forecasting,
scheduling and adherence along with
quality management features — all in a
single comprehensive product.

Citrix Online
GoTo Webinar
http://www.citrix.com

Citrix (quote - news - alert) has been pro-
viding remote access solutions for many
years to improve the productivity of
workforce employees. Over the years,
Citrix has leveraged its expertise in
screen-sharing technology (compressing
screen pixels, mouse movements and
keystrokes) to offer application stream-
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ing, application virtualization and Web
collaboration software. Citrix
GoToWebinar is Citrix’s managed online
event service designed to enable online
Webinars and targeting the small to
medium-sized business market, leverag-
ing their screen-sharing expertise.

In fact, GoToWebinar uses proprietary
bandwidth-adaptive compression and
screen-sharing technology used in other
Citrix products to enable event organizers
to meet with attendees using a variety of
Internet connections. Bandwidth adaptive
compression technology provides faster
performance, and screen-sharing tech-
nology provides excellent 24-bit color. 

GoToWebinar is similar to Citrix’s
GoToMeeting Corporate; however,
GoToMeeting allows only 25 members,
whereas GoToWebinar was designed to
handle up to an astonishing 1,000 users,
making it perhaps the most scalable solu-
tion in the market. GoToWebinar also fea-
tures recording, live annotation and
mark-up, text chat, an attendees’ panel
and very good scheduling and invitation
functionality.

Using Dashboard, organizers can mon-
itor overall attendee attentiveness dis-
played as a percentage. In other words,
the host of the Webinar can see whether
any attendee has temporarily switched to
another application during the Webinar.
This isn’t meant as a tattletale feature, but
rather to measure the Webinar’s overall
ability to hold the audience’s attention.
Poor attention may indicate the need for
better content, shorter duration or a dif-
ferent speaker. In addition, users can also
measure and record attendees’ feedback
and satisfaction with the session.
Webinars can be recorded (both the
screen and the audio) and can be distrib-
uted as standard Windows Media files.

GoToWebinar features advanced secu-
rity and industry-standard encryption for
maximum privacy and data protection.
GoToWebinar allows users to start using
Web events instantly with a flat-rate sub-
scription to the service. Many Webinar
packages base price on usage instead of
a flat-rate. Citrix calls this licensing “all
you can reach” and it includes planning,
presentation and reporting functions for
one flat fee with no hidden charges.

CustomerSat, Inc.
CustomerSat Enterprise
http://www.customersat.com

CustomerSat Enterprise (news - alert) is
a hosted (ASP) survey solution designed
to gather customer and market feedback
by multiple channels; e.g., online, phone,
speech-enabled IVR and PDA, then deliv-
er real-time analytics on survey results
— frequency distributions, cross tabs,
correlations, trend lines and other statis-
tics. These results are delivered to a por-
tal and can be measured via interactive
dashboards and “push” (e-mailed)
reports. Most important, it delivers these
real-time analytics on survey results with-
out requiring MIS intervention to perform
complex database queries. It also allows
users to define business rules and alerts
that will automatically open and assign
survey cases when customer satisfaction
and KPIs fall below specified thresholds. 

CustomerSat Enterprise is a true inno-
vator in the online survey market. It was
the first to create an online, real-time
generation of survey cross-tabs (1997),
and the company claims to be the first to
offer real-time trend lines of call center
customer satisfaction online (1998).
CustomerSat also claims to be the first to
offer pop-up-on-exit surveys for Web vis-
itors exiting a Web site (1999) and the
company has a U.S. patent to boot. Their
newest release includes integration of
CRM-class case management and report-
ing features in an online survey system.
For example, if a customer has the case
closed and gives low scores for the case
resolution (entered into the CRM sys-
tem), this can automatically kick off a
CustomerSat survey, which can be used
to address what caused the customer’s
dissatisfaction.

An innovative feature to note is how
well CustomerSat manages bounced sur-
vey invitations (out of office, mailbox full,
etc.). CustomerSat Enterprise provides an
automated bounce e-mail manager that
receives, interprets, categorizes and files
these bounced e-mail invitations.
CustomerSat sorts bounced messages of
different types into separate e-mail boxes
that users can access and quickly
process. This feature eliminates a com-

mon labor-intensive task and improves e-
mail list quality.

