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This month we celebrate the 27th anniversary of the launch of this publica-
tion, which started with the June/July issue of 1982. In a pioneering act, 
this publication began with a title, Telemarketing® magazine in 1982 with 

the tagline, “The magazine of electronic marketing and communications.” 

As I have frequently indicated in these editorials, the industry was practically non-existent 
back in those days and in fact, we literally ran out of material to write about after the first issue 
of the publication. I am reminded that our editor came to me and asked, “are you sure that 
this is an industry? I can’t find anything to write about.” I replied, “I am not sure if it exists, 
but we are going to make it an industry.” I was fully convinced that my vision of some day 
conducting marketing electronically was the only way to go.

At that time, as it is customary for all visionaries, my idea was ridiculed by few short-sighted 
naysayers who said, in effect, “you are wrong, direct mail will always be there and that’s about 
it.” Today, we know better. Everything we do is done electronically and the world has finally 
realized that my vision was right on 27 years ago. In fact, I am of the opinion that the true 
visionaries always suffer because what they see in the future is not apparent to 98% of the 
population and therefore, the visionary may be called crazy.

The Industry Continues to Grow

Along the way, our industry has continued to grow after very difficult beginnings. We stayed 
with it, we guided the industry with the type of technology we needed and entrepreneurs 
replied in kind and together we laid the foundation for what is now practically a trillion dollar 
global industry, which now hires about 15 million people around the globe.

If you think that number is too high, just think of it this way, as I have stated frequently in 
these editorials: “Every company is a call center.” If you appreciate the global scope of the 
above comment, then you might say, “that number is too conservative!”

Technology Kept Us Young

Even though the industry is now 27 years old, the technology visionaries have kept us young 
by constantly inventing new technology and methodology, hardware and software, which has 
enabled us to go far beyond the plain old outbound and inbound of the 1980’s. To the extent 
that every company’s objective is to increase productivity and provide outstanding customer 
service and customer care, the user groups were open to adoption of the new technology and 
therefore, we continued to grow as an industry.

Believe it or not, we feel that even after 27 years the industry is doing exceptionally well. We are not 
aware of any significant company failures, in fact, on the contrary, we understand that the industry 
is alive and well. Not only are enterprise call centers running successfully both domestically and 
sometimes globally, but also the teleservices companies, which are a major part of the contact center 
industry, are also doing exceptionally well. I am aware of some extremely well-managed teleservices 
companies that continue to grow at a rate of better than 20% per year, which is incredibly the same 

Contact/CRM Center Industry  
Continues To Grow

CIS Magazine Also Continues To  
Vastly Enhance Its Editorial Staff 

CIS Will Continue Its Industry Focus,  
Market Focus And Reader Focus For The 
27th Consecutive Year

OUR 27TH  
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> Publisher’s Outlook

growth rate we had for the industry two decades ago! When questioned 
where the current growth rate comes from, the common answers seem to 
be 1.) organic growth based on continued customer satisfaction and 2.) the 
return of many call centers from overseas, which failed to produce quality 
service and thus a migration of call centers back to the United States where 
they belong. Having said all of that, we continue to be optimistic about 
the future of the industry and as I have stated in many of my editorials, 
with all due respect for online competition, 
the telephone is here to stay. In fact, I am of 
the opinion of if you take the phone out of 
any company, it’s only a matter of time before 
that company goes under. The bottom line is 
nothing replaces the personal one-on-one com-
munication when it comes to major deals. 

Announcing a New Era  
for Customer Interaction  
Solutions® Magazine

In spite of the fact that many if not all of our 
direct competitors in this field have folded and 
no longer exist in printed form, we at Customer 
Interaction Solutions® Magazine (CIS) continue 
to evolve our product. In fact, while others are 
closing up shop, we continue to add to and 
enhance our editorial staff in an effort to bring 
our readers, advertisers and sponsors the finest 
editorial content possible. Let’s face it, as our 
competitors contract or disappear completely, 
this is a time when we could easily become 
complacent and stop trying to improve. 
Instead, I am pleased to announce that we 
have added Brendan Read to the editorial staff 
of Customer Interaction Solutions® magazine 
in the capacity of Senior Contributing Editor. 
We have also added Joe Fleischer and Keith 
Dawson (News - Alert), who will be regular 
contributors to CIS. Those who are familiar 
with our industry are fully aware that these 
gentlemen have an excellent and well publi-
cized record of success in our industry. I invite 
you to read Brendan’s column in this issue and 
look for Joe and Keith’s columns starting in the 
August 2008 issue.

In addition to this reinforcement of our edito-
rial staff, CIS readers can now access nearly 3 
million pages of relevant content on TMC’s 
(News - Alert) Web site: TMCnet.com. No 
other publication or Web site in the world can 
even come close to offering such breadth of 
content. Obviously, another reason that CIS 
has been and continues to be so successful is 
that not only have we pioneered the industry 
but we continuously strive to improve the qual-
ity of our content and global reach.

Please Join Us at Call Center 2.0

Call Center 2.0, the world’s leading tech-
nology convention for contact centers 
will take place at the Los Angeles Con-
vention Center, September 16-18, 2008. 
Call Center 2.0 is sponsored by Customer 

Interaction Solutions® magazine and I would like to invite all of 
you to join me to learn about cutting-edge technologies that will 
be presented on the exhibit floor followed by supporting confer-
ences at the convention.  CiS

As always, I look forward to your comments. You may e-mail them to me 
at ntehrani@tmcnet.com.

2      CuStomer inter@Ction SolutionS®   July 2008

Nadji Tehrani, CEO, Technology Marketing Corp.
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When your customers call,
Honduras answers.

In Honduras, a growing number of U.S. companies are discovering ideal conditions for call
center and back office operations. With 850,000 people between 18 and 35, Honduras has
the largest young work force in the region, many of them bilingual. Low labor costs, a 
recently liberalized telecom industry, and a nearby location that overlaps U.S. time zones all
combine to make Honduras a most attractive destination for investment in the service sector.
Put Honduran hospitality on the line with your customers. For more information or a meet-
ing, call FIDE, 1-866-588-1153, on the Web  at investinhonduras.org.
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Everything changes when your headset goes wherever your 
feet take you. So free yourself with the SupraPlus® Wireless, 
and start handling escalations and speeding resolutions 
without missing your own important calls.

Learn more at www.plantronics.com/contactcenter 
or call 1-800-682-0370 

GO WIRELESS AND 
GO WHERE YOU’RE NEEDED

SupraPlus® Wireless
• Range up to 300 feet
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& Monaural models
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Rich Tehrani, Group Publisher, Technology Marketing Corp.
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oNLINe eXCLUsIVes

Beyond Cookie Cutter – Work-
station Cluster Design
By Stefania Viscusi, Contributing Editor, 
Customer Interaction Solutions

In the call center, workstations play an inte-
gral role in the productivity of both agents 
and supervisors. Call center furniture must 
not only be designed for comfort but also 
in a way that fosters communications and 
collaboration. The cluster workstation has a 
unique circular set up that allows agents to 
work in a team environment and more eas-
ily achieve the goals of the call center. 
Read the full article at www.tmcnet.
com/2190.1

Is The SAAS Market as Bad as 
Larry Ellison Says?
By David Sims, Contributing Editor,  
Customer Interaction Solutions

In an earnings call last week, Oracle founder 
Larry Ellison dissed the SaaS industry, calling 
it a laggard that isn’t really living up to the 
hype. “If you look at the leader, Salesforce.
com, they don’t make very much money and 
they’ve been at it for almost 10 years,” he said 
in widely reported remarks, adding that “it’s 
hard to point to any Software-as-a-Service 
provider that’s doing a good job of improving 
its profitability.” The irony is that Oracle fi-
nally made money from its own on-demand 
applications this past quarter. 
Read the full article at www.tmcnet.
com/2191.1

Levi Strauss Relies on  
VoSKY Exchange to Create  
Unified Environment
By Susan Campbell, Contributing Editor,  
Customer Interaction Solutions

Multinational organizations face an ongoing 
challenge of fostering a unified environment 
between dispersed offices. To implement 
an effective solution that also adhered to 
budget constraints, Levi Strauss & Co. 
turned to VoSKY Exchange. A Skype-certi-
fied gateway, VoSKY Exchange offered the 
advantage of allowing the business to rely 
on Skype, the world’s largest VoIP network, 
without replacing their existing network 
infrastructure. A plug-and-play appliance, 
it adds Skype to the PBX to Skype-enable 
every phone extension in the office.  
Read the full article at www.tmcnet.
com/2192.1

Ten Years of Contact 
Center History

Back in the early 1980’s, TMC decided to launch Customer Interaction 
Solutions and — as some of you may remember — in 1982 when it 
debuted it was called Telemarketing magazine. The terms call center, 

contact center, etc. did not exist at that time. Instead, we used inbound and 
outbound telemarketing. I should mention that state-of-the-art technology in 
the early days was a Rolodex or index cards with customer names on them.

While it is always fun to compare how things are today versus decades ago, it is almost as excit-
ing to go back just a decade ago to see the evolution. 

This is the exactly the opportunity I had recently as I read an executive summary of a research report 
from Dimension Data titled Global Contact Center Benchmarking Report, 2008: A Decade of Insight.

There is lots of data in the document and it is a good read.

Here are some of the trends with my thoughts:

Core call center equipment grew at 46% this year, growth in IP recording hit 75% and IP-
based IVR ranked at 82%. Much of the spending in contact center equipment was in the 
IP space and this is no surprise as it saves money and as over 30% of call centers surveyed 
mentioned, they moved to IP to meet a specific business need.

In a sign that contact centers are now routinely looking at the latest technologies, it seems that 
the number of contact centers looking to install online self-service systems has increased from 
50% over last year.

The telephone still has the highest service level for resolution at 70% of calls answered in 
20 seconds while e-mail service is still measured in days. To me this is a sad state of affairs as 
society is becoming e-mail addicted, they want faster answers to their questions and they prefer 
to have their e-mails answered immediately in my opinion.

Organizations providing a single customer service number has increased from to 70% and this 
is a big increase from 2006 where it was 51%.

Another interesting statistic is that the average customer service call was 187 seconds in dura-
tion in 1999 and it is now 239 seconds. The thought here is that self service solutions have 
taken the brunt of the easily answered calls.

The average self service transaction costs a company $4 while a human interaction costs $34. 
Dimension Data thinks that this disparity should encourage companies to in turn incentivize 
their customers to use self-service.

Dimension Data is also not happy with the fact that most companies view their call centers as 
cost centers and not profit centers. I agree.

Perhaps the worst news from this report is the fact that customer satisfaction is going the wrong way. 
Overall satisfaction has dropped from 82% in 2006 to 80.4% in 2008. Staff attrition is also up over 
the last two years and the answer rate is down. The good news is that abandoned rates are down from 
last year – 13.6% versus 13.7% but this is still worse than the 12% from two years back.

My take on this research is that it shows how IP communications is changing the contact center 
market and more importantly is shows our industry is going the wrong way in terms of service levels. 
Yes, self-service should be emphasized more but these systems need to also be designed so they are easy 
to use. IVR trees need to work better. Web systems need to be more intuitive and companies need 
to keep investing in call center technology, training and analysis to ensure they maximize customer 
relationships which in turn will maximize profits.  Cis
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•    The teleservices industry is an eco-
nomic engine for the United States 
economy. With 5.3 million employees 
and 56,000 contact centers located 
in every state, the industry accounts 
for more than four percent of the em-
ployment and over $500 billion in an-
nual goods and services sold. As more 
commerce becomes direct through 
the internet, the industry benefits and 
grows because consumers want direct 
access to goods and services by phone 
as well as computer.

•    Teleservices is also the primary means of 
fundraising in this country. Accounting 
for nearly 84 percent of total giving last 
year or $245.8 billion, no other channel 
does as much to cure disease, help the 
poor, educate the young, or treat the 
infirmed as teleservices.

•    Teleservices is engaged actively in 
the process of policymaking. The 
American Teleservices Association 
(ATA) will donate almost $250,000 
this election cycle to candidates that 
defend our industry or have dem-
onstrated an interest in our employ-
ees. By 2011, we will be $1 million 
strong and will rank as one of the 
most active Political Action Commit-
tees (ATA-PAC) in the country.

•    Teleservices is capable of regulating 
itself. In cooperation with the FCC 
(News - Alert) and FTC (News - Alert), 
the ATA has begun an ambitious 

program to create standards and 
enforcement to insure companies 
are in compliance with federal and 
state law. The ATA Self-Regulatory 
Organization (ATA-SRO) will begin 
training auditors in September and 
will have accomplished initial audits 
for accreditation of firms by the time 
of our annual convention in October. 
Our long-term goal is to provide a less 
invasive and adversarial means for the 
FTC and FCC to address complaints 
they receive from consumers. The 
ATA-SRO will work with firms to 
assist in the process of demonstrating 
compliance well in advance of govern-
mental inquiry.

We make a difference. Without teleser-
vices much of what politicians and con-
sumers love about this country including 
open markets, fair competition, volun-
tary giving and political activism would 
not exist. If you would like to learn more 
about how you can make a difference, 
please contact me at tim@ataconnect.org 
or by my favorite method, by calling me 
at 317-816-9336.  Cis

Tim Searcy has been involved in the direct 
marketing industry for over 30 years, begin-
ning at the age of 10. He has had the privi-
lege of serving as a senior executive in the 
largest and fastest growing direct marketing 
companies in the world, including West 
Teleservices, APAC Teleservices, Transcom 
Worldwide, and Rapp Collins. Currently 
Mr. Searcy serves as the CEO of the Ameri-
can Teleservices Association (ATA).

By Tim Searcy

On The Line

“Consider the  
Evidence Carefully . . .”

In summation in nearly every courtroom drama, an attorney will ask the 
jury to weigh the evidence and deliver a verdict. Regularly in Washington, 
D.C. and in state houses all over the country, the teleservices industry 

asks policy makers to do the same thing. We want those of influence and 
power to understand the difference we make and conclude that our channel 
of business is worthwhile and survives best under free market conditions and 
self regulation. Let’s look at some evidence, and you can be the judge.
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FtC Conducts largest-ever telemarketing  
Fraud sweep
The Federal Trade Commission (FTC) 
nabbed 13 allegedly deceptive telemarketing 
operations encompassing more than 180 
US and Canadian cases thanks to Opera-
tion Tele-PHONEY, the largest telemarket-
ing fraud sweep ever coordinated by the 
agency. More than 500,000 consumers were 
defrauded by unscrupulous telemarket-
ers, resulting in losses of more than $100 
million. The FTC estimates that as a result 
of the law enforcement actions consumers 
will save approximately $30 million over 
the next year. Operation Tele-PHONEY 
has the strong support of the American 
Teleservices Association (ATA), a non-profit 
professional trade association representing 
the contact center industry as it promotes 
the same principles endorsed by the ATA for 
more than 25 years. ATA upholds efforts to 
enforce ethical business practices to protect 
the public, both business and consumer, 
from fraudulent telephone calls. 
www.ftc.gov

www.tmcnet.com/2139.1

u.s. Poised As strongest location
While offshore locations continue to generate 
the most new contact center employment it 
is the United States that appears to have the 
most potential. Site selection consultancy 
Site Selection Group (SSG) reported in May 
that the vast majority of new staff employ-
ment: over 10,000 of 17,225 positions that 
were created worldwide took place in The 
Philippines, Romania, and Nicaragua. Yet 
SSG president King White believes that the 
U.S. is the strongest location, with room 
to grow, even though it saw 5,880 new job 
openings in that month as compared with 
nearly 10,000 in The Philippines. “The 
biggest trend that we’ve seen is the growth 
of the U.S. as the most stable contact center 
market,” says White. “In contrast we wonder 
how much more The Philippines labor 
market can take with all the recent expan-
sion. It is a matter of time before we see work 
repatriated to the US from there.”
www.siteselectiongroup.com

www.tmcnet.com/2140.1

Convergys (News - Alert) Wins Five-Year 
Contract
Convergys has signed a new five-year $50 

million contract with an unnamed mul-
tinational automobile finance company 
to provide it with customer management 
solutions. The client, who serves millions of 
drivers, needed a customer service provider 
who could help it improve their customer 
support offering, extend their brand, and 
lower their costs. The contract calls specifi-
cally for Convergys, who was chosen from 
among 10 other competitors, to streamline 
customer service processes and initiate a con-
tinuous improvement program. The client’s 
customers will be served by Convergys agents 
in multiple locations.
www.convergys.com 

www.tmcnet.com/2141.1

Customers in romania? Have them speak to 
‘Carmen’
There is now help available at any time day 
or night for busy contact centers serving the 
growing Romanian market. ‘Her’ name is 
Carmen. ‘She’ is the first high quality syn-
thetic Romanian-language voice and ‘works’ 
in IVONA Telecom speech recognition 
application, developed and marketed by IVO 
Software. Carmen joins her ‘friends’, Jacek 
and Ewa who can talk to Polish-speaking call-
ers, and who were the first members of the 
IVONA Telecom TTS ‘family’, along with 

Jennifer, who can converse with Americans. 
Carmen may have more company soon. IVO 
plans to introduce German and British-
accented English-speaking applications. To-
gether they can also enable a central/eastern 
European, or US or UK offshore Polish or 
Romanian contact center to provide speech 
recognition in addition to live agent services.
www.ivosoftware.com/products/ivona_
telecom.html

www.tmcnet.com/2142.1

Disconnect Between C-level executives And 
Contact Center Pros
A study by Genesys (News - Alert) Telecommu-
nications Laboratories revealed that customer 
care professionals and executives overwhelming-
ly agree that customer service impacts the com-
pany’s brand identity, yet very few believe that 
their customer service acts mainly as a strategic 
function. The study pointed to several discon-
nects between top executives and customer care 
staff. Seventy-three percent of C-level executives 
overestimate the effort in their companies to 
measure customer lifetime value, compared to 
60 percent of customer-level employees. While 
just 55 percent of C-level executives believe 
their operations use average speed to answer 
as a critical measure, which contrasts with 70 
percent of customer care professionals. Also 41 
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percent of C-level executives understand that 
they measure the experience in self-service by 
quality rather than just cost savings. By com-
parison, only 35 percent of customer service 
professionals believe the same.
www.genesyslab.com

www.tmcnet.com/2136.1

AsC (news - Alert) to intro Products  
tailored for Genesys
ASC, which provides communications recording 
and monitoring solutions, has introduced new 
version of its communications recording solution 
MARATHON EVOLUTION 8.0 and its moni-
toring solution INSPIRATIONpro 8.0. Both 
products are specifically tailored for and integrate 
seamlessly with Genesys Telecommunications 
Laboratories’ T-Server. They are also compatible 
with PBXes from major vendors including IP 
phone systems. The solutions provide free seating 
for agents and may be used for either selective or 
bulk recording. MARATHON EVOLUTION 
allows multi-site recording by connecting one 
unit at a central location and uses recording inter-
face applications to enable searching of archived 
calls and operates in a dynamic recording mode 
to activate channels only when required. INSPI-
RATIONpro 8.0 can be enhanced with features 
like customer feedback, keyword spotting, tran-
scription and speech mining to provide a detailed 
and automated analysis of recorded calls.
www.asctelecom.com

www.tmcnet.com/21343.1

Foxgate expands Philippines operations
Teleservices firm Foxgate Solutions has 
expanded its contact center in Cebu City, 