The latest version enables CustomerSat
users to graphically analyze, sort and pri-
oritize cases based on such attributes as
case I.D., case name, category, date cre-
ated, days remaining until closure dead-
line, days since activity, goal in days (clo-
sure goal), number of days case has been
open, case outcome and days since dead-
line passed.  These case reporting and
management features make CustomerSat
Enterprise a unique hybrid between an
advanced online survey system and a
CRM system.

CustomerVision, Inc.
CustomerVision BizWiki
http://www.customervision.com

(news - alert) Wikis have become a very
popular collaborative and democratic
exercise in allowing users to freely create
and edit Web page content using any
Web browser. The most popular example,
of course, is Wikipedia, the online ency-
clopedia that relies on users to provide
and edit content. Enterprises are now
looking to deploy secured wikis in the
corporate environment.

CustomerVision BizWiki delivers the
first Web 2.0 enterprise-ready wiki that
blends the power of collaboration with
content creation using a user-friendly
WYSIWYG (what you see is what you get)
editor. CustomerVision told TMC Labs,
“We believed there was a gap in corporate
and/or member communication between
what happens in e-mail and traditional
content management solutions or Web
portals. CustomerVision saw the opportu-
nity and gap to fill a communication need
between the two that enables collabora-
tion, manageability and usability.”

BizWiki addresses companies’ needs to
create a medium for rapidly sharing
knowledge, developing new ideas and
capturing repeatable business process.
CustomerVision BizWiki combines the
power of content management, wiki col-
laboration, RSS (real simple syndication)
and “ask the expert” workflow functional-
ity into the BizWiki for an end user to
securely and effectively capture and share
a company’s intellectual capital.

Go To Table of Contents | Go To Ad Index

http://www.customersat.com
http://www.customervision.com
http://www.cismag.com
http://www.tmcnet.com/scripts/newsalerts/Default.aspx?k1=CustomerSat+Inc
http://www.tmcnet.com/scripts/newsalerts/Default.aspx?k1=CustomerVision+Inc
http://www.tmcnet.com/query/tmcnetq.asp?SearchString=CustomerSat&Action=Go%21
http://www.tmcnet.com/query/tmcnetq.asp?SearchString=CustomerVision&Action=Go%21


VoIP Peering - July 27 *Archived
IP Multimedia Subsystem solutions are taking the service provider
world by storm. But how will IMS work in the real world and what is
the best way to deploy , test and generate revenue from this exciting
new technology? This Web Summit will discuss the ins and outs of IMS
so you can quickly and intelligently deploy IP Multimedia Subsystem
solutions in your network.

Deploying IPTV - August 29 *Archived
Service providers are looking to IPTV to retain their subscribers,
generate new revenues, and strengthen their bundle. For IPTV to
become a competitive differentiator for carriers, a number pieces need
to be in place, not only to provide the service, but to seamlessly
integrate it with voice and data offerings. TMC's IPTV Web Summit
presents a critical look at the ecosystem that supports IPTV and how
these vendors provide the tools that enable carriers to re-think what
television is all about.

Mobile VoIP, The Road to FMC – September
TMC's Mobility VoIP Web Summit will provide a comprehensive
overview of this space, and what it takes for operators to transfer,
support and bill voice traffic as it traverses various types of mobile
networks. As the mobile market continues to grow and evolve beyond
voice-only communications, the infrastructure must be in place to
support all these scenarios. This Web Summit will be the ideal
destination to learn about who is leading the way and how mobile
operators will get there.

Open Source - October
The Open Source software movement has unleashed exciting
innovation that is helping enterprises operate more efficiently and cost-
effectively.  This space is evolving rapidly, and TMC's Open Source
Web Summit will be an invaluable opportunity to learn about the most
successful applications as well as the emerging projects coming from
this community. 

TMCnet and J Arnold Associates combine forces to present the 2006
Web Summit Series.  Each TMC Web Summit will focus on thought
leadership from the industry's leading companies, as well as the
host, Jon Arnold, one of the IP sector's most highly-regarded
analysts.  In addition to speakers providing their individual

perspectives, Arnold will engage participants in a roundtable
discussion to explore issues in greater depth, following which, the
panel fields questions from the audience.  Highly interactive and
informative, each event of this TMC Web Summit series should be
marked on your calendar.  

TMCnet’s 2006 Web Summit Series...