Philippines. The company cited the country’s 
ability to maintain high levels of customer 
service at a reduced cost. The center services 
clients in the United States, United King-
dom, and the Philippines with inbound, 
outbound and interactive services.
www.foxgate.tv

www.tmcnet.com/2144.1

nuBridges reps now Certified Customer sup-
port Professionals
nuBridges, which makes software and man-
ages services has announced that 100 percent 
of its customer support reps are now certified 
Customer Support Professionals (CSP (News - 
Alert)). The CSP program is sponsored by the 
Service Strategies Corporation, which tests to ser-
vice capability and performance (SCP) standards 
that provide the definitive benchmark of service 
excellence in the technology industry. SCP 
career certification serves as confirmation that 
individuals within the organization have the skills 
necessary to drive and sustain significant business 
improvement. nuBridges sought the certifica-
tions for its reps as part of its 2008 strategic plan 
to make its customer support service the best in 
the industry to help retain customers. 
http://nubridges.com

www.tmcnet.com/2145.1

ser solutions (news - Alert) to integrate CPs 
With nortel suite
SER Solutions has partnered with Nortel to 
integrate its CPS Enterprise Edition outbound 
solution to the Nortel Contact Center Suite 
in a reseller/OEM agreement. The integrated 
product include a unified agent desktop, single 
administration of the system, realtime inbound 
and outbound statistics and unified historical 
reporting, 
as well as 
predictive 
calling cam-
paigns that 
are designed 
to offer a 
personalized 
customer 
experience. 
Users will 
be able to 
respond 
quickly to 
callback 
requests, 
conduct 

proactive customer outreach programs, follow-
up on sales to improve customer satisfaction, 
generate sales leads and increase revenue by up 
selling and cross-selling opportunities.
www.ser.com

www.tmcnet.com/2146.1

Hispanic market to Grow, Pose Challenges
Se habla Espanol? Si! The National Associa-
tion of Call Centers released a report on the 
Hispanic market that cites U.S. Census Bureau 
projections that by 2050 one in four Americans 
will be Hispanic compared with one in seven 
currently. This demographic will have tremen-
dous buying power: $1.2 trillion by 2012. 
Making the market challenging is that it is not 
homogenous; Hispanics include people recently 
immigrated and those descended from an array 
of very different Spanish-speaking countries 
such as Cuba, Mexico, in Central and South 
America, and yes, Spain. To tap the diverse 
Hispanic market companies must be able to 
create culturally relevant products and services, 
language specific marketing material, commu-
nication, Web sites, as well as invest in bilingual 
agents and technology features, such as IVR. 
www.nationalcallcenters.org

www.tmcnet.com/2147.1

eloyalty (news - Alert) launches Customer 
experience Alerting Capability
eLoyalty has launched a new Behavioral Analyt-
ics capability that automatically creates alerts 
to identify customers who have significant cus-
tomer service issues. Using this new functional-
ity, the firm’s clients can automatically identify 
customers who have multiple unsatisfactory 
contact center interactions over a short period 
of time. The new software will identify custom-
ers who are transferred multiple times in one 

interaction, or who 
were upset and 
require a follow up 
call or email. These 
new capabilities will 
enable Behavioral 
Analytics customers 
to rapidly identify 
and remedy previ-
ously unidentified 
customer experience 
issues, as well to bet-
ter understand first 
call resolution rates 
and patterns.
www.eloyalty.com 
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Convergys Announces Baton rouge Center layoffs
Convergys let go 176 employees at its Baton 
Rouge, La. contact center in June but some 
of them may be recalled if there is demand. 
According to the Associated Press, the teleser-
vices firm stated that this move is considered 
to be only temporary and due to a specific 
client-based decision. Convergys opened the 
facility, which handles primarily inbound 
customer service, billing questions and tech-
nical support calls, in October, 1999.
www.convergys.com 

www.tmcnet.com/2149.1

report: utilities increase Web-Based self-service
More utilities are attracting customers to 
self-service transactions on the Internet by 
broadening their online services. A new re-
port by Chartwell shows that during the past 
year utilities have expandedtheir web-based 
menus to customers. They include more ser-
vices such as bill payment, bill presentment, 
electronic billing signup, view payment 
history, view energy usage and bank drafting 
signup. These six services are available on 
Web sites at least 70 percent of organiza-
tions across North America. Doris Yon, 
Chartwell’s Customer Care Series research 
analyst explained that utilities are catering to 
customers’ demands and are satisfying their 
own wishes of lowering costs with additional 
online services. 
www.chartwellinc.com

www.tmcnet.com/2137.1

rightnow to the White House?
CRM vendor RightNow Technologies (News - 
Alert) has introduced RightNow May ‘08, the 
latest version of its enterprise-class, on demand 
customer relationship 
management product. 
And one of the 
beneficiaries could 
be presumptive 
Democratic Party 
presidential nomi-
nee Barack Obama. 
The Illinois sena-
tor’s campaign 
is using a 
RightNow 
e-mail response 
system for 
people with 

questions about the campaign, according to 
company senior account executive Colin Jones. 
RightNow May ‘08 has many new features that 
could help any campaign or enterprise. These 
include new online chat capabilities and the abil-
ity to gather and unify customer opinions and 
feedback from multiple channels. The product 
compiles results for trend analysis, and individual 
responses are included within customer profiles 
to enable future, more personalized service.
www.rightnow.com

www.tmcnet.com/2150.1

HiQube releases HiQube 5.0
HiQube, a developer of business intelligence (BI) 
software, has released HiQube 5.0, a new version 
of the company’s flagship BI platform that has en-
hanced its multilingual and security capabilities. 
HiQube 5.0 now supports numerous additional 
languages, including multiple Asian languages 
such as Japanese and Chinese dialects. The 
upgraded version also features improved access 
list management, which increases the platform’s 
security and protects the underlying data model. 
It enables customers to roll out desktop versions 
of the software to power users: only those users on 
the access list can edit the data model.
www.hiqube.com

www.tmcnet.com/2151.1

Verizon Business (news - Alert) launches  
new Center
Verizon Business, a unit of Verizon Communi-
cations, has opened a new contact center in Tul-
sa, Okla. to accommodate growing demand for 
its outsourced end-user IT help desk services. 
The new facility, which has room for up to 400 
highly-trained support reps, more than doubles 
Verizon Business’ help desk operations capacity: 
its other contact center is in Tampa, Fla. The 
demand for these services is being driven by a 
growth in the number of professionals working 
remotely, and who require support to stay in 
touch with their offices, to better serve custom-
ers, and to boost productivity. 
www.verizonbusiness.com

www.tmcnet.com/2152.1

Alcatel-lucent (news - Alert) And Convergys 
Partner on infinys
Alcatel-Lucent will integrate Convergys’ 
Infinys applications into its business 

support system (BSS) solution that will offer 
service providers a single BSS solution for 
today’s service needs. Alcatel-Lucent will 
further strengthen its BSS offering by provid-
ing pre-integrated solutions that are easier 
to integrate and deploy. Convergys’ Infinys 
software meets the requirement of service 
providers in all sectors for advanced BSS, 
providing clients with solutions that drives 
profitability and supports business aspira-
tions. By partnering with Alcatel-Lucent, 
Convergys is also able to extend its market 
reach of Infinys thanks to Alcatel-Lucent’s 
global presence. 
www.alcatel-lucent.com  
www.convergys.com

www.tmcnet.com/2153.1

Helio (news - Alert) Picks rightnow’s  
telecom support
Helio, a U.S. mobile service provider has selected 
RightNow Telecom, RightNow Technologies’ 
on-demand customer relationship management 
product for telecommunications companies 
to support and retain customers. Helio uses 
RightNow to send surveys to customers follow-
ing service interactions, so that they can rate 
their overall experience, including hold time and 
the agents’ professionalism and knowledge. The 
product also lets Helio modify survey questions, 
which the company says has helped it increase 
survey response rates by 900 percent. The Right-
Now knowledge base provides Helio agents with 
a central repository of information regarding 
product updates and previous customer inqui-
ries, and helps train new employees by providing 
responses that they can access.
www.rightnow.com 

www.tmcnet.com/2154.1

Comcast (news - Alert) opens Arab-language 
Contact Center
Comcast has opened its first bilingual Arabic-
English contact center, in Dearborn, Mich. to 
serve the southeastern part of the state, which 
has one of the United States’ largest Arab 
populations. The new contact center’s staff has 
been recruited principally from the surround-
ing area. The facility will reflect the needs of its 
workforce which may include, reports Ameri-
can Arab Chamber of Commerce chair Jim 
Allen space to allow Muslims to pray. Demand 
for the Arab-English capabilities grew from the 
increasing popularity of Comcast’s IP phone, 
high-speed Internet, and digital cable products. 
Allen explained that many Arab residents main-
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tain strong links with their origin countries, 
which are facilitated by Comcast’s services.
www.comcast.com

www.tmcnet.com/2155.1

newspaper: Bad service news now travels  
At Hyperspeed
Contact center managers beware. Thanks to the 
Internet, bad news about a product or service, 
including customer service provided by one of 
their agents, may be known to the whole world 
in minutes. The Times-Colonist (in Victoria, 
BC, Canada) recently reported that chances are 
increasing that customer service issues will end 
up reported on the Internet, leading to even 
quicker-to-realize consequences (lost business), 
according to academics and customer service 
experts interviewed. “It used to be if someone 
had a bad experience they might have told 10 
people about it, “Steve Tax, economics professor 
at the University of Victoria told the newspaper. 
“Now, if they have a bad experience, it could be 
that they tell tens of thousands of people in a 
very efficient manner.”
www.canada.com/victoriatimescolonist

www.tmcnet.com/2156.1

n.e.W. to open Arkansas Contact Center
N.E.W. Customer Service Companies, which 
specializes in extended service plans and buyer 
protection programs for consumer products, 
will be opening a 250-agent contact center 
in Russellville, Ark. in late August. The new 
center would field inbound consumer calls for 
one of the company’s largest clients, Wal-Mart, 
and its subsidiary Sam’s Club. The center is 
N.E.W’s ninth and will help it provide service 
for the firm’s 150 million customers.
www.newcorp.com

www.tmcnet.com/2159.1

Amazon to open new PA Center
In a bid to better serve their Northeast customers, 
Amazon has announced the opening of a new 
fulfillment center in Hazelton, PA. that will create 
over 1,100 jobs in the next three years. Hazelton 
is strategically located just off I-81and is near 
I-80. This will be Amazon’s fifth facility in the 
state. The new center will include the hiring of up 
to 800 temporary associates to handle increased 
demands for its products during peak seasons.
www.amazon.com

www.tmcnet.com/2157.1

speechstorm now enables Call Personalization

SpeechStorm’s (News - Alert) speech-recog-
nition-based self-service solutions now offer 
that personalization thanks to having been 
integrated with the Intelligent Customer 
Front Door (iCFD) solution from Genesys 
Telecommunications Laboratories. iCFD 
enables contact centers to personalize 
responses to inbound calls by using a busi-
ness rules engine that determines callers’ 
identities’ and establishes the callers’ intents 
based on previous experience, collected 
from back end systems. The SpeechStorm 
products increase the caller experience by 
letting agents know who they are talking 
to and getting the call to the right agent 
every time while reducing overall live agent 
handle time. Its “front door” can also be 
combined with its other applications to 
rapidly build complete customer self-care 
solutions such as for bill payment, order 
status, and outstanding balances. 
www.speechstorm.com 

www.tmcnet.com/2158.1

Asian Contact Centers to Grow
Market analysis firm Datamonitor predicts 
that there will be four times as many new 
contact center seats in developing Asian 
Pacific markets as in developed markets. 
A new research paper published by it cites 
a combination of a growing middle class 
in China and India and strong Australia, 
Japanese, and Korean economies leading to 
high demand for products and services, and 
increases in offshoring. These trends will 
lead, for example to 567,000 seats in India 
by 2012 from 370,000 in 2006 to serve 
both domestic and offshore markets.
www.datamonitor.com 

www.tmcnet.com/2160.1

oman Air Contact Center Goes 24/7
Customers of Oman 
Air now have someone 
at the airline answering 
their calls, regardless of 
when they call, 24/7. 
And by year end they 
will be able to reach the 
carrier from wherever 
they are in the Middle 
East. Oman Air’s contact 
center switched to 24/7 
from 7am to midnight 
Saturdays-Thursdays and 
8am to 4pm on Fridays, 
the country’s official day 
off, on Saturday May 17. 
There will also be more 

agents to handle calls. Oman Air will have 85 
reps by July 1 from 35 currently. The airline’s 
center receives 55,000 calls per month.
www.omanair.aero/wy

www.tmcnet.com/2161.1

lagan 311 to enable non-emergency northern 
CA Contact services
Three Northern California municipalities — 
Solano County, Berkeley, and Oakland — have 
selected the Lagan 311 non-emergency call 
center solution. Lagan has partnered with out-
sourcing services provider Affiliated Computer 
Services (News - Alert) to deliver a consolidated 
customer service center to Solano County. 
Berkeley has launched its “One Call Serves All” 
campaign using the Lagan tool as part of the 
city’s customer service initiative. Meanwhile 
neighboring Oakland has tapped Lagan to sup-
port the City’s Citizen Relationship Manage-
ment system to enhance responsiveness to citizen 
inquiries and requests. 
www.lagan.com
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The upside is you appeal to the better angels 
of your customer’s nature — and attract those 
people who really know your product and know 
quality. The downside is you also attract scads of 
the pretentious poseurs who VERY LOUDLY 
express their preference for southern Columbian 
and Blue Mountain coffees over Ethiopian or 
Kenyan roasts before it’s pointed out to them 
that they are, in fact, drinking Folgers Crystals.

This is the great dilemma: At what point 
does brand recognition, established from the 
quality of the product, overtake the quality, 
and the dynamic switch from “Hey, we need 
to make it better because of our brand” to 
“Our brand will sell the product, because 
nobody can tell the difference anyway.”

Witness the following reviews of Monmouth:

“They really know the stuff here, so not only 
will they help you choose what’s right for you, 
but they’ll grind the beans, or leave them as 
nature intended, and even ask you what you’re 
using them for, because different grinds, affect 
different methods of coffee-making.”

“There’s a long and complex menu setting out 
the coffees by region, and giving an explana-
tion of the flavor, much like a wine list…”

“… you have a selection of coffee which you 
pick from the beans set out in front of you 
(rather than in unseen packets at Starbucks, 
for example).”

We’re not saying such knowledgeable coffee 
pros as who run Monmouth are trying to 
bamboozle the schlump who doesn’t know 
arabica from robustica, we’re saying at this 
point in the process, Monmouth is in the 
tricky position of having rightfully earned a 
reputation as the coffee connoisseur’s hangout, 
with the result being that, as reviewers note, 
“It’s always rammed in here,” “…a queue of 
people snaking out into the road from this 
fabulous coffee shop,” “If you are very lucky, 
you might get a place at the big table.”

What this means is the guy who actually 
knows his coffee, and comes to Monmouth 

for the quality, is left cooling his heels while 38 
trendsters who couldn’t blind taste test today’s 
and last week’s coffee with any degree of accu-
racy hog the tables. This reporter hereby urges 
Monmouth not to grab the goose in one hand 
and the axe in the other and cash in on their 
reputation. Not at least until I get there first.

This is a more common CRM problem than 
you might imagine. At what point does the 
brand overtake the product? And when it does, 
how long is the brand quality maintained? For a 
grisly example look at Harley-Davidson, which 
built their brand the old-fashioned way until 
AMC thought they could pocket the profits off 
that. They failed, since they gambled that they 
didn’t have to maintain Harley-Davidson quality 
since, as they saw it, people who didn’t know 
handlebars from carburetors would buy Harley-
Davidsons for the name alone, and not be able 
to tell the difference between what they had 
between their legs from a Honda (News - Alert).

Same thing happened when Ford acquired Jag-
uar. Here was a car rightly revered for its quality, 
Ford figured okay, we have dentists in Burbank 
who can’t change a spark plug plunking down 
serious money for Jaguars on name quality 
alone. Ford figures, “…right, we buy the brand, 
cut costs but keep the price high and pocket the 
change.” Ford does not own Jaguar any more, 
but the car’s reputation has yet to recover.

L.L. Bean used to be where you stopped off to 
pick up a few more things on your way up north 
for a hunting, fishing or camping trip, as one 
perceptive commentator has said, and treated 
their customers like solid gold — their famous 
no-questions-asked return policy, not charging 
shipping or handling and the astounding quality 
of their clothing, boots and gear. Now, of course, 
it’s a place where busloads of Japanese tourists ask 
if this gingham tea cozy comes in pink. 

This reporter’s not a sportsman, but I haven’t 
heard anybody raving about the quality of 
Bean’s fly rods or moccasins recently. 

This is one of the thorniest problems in CRM, 
faced not only by AMC, Ford, and Bean 

but others like Starbucks, Halston, or Carlos 
Santana when they decided to fudge the quality 
to lower costs to expand the brand: Why go 
through all that extra time, expense and work 
to maintain quality when they’ll buy lesser 
products for the same, or higher, prices? Isn’t it 
all about the bottom line anyway?

In one sense it’s hard to call them wrong, isn’t 
it? Each one of the companies mentioned 
above increased profits when they made their 
deals with the devil and decided to coast on 
their reputation. CRM is after all pushed 
as a way to increase profits, and if you want 
profits, there are few surer ways to profit than 
to have a brand name people will pay more 
for just because of the name, slapped onto a 
product which costs as much to make as its 
low-price imitators.

Side note: This reporter lives in Istanbul, 
and knows for a fact that a good 60, 75 
percent of the pasta, marble, olive oil and 
clothes you Americans pay premium prices 
for because its “Italian olive oil” or “Italian 
marble” is actually produced in Turkey, 
rebranded in Italy and sent over. See the 
power of branding? Would you pay the 
same price for “Mama Turkoglu’s Spaghetti” 
as you would for “Mama Rigantoni’s?”

You do attract more customers that way. You 
get the sort of person who’ll stand beside an 
AMC Harley and sound like Peter Fonda and 
Dennis Hopper. Who’ll listen to any of the 
pedestrian albums Carlos Santana tossed off 
after Woodstock and wax nauseous about the 
“shimmering, astounding brilliance” of the 
product. Who’ll sip Monmouth’s coffee and act 
as if they’re tasting fine French reserve wine.

It’s a CRM deal with the devil, and one thing 
you can say about deals with the devil, there’s 
always a short-term payoff. The long term’s 
not so great, but when’s the last time anybody 
running a business issuing quarterly reports 
cared about that?  Cis

– David Sims is contributing editor, Customer 
Interaction Solutions magazine.

A nd the winner of the ‘Great CRM Idea: Patronize the Patron’ award 
goes to London’s Monmouth Coffee House, which operates on the 
principle of “Make every customer think he’s as good a judge of 

quality as your best customer.”

The Devil’s CRM Deal:  
Patronize the Patron

by David Sims,
Contributing Editor, Customer Interaction Solutions
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IP Comes Of Age

Research and consulting firm Gartner (News 
- Alert) expects that shipments of IP-based 
switches will (if they have not already) for 
the first time exceed ones that use traditional 
circuit-switched PSTN-based time division 
multiplex (TDM) technology.

That cutover to having a majority of contact 
center seats IP-enabled could occur in the next 
few years. This trend, say analysts and suppli-
ers, is being driven by legacy switch replace-
ment cycles, adoption of IP by small/midsized 
contact centers, new sites, remote agents and 
informal contact centers, and by customer 
migration to text and e-mail from voice.

Keith Dawson, Senior Analyst with research 
company Frost & Sullivan estimates that 
while 10 to 15 percent of North American 
contact centers now have IP telephony, this 
figure will rise quickly as organizations see 
strategic value from the technology. His firm 
projects that IP will connect a majority of 
seats deployed around 2009–2011.

Paul Lutz, Product Marketing Manager-Multi-
media Applications, Nortel (News - Alert) saw 
the switchover in sales in 2007 with existing 
and new customers embracing the IP format.

Strong sales now have the momentum that 
will make IP even more prevalent in contact 
centers. As demand increases, prices and sup-
port costs drop while features, functionality, 
and quality grow, thereby attracting even more 
customers. The reverse will be true for TDM. 
Lessening demand will lead to high sticker 
prices, and consequently lower supplier invest-
ment in, and support for the older technology.

“It is a prevalent industry view that when 
more boards are produced and more com-
mon elements are used, per-unit expenses 
are lowered, while the opposite is true when 
fewer common elements are used and fewer 
units are produced,” explains Lutz. “As a 
result, it is unlikely that the industry will 

provide contact centers with TDM phone 
systems at the same prices as when they were 
buying three times as many units prior to the 
advent of IP.”

Yet you may find that maintaining your existing 
TDM routing provides the best quality and value 
for your general call handling needs. You’re not 
alone there too. Raun Kilgo, Director of Product 
Management, Aspect (News - Alert) reports 
that while there has been increased IP adoption 
amongst his firm’s customers it has not been, in 
most instances, as replacements for TDM.

“Most of our customers have already invested 
in and are comfortable with TDM applications 
for their mission-critical inbound and outbound 
work and would need a compelling event to rip 
and replace their existing infrastructure,” reports 
Kilgo. “Alternatively, IP is the ideal solution for 
companies implementing new contact centers or 
deploying remote or at-home agents.”

What is clear is that it is no longer if but 
when your contact center becomes IP-
enabled. The technology has come of age 
and at the right time. IP at last frees contact 
center operational and performance data 
from the musty back office phone rooms to 
readily reach the C-suite inhabitants’ laptops, 
enabling them to make better decisions. 

“IP telephony is not so much a technology but 
as a great enabler of a transformation of the 
contact center to the heart of the enterprises’ 
business processes,” says Frost’s Dawson. “IP, 
by treating voice as data, makes the value-
rich information gathered by contact centers 
easily accessible to every business facet such as 
HR and marketing. These departments can 
quickly gather data on customer behavior, 
operations, and employee performance by tap-
ping into the pipe rather than wading through 
ACD reports and recordings.”

Supplying vital information that demon-
strates net worth to enterprises can make 

the difference, especially in these challenges 
times, between budget cuts resulting in 
reduced contact center services and stable or 
more investment that maintain and enhance 
customer interaction quality.

IP Benefits

There are many bottom-line benefits to IP te-
lephony. One of them is reduced long-distance 
charges, which, while diminished in the face 
of lower PSTN rates and IP bandwidth meter-
ing, can lower costs especially for calls rerouted 
to home-based agents and to other locations. 

Another advantage IP provides is reduced 
facilities and IT expenses through less wiring 
and no need for separate phone rooms: calls 
are increasingly handled via integrated, cen-
tralized and often off-site data centers. That 
also means faster, easier, and less costly ex-
pansion. New contact centers can be up and 
running in weeks, with no more sometimes 
lengthy waits for the telcos to install the lines.

Yet more enterprises are discovering that IP 
can deliver other and more powerful opera-
tional and productivity benefits. 

Tim Passios, Director of Product Management, 
Interactive Intelligence has seen his customers 
select new IP or migrate existing TDM switches 
to it for contact center virtualization, including 
supporting home agents and branch offices. 

His firm has at least two financial services 
customers who use the Interactive Intelli-
gence (News - Alert) IP-enabled switches to 
route calls to idle branch staff. 

Customers have also cited improved disaster 
response capabilities. They can attach IP voice 
servers to data centers rather than relying on the 
telcos to maintain service during emergencies.

“For our customers the cost savings are the 
least important of the reasons why they want 
IP in the contact centers,” reports Passios. 

If your contact center has installed, or is planning to install an IP-based 
voice system, for reasons such as finding it to be the best choice in replac-
ing your old ACD or supporting a new site or remote or home agents, 

then your facility is on track to become the new norm.

by Brendan B. Read,
Senior Contributing Editor, Customer Interaction Solutions
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The home agent benefit is increasing in 
importance as gas prices climb and show no 
sign of dropping to any great degree, points 
out Nortel’s Lutz.

Contact center agents, who are low-income earn-
ers, are being squeezed to the point where one 
paycheck every month now goes to gas. That cre-
ates pressure on managers to give their staff raises 
or risk losing them to other, even lower-paid 
employers located closer to their homes.

“With IP permitting site independence, 
agents can sign in from other communi-
ties, which allows them to stay employed 
by the same contact centers,” explains Lutz. 
“Contact centers can also recruit agents from 
anywhere to replace those lost.”

The same freedom also applies to agents and 
supervisors who are off premises, such as for 
training. They can check their systems such 
as for calls or emails from customers that they 
are handling issues or sales for, and to moni-
tor centers’ performance, adjust schedules, 
and run reports.

“You could do this with TDM but it would 
require a lot of customization and the solu-
tion would not be as elegant,” explains Lutz.

IP also permits easier and less expensive multi-
site call handling, especially when meshing in 
other centers obtained through a merger or ac-
quisition. There is no more need for multiple 
switches and/or for middleware to connect 
them to ensure seamless performance.

The IP technology makes setting up blended 
agent environments, where typically inbound 
agents make outbound calls during slack 
periods, much easier. For example software-
based dialers only became generally feasible 
with IP-enabled switching. 

“With a unified, software-oriented approach, 
a contact center can have a very small number 
of outbound agents (or blended agents), which 
enables even smaller contact centers to utilize 
outbound without having to invest in special-
ized hardware, “explains Ross Daniels, Man-
ager, Product Marketing for Cisco’s (News 
- Alert) Customer Contact Business Unit.

Call escalations, especially support calls to out-
side experts at regional or head offices or who 
are mobile or at home are easier to set up and 
have greater functionality with IP, provided it 
is coupled with unified communications.

“In a TDM world, escalating a call from the 
contact center to an expert in the enterprise 
means nothing more than a transfer, “points 

out Daniels. “Once that call is transferred 
out of the contact center, all visibility to that 
call is lost. You don’t know if the call went to 
a person, to voicemail, or anything else. No 
reporting capability on those calls. 

“With unified communications via IP you 
now have presence information on experts; you 
know if an expert is available for escalation, 
rather than transferring calls blindly. You also 
have continued visibility to the call after the 
transfer plus better reporting and compliance.”

Drew Kraus, vice president, research, Gartner 
reports that IP provides a stronger ability 
to integrate multiple contact channels i.e., 
voice, e-mail, chat, SMS, and video and to 
mesh with enterprise applications such as 
CRM and ERP than TDM. These capa-
bilities permit quicker and a more seamless 
customer experiences that could increase 
satisfaction, retention, and revenues.

IP also makes moves, additions, and changes 
to meet such changing demands much easier 
to accomplish.

“The ability to move or add agent phone 
sets that used to require system reconfigura-
tions and trips to the wiring closet can now 
be accomplished simply by plugging them 
into the existing IP network,” explains Kraus, 
“which can be very helpful in larger and more 
dynamic contact centers.”

IP Challenges

There are still challenges entailed when 
going to IP telephony. Aspect’s Kilgo points 
out that many data networks are not set up 
to meet to meet the more exacting quality 
requirements of voice applications. Also the 
IT staff may not be trained to support it.

Aspect recommends to customers that want 
to add or switch to IP that they let the sup-
plier analyze their entire network and/or 
evaluate the possibility of moving to a hybrid 
TDM-IP environment. 

“If I sent you an e-mail and the network delays 
it by three seconds you would never notice it,” 
says Kilgo. “But if you are talking and you had 
a three-second delay, you would wonder if you 
were disconnected. If it happens often for contact 
centers it becomes a customer satisfaction issue.”

While IP is generally less expensive than 
PSTN/TDM there may be cases where this is 
not the case.

“You have to nail down the cost of transport 
before going ahead with IP because for some 
geographies, bandwidth requirements, and call 

volumes because in some instances you may need 
to stick with a TDM connection,” advises Kilgo.

Service continuity is, however, more important 
than voice quality, which IP lags compared with 
PSTN/TDM, yet as long as both parties can 
understand each other that’s all what matters.

“Customers are now used to using mobile 
phones, which means that their quality expec-
tations are lowered,” explains Lutz. “If they 
had a bad connection, short of cutting in and 
out, they often assume it is their cellphones.”

There may be still issues with outbound IP, such 
with progress analysis, which is the process of 
detecting pre-connect information about failed 
outbound attempts and the destination party’s 
media type for connected outbound calls. There 
are also reports that IP SIP protocols are not yet 
up to same speed as TDM in transferring infor-
mation. Suppliers are looking into these matters 
and given the success that they have making IP 
mainstream on the inbound side then expect to 
have them resolved as well. 

In the meantime many firms are going with hy-
brid IP-TDM switches. Or they are experiment-
ing with IP-based unified solutions to manage 
outbound and inbound calls, with the option 
of moving to an IP infrastructure, leveraging 
existing TDM investments, or a hybrid IP-TDM 
environment. Kilgo mentioned one Aspect cus-
tomer, the Atlanta Journal Constitution (AJC), 
which has seen increased sales thanks to blending 
outbound and inbound calls.

“Since the solution the AJC is using is SIP-
based, the newspaper can easily make the move 
to IP or just continue using traditional tele-
phony, as its business needs dictate,” says Kilgo.

Deciding on IP

Before deciding to add IP or switch to it, take 
a hard look at what its total costs as well as 
its benefits to determine ROI. Be clear what 
you want accomplished and how IP will 
get you there, and in what form. There are 
many options including new switches, hybrid 
solutions, replacing cards on existing units, 
adding IP gateways to TDM ACDs, and us-
ing hosted software as a service (see the April 
2008 issue of Customer Interaction Solutions: 
“The Power of SaaS (News - Alert): VoIP Call 
Centers For A Fraction Of The Cost”).

IP-enabled routing is still a large investment. 
There is also a lead time that can take several 
months from approval to cutover. You may 
also have to beef up your data network and 
bolster your IT support capabilities to pro-
vide high quality of service. 

> Technology
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FANUC Robotics Improves 
Performance with Avaya IP

IP telephony in contact centers has 
been achieving results. Just ask FA-
NUC Robotics America, which makes 
industrial robots. When demand for 
its products soared so did call volume, 
which began to tax the firm’s customer 
support team. 

FANUC then turned to Avaya (News 
- Alert) who supplied it with a contact 
center solution, which includes the 
Avaya Interaction Center and the 
Avaya Call Management system, 
powered by Avaya Communication 
Manager IP telephony software.

“Our call volume grew by an esti-
mated 10 percent in 2006 alone, with 
more than 120,000 customers calling 
us for parts or technical support,” 
explains Joe Cvengros, Director of the 
Customer Resource Center, FANUC. 
“We’ve continued to address demand 
while improving our responsiveness, 
and with new solutions from Avaya, 
customer wait times decreased dra-
matically. Now, 99 percent of our calls 
are answered in 15 seconds or less.” 

The IP functionality enables FA-
NUC engineers to easily log into the 
company’s contact center operations 
from a home office or remote location 
using Avaya IP Agent Softphone on 
their PCs. This flexibility has permit-
ted FANUC to recruit top talent from 
anywhere since these staffers are not 
required to relocate.

Enhanced routing capabilities and screen 
pops has also enabled FANUC to man-
age more customer inquiries with the 
same number of agents. 

“We conduct annual surveys of how 
our care team is performing and 
whether we’re meeting customer 
expectations,” says Cvengros. “The 
results show that our investment 
in contact centers has paid off with 
significant increases in response times 
and satisfied customers.”

Brendan B. Read is senior contributing editor, 
Customer Interaction Solutions magazine.

Prices are highly dependent on required features. Cisco’s contact center software starts at $395 
per agent for Unified Contact Center and can go as high as around $2,000 per agent for ad-
vanced functionality that might be required by enterprise contact centers. Siemens’ OpenScape 
Voice SIP-based solution with an included SIP based softphone starts at about $33,000 list, for 
100 seats. An optional full unified communications application can cost around $400 per seat.

Yet you may have many years and dollar value of useful life on your existing switches that may 
be greater than the benefits of conversion to IP. Paul Demopoulos, Siemens (News - Alert) 
senior marketing manager, applications products, points out that it is not unusual for TDM/
PSTN-based switches to remain is service for more than 15 years. 

“To make the migration you need a clear tipping point in favor of IP, “says Demopoulos. “For 
example it might not make sense to migrate completely to IP if you had a large center and 
wanted to support three or four agents working from home. Yet if you had 25 to 30 percent of 
your workforce at remote sites then going to IP might be justifiable.”

Frost’s Dawson adds that many switches built and installed in the late 1990s had software 
written to open standards and are CTI (News - Alert)-capable. These capabilities give them 
greater functionality and can be more easily updated than older hardware. On the other hand, 
replacement cycles are often more dependent on writedowns, rather than on obsolescence.

“Therefore while your switch may still function well but if it is on its last year bookwise then 
you may want to look at changing to IP if it has advantages for you,” he points out.

Contact Center IP Best Practices

Once you have created the case for having IP for new centers or to literally make the switch for 
existing ones there are several vital steps to take to make these installations successful.

Examine your present or potential new switch supplier’s products, including the other applications they 
support such as call recording, workforce management and whether you’re comfortable with them.

Get IT buy-in early on. Explain the benefits of IP to them and develop implementation plans. 
Analyze network capabilities and make upgrades if necessary to ensure adequate bandwidth, 
reliability, and quality of service. 

“IT must be fully committed to ensure ROI,” Dawson points out. “If not then while you may 
have the switch on the box for IP they may never turn it on.”

Develop a doable migration strategy for TDM-to-IP conversions. Make sure you provide 
enough lead time to iron out any bugs before going live, and that you have backup switches or 
servers to handle the volume during cut-in. 

If your solution is to switch out cards and update applications on your existing servers ensure 
that the new hardware and software is tightly integrated with the other components and thor-
oughly test them before going live. Contact and stay in touch with your vendors as they know 
the solutions inside and out and are there to support you each step of the way.

If your choice is to go to another supplier undertake due diligence to see that their solutions meet your 
needs and if so examine the need for and implement software integration plans. This way the IP voice 
solution seamlessly meshes with your data, monitoring, recording, workforce management and other 
related applications such as predictive and preview dialing. IT architectural approaches vary widely.

“Look for solutions based on a single, converged applications platform, not just a converged 
network to ensure ease of deployment and management,” recommends Interactive Intel-
ligence’s Passios. “Also ensure open standards go beyond a few proprietary extensions for 
maximum customization and interoperability. 

“The right IP telephony solution gives contact centers the opportunity to transition from a 
cost center to a profit center, while playing an even greater role in retaining valuable customers 
— a key issue in today’s tight economy.”

Lastly, avoid simply recreating your existing TDM capabilities and processes and instead fully 
explore the enhanced customer service and sales that IP can provide.

“That way you will provide the ROI expected from C-level executives that will, in turn, increase 
your ability to obtain funding for additional investments later on,” says Gartner’s Kraus.  Cis
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1.    It’s great when you get it right.

2.    Sometimes the benefits, or other consequences, don’t show up 
for months.

3.    You’d be amazed how many times somebody’s image and reputa-
tion exceed their actual capability and performance.

4.    You can have the I.Q. of a fence post and still do it well, because 
it’s more about how you make someone feel.

5.    The government’s still working on finding a way to tax it.

6.    The whole point is to get repeat business from the customers you 
want, and to gently encourage the others to pursue more appro-
priate relationships.

7.    There has to be a return on your investment, whether that is $20 
on drinks or $20,000 on Salesforce.com (News - Alert).

8.    If the ROI isn’t there, maybe you need to redefine your goals.

9.    Technology isn’t really the point.

10.    Getting it on demand is one option these days, but many still 
prefer on-site.

11.    If you’re having trouble with it there are any number of maga-
zine articles to help you. Just take this ten-question quiz.