2006 TMCnet Multi - Sponsored Web Summit Topics

1 Technology Plaza
Norwalk, CT 06854
www.tmcnet.com

Contact Rick Bisesto Now for Sponsorship and Participation Details. 
(203) 852-6800, ext. 211 • e-Mail: rbisesto@tmcnet.com

Build a Database of Qualified Leads
• Receive qualified, targeted leads. You get complete contact information for

all registrants - including those unable to attend the live session.
• Additional Web advertising exposure—Your Web Summit is promoted

constantly on TMCnet, the world’s busiest IP communications & technology
Web site, reaching over 1 million unique visitors every month.

• TMCnet Web Summits are available for on-demand viewing, so busy
professionals can access the information they need anytime. You receive
complete contact information for any prospect accessing your archived Web
Summit.

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

• Increase Brand Awareness—harness the power of TMC, TMCnet, and our four publications, INTERNET TELEPHONY,
SIP Magazine, IMS Magazine and Customer Interaction Solutions to build your reputation as a leader in your market.

www.tmcnet.com/web-summit
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CustomerVision stated that their
solution is deployable in minutes. In
addition, with security levels necessary
for an enterprise deployment,
CustomerVision BizWiki blends itself as
a portal or portlet off any customer Web
site and enables usability back and forth
with e-mail interaction and alerting to
draw users to the wiki and keep them
coming back.

The software features templates for
powerful CMS-like functionality and easy,
on-the-fly design changes, full text search
with advanced query options, as well as
the ability to tag pages with additional
keywords for improved search and dis-
play. Other nice features include threaded
discussion support, blogging support and
e-mail alerts.

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

Qfiniti Explore (news - alert) is a speech
analytics solution that uses a combina-
tion of voice processing technology and
conceptual search capabilities to allow
organizations to automatically find
recorded customer calls for customer
intelligence, business process automation
and quality monitoring purposes, saving
time and cost over manual call monitor-
ing.

etalk leverages the Intelligent Data
Operation Layer (IDOL) engine from its
parent company Autonomy, a market
leader in enterprise search. Most cus-
tomer information that passes through
the call center is in some form of
unstructured data, such as recorded
calls, e-mails, PDF files, etc. etalk lever-
ages the IDOL engine to analyze and be
used to search unstructured data and
help the contact center more strategically
analyze its customer intelligence.

Qfiniti Explore is quite innovative in
that it can find calls based on the “mean-
ing” or the context of the conversation,
returning the most relevant recordings
based on the concepts discussed in the
conversation. It is also unique in its Trend
Spotting functionality, which automatical-
ly groups together related concepts and
displays in a visual map to highlight com-
mon themes being discussed in calls.

Having a contextual understanding means
that Explore can distinguish between calls
using the same words but with entirely
different meanings, reducing false posi-
tives and wasted time.

FrontRange Solutions
GoldMine IP Voice Suite
http://www.frontrange.com

(news - alert) In the 1990s, the integra-
tion between the phone system and CRM
databases required expensive and often
proprietary CTI (computer-telephony inte-
gration) software and/or hardware to inter-
face between the PBX and the CRM soft-
ware. Today, with the advent of IP-PBXs
and VoIP solutions that sit on the network,
as well as open standards such as SIP, the
convergence between various business
applications is much easier and less
expensive.

GoldMine IP Voice Suite is a unique
customer interaction solution that com-
bines IP telephony and CRM into a sin-
gle, comprehensive solution. The innova-
tive offering features a VoIP telephony
application that includes full integration
to GoldMine Corporate Edition CRM. This
integration between the phone and the
CRM application helps companies elevate
the quality of interactions with their cus-
tomers, which in turn boosts sales,
increases customer loyalty and raises the
productivity of service teams. As calls
come in, GoldMine IP Voice Suite triggers
screen pops of customer records from
the GoldMine database.  For outbound
calling campaigns, users can click to dial
from customer records, as well as other
productivity-enhancing features such as
preview dialing, calling scripts and cam-
paign status reporting.

Other advanced functionality is built-in,
including the ability for employees to one-
click record conversations (transaction,
customer complaint, etc.) and attach the
recordings to customer records for later
review. In a similar manner, inbound cus-
tomer voice mails are saved as audio files
right in the GoldMine customer history,
instead of an employees’ personal phone.

Most important, GoldMine IP Voice
Suite offers a single vendor solution that
provides advanced CRM, VoIP, call center

and CTI functionality that perfectly
addresses small to medium-sized compa-
nies’ limited budgets and the technical
know-how required to integrate and
maintain several disparate systems. 