12.    Long-term relationships are much more satisfying and profitable 
than one-off interactions.

13.    Consultants can only take you so far.

14.    Those who sell it generally don’t have your long-term interests in mind.

15.    You can spend a lot of money on it and still not be satisfied.

16.    The basic principles really aren’t that hard to grasp, the whole 
trick’s in the art of the execution.

17.    The best kind is the kind you don’t spend money on.

18.    It has to be good for both parties involved.

19.    If you do it right it can really boost your reputation, and maybe 
get yourself some additional business.

20.    It’s more important to small, independent operators than to 
big corporations.

21.    Sometimes telephone assistance just doesn’t cut it.

22.    Reading books about it is great, yeah, and they can be  
helpful, but you really need to get out and see how the  
theory works in action — some of what you read in books or hear 
from others may not work for you and your particular customers.

23.    The French really aren’t as good as they would like you to think 
they are.

24.    There’ll always be new theories and new fads, but the basic prin-
ciples change relatively little year to year.

25.    The right music helps.

26.    Pretty much anyone’s capable of improving at it.

27.    Some really don’t see the benefits of spending a lot of time and 
money and effort to improve how they do it. But people notice, 
though, and you’d be amazed how much that factors into their 
decision-making.

Just for a change of pace, we’re publishing this less than serious look 
at CRM as a diversion from your usual fare. If you think you might 
be offended by the author’s comparison between CRM & sex, you  

     are under no obligation to read this piece. But then you’d be missing 
out. – The Editors

51 Reasons Why CRM 
Is Like Sex

by David Sims,
Contributing Editor, Customer Interaction Solutions
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28.    Everybody brags about how well they do it. 

29.    You can sure spend a lot of money on the extras without 
gaining much in the way of substantial improvement in  
the fundamentals.

30.    Every interaction is different. This is why case studies aren’t as 
helpful as you think they would be.

31.    It’s always fun to read about how someone else failed at it.

32.    Certain people just seem to have a gift for it that can’t be taught. 
Those people will never be out of work.

33.    Practice might not make perfect, but hopefully there are some 
mistakes you’ll stop making.

34.    The government’s not good at it.

35.    A lot of people have made a lot of money off it without really 
benefiting the end customer.

36.    If what you do is working, stick with it.

37.    There are a lot more failures than people admit.

38.    Everybody thinks they can do it better the next time.

39.    It’s common for people to wrongly blame tools for failures, when 
the problem most likely is the wrong tool for the wrong job in 
the first place.

40.    Great-looking products don’t always provide satisfaction.

41.    The importance of detailed knowledge of your customer can’t  
be overstated.

42.    Different people need it done differently to ensure satisfaction.

43.    It’s really hard to set down absolute rules for everyone to follow 
at all times, the trick is learning which alternatives to check 
down to.

44.    Personal beats impersonal ten times out of ten — it doesn’t 
have to be perfect every time, and if you show that you’re 
trying to make up for a mistake, boy, let me tell you, that 
goes a long way.

45.    Your customer is the final judge of how well you did it.

46.    If the three basic ingredients are people, process and technology, 
that’s the correct order for them.

47.    Having everything mapped out and scripted ahead of time is not 
the way to provide the optimal experience, since it can come off 
as cold, calculated and impersonal.

48.    You wouldn’t believe how important communication is to it.

49.    Speed really isn’t an advantage if you want a long-term relationship.

50.    If you want to ignore human nature and expect people to fit into 
your abstract theories, you’re going to be pretty lonely.

51.    Learning on the job is half the fun.  Cis

– David Sims is contributing editor, Customer Interaction Solutions magazine.
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Why Performance  
Analytics Is Important

Contact centers generate vast amounts of vital information from 
customer satisfaction surveys to operational data. This is data 
that individuals at every organizational level need and can benefit 

from, such as the contact center agents who need to know how they are 
performing to the C-suite inhabitants who are making strategic decisions.

The question becomes is how to best harness 
that information to enable logical, rational ac-
tions and solid, actionable, recommendations. 

That’s where performance analytics comes in. 
It provides the vital tools to analyze the data 
whose power is waiting to be used. Perfor-
mance analytics enables successful perfor-
mance management by giving managers and 
executives the yardsticks to measure results.

Leading industry executives were asked to 
outline the specific benefits of performance 
analytics. Here are their insights: 

Kelly Stropp, Senior Business 
Consultant

IEX Corporation,  
a NICE Systems (News - Alert) 
company

A day or two after JP Morgan announced that 
it was buying Bear Stearns I got an email with 
the picture of the door outside the Bear Stearns 
building. It had a $2 bill taped to it. Being in the 
performance analytics field, this photo seemed 
poignant because these executives claimed that 
they did not have any insights into their level of 
risk. I am sure their business is extremely com-
plex, yet I can’t help but wonder if things would 
have turned out differently for Bear Sterns if they 
had a performance analytics solution in place. 

Performance analytics solutions provide 
valuable business insights that offer a wide 
range of benefits from more informed 
decision-making to increased profitability. 
The technology provides contact centers with 
the ability to look at data that was once in 
separate silos together as whole. 

Having a consolidated view of the business 
can bring amazing business insights. With 
them, organizations gain perspectives of their 
operations that across geographic locations 
and lines of business and products. 

Performance analytics enables the center 
to set up automated processes that get data 
into the hands of those who need it most. 
Automated report scheduling, dashboard/
scorecard pushes, and portal technologies, to 
name a few features, all help facilitate timely 
decision making.

With visualized, consolidated data at the 
fingertips, contact center executives and 
managers are able to make much more 
informed decisions. Performance analytics 
allows methods such as alerts, color coded 
data, and data profiling. This brings relevant 
information to the forefront to facilitate 
better decisionmaking. 

Taking effective decision making one step 
further, performance analytics enables 
organizations to look back over time to 
analyze business trends, conduct “what if ” 
and root cause analyses to find the answers 
to specific problems. 

Effective decisionmaking isn’t just for execu-
tives anymore. Performance analytics enables 
the centers’ managers to generate reports, 
view dashboards and create scorecards for all 
levels of the corporate hierarchy. It also allows 
organizations to align corporate goals. For 
example, one of them might be to increase 
profitability or enhance customer satisfaction. 
With everyone working toward common 
objectives, using actual metrics measured at 
the individual level, they are more likely to 
be achieved.

Mark Selcow, President

Merced Systems, Inc (News - Alert)

‘Pin the Tail on the Donkey’ is a beloved chil-
dren’s game, but this same concept does not 
translate well into running large enterprise 
businesses.  Rather than marching forward 
with figurative blindfolds on, executives, 
supervisors and agents in sales and service 

organizations must be empowered with a 
comprehensive set of performance analyt-
ics. One that offers a single version of the 
truth which enables every individual in these 
organizations to efficiently and effectively 
measure, manage, and improve the business.

For contact center executives, performance 
analytics offer critical insight into key busi-
ness drivers.  Knowing, for instance how 
productivity goals, such as average handle 
time and its impacts customer experience, ex-
ecutives can change course, balance compet-
ing objectives, or adjust strategy quickly and 
effectively, in response to changing business 
needs.  Having this direct insight into key 
business levers allows executives to focus their 
attention on mission-critical issues, rather 
than toiling in the weeds.

Having a succinct view into the performance 
of their teams, supervisors no longer waste 
precious time gathering spreadsheet reports 
and hand-written performance reviews, but 
instead can spend their time on what’s truly 
important: coaching and developing their 
agents.  Armed with the right information 
into their teams’ performances, supervisors 
can cut to the chase and more effectively 
align individual goals with and drive behavior 
towards overarching company objectives.

Finally, at the agent level, a comprehen-
sive set of performance analytics fosters a 
culture of continuous improvement, healthy 
competition, and accountability for perfor-
mance.  Agents have visibility into how they 
are doing and can take immediate action to 
self-correct when certain metrics slip.  They 
now understand that their performance is 
being graded fairly and that they are being 
rewarded appropriately.  Empowered with 
front line performance analytics, agents are 
able to grow in their positions, which not 
only lead to a reduction in turnover, but also 
ensure that customers are interacting with 

by Brendan B. Read,
Senior Contributing Editor, Customer Interaction Solutions
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better trained, more knowledgeable and more 
motivated staff.    

In large customer-facing operations, 
performance analytics are critical to 
ensuring behavior at every level is aligned 
with company strategy.  With timely and 
accurate information about performance 
delivered to every role in the organiza-
tion, executives, supervisors, and agents 
can more effectively and efficiently 
impact the business.

Greg Sherry, Director of Marketing

Verint (News - Alert) Witness 
Actionable Solutions

Within the contact center, performance 
management is becoming a culture and 
a continuous process. It involves goal 
setting, consistent communication, buy-
in from all levels of the organizations, 
regular measurement of performance 
against goals, and taking necessary cor-
rective action to close the loops. It is a 

critical management imperative to track 
and analyze the performance of contact 
centers and their agents, incorporating the 
“voice of the customer” in the perfor-
mance management process. Managers 
must measure against pre-defined key 
performance indicators (KPIs) and goals 
and incorporate workforce optimization 
(WFO) solutions that bring eLearning 
and coaching into the fold.

A fundamental element of performance 
management is identifying the right KPIs 
to focus on for different levels in the 
center that are also aligned with enterprise 
goals. The key is to start off with a highly 
targeted set of predefined KPIs, along 
with the ability for businesses to cre-
ate their own general or line-of-business 
specific versions. Managers must extend 
the evaluation process beyond simple 
metrics, such as average handle time, 
average after-call wrap-up time, number 
of calls handled, sign-in time, service 
level and number of contacts abandoned. 

They must use role-specific KPIs that 
are created by arithmetically combining 
this raw metrics-based performance data. 
An example is a KPI called “unavailable 
time as a percent of staffed time,” which 
requires the management of four metrics – 
talk time, after call work time, hold time 
and idle time – in its calculation.

Another emerging element in perfor-
mance management is the incorporation 
of customer feedback. Contact center 
managers are measuring customer satisfac-
tion data and applying that information 
to help improve agent performance and 
business processes. They can leverage 
WFO customer feedback surveys espe-
cially designed to gather evaluation data 
on agent performance and the customer 
experience. With such tools managers are 
better equipped than ever to build holistic 
customer service evaluation programs that 
drive gains in the effectiveness of their 
people, processes, products and overall 
service levels.  Cis

Let TMC help you execute your next Webinar. Contact Jim Spangenberg for details about how you can use the power of TMC publications and TMCnet to draw a 
large number of qualified attendees. 203-852-6800 ext. 211 or jspangenberg@tmcnet.com.
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Customer Inter@ction Solutions realizes that technology is the key to 
the success of any call center, as we have been editorially covering 
call center technology for 25 years. We also realize that with new 

products and new categories of products in the call center space, it can be 
strenuous and difficult for our readers to keep up with the latest and great-
est products and services. This is why we launched the IP Contact Center 
Technology Pioneer Awards, so we can highlight for readers the best of the 
best in this emergent technology that is saving call centers all over the world 
a great deal of time, effort and capital. We’ve chosen as winners the products with the most admirable feature sets and 
the best track records of dramatically improving the operations of today’s call centers.

The IP Contact Center  
Technology Pioneer Awards

Each company that submitted for this award was required to complete a questionnaire detailing its target market, its product’s unique or dis-
tinctive features, its competitors and, of course, a list of customer references of organizations that have deployed the solution.

Following is the full list of IP Contact Center Pioneer Award winners. To all of the recipients, congratulations.  Cis

Aplicor, Inc.
www.aplicor.com
Aplicor Enterprise

Arcosoft Inc.
www.vonalink.com
VONaLink SoloRecord

Aspect Software
www.aspect.com
Aspect Quality Management 2.8.1

Autonomy etalk
www.etalk.com
Qfiniti Observe

Citrix Online
www.gotoassist.com
GoToAssist Corporate

Drishti-Soft Solutions
www.drishti-soft.com
DACX Ameyo

Envox Worldwide
www.envox.com
Envox CT Connect

Fonality
www.fonality.com
PBXtra Call Center Edition with  
HUD Agent

GN
www.jabra.com
Jabra GN9350

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

Intervoice
www.intervoice.com
Intervoice Contact Portal

KNOVA
www.knova.com
KNOVA 7

Kunnect
www.kunnect.com
XVP - Xtreme VoIP Platform

LiveOps
www.liveops.com
LiveOps On Demand Virtual Call  
Center Platform

Loquendo S.p.A.
www.loquendo.com
Loquendo MRCP Server

Numara Software
www.numarasoftware.com
Numara FootPrints 8

Pronexus Inc.
www.pronexus.com
VBVoice

Salesforce.com
www.salesforce.com
Salesforce Call Center and Salesforce  
Customer Portal

Servion Global Solutions
www.servion.com
Acqueon iQ

ShoreTel, Inc.
www.shoretel.com
ShoreWare Contact Center 4.66

Siemens Enterprise Communications
www.siemensenterprise.com
OpenScape Contact Center

Syntellect
www.syntellect.com
Syntellect CIM

Toshiba America Information 
Systems Inc. – Telecommunication 
Systems Division
www.telecom.toshiba.com
Strata ACD IP Call Center Solution with 
Net Phone Presence

Transera Communications, Inc
www.transerainc.com
Seratel

UCN, Inc.
www.ucn.net
Echo by UCN

Verint Witness Actionable Solutions
www.verint.com
Impact 360 IP Recording

AWARDs &
Recognition>
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It’s Where the Contact Center Industry
Gathers to Learn and Develop Relationships
First Class Education Meets Unmatched Networking Opportunities

At TMC, we have been teaching contact center
professionals how to evaluate and select products 
for their contact centers since 1982.

Today, Call Center 2.0 is the accepted forum for
learning, networking, and setting a course for 
your contact centers to run at maximum efficiency
and profitability.

Technology solutions, management techniques and
judicious business decisions combine to help you
improve sales and service and grow your company.

Backed by 26 years of pioneering and industry
leadership, Call Center 2.0 will show you new ways to
effectively run your business while simultaneously
forming relationships with new business partners.

•   Software as a Service (SaaS)

•   SIP in the Contact Center

•   Next-Generation Call Center Management
Strategies

Get Certified In The Following Areas:

Get Certified!

On-Site Registration Hours

Tuesday - September 16 ..........7:00 am - 5:00 pm
Wednesday - September 17 ....7:00 am - 7:00 pm
Thursday - September 18 ........7:00 am - 4:00 pm

Conference Session Times*

Tuesday - September 16 ..........9:00 am - 5:00 pm
Wednesday - September 17 ....9:00 am - 4:00 pm
Thursday - September 18 ........8:15 am - 2:45 pm
*Conference fees required for admission

Exhibit Hall Hours

Wednesday - September 17 ....4:00 pm - 8:00 pm
Thursday - September 18 ......11:00 am - 5:00 pm

Westin Bonaventure Expected to Sell Out Weeks
Before Event Begins

With over 200 exhibitors and as many as 7,000
attendees expected, rooms at the official show hotel
WILL SELL OUT QUICKLY!

We urge you to contact the Westin Bonaventure right
away and reserve rooms at the special INTERNET
TELEPHONY® Conference & EXPO rate of $189 per
night. Identify yourself as a show attendee to take advantage. 

Deadline for this special rate: August 15, 2008

Westin Bonaventure Hotel & Suites
404 South Figueroa St. 
Los Angeles, CA 90071 
Phone: 213-624-1000 or 800-937-8461

Hotel Information

Register Now at www.callcenter20.com
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Conference Tracks:

•  Adding Intelligence to the 
Next-Generation Contact Center

•  Contact Centers Results From the Labs

•  Trends in IP Contact Center Deployment

•  Contact Center Security Strategies

•  Embracing Unified Communications in the
Contact Center

•  Planning Ahead for Optimal Contact 
Center Deployment

•  Position Your Contact Center in a Web 2.0 World

•  Understanding Your Customers

•  Benefits of VoIP Enabled Recording

•  IP Contact Center Shootout

•  Innovation in the Skype Enabled Call Center

•  Using Natural Language to Improve the
Customer Self Service Experience

•  Service and Support:
Strengthening the Bottom Line

•  Translating Customer Voice into Bottom Line Benefit

•  Contact Center Mobility

•  Customer Experience 2.0: 
Competitive Differentiation

TMC University 
Certification Courses:

SIP in the Contact Center
•  Welcome to the Contact Center of the Future

•  Adoption of IP in the Next-Gen Contact Center

•  Technology Considerations for Contact Center
Evolution

•  Top 10 Reasons to Consider Hosted Call Centers

Software-as-a-Service (SaaS)
•  Make Your Contact Center Smarter: 

Best Practices

•  Software as a Service: The Basics

•  Using Hosted Speech Solutions in the 
Call Center

Next-Gen Contact Center Management
•  CRM Software as a Service

•  SaaS And The Home Agent Model

•  Contact Center Benchmarking Study Results

•  Improving Customer Experience

•  The Importance of First Call Resolution

•  Leveraging Speech Analytics for 
Customer Satisfaction

•  Workforce Optimization Strategies

Learn to Properly Select and Deploy Today’s Advanced
Technology and The Most Powerful Management Solutions

Scholarships Available to Qualified Professionals

•    TMC University Certification Courses offer a
cohesive series of classes on a single topic,
training you to select, deploy and manage a
complete system.

•    Conference tracks present a range of views 
on the most important challenges and
opportunities you face in today’s contact centers.

•    All sessions and courses are taught in a 
non-commercial manner, ensuring you get an 
unbiased assessment of each technology 
and solution.

•    Certification courses and conference tracks
present the perfect mix of technical and business-
related information, allowing you to determine
which solutions best fit your company.

•    New this year, TMC is offering full and partial
scholarships to qualified professionals for
TMC University Courses. Visit
Callcenter20.com for details.

For Sponsorship & Exhibiting Information
Contact Dave Rodriguez: 203-852-6800 ext. 146

drodriguez@tmcnet.com

Tuesday, September 16

Tuesday, September 16

Wednesday, September 17:

Wednesday, September 17:

Thursday, September 18
Thursday, September 18

For exhibiting information, contact Dave Rodriguez (drodriguez@tmcnet.com) or visit www.callcenter20.com
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How Business Can Learn From obama
In his VoIP blog, Rich Tehrani (News - Alert) writes: 
I came across an article [published by The Street.com] which shows 
how a small company can use the methods Obama utilized in the 
election to help them compete with big players in the market. Some 
of the examples include how a small hardware store can compete on 
service not price.

Sadly the local hardware store near TMC was wiped away by Home 
Depot and they did provide superior service. Nevertheless, the ideas 
in the piece do make sense and it is worth a read.

Visit Rich’s blog at http://blog.tmcnet.com/blog/rich-tehrani/

Tringme offers enhanced Click-to-Call
In his VoIP and Gadgets Blog, TMC CTO Tom Keating (News 
- Alert) writes:
Many click-to-call (c2c) solutions require connecting two legs of 
a call, which adds additional cost. TringMe (News - Alert) has just 
launched enhanced click-to-call solves this multi-leg cost issue by 
making it a single leg call and instead using a notification method 
such as SMS to notify the called party of the caller’s phone details.

TringMe’s blog explains, “Instead of originating multiple calls (call-
legs), TringMe intelligently notifies the called entity about the caller. 
Notified entity then automatically initiates a call back to the original 
Caller. The method of notification can be of any type, including send-
ing an SMS containing the caller details OR using the data network.”

For example, a website visitor can click on a click-2-call link which 
will notify the caller’s phone by a special message using SMS or data 
network. The caller’s phone receives the message and then it will 
automatically initiate the call to the caller using Tringme’s lost cost 
termination rates.

Tringme states, “The call can be either cellular or using our Mobile-
VoIP or a combination of both depending on the cheapest method to 
the caller’s destination. For example, a local call could be cheaper by 
cellular, and long distance by VoIP (a typical scenario in markets like 
China & India) and hence be routed accordingly.”

Of course, if you have a SIP softphone client on your mobile 
phone, along with a SIP-based service provider, you can also 
have a 1-leg inexpensive click-to-call solution. Or if you have a 
SIP-based IP-PBX (News - Alert) such as Asterisk, you can also 
configure SIP softphone clients on mobile phones. However, 
except for some Nokia phones, and some other brands, it’s rare to 
see SIP-based softphone clients on mobile phones. And often they 
are limited to the WiFi (News - Alert) connection only - 2.5G, 3G, 
CDMA, etc. need not apply. Damn it, there’s always a catch!

Visit Tom’s blog at http://blog.tmcnet.com/blog/tom-keating/

Amazon outage...UK Frenzy To Blame?
In his VoIP Authority blog, Internet Telephony’s (News - 
Alert) Greg Galitzine writes:

According to a report on the UK’s Daily Express, customers of Ama-
zon’s UK Web site took advantage of a pricing error.

The site reported that for two hours, the entertainment giant was 
advertising massive discounts on several DVD box sets including a 44-
disc set of hit US drama West Wing for just £17.97. Amazon customers 
who were lucky enough to stumble across the amazing offers went into 
a buying frenzy, snapping up multiple purchases of West Wing, Family 
Guy, Sopranos, Desperate Housewives and Will and Grace.

Sales of Family Guy reportedly shot up over 200,000%, according to 
the Movers & Shakers chart on Amazon.

Some customers reported that traffic caused the site to slow  
down considerably.

Visit Tony’s blog at http://blog.tmcnet.com/the-hyperconnect-
ed-enterprise/

Data Centers Find They Can’t Afford Not To “Go Green”
In TMCnet’s “Green Blog,” Mae Kowalke writes:
In the data center market, the need for green technology solutions to 
reduce energy consumption is rapidly becoming imperative. That’s 
according to executives who gathered for a panel recently during 
Computerworld’s Storage Networking World conference. 

Going green is no longer just a matter of moral rightness or social re-
sponsibility, Computerworld reported. It is now becoming a business 
necessity for data center operations to know how much energy each 
device consumes and to find ways of reducing that energy consump-
tion. It simply costs too much to not do so.

“If you use more energy [than presently] and it’s more expensive, 
expect your costs to go up,” said Andrew Fanara, team leader for the 
U.S. Environmental Protection Agency’s (EPA) Energy Star Product 
Specifications Development Group. “These problems will intensify.”

Last month, Computerworld reported, the EPA said it is working on 
a benchmark to help IT managers compare their own energy usage 
with that of other data center operations. A server specification should 
be complete by year’s end, with a green storage benchmark (in devel-
opment by the Storage Networking Industry Association) expected 
even sooner. 

Visit Greg’s blog at http://blog.tmcnet.com/blog/greg-galitzine/

ssA on the road to transformation
In his Hyperconnected Enterprise Blog, Tony Rybczynski 
(News - Alert), Director of Strategic Enterprise Tech-
nologies for Nortel writes:
Tom Hughes, CIO of SSA, had a keynote at the Nortel User Con-
ference, on his perspectives on VoIP and UC. SSA recently signed 
the largest single VoIP contract valued at $300M, across 64000 
employees, 1600 field offices, and a massive contact center; all over 
10 years. Tom sees this as putting SSA on the road to UC, a trans-
formational opportunity.

When asked what his big challenges are, he responded: security and 
helping execs understand the business benefits of UC. 

He lamented a common situation that “Lots of execs don’t quite get 
it”. He held an informal poll of the audience and observed that only a 
third indicated that IT was at the business strategy table.

Getting attention of the C suite requires IT to show quantifiable 
top and bottom-line benefits. That was also the view expressed 
by Bob Hafner of Gartner, who was on a panel after the keynote. 
In the case of SSA, they are targeting hundreds of millions of 
dollars in savings.

My sense from listening to Tom speak, is that ‘he’s the man’ with the 
right blend of technology and business savvy to move SSA forward.

This is good news for Americans on their own road to retire-
ment (someday!). 

Visit Tony’s blog at http://blog.tmcnet.com/the-hyperconnected-
enterprise/business-aspects/ssa-on-the-road-to-transformation.asp/
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You see, my company had been dying for years. 
Sure, we had some profitable quarters. We’d hold 
rallies and host dignitaries. Our bellies were full 
and our debts were manageable. 

Deep inside, we all knew, though. Something 
had been lost — and something else was gain-
ing on us. We lived in a vacuum, stuck in place, 
denying our growing dread. 

Where did it go wrong? I’d like to blame overseas 
outsourcers… or tighter regulations... or emerg-
ing technologies. I want to believe our problems 
were inevitable, that we made decisions for the 
right reasons. And I hope we left a legacy, a sense 
of uncompromising excellence that we carry to 
our new jobs. 

Looking back, I realize we weren’t capsized by 
outside forces, bad data or defections. No, our 
culture was corroded from within. Somehow, 
we forgot who we were. We started coasting. We 
developed bad habits. We ignored our formula 
and lost that spirit that made us so different. 
Over time, we gradually quit practicing the 
fundamentals: 

1) Transparency: While the pipeline was drying 
up, our leaders started meeting behind closed 
doors. When they emerged, we were flooded 
with new demands and rules. Despite this, we 
heard the same, tired speeches. The chatter grew 
— until the layoffs showed just how disposable 
we were. 

In a post-Enron world, people want to know 
what and why. They need to believe their leaders 
are good stewards who are looking out for every-
one, not just themselves. They need to be kept in 
the loop. Bottom line: they need reasons to trust. 
Without this buy-in, a company is destined for 
failure. A lack of transparency simply breeds a 
culture of paranoia, where the worst intents are 
always ascribed. 

2) Mutual Respect: People want to work where 
they are valued. They want a place where the 
field is level, where they will be rewarded for go-
ing above-and-beyond. We forgot that. We quit 
viewing our peers as equals. We started taking 
our people for granted. 

Look at your operation: what have you done to 
recognize each team member? How have you 
shown a personal interest in them? How are you 
grooming these people for bigger roles? Identify 
those people who perform, who sacrifice. Take the 
time to learn what makes them tick. Reward them 

for their perseverance. 

Want commitment? Want loyalty? Ask yourself: 
what are you giving in return?

3) Openness: In tough times, there is a ten-
dency to turn inward, to close ourselves off. We 
were no different. For years, we were success-
ful, brimming with pride and potential. When 
the bubble burst, our leaders closed ranks. We 
learned not to ask questions. We kept our ideas 
to ourselves. We knew our place, fell into line, 
did what we were told. 

We understood management’s unspoken man-
tra: we know better. 

Beaten down, we became “Stepford employees,” 
with our glassy eyes and vacant smiles. We quit 
believing. We quit trying. We quit growing. We 
were suffocating — and our company was dying 
alongside us.

4) Vision: People are seeking meaning in their 
work. They want a company that has a compel-
ling reason to exist…beyond making money. 
They want a sense of ownership, to know they 
were part of something larger, something that 
makes a difference. 

Our CEO liked to say that you “owed an em-
ployer an honest day’s work and an employer owed 
you a paycheck. Nothing more.” That’s how we 
knew our corporate credo was a fraud. Our soar-
ing rhetoric didn’t match our reality. 

To thrive, you need an authentic foundation, 
reinforced by every employee at every level. Your 
people must know how they contribute to the 
outcome. They must see how their customers 
benefit, how their lives will be enriched. You 
must harness energy, convey hope, build momen-
tum. Without that, you are only offering your 
employees a job. Nothing more.

5) Planning: Military analysts often speak of 
the “fog of war,” where uncertainties about an 
adversary and environment can lead to strategic 
errors. Business has its own fog. In real time, it 
is hard to discern how social trends will drive 
new products or services. Sometimes, we cannot 
recognize how small shifts can create new costs, 
red tape, competitors or opportunities — until 
it is too late.  

6) Execution: It is one thing to talk. It is anoth-
er to act. We tried everything. We took retreats. 
We hired consultants. We even wrote a plan. 

We just lacked the discipline to turn our grand 
plans into reality. We encountered the same 
pitfalls as everyone else. We never had time. We 
were always sidetracked by the unexpected. We 
couldn’t build consensus. Of course, there was 
the biggest of them all: the impact of change on 
our hierarchy, our systems, our culture. 

They were all cop outs. We took the easy way 
out. We didn’t make a choice. We didn’t com-
mit. And we paid the price. 

You see, execution takes focus, organization and 
passion. It requires the guts to stick your neck 
out — and accept the consequences. Your win-
dow of opportunity is small, so always act. Sum-
mon the will to finish what you start. Evaluate 
the results. And return to where you started…
and do it all over again. 

7) Self-Control: We were a victim of our success. 
Our customers raved about our work. They 
asked us to do more, to do things we had never 
done. We fell prey to the oldest temptation in 
business: being all things to all people. 

We grew distracted, putting out fires born from 
our inexperience. We lost so much time, energy 
and resources. Like so many companies, we 
learned too late the need to set boundaries and 
manage growth. 

8) Community: As we declined, our personal 
bonds grew frayed. We gradually lost that 
innate connection, that sense of shared 
experience and belonging. Over time, we 
quit loving what we did and believing in 
each other. We stayed too long, collected our 
check, phoned it in. 

After a while, we simply talked past each 
other…if we communicated at all. We went 
our separate ways after work. Our depart-
ments became silos. Our office, thinned out 
by layoffs, grew so quiet. There was no hustle, 
no laugher. We nursed our grudges. Our 
elbows were sharp and our fingers were always 
pointed somewhere else. 

The best companies are families at best, 
communities at a minimum. Of all the 
fundamentals we overlooked, this was the 
most important. We quit doing the small 
things that unite people: sharing, listening, 
empathizing. We lost our smile and our pur-
pose. We became like so many others: hollow 
and mediocre. We became everything we had 
railed against when we had started out. And 
we lost everything as a result. 

Jeff Schmitt is a freelance writer who spent 11 years 
in the call center industry. He lives in Dubuque, IA 
and his e-mail is jschmittdbq@mchsi.com. 

By Jeff Schmitt

Insider’s Report

Eight Ways to Ruin Your Business 

I remember the day I learned we were being sold. I wasn’t shocked. Or 
angry. Or even sentimental.  I was too numb for all that. 
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In a comprehensive worldwide survey, The Ex-
ecutive Disconnect: The Strategic Alignment 
of Customer Service, an in-depth look at busi-
nesses across key regions worldwide is detailed 
with supporting data for major markets in 
Europe, North America, and Asia Pacific.

Genesys Telecommunications Laboratories, 
Inc., surveyed a group of C-level execu-
tives and compared their responses to the 
customer-centric professionals who are much 
closer to the front lines.

The survey revealed that customer care profes-
sionals and executives overwhelmingly agree that 
customer service impacts the company’s brand 
identity, yet very few believe that their customer 
service acts mainly as a strategic function.

The study also found that only 20 percent of 
CEO-level executives and 20 percent of custom-
er care professionals say their contact centers are 
very strategic. In addition, both groups agree that 
customer service is key to brand identity, with 92 
percent of C-level executives and 85 percent of 
customer-centric employees agreeing. 

The majority or 73 percent of C-level execu-
tives however, overestimate the effort in their 
companies to measure customer lifetime 
value, compared to a smaller number of 
customer-level employees at 60 percent.

When it comes to measurement and actual 
performance, most C-level executives un-
derestimate the emphasis their organization 
places on efficiency and overestimate how 
easy their organization makes it for customers 
to purchase during interactions. 

In fact, 55 percent of C-level executives 
believe their operations use average speed to 
answer as a critical measure, compared to 70 
percent of customer care professionals. On a 
global basis, 67 percent of all organizations 
considered this a key metric. 

Among C-level executives, 41 percent believe 
that they measure the experience in self-ser-
vice by quality rather than just cost savings. 
By comparison, only 35 percent of customer 
service professionals believe the same.

Another 36 percent of C-level executives think 
that their customer service is measured on 
revenue per call. In reality, only 28 percent of 
customer service professionals validated that no-
tion. Considering global respondents, 30 percent 
report that they measure revenue per call.

It is not unusual in the organization for those at 
the top to be somewhat removed from what is 
actually happening on the front line of customer 
service. Such a disconnect can have its conse-
quences however, as it puts more pressure on 
contact center managers to prove their needs and 
their value to those in upper management. 

W
ithin the global contact center industry, one of the biggest discon-
nects is between C-level organizational executives and contact 
centers. Executives will promise one thing and contact centers 

will actually see another altogether. Executives understand the contact center 
processes to be one way when in reality, they are quite different. 

Study Reveals Contact Center Disconnect

Over the years, the traditional telephone-
based call center has morphed into the multi-
channel contact center, offering customers 
the ability to contact the center via phone, e-
mail, Internet, SMS, chat, fax and even more. 

With this increased use of these alternative 
channels, it is important for the contact cen-
ter to understand how much of its traffic is 
flowing through these channels and how best 
to manage them for optimal performance. 

According to Dimension Data, an IT solu-
tions and services provider, the global contact 
center industry has seen an increase in the 
use of Interactive Voice Response (IVR) 
self-service channels with 60 percent of the 
world’s contact centers using the channel. 

SMS/Text messaging has also experienced an 
increase in use by 8 percent according to last 
year’s level of 32 percent. These findings are 
part of Dimension Data’s tenth annual Con-

tact Center Benchmarking Report. This report 
includes survey responses from 300 contact 
centers in 36 countries across five continents. 

“Ten years ago, enterprises were focused on 
improving service and moving away from face-
to-face interactions toward a phone experi-
ence,” said Grant Sainsbury, practice director, 
Customer Interactive Solutions, Dimension 
Data Americas, in a company statement.

“Today, the reality is that the choice of channel 
varies and is dependent on the type of transac-
tion. High-value customers may be more than 
happy to use automated self-service channels 
to pay a bill or view their balance — they don’t 
need a live agent for every interaction.”

The increased use of self-service channels 
provides a significant benefit to businesses. In 
1997, the first year of the Dimension Data 
survey, only 6 percent of calls resulted in a 
customer using an IVR. Today, 15.5 percent of 

calls are handled by this technology. Automated 
self-service interactions amount to 15 percent 
of costs of interacting with a live agent.

In fact, according to estimates from the 
Benchmarking Report, it is nearly five 
times less expensive to use telephonic self-
service than agent assisted calls. The real 
benefit for the organization is being able 
to extend a core technology platform to 
provide a high level of customer service on 
a consistent basis.

In the first year of the study, human voice 
transactions represented more than 90 
percent of a contact center’s activity. Today, 
that number has fallen to slightly over 50 
percent of total call volume. In 1999, average 
call duration was roughly 187 seconds, where 
today it is now an average of 239 seconds. 
And, even thought call times have length-
ened, wrap-up times have risen.

While consumers as a whole continue to 
prefer to talk to a live agent, self-service 
technology demand is on the rise. The most 
successful organizations and contact centers 
have embraced this technology and are expe-
riencing the benefits.

T
raditional call centers were both an asset and a liability to the 
organization as they fulfilled a need by operating as a point of 
contact for the customer, yet they also incurred significant cost 

without directly driving revenue.  

Self-Service Drives Contact Center Success
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From The Hosted Speech Experts

There are many common examples where “agent at 
home” is a key asset to the contact center:

Retaining knowledge workers. These are em-
ployees that have a specialized skill or experi-
ence set that can be retained and given a more 
flexible working arrangement using “agent at 
home” technologies. Nurses, support experts, 
veterans, stay-at-home moms and semi-retired 
people are all examples of knowledge workers 
who can provide their expertise to the contact 
center and retain a flexible schedule while 
working from home .

Overflow and seasonal peak volumes. Dur-
ing anticipated high volume call periods, 
these employees can be used to handle the 
increased call volumes without actually being 
in the contact center. Non-contact center 
employees or outsourced agents using “agent 
at home” technologies can be deployed 
quickly to augment the contact center dur-
ing high volume periods.

Disaster recovery. “Agent at home” can play 
a central role in disaster recovery plans by 
ensuring that contact center agents can still 
perform their duties from any location that has 
high-speed Internet connectivity. 

Regardless of the exact use of “agent at home” 
technologies, there are some significant benefits 
to be gained through their use:

Retain talent. Knowledge workers are difficult to 
replace; the costs associated with ramping a new 
employee to have the knowledge and experience of 
a departing employee are significant. By enabling a 
knowledge worker to have more flexibility in their 
schedule and work environment, companies are 
able to better retain valuable human capital.

Reduce capital expenditure. By using “agents 
at home,” contact centers need only to invest 
in a contact center that is sized to handle the 
average expected volumes and use the other 
employees or outsourced agents from home to 
supplement the center during peak times.  

Increased customer satisfaction. Contact centers 
using “agents at home” are more likely to enable 
their callers to speak with an agent who is best able 
to handle the call.  Intelligent routing technology 
enables the contact center to connect callers with 
appropriate knowledge workers and thereby pro-
vide an efficient and effective customer experience.