GFI Software
GFI EndPointSecurity
http://www.gfi.com

(news - alert) As removable storage
devices become more prevalent, especial-
ly portable removable storage devices
such as USB memory sticks, the need for
securing these devices in the enterprise
becomes paramount. GFI is a software
provider that offers IT departments popu-
lar software utilities including anti-spam
software, anti-virus, server monitor and
fax software. The company has now
added the ability to secure portable
removable devices. GFI EndPointSecurity
lets companies secure entry and exit of
data via portable storage devices, allow-
ing organizations to prevent users from
taking confidential data or introducing
viruses and Trojans to the network.

GFI EndPointSecurity allows compa-
nies to actively manage user access to
media players (including iPod and
Creative Zen), USB sticks, CompactFlash,
memory cards, PDAs, Blackberries,
mobile phones, CDs/DVDs, floppies and
more. This device control solution allows
administrators to actively manage user
access by defining which users can use
removable media centrally from Active
Directory simply by making these users
members of pre-defined groups.

GFI EndPointSecurity was the first
product to feature a group-based
approach for assigning policies to com-
puters. This unique approach offers the
customer more ease-of-use for defining
device access permissions, and also pro-
vides single-click network-wide deploy-
ment of the GFI EndPointSecurity agent.

GFI EndPointSecurity’s group-based
approach allows the user to first set up
groups, each defining the policy for a set
of computers. When a policy is defined,
one or more computers can be added to
the policy, which marks the computers
with a pending update state. At any time,
pending updates can be deployed via a
single click, which will trigger deploy-
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ment on all computers. Finally, adminis-
trators have the ability to monitor the use
of a removable device and even block
access if the activity is suspected of com-
promising the integrity of corporate data
or the security of the network.

IEX Corporation, a NICE
Systems company
IEX TotalView Workforce 
Management system
http://www.iex.com

IEX (news - alert) has been a leader in
providing workforce management solu-
tions since workforce management
(WFM) solutions were invented. WFM
solutions are designed to improve the
scheduling and agent management
processes by automating tedious tasks
and performing complex calculations. IEX
actually pioneered many advanced WFM
features. The company was the first to
create a multisite WFM solution. Some
other innovative firsts claimed by IEX
include: the first system to have a true
client-server architecture, the first to offer
Web-based agent self-service applica-
tions, and the first system to support
skills-based routing in a multisite envi-
ronment and with multiple call routing
configurations.

IEX’s TotalView Workforce
Management system enables contact
centers to deliver consistent service with
lower operating costs while at the same
time increasing employee morale.

TotalView’s advanced features include
skills-based and multimedia scheduling
(e-mail, Web chat, fax, inbound, out-
bound, etc.), real-time and historical
adherence, intraday and performance
management, enterprise reporting and
data exchange, vacation and holiday plan-
ning as well as short- and long-term
resource planning. TotalView offers these
features utilizing a single-server architec-
ture that enables easy system installation
and maintenance.

InQuira, Inc.
InQuira 7
http://www.inquira.com

InQuira 7 customer interaction plat-
form helps companies accelerate the time

to sales conversions and time to service
resolution, through intelligence that
understands customer needs and delivers
an optimized response online. InQuira’s
core products include Intelligent Search,
Knowledge Management and Analytics
solutions for Web marketing, Web self-
service and call centers.

InQuira helps enterprises engage their
Web site visitors in an experience that is
satisfying to both parties. Rather than
having to list every possible keyword
combination or permutation, InQuira can
understand the intent or semantic mean-
ing behind visitor’s search behavior
(using natural language technology) and
use that insight to deliver a personalized
experience specific to each person’s
needs. The company’s technology can
reduce thousands of searches into “true
intent” categories, and customers can
have a manageable number of interac-
tions, around which the business can
formulate an intelligent response.

InQuira is the first to develop and
market intent libraries for several verti-
cal markets. Intents refer to the mean-
ing behind the different ways people
articulate their needs, and they serve
two distinct purposes: they provide a
way for companies and their Web site
visitors to engage in a rewarding online
dialog, and through this dialog they help
companies increase sales conversions,
decrease service resolution times and
deflect calls away from live call center
agents. 

InQuira helps enterprises address their
business problems by reducing support
costs. It does this by minimizing calls
and e-mails to call centers as well as
solving problems such as inadequate site
search, ineffective online marketing, inef-
fective Web self-service and the inability
to understand customer needs.

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

M1 Global’s (news - alert) Business
Convergence Platform is a standards-
based communications platform that
enables companies to create and deliver
communication-enabled business

processes on-
demand by harnessing the power of
network convergence and service-ori-
ented architecture (SOA) in a single,
hosted platform.

The M1 Business Convergence
Platform consists of a hosted IP-based
communications infrastructure (which
includes the PBX, VoIP equipment, IVR,
Web servers, e-mail servers and
chat/collaboration servers, etc.) con-
trolled by the M1 Business Convergence
Suite, a unique business process man-
agement (BPM) software suite capable of
modeling and executing voice, Web and
data flows using a visual, drag-and-drop
modeling tool.

According to M1 Global, “This unique
architecture enables a business analyst or
IT professional with limited coding skills
to design a multichannel business
process model, translate the process
model into the desired application and
then execute the application on our plat-
form to orchestrate communication chan-
nels such as voice, Web, e-mail, etc.,
manage people-based workflow including
complex skills-based routing of tasks,
and integrate to Web services and other
data sources.” The on-demand nature of
the platform enables an organization to
test the benefits of SOA, BPM and even
VoIP and voice self-service without large
capital expenditures. M1 states, “We are
the first to incorporate the functionality of
business process management and its
benefits of simplification, control, adapt-
ability and integration that come with it,
into the world of multichannel interaction
management.”

The Convergence Studio serves as a
centralized modeling tool for accessing
and customizing the integrated interac-
tion management. In fact, the M1
Convergence Studio is the first business
process modeling tool capable of model-
ing a multichannel business process
involving voice, Web and data flows in a
single environment. This eliminates the
costs and complexities associated with
integrating several disparate systems as
well as the ongoing management.
Finally, it’s important to note that M1
uses an MPLS VPN to deliver VoIP serv-
ices with guaranteed quality of service
for voice. CIS

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

Go To Table of Contents | Go To Ad Index

http://www.iex.com
http://www.inquira.com
http://www.m1global.com
http://www.cismag.com
http://www.tmcnet.com/scripts/newsalerts/Default.aspx?k1=IEX
http://www.tmcnet.com/scripts/newsalerts/Default.aspx?k1=M1+Global
http://www.tmcnet.com/query/tmcnetq.asp?SearchString=IEX&Action=Go%21
http://www.tmcnet.com/query/tmcnetq.asp?SearchString=M1+Global&Action=Go%21
http://www.tmcnet.com/query/tmcnetq.asp?SearchString=InQuira&Action=Go%21


Actionable Advice & Insights 
from Leading Practitioners
• Increase Customer Satisfaction with Business Intelligence
• Develop Practices & Processes to Optimize Workforce Performance
• Discover Ways to Enhance Your Customers’ Experience
• Align Call Centre Standards & Metrics with Enterprise Objectives
• Realize the Business Benefits of Accurate Reporting & Analytics
• Identify Performance-Enhancing Tools & Technologies

Produced by: Gold Sponsor: Media Sponsor:

CAMERON
HEROLD

Chief Operating Officer,
1-800-GOT-JUNK?

Canada’s Premier Customer Contact
Management Conference & Expo!

REGISTER TODAY! 
Visit www.iccm.com or Call 
800-265-5665 & Use Source Code 311G.

KEYNOTE

Conference: October 23-25, 2006
Expo: October 24-25, 2006

Metro Toronto Convention Centre

www.iccm.com

http://www.iccm.com
http://www.iccm.com


THE INTEGRATED MARKETPLACE

Subscribe FREE online at http://www.cismag.com58 CUSTOMER INTER@@CTION Solutions® September 2006

LISTS

TELESERVICES AGENCIES — OUTSOURCING

We Test The Products 

So You Don’t Have To.

www.tmclabs.com

Objective 
And In-Depth.

How 
Refreshing!

DIALING EQUIPMENT

EXECUTIVE RECRUITING

Professional Telesales/Customer Service 
Management Searches

• Search consultants to most of the top ten service agencies in the U.S.
and over 50 of the Fortune 500 companies. Small companies, too.

• All custom searches using a 25,000 resume file plus extensive proactive 
calling.

• Dedicated telesales/customer service searches since 1981… the first 
and the best!

2616 Hidden Canyon Dr.
Brecksville, OH  44141
440-526-6726

R.L. Bencin & Associates
Resumes welcomed!