Lower overhead costs. Because agents using 
“agent at home” are not in the actual contact 

center the size, climate control and power use 
of that center are all reduced.

“Agent at home” technologies are more than a new 
convenience; they will change the way contact 
centers operate and the way businesses use them. 
Contact center personnel and agents will become 
less concentrated in specific locations but will be 
spread throughout the organization.  There will be 
fewer contact center generalists and more special-
ists. This trend mirrors the knowledge worker 
revolution in the business world as a whole as 
described by the famous management consultant 
and professor, Peter Drucker. More calls will be 
routed to the most appropriate specialist and fewer 
to the first available generalist, enabling callers to 
get a better call experience. The technologies that 
are today called “agent at home” will be the prime 
driver of this revolutionary change.  Cis

About VoltDelta (News - Alert) Hosted Solutions

VoltDelta Hosted Solutions provides contact centers 
of all types with access to leading edge technologies 
including agent at home solutions, speech automa-
tion, IVR, ACD, VoIP transport, multi-modal 
messaging and outbound alerts on the per-minute 
used model. To learn more, please visit www.
voltdelta.com/voltdelta-hosted-solutions.

A gent at home” is more than a new buzz phrase or job title that takes business casual dress to an extreme level.  In-
stead, it is becoming a key asset in the contact center industry that is increasing overall contact center performance, 
agent productivity, and enhancing hiring options for the industry.  “Agent at home” technologies usually include an 

advanced ACD capability to route calls to the right agent, web-based or thin client software, and flexible telephony infrastruc-
ture such as VoIP or SIP.  These technologies enable a contact center worker to perform their duties from anyplace that has a 
computer with a high-speed Internet connection. 

Agent at Home: More Than 
Wearing Slippers To Work

By Brad Schorer,  
SVP of Marketing and  
Business Development,  
VoltDelta Hosted Solutions

Attaining And Retaining Mature Agents

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

If you manage or supervise a call center, chances are pretty good you are 
familiar with drama. According to Booz, Allen, Hamilton, the average 
brick-and-mortar call center agent is between 18 and 28 years old. Not to 
disparage the youth demographic as a whole, for there are many terrific and 
enthusiastic workers in this employee group, but as a manager, you’ve prob-
ably noticed that personal drama is more likely to emanate from this age 
group. Not only that, a lack of professional experience means this group 
is still in its learning phase as professionals in terms of job performance, 
interpersonal employee relationships, time management and response to 
criticism. Finally, and perhaps most importantly, more youthful call center 
workers are more likely to view call center work as a step to something else: 
a way to pay the bills before the “real” career begins. Therefore, they may 
not have as much to invest in customer support jobs as an older worker.

According to that same Booz, Allen, Hamilton study, the average at-home 
call center worker is between 30 to 48 years old. Because of the very flex-
ible nature of home call center agent work, it is more likely to attract the 

parents of young children, veterans, semi-retired persons and people with 
physical disabilities. Quality at-home work is extremely valuable to these 
demographics of workers. Personal maturity reflects in job quality and 
reliability, interpersonal skills, life experience to draw upon and a vested 
interest in retaining the job and viewing it as a career rather than a step to 
somewhere else.

The expectations of the number of home agents in the U.S. in the next sev-
eral years vary between 225,000 to 300,000. Regardless of which estimate 
is correct, it’s undeniable that hiring home agents is on its way to becoming 
a normal operating procedure for contact centers and customer support 
operations. Whether it’s the price of gas, the price of building overhead, the 
need to pull support operations from foreign shores or the need to improve 
customer service to retain customers in a slow economy, it seems that the 
“perfect storm” that will make the home agent model succeed is brewing. 
It’s vital that companies with large customer support needs begin evaluat-
ing their technologies and services with a goal of putting a framework in 
place that can enable the home agent model in the near future.

Because as the economy splutters and it becomes ever more important to 
keep the customers you’ve got, can you afford more drama in the call center?
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VOLTDELTA
HOSTED SOLUTIONS

VOLTDELTA AGENT AT HOME 
SOLUTIONS CAN HELP YOU:

Retain Your Knowledge Workers

Handle Your Overflow and 
Seasonal Peak Volumes

Reduce Capital Expenditure

Increased Customer Satisfaction

Lower Overhead Costs

Play a Central Role in Your Disaster 
Recovery Plans

•

•

•

•

•

•
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Formula for Sales  
Success: Four Factors 
That Increase Sales 
Exponentially

Culture of high performers

The best contact centers don’t consider their 
employees to be agents or TSRs – they think 
of them as communicators who build relation-
ships with customers that result in higher sales 
and satisfaction.  These professionals are en-
thusiastic, goal oriented and experienced.  To 
recruit and retain them a contact center must:

•    Provide compensation and benefits based 
on performance and prior experience.

•    Avoid commission-based compensation.  
Instead, focus on customer satisfaction 
and quality assurance.

•    Reward and recognize top performers often.

•   Foster a spirit of friendly competition.

These recommendations, when applied to a 
person who is mature and educated, are sure 
to have a big impact on sales.  

Training that provides a foundation

Nothing is more obvious and annoying to a 
customer than a poorly trained representative.  
Take this all too common scenario.  A woman 
calls in for help with a simple billing question, 
but the agent who takes the call can’t help her.  
So she is put on hold while her call is escalated, 
often several times, before her issue is resolved.  
Not only is this customer frustrated, she is cer-
tainly not going to be receptive to cross-sell or 
up-sell appeals.  This is a lose-lose scenario that 
can be avoided through careful, coordinated 
training exercises.  

Good training starts the first day on the job, 
before a call is ever made.  It includes written 
tests as well as role-playing exercises.  It also 
includes client-specific information and is de-
veloped with the client’s input.  To ensure that 
this classroom training transfers to the contact 
center, training should continue for at least 
three weeks after the date of hire.  Although 
extensive training of this nature requires time 
and financial resources, it ensures that the 
people helping customers have product knowl-
edge; effective communication, customer 
service and sales skills; and an understanding 
of the client’s mission and vision.

Quality assurance at every level

Quality assurance is more than just a single 
department or assessment.  Rather it is a total 
operations philosophy that ensures that every 
call is superior to the one that came before it.  
Naturally, one of the most essential aspects of 
quality assurance is a multi-faceted call monitor-
ing process that documents every aspect of the 
call from sales and customer experience metrics 
to nuances such as tone, timing and volume.

Supervisors are just one level of quality assur-
ance.  From front-line contact center employees 
to top management, there must be a commit-
ment at every level of the organization.  The 
best contact centers won’t ask that clients take 
their word for it on quality – they make it easy 
for clients to remotely monitor live calls, provide 
real-time reports and digitally record all calls.

Coaching for continual  
improvement

If culture, training and quality assurance are 
present, the only thing left is to cultivate and 
retain exceptional performers.  To do this, con-
tact center supervisors must focus their time on 
coaching and mentoring, leaving administrative 
tasks to support staff.  This means providing ob-
jective and subjective criticism that ensures each 
customer is handled with the care and respect 
that he or she deserves.  Supervisors should 
receive formal training in the following areas:

•   Counseling
•   Motivation
•   Teamwork
•   Analytics
•   Professionalism
•   Leadership

Paul Derbyshire, Director of Operations Strategy, 
InfoCision Management Corporation. In business for 
25 years, InfoCision Management Corporation is the 
second largest privately held teleservices company and a 
leading provider of customer care services, commercial 
sales and marketing for a variety of Fortune 100 com-
panies and smaller businesses. InfoCision is also a leader 
of inbound and outbound marketing for nonprofit, 
religious and political organizations. InfoCision oper-
ates 32 call centers at 13 locations throughout Ohio, 
Pennsylvania and West Virginia. For more information, 
visit www.infocision.com.   Cis

How does a contact center build the perfect customer experience?  
There are the quantitative variables, such as staffing levels, hold times 
and abandon rates, which are relatively easy to define and measure.  

On the other hand, there are the qualitative variables that can’t be expressed 
in numbers, but are no doubt essential to the formula for excellent sales and 
performance.  They are: culture, training, quality assurance and coaching.

Innovative Solutions from the Teleservices Experts

By Paul Derbyshire, 
Director of Operations Strategy 

InfoCision Management Corporation
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accountability

With the lowest attrition rate in the industry (10% annual 
average), you can count on AbilityOne Teleservices to 
improve customer service and lower operational costs.

AbilityOne fulfills your federal contract needs while enabling you to create 
employment opportunities for people who are blind or have other severe 
disabilities. Our competitive Teleservices offerings include:

 
warehousing and distribution)

Discover all of our abilities at  
AbilityOne.org. Or to talk to someone  
immediately, call (800) 999-5963. 

 
meet the Teleservices needs of her customer.

http://www.abilityone.org
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Executive Roundtable: CRM

Customer relationship management (CRM) in name has been around 
for about 10-12 years. Yet the concept: knowing your customers and 
delivering the level of service to them that is appropriate for their 

existing and future importance has long been at the heart of commerce.
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CRM has become more valuable and efficient 
thanks to improving technologies and practices. 
Advanced software has given larger enterprises 
that personalized small business feel of custom-
ers, which boosted service and sales. These 
tools, which have become more affordable 
thanks to software as a service (SaaS) solutions, 
have enabled small/midsized businesses (SMBs) 
to gain big-firm insight into their buyers’ 
behavior to help them stay competitive.

CRM has also become more challenging. 
The numbers of channels has been expand-
ing, such as SMS and mobile web a.k.a. 
unified communications (UC). Customers 
are gaining more control of their interactions 
through online research. Many products and 
services have become commoditized, most 
notably travel. 

And when the economy turns soft, as it ap-
pears to be doing in the US especially, lower 
prices and greater convenience necessitated 
by rising gas costs that are limiting travel 
often trump service and relationships in buy-
ing decisions.

To get the 360-degree picture of CRM we asked 
leading executives for their insights on key issues, 
which we would like to share with you.

Aperio CI (News - Alert)

William J. “Duffy” Mich, Jr.,  
Chairman and CEO

Traditionally, smaller companies would 
always say they could compete with larger 
firms by offering more responsive and per-
sonalized customer service.  But as technol-
ogy has improved, larger companies have 
been able to leverage advanced CRM tools 
that enable them to become faster and more 
efficient when dealing with customers.  

While many CRM providers still focus on 
addressing enterprise needs, technology is 
just as important to SMBs; they just have 
fewer financial and human resources to com-
mit to technology compared to their larger 
cousins. We expect that savvy CRM provid-

ers will see the need amongst SMBs, and will 
be able to offer solutions that are robust, yet 
tailored for small business needs, and priced 
accordingly. Certainly, providing capabilities 
to SMBs via delivery models such as SaaS 
allows CRM providers further reach into this 
segment via an affordable offering.

UC is already gaining a foothold in tech-ori-
ented industries, particularly those where users 
are comfortable with using a variety of tools to 
obtain information. The mobile communica-
tions space is a great example of this. 

Customers in these spaces look to solve issues 
and retrieve information using tools like chat, 
messaging, web, and other data-oriented 
channels. As a result, it is to be expected 
that we’ll see less of a reliance on the contact 
center as the most dominant channel for 
customer service, although we do not ever see 
the contact center going way completely.  It 
will still have its place as an important link to 
customers, but clearly, the emphasis is head-
ing to UC and self-service types of solutions.

CRM, like all technologies, will need to 
become much more accountable and less 
ethereal in nature.  Customers we speak 
with have stated that they will only invest 
in technology if there is a tangible return on 
investment. For CRM providers, this trans-
lates into demonstrating a direct correlation 
between providing more efficient customer 
service and a company’s bottom line.  

The second area of change will be in reaching 
the market more effectively through the use 
of UC or alternative channels. Today there 
is a new generation of users unaccustomed 
to communicating with companies, or even 
each other, via voice or other traditional 
channels. Instead they opt for self-service via 
the web and interactive chat.  Providing the 
full customer experience in a personalized 
way will be a necessity for CRM providers.

Aperio CI works very hard to develop tools 
that measurably impact our customers’ chal-
lenges, such as reducing churn, capturing up- 

and cross-sell opportunities, and increasing 
average revenue per user a.k.a. ARPU.  We 
deliver regular reports, which detail the pen-
etration and net effect of our solutions. As a 
result, customers have a good understanding 
and appreciation for how our tools address 
their needs.  

The companies that use CRM implementa-
tions correctly probably have a deeper under-
standing of their customers’ propensities and 
behaviors. They are able to use this intelligence 
to make adjustments regarding marketing 
campaigns, retention plans, and customer ser-
vice protocols by providing information that 
is targeted, compelling and timely.  Unfortu-
nately, companies that don’t leverage CRM 
solutions well, or still see CRM as a means to 
collect vast amounts of data without conduct-
ing any meaningful and applicable analysis, 
probably feel they don’t derive any benefit at 
all from their CRM implementations.

The contact center is still often the first point 
of contact, so in that manner it retains its 
importance.  But that is shifting as more and 
more customers want information through 
other channels such as web portals. Clearly, 
we operate in a 24/7 society that wants in-
formation through a multitude of means. At 
a high level, that reduces the contact center’s 
overall importance within a CRM environ-
ment.  The challenge for businesses is to 
provide reliable and consistent information, 
whether through a contact center, web portal, 
text, or even direct mail. Customer informa-
tion should be consistent regardless of the 
channel of delivery.  But, unfortunately, that 
often is not the case.

Consona (News - Alert)

Tim Hines, Consona CRM VP, 
Product Management

The CRM functionality does not need to be 
substantially different instead the technology 
requirements and infrastructure need to be 
different.  The size of an organization does not 
change the drive for a significant competitive 
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edge in today’s marketplace.  Software solu-
tions for solving complex business issues while 
at the same time providing the adaptability 
to react to market changes and competitive 
threats are mission-critical objectives for any 
businesses.  This is key to Consona CRM’s To-
tal Customer Management (TCM), and when 
I refer to CRM not needing to be different I 
am referring to the objectives.

TCM combines the early vision of CRM 
with the practicalities of execution needed to 
generate results in today’s CRM initiatives.  
Smaller businesses, as well as larger, will need 
to evaluate their CRM needs in three differ-
ent management areas: customer, process, 
and performance to keep up with ever chang-
ing market conditions.

Customer management will centralize 
interactions by creating synergy across all 
departments and interaction channels.  
The strategic advantage to this is a more 
informed, productive, and responsive work-
force without boundaries.  Worldwide opera-
tions or just across town will benefit from the 
blending of all communication channels that 
delivers an up-to-date and relevant compre-
hensive customer view.

Process management enables rapid respond to 
changing market dynamics by supporting the 
right business and customer decisions from ac-
cess to the right information within and across 
departments.  An organization executing with 
speed and consistency will depend on staying 
on top of complex, inter-related processes as 
well as avoiding duplication, with tools such 
as a single repository.  A flexible platform 
optimizes performance and increases agility-
without huge disruptions or expenditures. 

Performance management provides solutions 
for analyzing and adjusting customer-facing 
operations.  The performance metrics and 
business intelligence tools create and deliver 
various reports.  Examples would be dash-
boards, scorecards, online analysis, as well 
as self-service reporting and queries.  With 
flexible, user-friendly reporting capabilities, 
companies are more responsive to the ebb 
and flow of the market. 

The CRM industry has been in existence for 
about 12 years and as it matures I predict that 
CRM companies will be more accommodating 
to the small and medium size organizations.

The market will provide the same or 
perhaps even more functionality while 
caring for the infrastructure and personnel 
constraints for the SMB.

The part that CRM plays in unified commu-
nications for contact centers is crucial to not 
only success yet survival of a business.  Image 
may waver with the tides as each customer 
experiences interaction with the company 
to the end result of satisfaction of needs or 
wants.  One bad experience could potentially 
develop into negative opinion communicated 
throughout that person’s community.  A 
good reputation is priceless.  It is the decid-
ing force behind many purchase decisions.

The competitive advantage of CRM software 
is increased communication by quickly pro-
viding access to complete view of data thus 
dramatically increasing goodwill.  Therefore 
I view customer relationship management as 
critical component for the long-term success 
of a contact center – ultimately the business.  
The integration of various communications 
systems and applications are at the heart of 
providing visible data helping agents at a 
centralized office successful handle a large 
volume of requests by incoming or outgoing 
calls.  In these points of contact with a cus-
tomer you are either strengthen or destroying 
the company’s image. 

To stay ahead of the game, I envision com-
panies providing more self-service capabili-
ties with the tools within CRM software in 
future.  Customers have already been helping 
themselves at the gas stations so the next 
natural step we are seeing is to manage con-
tent directly from their website at their con-
venience: day or night.  Customers will feel 
empower to solve problems or complete goals 
themselves, developing goodwill towards the 
[providing] entities for this good feeling.  

CRM is the tool for companies looking towards 
developing and maintaining a strong trustwor-
thy reputation.  Customers practice discern-
ment of where their hard earned cash will go.  
There are many places to buy items and the 
people are drawn to companies they feel they 
know and will be able to trust that their needs 
will be meet.  If a problem arises, the contact 
center has a delicate job of not only problem 
solving, but restoring goodwill feeling.

In the last four years, the industry has 
focused on alternative delivery mechanisms, 
such as SaaS.  I think this is just a small part 
of the picture and that in order for CRM 
software to remain competitive more value 
will have to be provided to the customer. 

In order for this to happen CRM compa-
nies will have to drop the traditional goal of 
creating tools to handle high demand.  This 
focuses on quantity processing is a wrong 

direction to pursue in the future since society 
is not longer impressed with just the posses-
sion of technology.  

Companies need their CRM to expand their 
understanding of the customer issues and fix 
it.  This transition from focusing on resolu-
tion to an issue focus will be key to a com-
pany’s future competitive edge.  Necessary 
changes will result in less time-consuming 
purchasing as well as empowering customers 
in the purchasing process.  

Customers do not want to be spending their 
time calling customer service for a problem.  
If companies are savvy enough to utilize 
their CRM generated reports to fix identified 
problems, customers will not even have to 
pick up the phones.  Or as previously talked 
about, automating the fix to empower the 
customers and end result is a favorable feeling 
towards the company.

These predictions are based on what is going 
on today and the response we are receiving 
from my customers.  The shift from manag-
ing volumes to demand is seen in the market-
place in airport check-in kiosks to gas pumps.