E-mail: rlbencin@netzero.net
Web site: www.rlbencin.com

ORDER TODAY: 
http://www.tmcnet.com/it/dictionary.htm

• Over 10,000 of the latest
IP Telephony terms,
definitions and acronyms

• More than 4,000  of the
latest VoIP terms and
acronyms

• 400+ diagrams and
pictures to help 
explain complex terms

Tehrani’s IP Telephony
Dictionary 

Volume 1

Go To Table of Contents | Go To Ad Index

http://www.tmclabs.com
mailto:rlbencin@netzero.net
http://www.rlbencin.com
http://www.tmcnet.com/it/dictionary.htm
http://www.cismag.com
http://www.rlbencin.com
http://www.datatel-info.com
http://www.l-i-s-t.com
http://www.infocision.com


Subscribe FREE online at http://www.cismag.com CUSTOMER INTER@@CTION Solutions® September 2006     59

ADVERTISING INDEX

1 2 1 Direct Response . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 51
http://www.121directresponse.com

Bay Bridge Webinar . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 43
http://www.tmcnet.com/webinar/

Call Center 2.0 . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 35
http://www.callcenter20.com

Dirigosoft . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 9
http://www.dirigosoft.com

Echopass Webinar . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 31
http://www.tmcnet.com/webinar/

etalk . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 13
http://www.etalk.com

ICCM Canada . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 57
http://www.iccmcanada.com

Influent Inc. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 28, 46
http://www.influentinc.com

InfoCision Management Corp. . . . . . . . . . . . . . . . . . . . . . . . . . . . . 5
http://www.infocision.com

Interactive Intelligence . . . . . . . . . . . . . . . . . . . . . . . cover wrap, 39
http://www.inin.com

INTERNET TELEPHONY Conference & Expo West . . . . . . . . . . . . 49
http://www.tmcnet.com/voip/conference/

Invest In Guatemala . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 27
http://www.investinguatemala.org

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

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

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

Plantronics Inc. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 7
http://www.plantronics.com

Sennheiser Communications . . . . . . . . . . . . . . . . . . . . . . . . . . . . 21
http://www.sennheiserus.com

Spectrum Corp. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 23
http://www.specorp.com

Stratasoft . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 19
http://www.stratasoft.com

Strategic Contact Solutions Inc.. . . . . . . . . . . . . . . . . . . . . . . . . . 25
http://www.strategicinc.com

Symon Communications Inc. . . . . . . . . . . . . . . . . . . . . . . . . . . . . 15
http://www.symon.com

TMCnet Web Summits . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 53
http://www.tmcnet.com/web-summit

Verint/Mercom Systems. . . . . . . . . . . . . . . . . . . . . . . . . . . . . 11, 29
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.tmcnet.com/webinar
http://www.callcenter20.com
http://www.dirigosoft.com
http://www.tmcnet.com/webinar
http://www.etalk.com
http://www.iccmcanada.com
http://www.influentinc.com
http://www.infocision.com
http://www.inin.com
http://www.tmcnet.com/voip/conference
http://www.investinguatemala.org
http://www.microsoft/speech
http://www.nice.com
http://www.oracle.com
http://www.plantronics.com
http://www.sennheiserus.com
http://www.specorp.com
http://www.stratasoft.com
http://www.strategicinc.com
http://www.symon.com
http://www.tmcnet.com/web-summit
http://www.verint.com
http://www.west.com
mailto:sthompson@tmcnet.com
mailto:srusso@tmcnet.com
http://www.cismag.com
http://www.cismag.com
http://freeinfo.tmcnet.com


Subscribe FREE online at http://www.cismag.com60 CUSTOMER INTER@@CTION Solutions® September 2006

Workforce management was done on graph paper purchased from
an office supply store using complex algorithms that were crunched
by hand by the only person in the office capable of doing math more
complex than balancing his check-
book: the dreaded “Erlang distri-
bution,” or more specifically,
Erlang-C, which looked like this: 

Does your brain hurt? You’re
not alone. It also no longer matters: modern workforce management
solved the problems for the call center. No longer did the smart guy
with the pencil need to spend all morning immersed in theoretical
queuing theory...workforce management accomplished that for him.
Workforce management was a component of Call Center 1.0.

Call recording, when it entered the Call Center 1.0 picture, came in
as a mandatory functionality rather than a helpful one (at first). The
companies that were forced to record because of regulation realized
that these recordings were a great source of training material for agents;
it was also a good way to keep track of agent performance for review
and promotion. The problem was determining what to record when,
and how to use the recordings. Call monitoring limited itself in that it
required a human to sit and listen to the calls, determining which were
useful and which were expendable. That took time, and lots of it.