We are seeing this change to fix problems 
that hinder the customer’s ability to use 
services.  Two examples are in banks and soft 
drink machines.  It used to be that if you 
put the wrong pin number at the ATM the 
machine ‘ate’ your card and you were not 
able to get cash out, especially devastating 
after hours on a weekend.  The CRM systems 
were able to identify this issue and ATM 
has been altered for swiping your card thus 
avoiding human error.  

Amazon.com (News - Alert) has the best 
customer service out in the marketplace 
today.  Their CRM system empowers it to 
be responsive to customers’ requirement and 
to change their systems to accommodate.  
About four or five years ago customers were 
calling customer service to have different 
books within their order go to different ad-
dresses.  Their online purchasing system only 
allowed for one shipment addresses.  We all 
can imagine or perhaps were in the situation 
where annoyance at having to call customer 
service is at an all time high, especially during 
the busy holiday season.  

Amazon analyzed the reports created from 
their CRM and was able to make changes 
to their system online which now allows 
for multiple shipments.  This is a prime 
example of the direction that CRM is going 
where customers are not only looking at the 
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software to handle volume yet able to provide 
the tools for change.  

Consona CRM is dedicated to provide 
the latest technology thereby remaining 
competitive in an ever changing market for 
themselves and their customers.   With talk-
ing to our customers, two reasons people call 
have emerged.   First, a vast amount of calls 
to contact centers want to have something 
done, such as return a shirt.  The second 
typical call involves how to fix something.  
Knowing the needs of the market we are 
consistently in motion to create the most re-
sponsive software meeting current demands, 
resulting in a new generation of CRM 
projects focused in process management and 
knowledge management.    

The time of companies regarding their Top 
10 resolutions as proactive is gone. Recogniz-
ing resolutions is replaced by recognizing and 
fixing issues thereby reducing the need to call 
in the first place.  Let’s revisit the example of 
returning a shirt; we designed CRM capabili-
ties to provide a customer with the tools to 
return a shirt without calling the 800#.  The 
future is now – as the customer can print the 
return label from their computer as well as 
schedule a parcel pick up.  Consona CRM 
plans to be part of that future.

Our award winning Onyx software contains 
process management, part of the compo-
nent-based architecture enabling insight 
into business operations that enhance per-
formance by reacting faster and smarter.   In 
June, Consona CRM will unveil the latest 
version of our Onyx OneServe Employee 
Portal Version 6.0.   What I find exciting 
about this CRM technology is the world 
class analytics to support the operational 
and strategic decision making.   Authori-
ties are transforming the level of support to 
citizens utilizing these tools. 

This total customer management perspec-
tive provides our customers ongoing, 
tangible result, from improved customer 
satisfaction to new revenue opportunities as 
the awareness puts us on the cutting edge of 
technology and service within the industry.  
Consona CRM is a valuable resource for 
organizations who want their business goals 
realized.  Industry expertise contributes to 
perfect CRM solution.  We got the answer 
you are looking for.

CRM software, over time will enable enter-
prises to discover more benefits than simply 
routing, logging and tracking calls.  The 
breath of capabilities pleasantly surprise and 

please companies as they strive to optimize 
their bottom line.

The typical client will want CRM to handle 
the huge volume of calls with provided script 
prompts and are taken back by the increased 
efficiency and decreased costs due to im-
provements provided by the software.

Driving down costs is achieved by powerful 
business process automation and intelligent 
call scripting capabilities.  An integration 
platform also lets companies leverage their 
existing infrastructure to give agents a sin-
gle, comprehensive view of all the informa-
tion they need to be more productive thus 
reducing call times.  The time spent on the 
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phone decreases as much as 20 seconds per 
call with use of the screen/handset synchro-
nization capabilities.

Costs are also decreased when calls are 
decreased.  Availability to relevant informa-
tion increase first call resolution rates.  The 
Onyx Contact Center CTI system stream-
lines call handling by eliminating redundant 
data entry and errors with automatically 
pre-populating agents’ screens.  The central-
ized customer/prospect database generates 
leverage lists from predictive dialers achieving 
more targeted, efficient outbound campaigns.  
In addition, lower costs result from automat-
ing online services and sales processes.   We 
are seeing contact center volumes decrease as 
web activity increases. 

Technology tends to have the effect of over 
delivering, just look at cellphones.  The other 
day I was driving to a business appointment 
when last minute location changes occurred, 
my cell phone’s GPS feature came in handy.  
I did not buy the phone because of this 
feature, I discovered it after purchase.  CRM 
is a lot like that. 

Currently, contact centers remain an area of 
unbelievably untapped potential for organiza-
tions.  If viewed and managed appropriately, 
the potential to create future business is opti-
mized by the point of contact to customers.  
This department also captures vital informa-
tion that enables beneficial changes.

Nothing is more powerful as referrals.  The 
wrong perception of a contact center as a cost 
center is just wrong with completely unsuccessful 
possibilities for increasing profit in the long run.  

The ability of an entity to remain com-
petitive in a market is hindered with the 
common thought of lower costs by moving 
contact centers to another country. Language 
and cultural differences raises the potential 
to alienate customers.  I would encourage 
contact centers to take a leadership stand by 
providing native speaking people within the 
center, thereby utilizing it as a powerful tool 
for creating good customer loyalty. 

In a competitive market, companies retaining 
customers are a must!  This can be accomplished 
from responsive interaction with an agent.  

Generally speaking people don’t buy to call 
customer service.  Companies going beyond 
the thought of contact centers as customer 
service department are going to smoke the 
competition.  Changing your thoughts to 
the possibilities of fixing the reoccurring 
problems coming through phone lines and 

subsequently creating solutions essentially 
eliminate future calls.

Consona believes in delivering more than 
just software and services—we’re committed 
to helping our customers achieve a com-
petitive advantage. Companies of every size 
across a number of niche industries, more 
than 4,500, are entrusting Consona software 
solutions to align the best business practices 
for overcoming challenges and increasing the 
bottom line.  Improvement is continuous to 
stay on top of the pack let Consona CRM be 
your partner. 

Enkata 

Dave Stamm, President and CEO

The most expensive part of a CRM imple-
mentation is the services component, and the 
most difficult portion of the implementation 
is integration with internal business systems. 
To meet the resource and budget limitations 
of SMBs, CRM vendors are increasing their 
offering of preconfigured data marts and 
prebuilt interfaces. These improvements will 
make it faster and easier for smaller compa-
nies to benefit from these solutions.

When it comes to CRM’s role in uni-
fied communications, there are some clear 
advantages and disadvantages. For example, 
presence detection is quite interesting and 
can be quite valuable; however, I think it is 
unlikely that staff outside contact centers 
will spend much of their day responding to 
IMs. Certainly, it will do nothing to improve 
First Call Resolution (FCR), which has been 
touted by some major players recently and 
continues to be the most important metric 
for measuring how well a contact center is 
serving the customer.

The promise of CRM has always been a full 
integration between marketing, sales and 
service activities, but typically, each organiza-
tion is still operating as a silo. Just in the last 
few years, the charter of service organiza-
tions began changing to incorporate a sales 
function. Employees shift from service to 
sales roles, while remaining on the same calls 
with the same customers. This has dramatic 
implications for the future CRM require-
ments; CRM solutions that can support this 
dual role of contact centers will be the most 
valuable to organizations in the coming years. 

I base these predictions on what our custom-
ers are telling us is happening every day in 
their contact centers. A number of Enkata 
customers are deploying our deep analytics to 
optimize the performance of agents in service 

to sales roles. This has been so successful that 
more and more agents are being trained to 
perform sales functions.

We listen very closely to the challenges our 
customers are facing in order to provide the 
best solutions to fit their needs. For example, 
in order to free up “minutes” to apply to 
selling, the organization must become more 
efficient in handling service calls. Enkata’s 
customers have found that by improving 
FCR, incoming service calls are reduced 
significantly. Those saved minutes can now 
be repurposed to an intelligent customer 
dialogue resulting in reduced churn and 
increased upsales. Enkata’s on-demand per-
formance management solution dramatically 
improves FCR rates, giving contact center 
the actionable insight to improve agent per-
formance and reduce repeat calls. 

CRM solutions deliver some tremendous 
benefits that companies may not have 
expected. One benefit is the true ability to 
understand the upstream drivers of customer 
churn and dissatisfaction through root cause 
analytics, which in turn can accurately size 
the downstream costs. Someday, it may 
become a standard practice to cross-charge 
engineering, marketing and billing organi-
zations for the downstream cost that their 
errors have caused.

FrontRange Solutions  
(News - Alert)

Michael McCloskey, CEO

Many vendors feel that the SMB market has 
different functionality needs, however we have 
observed just the opposite: they have many 
of the same business issues as larger organiza-
tions, but they want a solution that they can 
implement quickly.  Quick implementation 
means quick return on their investments so 
they can be more focused on their bottom 
line.  We’ve also gotten feedback that SMBs 
want a solution that can grow with them as 
their business needs evolve.

Many enterprise vendors have adjusted their 
offerings for the SMB market by taking away 
functionality, but the products still require sub-
stantial effort to get the solution integrated.  

The contact center’s two most critical business 
tools are its customer/prospect data and its tele-
phone.  FrontRange likes to call it the “Power 
of Two.”  By having the customer information 
available from the CRM system, customers can 
provide more tailored and personalized service 
to distinguish themselves from their competi-
tors.  According to Bain Research, studies have 
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shown just a five percent increase in customer 
retention results in significant increase of profit 
to one’s bottom line.

Two areas of CRM we are predicting to see 
changes are mobile applications and real-time 
analytics, especially for the SMB market.  In 
regards to mobile, we are no longer talk-
ing about just your smart phone: it is using 
CRM and UC to route calls any where in the 
world.  This will really allow employees to 
break “the physical chains” to the office.

As for the changes in analytics, we’re refer-
ring to not just what has occurred, which is 
important, but also in performing predictive 
analysis.  This allows managers to be proac-
tive before there is an issue, so they are in a 
better position to affect change.

FrontRange has already integrated CRM and 
our UC applications to provide this remote 
capability.  Additionally, our mobile platform 
application now gives users access to the 
information they need whether they are in 
the office or anywhere in the world. 

As for the analytics piece, we have built a 
platform that captures information from start 
to finish for all customer and prospect interac-
tions, including human engagement, Web 
site, chats, or self service.  This provides us the 
foundation on which to build applications 
that display campaigns and the particular or-
der of “touches” that is the most effective.  The 
same scenario applies to sales and customer 
service.  We are able to provide managers with 
better information to make more informed 
decisions to manage their businesses.

Many companies bought CRM to increase 
agent efficiency via desktop simplification – 
and having all information available in one 
application – as well as better routing and self 
service capabilities. Many others have found 
that CRM contact center support helps them 
increase customer satisfaction and retention 
by providing a better user experience, result-
ing in increased overall profitability.

 CRM has simplified the desktop.  Now, 
instead of having to go into multiple applica-
tions, the agent only has to access one applica-
tion to get the needed information.  Also, 
CRM has helped increase the importance of 
the contact center by evolving it into a “profit” 
center.  It can help with upsell and cross-sell 
as well as increasing customer retention.  In 
recent studies from Forrester (News - Alert) 
and Gartner on the contact center, it is seven 
to ten times more expensive to attract new 
customers as it is to retain customers. 

Infor

Dr. Patric Timmermans, Senior 
Director of Global Industry and 
Product Marketing

Small and medium-sized businesses require 
CRM too. Customers expect the same high 
level of service and support from smaller 
businesses as they do from their giant coun-
terparts. But with smaller businesses come 
smaller budgets and the appetite just doesn’t 
exist for the exact same complex and pricey 
CRM platforms that global firms use. Rather, 
the SMB market seeks to find simpler, intel-
ligent CRM solutions which offer them easy 
to use technology conducive to supporting 
deep customer experiences.

The market is shifting to accommodate 
SMBs by offering tailored software solutions 
that meet the demand for robust CRM solu-
tions delivered at price points acceptable to 
the market.

CRM seeks to maximize the efficiency and 
effectiveness of unified communications in the 
contact center. The UC model refers to the 
real-time delivery of communications in the 
contact center based on the preferences of the 
customer. Today’s CRM technologies possess 
the business rules, engines and raw data which 
can integrate with flexible IP contact center 
solutions to provide world-class customer 
experiences within the UC framework.

CRM has become the new corporate battle-
ground. CRM has already moved into a 
new era of business strategy and supporting 
technologies which seek to own and deliver 
the entire package surrounding exceptional 
customer experiences. Based on current in-
dustry trends, customers seek to control their 
own consumer experiences and are compelled 
to interact with companies that meet the 
demands of their world. This is the current 
CRM business trend set by consumers and 
supported by executives with the leadership 
and foresight to deploy customized interac-
tion models powered by flexible CRM tools 
and technologies.

Infor’s current release of Infor CRM 
Epiphany Marketing Resource Management 
(MRM) speaks directly to the heart of the 
CRM issue. Combined with an expert ap-
proach to strategic marketing, the MRM tool 
provides a solid foundation for executives to 
gain rapid visibility into their marketing op-
erations. It also supplies an understanding of 
the consequential impact executives’ efforts 
have on customer relationships.

CRM provides tangible and intangible ben-
efits. Many companies immediately look at 
the tangible benefits including increased rev-
enue per call, campaign acceptance and sales 
increases. Many companies expect improve-
ments here and are surprised when they see 
the actual results. Today’s advanced analytics 
are driving more targeted campaigns that 
meet the individual needs of consumers and 
allow marketers to provide a more consistent 
message and positive experience. 

This translates directly into the intan-
gible benefits. Our customers see positive, 
measureable impacts on their intangible 
assets such as corporate reputation, brand 
awareness and product positioning. These 
intangibles are measureable assets which con-
tribute to the overall value of a firm and can 
be worth as much as 25 percent of the overall 
net worth of an organization.

CRM seeks to deliver excellent service and 
consistent experiences across multiple touch 
points. But one main area of CRM oppor-
tunity is in the contact center. The contact 
center is the place where opportunity, tech-
nology and live participants merge. 

A company that employs a true customer 
experience model, one that is supported by 
an expertly trained staff and flexible, efficient 
CRM technologies can turn their contact 
center it into a profit center today. This 
change, from a cost center to a profit center, 
is possible due to the applications available 
that take advantage of real-time data mining 
and interaction management to provide 
enhanced services and a consistent, positive 
customer experience. 

Sage CRM Solutions 

David van Toor, Senior Vice Presi-
dent & General Manager

CRM for large enterprise centers on around de-
riving ROI for the finance department. Terms 
like “pipeline management” and “forecast 
accuracy” are used frequently during the sales 
process for these systems.  The problem with 
this is that the work experience of the actual 
person using the system is rarely improved. 

The fundamental difference I see is that for 
SMBs, a successful CRM implementation 
is all about voluntary adoption.  In larger 
business you may be able to get away with 
coerced CRM adoption (whereby you don’t 
pay sales commissions unless the sale is in the 
CRM system).  In smaller businesses, this is 
far less successful than if the employees want 
to use the system because it helps them do 
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their job better, easier, or faster.  So we are 
seeing CRM tools that focus on delivering 
real benefit to individual users. Examples 
include location-aware mobile solutions, or 
using simple calls to websites to deliver data 
than can automatically be converted to sales 
leads e.g., new business registrations from a 
chamber of commerce site.

As the concept of end-to-end business 
management continues to gain traction 
among businesses, integration of traditional 
CRM solutions with contact center software 
will become vital to ensuring a consistent 
customer experience.  Especially within the 
context of UC, in which end-customers are 
able to interact with companies both through 
the traditional contact center and self-service 
Web portals. “Anytime” interactions must 
therefore be captured and coordinated within 
the CRM system.  The number and variety 
of interactions requires advanced integration 
to connect internal and external systems, 
which is necessary to enable all relevant 
parties to maintain up-to-date customer 
information and ensure the best customer 
experience possible.

A fundamental shift in the kinds of func-
tionality that businesses are seeking in a 
CRM solution has already begun to occur.  
Web-based applications, on-demand software 
and mobile capabilities have already enabled 
the anywhere workforce experience. I believe 
that CRM vendors will continue to push 
the envelope in this arena. This will provide 
customers with unsurpassed flexibility and 
options that enable organizations to custom-
ize deployment and functionality to meet 
their unique business needs.  

Furthermore, Web 2.0 technologies are making 
an impact on the CRM market, as they have 
on much of the IT landscape. We will begin to 
see more and more CRM applications utilizing 
Web 2.0 principles to increase collaboration 
and enhance end-user productivity.

We see full support for the extended 
enterprise, delivering rich front-office and 
back-office applications, enabling streamlined 
end-to-end business management.  This 
trend makes a lot of sense for businesses, as 
it allows them to optimize business processes 
and better support their desired customer 
experience.  As interest in streamlined, end-
to-end business processes continues to grow 
among customers, CRM vendors will need 
to support it through the development of 
interoperability between solutions and better 
integration of the front- and back-office.

The awareness of where data resides will fade, 
as its importance diminishes.  Front-office or 
back-office, my server or MySpace (News - 
Alert), won’t be important if the information 
I want, is in front of me, when I need it.

The basis for these views is our basic expecta-
tion that tools we use to improve our jobs are 
intuitive to use.  A carpenter does not need 
an instruction manual, or a support contract, 
to operate a hammer.  Today’s technology 
allows smart vendors to bring that type of 
intuition to use of CRM applications.

Sage CRM Solutions announced its 2010 
strategy earlier this year, in which we outlined 
three strategic objectives that would help us 
not only keep up with Web 2.0 technologies, 
but lead change in the CRM marketplace.  
First, we plan to optimize our three core 
CRM solutions – ACT! by Sage, Sage CRM 
and Sage SalesLogix – against a business 
requirements-driven segmentation model.  
Second, we are committed to differentiat-
ing the Sage CRM Solutions family through 
interoperability, support of an anywhere 
workforce experience and connected, end-
to-end solutions.  Finally, Sage is planning 
to implement a comprehensive technology 
strategy that leverages standards and emerg-
ing trends, including Web 2.0.

Sage CRM Solutions customers often begin 
their search for a CRM solution with a specific 
goal in mind, whether it is increasing visibility 
into the sales process, improving the aggrega-
tion and management of customer information, 
and/or improving the overall end-customer 
experience.  Once the solution is implemented, 
customers are often pleased to find that, in 
addition to achieving the desired result, their 
CRM solution also helps improve profitability, 
efficiency and communication between the 
front- and back- office.  Furthermore, the size 
and scope of the customer base that returns for 
business or reports an outstanding customer 
experience following a CRM implementation 
can sometimes come as a surprise to companies. 