The automatic call distributor, or ACD, which became widely
used in the 1980s, was a very large part of Call Center 1.0. Before the
ACD, agents on separate lines took calls from phones ringing off the
hook. Customers encountered busy signals regularly, agents could not
take breaks without allowing calls to go unanswered. Call centers,
work groups and even single agents operated as islands of efficiency
(or inefficiency, as the case may be) within the same building. 

Of all the technologies of Call Center 1.0, the early IVR holds the
most notorious spot. Granted, its launch was an improvement for
many call centers, allowing a small amount of skills-based routing or
even a smidge of customer self-service (“Press three for our mailing
address”). But IVRs were difficult to set up and administer properly,
and in the end, companies drove away almost as many customers
with their IVR than they helped, and the rest of us got blisters on
our fingers from pressing buttons.

But change, as we know, is inevitable (and not always a bad thing).
The very concept of Call Center 2.0 is an exciting one. Call Center 1.0
solutions had their place and time: they made a great deal of improve-
ment over the random, chaotic and manual systems that existed before. 

So what does Call Center 2.0 mean?
To an enterprise, it means that “the call center” no longer need be a

place. It can be 200 agents working from home. It can be five call cen-
ters spread over the planet. It can be 25 agents working in an office on

Main Street today, but easily relocated to an office on Elm Street
tomorrow when Main Street floods from a storm. It can be two or
more companies’ support centers linked together into a unified support
entity. It can be 10 product experts, all in their cars on roads across the
country. Internet telephony, coupled with software that can be delivered
as a service via a Web browser, means that any PC with a broadband
connection and a headset can instantly become a node in the call cen-
ter. A call center can literally spring up overnight with very little up-
front capital. It can be scaled up to meet a surge in customer contact,
and it can shrink back to go into “snooze mode” during downtimes.
Via workforce optimization, the call center can literally determine what
size it needs to be and when, and it can “fix itself” when it goes wrong.
It can be administered and monitored from anywhere: a remote bar on
a tropical beach, the boss’ PDA from the airport, or from the space
shuttle in orbit (though I imagine those astronauts already have more
than enough to do). It can make the best possible use of its resources at
all times, lowering its costs and raising its efficiencies.

To the customer, Call Center 2.0 is possibly even more exciting.
Those hated push-button IVR systems? Gone. Call abandons from
outbound sales agents? A thing of the past.  The need to talk to a live
agent about nearly any problem? Reduced. Nine-to-five hours for call
center help? Finished. 

Customers can call anytime, from anywhere, via any medium.
They can use their voices to interact with the company’s knowledge
bases. They can pay bills, order products or get product help by
speaking to an automated system that has all the answers. They can
search a knowledge base at their leisure. They can share experiences
and ask questions of other customers with similar needs. They can be
offered resolutions to problems or issues that have not yet occurred.
They can call a company and be confident that they will be known:
their previous transactions, their outstanding issues, their current
orders...without having to repeat their names and customer numbers.
When they do need to speak with live agents, they can be confident
they have been quickly routed to the best possible people in the
organization to help them, regardless of where both the customer
and the agent are physically located.

In 2006 and beyond, the “well-dressed” call center will look as dis-
similar from the call centers of the 1980s and 1990s as chalk and
cheese (which is a nauseating analogy…how about juniper berries
and jet engines? Bears and bath sponges?)

Customer Inter@ction Solutions, its sister publication INTERNET
TELEPHONY and all of TMC look forward to introducing you to
the next generation of call centers. In fact, we can’t wait to dazzle
you. See you October 10th to 13th in San Diego. CIS

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

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

Introducing Call Center 2.0
The goal of the call center in its earliest days (besides keeping the HR department in a
constant frenzy due to the more than 100 percent annual turnover in early call centers)
was automation. Early solutions allowed call center managers and supervisors to do things
that were formerly done by hand in the “days of yore.” Auto-dialers, then later predictive
dialers, took old-fashioned manual dialing (on rotary dial phones, no less...if you’re under
30, look that term up on Wikipedia) out of the picture and allowed agents to make the
best use of their outbound time by ensuring there was always a live call waiting for them.
For the sake of example, let’s call dialers a component of Call Center 1.0.
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