An integrated CRM system provides all 
employees of a business with the single 
shared view of the customer that is critical, if 
they desire to create an experience for their 
customers that enable them to differentiate 
their enterprise in the marketplace.  

Salesforce.com 

Al Falcione, Senior Director of 
Product Marketing

Salesforce.com’s business model is 100 
percent aligned with customer success. We 

are only successful if the organizations that 
deploy, integrate and manage our applica-
tions are successful. Because of this commit-
ment, customers of all sizes benefit from our 
SaaS applications. At salesforce.com, we do 
not force a specific product on customers 
based on their size. Instead, customers choose 
the edition that is right for them, based on 
the functionality they are looking for. 

We see the democratization of software. 
Looking at the overall market, the SaaS 
model is doing a lot to help smaller compa-
nies. Because there is no hardware or software 
to buy or maintain, suddenly companies that 
could not afford traditional software products 
are able to have access to quality, affordable 
products to assist with any business process. 
These can range from Salesforce CRM to 
accounting packages from CODA. 

Typically, we see small businesses looking for 
an easy to use CRM product that does not 
have hundreds of features that end users will 
never touch. It is important for users to get 
up and running quickly, and not be confused 
by overly complicated functionality.  

In order to maximize the impact of your call cen-
ter, CRM and UC need to be tightly integrated. 

Leveraging CRM for sales, marketing and 
even finance has become standard practice. 
It has given companies the ability to shorten 
sales cycles, increase revenues and better 
manage contracts, among other benefits. 
Even so many organizations haven’t fully 
tapped the power of CRM in the contact 
center.  They might have made CRM data 
available to contact center agents, but have 
stopped short of equipping them with the 
proper tools to use it.

In addition to agents, customers themselves 
should be able to have control over how and 
when they receive service.  Today’s market 
demands that companies stop thinking about 
service as a transaction.  It is an ongoing relation-
ship that needs to be facilitated and fostered.

A CRM solution is, as most companies know, 
is critical to a successful contact center.  But 
there’s more to it than just having data avail-
able to the center.  It is also important to 
consider how this data will be accessed and 
used by the agent, for customer self-service, in 
knowledge bases and for reporting.  Qual-
ity service is built upon a solution that spans 
channels and meets the needs of both the 
company and the end customer.  It must pro-
vide consistency in service and yet still be flex-
ible enough to support unexpected changes.

TABLE OF CONTENTS  •  AD iNDEX

http://www.tmcnet.com/snapshots/snapshots.aspx?Company=MySpace
http://www.tmcnet.com/enews/subs.aspx?k1=%22MySpace%22
http://www.cismag.com


Customer inter@Ction solutions®   July 2008      45    Subscribe FREE online at www.cismag.com

SaaS and Platform-as-a-Service (PaaS) are the 
future of CRM and software in general. Issues 
of integration, security, reliability, scalability 
and performance that are inherent in tradi-
tional software are virtually solved with SaaS 
and PaaS;  IT departments can focus on the 
challenges of innovation, not infrastructure. 

Businesses will also be keeping an eye on 
total cost of ownership (economics) and 
time-to-benefit of software. Companies will 
want to maximize IT resources to the benefit 
of business. The SaaS/PaaS momentum will 
increase as awareness of its time-to-benefit 
advantages over traditional software grows.

This widespread adoption will inspire even 
greater levels of innovation by our partners. 
And our customers are finally dusting off that 
long list of custom apps that they have wanted 
to build but did not have the budget to deploy 
or maintain.  We feel that the stage is being 
set for someone out there to be the next sales-
force.com, and we can’t wait to see the results.

Salesforce.com’s SaaS model revolutionized 
CRM over the last few years, and salesforce.
com is now continuing the evolution by intro-
ducing Force.com and PaaS. The Force.com 
platform completely changing the ways com-
panies work. It is enabling vendors to quickly 
develop and bring to market on-demand 
solutions that improve both how companies 
interact with their customers and how they 
manage customer service operations.

In addition, over 800 applications are 
currently available at the AppExchange, 
salesforce.com’s application directory. For 
example, the AppExchange has nearly 100 
applications devoted specifically to service 
and support.  Not only do these applications 
provide significant business value, but their 
on-demand model makes them simple to 
deploy and manage.

On of the positive benefits that companies 
are seeing from their Salesforce CRM imple-
mentations is that they no longer have to 
worry about IT infrastructure. 

The most concrete way customers can be 
successful is to grow their business. This can 
be hard to accomplish when executives have 
to spend time worrying about infrastruc-
ture rather than innovation. Salesforce.com 
eliminates this problem by delivering what 
customers need – robust CRM functionality 
– via the Internet. With Salesforce, compa-
nies can have a best-of-breed CRM solution 
up and running in their global organization 
in as little as a few weeks. 

Salesforce also addresses a long held problem 
of enterprise software – its ease of use. The 
Salesforce service is flexible to meet any need of 
any organization with easy-to-use customiza-
tion and integration tools that enable someone 
without software development experience to 
make changes on the fly. Also, unlike traditional 
CRM applications, Salesforce offers an intuitive 
user interface and ease of use modeled after the 
likes of consumer websites like Amazon.com 
that helps increase user adoption.

Customer service is not just about extending 
CRM technologies and data to the contact 
center.  It’s about enabling contact center agents 
to use customer and product information in the 
most effective way.  It’s also about making that 
same information, and those same tools, avail-
able directly to customers through self service.  
And it’s about fostering a community where 
your customers truly have a say in the develop-
ment of your products and services.

When done well, customer service is no 
longer a cost center, but rather a mechanism 
to keep a pulse on the health of the company 
and to gain new ideas for growth. Since 
customers have more control on a company’s 
brand than ever before, it is time to leverage 
the customer service trifecta to turn custom-
ers into evangelists.

Unica

Andrew Hally, Vice President of 
Segment Management

Unica provides both large enterprises and 
small to mid-size businesses with software to 
automate and improve the marketing func-
tion. In our experience, mid-sized businesses 
generally have fewer resources to apply to 
purchasing, implementing and maintaining 
marketing automation infrastructure. They 
are often looking to tap the marketing domain 
and industry expertise of vendors and service 
providers, not just the technical expertise. 
These make the hosted or “on demand” model 
ideal for many small and mid-sized businesses. 
As a result, Unica and others are focused on 
building out on-demand software platforms.

Unified communications is not a major topic 
for marketers, though clearly the linkages 
between marketing and the call center stand 
to benefit whenever the underlying commu-
nications infrastructure is improved.

Marketing is undergoing profound change, 
driven by the evolution of marketing chan-
nels, the shift of power and control from 
sellers to buyers, the demand for more mea-
surability of and accountability for marketing 

spend, and exponential growth in marketing 
complexity. As a result, marketers must shift 
their mindset from shouting at customers to 
utilizing the vast amounts of data available to 
build dialogs with them. 

Marketing professionals need to listen, 
understand, and speak to buyers individually. 
Doing so successfully requires organizations 
to adopt a more customer-centric organi-
zational structure as well as a marketing 
software platform to automate processes. 

Unica is solely focused on supplying the 
software platform marketing requires in this 
changing era, one capable of supporting mar-
keting processes end-to-end, and on enabling 
marketers to adapt to their customers’ online 
and cross-channel behavior. 

Marketers implement marketing automation 
systems to streamline processes, gain better 
insight into customer behavior, and increase the 
effectiveness and ROI of marketing programs. 
What is often unexpected is how quickly 
investment in marketing automation generates 
positive payback. Given the amount of money 
marketing spends and the resulting revenue 
marketing typically drives, improvements of 
even a few percent can mean big dollars.

From a marketing perspective, the contact 
center is growing in strategic importance. 
Now that customers and not marketers are in 
control, they can easily filter out marketing 
(shouting) that is irrelevant to them. Oppor-
tunities to interact with customers and build 
dialogs become precious, especially in in-
stances where they have voluntarily contacted 
companies. Thus the contact center becomes 
one of the most important assets marketers 
can leverage in building dialog with custom-
ers and creating a positive and differentiated 
customer experience.  Cis

CRm, BPo &
Teleservices >

Aperio CI (www.aperioci.com)

Consona (www.consona.com)

Enkata (www.enkata.com) 

Front Range Solutions 
(www.frontrange.com)

Infor (www.infor.com)

Sage CRM Solutions  
(www.sagecrmsolutions.com)

Salesforce.com  
(www.salesforce.com)

Unica (www.unica.com)

The following companies assisted 
in the preparation of this article:
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Brendan B. Read, SEnIOR COnTRIBuTInG EDITOR

> Logout

Being Contact Centers’ 
Best Friend

Being a best friend means believing in those communities and what 
they aspire to. It also means looking out for their interests, giv-
ing them information that will help their endeavors, encouraging 
individuals to participate and support their activities, and listening to 
their concerns.

Sometimes being a best friend entails delivering uncomfortable truths 
aimed at helping those you care about: communities and individuals 
to do the right thing. You have their interests at heart in part because 
you are dependent on their happiness and success.

I have become best friends for the various communities I have covered 
in my 20+ year media career. My longest such friendship has been 
with the contact center field where I have spent 12 years as a journal-
ist and as a PR/marketing support representative for a contact center 
firm. And it is an honor to continue that role on behalf of Customer 
Interaction Solutions magazine, doing my best to support contact 
center managers and executives, and industry suppliers. 

There have been many contact center publications that have come 
and gone yet Customer Interaction Solutions has stayed with and has 
been there for the readers and the advertisers the longest, through 
both booms and busts. At the same time we have grown and evolved 
to meet their i.e. your needs through enhanced editorial content, de-
livering breaking news online, offering multiple insights from experts, 
and by organizing and delivering topnotch events. 

I, working alongside the great team at CIS and TMC, will deliver the 
timely information and insight that you expect and are looking for. 
We will strive for perfection and may achieve it on occasion.We are 
continually enhancing our products. For example beginning with the 
August issue Keith Dawson, Senior Analyst with Frost & Sullivan 
will be writing a regular column. So will Joe Fleischer, who is a highly 
experienced writer, editor, and conference content developer. Both 
Keith and Joe are true best friends of contact center professionals 
through their many years’ experience researching, observing, writing, 
and speaking about issues and trends affecting them. I have worked 
previously with these two fine individuals and I can attest to their 
knowledge, insight, and commitment.

And reflecting the development of customer interactions from mostly 
voice to include data communications I have changed the name of 
our back column to ‘Logout’ from ‘Last Call’.

At the same time I and we may reveal viewpoints that where 
necessary may make you feel uncomfortable but will get you to 
think, and in doing so reexamine what you are doing to help you 
make your center and business the best there is. Yet always I/we 
will be fair and if we are out of line for whatever reason we urge 
to let us know. 

Most importantly we want your ideas, thoughts, and feedback. We 
can only be your best friend by telling us what we need to hear.

To that end I would like to share these observations on what is 
typically the most important management issue in contact cen-
ters and that is high agent turnover. Nearly every center it seems, 
unless they are located in community with double-digit unem-
ployment or have small facilities with family-like atmospheres, 
has this problem. 

This is not a just a reporter’s revelation coming from talking to dozens 
of people while researching articles over the past several years. It also 
arises from being very close to the contact centers themselves.

I live in a community where contact centers are among its largest 
employers. I see billboards advertising for staff all over town, as well 
as online and in print and on buses. I hear from people, including 
elected officials what they think of the centers. My wife and a young 
student that rents a room from us have worked for contact centers 
and they have not been exactly shy in sharing their experiences. We 
also pick up stories from other people.

Based on this not insignificant array of sources my recommendation is 
this: treat your people well. Hire/promote only supervisors who know 
how to supervise and managers who know how to manage, and train, 
supervise, and if necessary fire them too. Provide consistent and suf-
ficient hours for employees to plan their lives around and to survive. 
Be flexible in meeting their personal needs. 

Being an agent is stressful, often mind-numbing and low-status 
work. They will tolerate it if they are treated well. They will whip 
off their headsets, curse, and storm out (which my wife has seen) 
if they don’t, thereby leaving one more caller longer in queue, 
wondering what is going on with your business. The message is 
this: by looking after your agents you are looking after your bot-
tom line.  Cis

The media is the best friend of whatever communities it covers, whether specific geographies,  
academic, ethnic, occupational or religious entities, or business, institutional, and/or nonprofit  
organizations. By being there for them the media prospers through readership and/or viewership, 

and advertising and sales. 

TABLE OF CONTENTS  •  AD iNDEX

http://www.cismag.com


A
D

I
N
D
E
X

>
AbilityOne ......................................................37
www.abilityone.org

Broadvox ...........................................................2
www.broadvox.com/contactcenter.aspx

Call Center 2.0 ..........................................27–30
www.callcenter20.com

Call Recording Community ............................17
http://call-recording.tmcnet.com

Contact Center Community ...........................19
http://callcenterinfo.tmcnet.com

CosmoCom .............................................Cover 3
www.cosmocom.com

CRM Community ..........................................13
http://crm.tmcnet.com

Fonality Phone Systems Community ...............15
http://fonality-phone-systems.tmcnet.com

Honduras ..........................................................3
www.investinhonduras.org

Infocision ................................................Cover 2
www.infocision.com

Internet Telephony Conference & EXPO ..........8
www.itexpo.com

OAISYS ..........................................................41
www.oaisys.com

Outbound Call Center Community ..................7
http://outbound-call-center.tmcnet.com

Plantronics ........................................................5
www.plantronics.com/contactcenter

Salesforce.com .........................................Cover 4
www.salesforce.com/callcenter

Sennheiser .........................................................9
www.sennheiserusa.com/adapt

TMCnet Webinars ....................................25, 39
www.tmcnet.com/webinar

Volt Delta Hosted Solutions ............................35
www.voltdelta.com/voltdelta-hosted-solutions

Customer inter@Ction solutions®   July 2008      47    Subscribe FREE online at www.cismag.com TABLE OF CONTENTS  •  AD iNDEX

www.infocision.com
www.altitude.com
www.rlbencin.com
http://www.tmcnet.com/redir?u=1002398
http://www.abilityone.org
http://www.broadvox.com/contactcenter.aspx
http://www.callcenter20.com
http://call-recording.tmcnet.com
http://callcenterinfo.tmcnet.com
http://www.cosmocom.com
http://crm.tmcnet.com
http://fonality-phone-systems.tmcnet.com
http://www.investinhonduras.org
http://www.infocision.com
http://www.itexpo.com
http://www.oaisys.com
http://outbound-call-center.tmcnet.com
http://www.plantronics.com/contactcenter
http://www.salesforce.com/callcenter
http://www.sennheiserusa.com/adapt
http://www.tmcnet.com/webinar
http://www.voltdelta.com/voltdelta-hosted-solutions
http://www.cismag.com


Subscribe FREE online at www.cismag.com48      Customer inter@Ction solutions®  July 2008

Ask the
EXPERTS>

A Special Editorial Series Sponsored By Interactive Intelligence

By Tim Passios,
Director of Product Management, 

Interactive Intelligence

I’m a manager for a help desk. One day my agent received a 
call from a customer who had some concerns with her phone. 
However, he was unable to provide a resolution. So, the agent 
confirmed the caller’s contact details and redirected the issue 
to me. Not knowing the specific issue she was having with her 
phone, I called the customer back. I have a feeling I should 
have waited. 

When she answered the phone, she was completely bouncing 
of the walls. I was having some trouble calming her down. I 
hadn’t even given her the reason I was calling or my name, but 
that didn’t matter since she already had several names picked 
out for me. After about five minutes of listening to her tirade, 
I was about to lose it. I raised my voice telling her to calm 
down or I would have to hang up. All of the sudden, she said 
“who is this?” 

There was a good minute of silence on her end as I explained 
that I was the representative calling back about her phone issue. 
It was so quiet in fact that I had to ask, “Are you still there?” 
She sheepishly replied “Yes.” She proceeded to apologize pro-
fusely for her behavior and explained that she had been having 
the worst day. 

Her dog was sick, she stubbed her toe, she had locked her keys in 
the car, and to top things off when she tried to call the locksmith her 
telephone started acting up. I kind of wanted to laugh, but thought 
better of it. Seems all she really needed was an outlet and I provided 
that by just listening. 

Soon she was calm and I was able to assist her with her telephone is-
sue. In no time flat, I had the problem resolved and she was another 
satisfied customer sent on her way… or so I thought.

A few weeks later an agent transfers a call to me. It was her! Un-
beknownst to me, she had saved my number on her caller ID. 
She called to thank me for my patience and kindness during 

our call a few weeks back. Of course, I responded with “That’s 
my job and I’m always happy to help.” Then she asked me out 
for coffee! 

Well, one crazy phone call, a few cups of coffee, and three years later 
she’s my wife.

What’s Your Story?

No matter how much we try to prepare ourselves for the  
wacky, the weird, the unexpected, we don’t always achieve it. 
However, it’s those outrageous moments that become some of 
our best stories.

Everybody has a story to tell. Tell us yours! 

The Interactive Intelligence “Outrageous Interactions” promo-
tion invites agents and managers alike to submit stories of your 
most memorable customer phone call, voice mail, e-mail, letter, 
or web chat. If our panel of judges selects your story as the most 
outrageous, you’ll win a 5-day/4-night trip to Hawaii. Seriously. 
(Or win $500 if you submit the winning “referral” story of an-
other agent of manager.)

For entry information and Official Rules, visit www.outrageous-
interactions.com. Enter through August 31, 2008; the winning 
entrant will be announced on or about September 30. Some of 
the stories may even be published in this space in the coming 
months, so happy writing.

Tim Passios (news - Alert) is Director of Solutions Marketing for 
Interactive Intelligence Inc. and has more than 17 years experience in 
the contact center industry. Interactive Intelligence is a leading provider 
of IP business communications software and services for the contact 
center and the enterprise, with more than 3,000 installations in nearly 
70 countries. For more information, contact Interactive Intelligence at 
asktheexpert@inin.com or (317) 872-3000.

One of the most reliable ways we gain knowledge is by learning 
through others’ experience. Since the launch of the Outrageous 
Interactions promotion, I have been flooded with zany stories. 

I’ve been in the call center industry for some time now and have en-
countered my fair share of absurdity. Even so, I did not predict some of 
the interactions that have been described. So, I’d like to take this opportunity to share with you one of the 
recent submissions. This is an experience we can all benefit from.

Love, Call Center Style
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