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Thoughts On Attitude
The Breakfast with the Legendary Jack Welch

Not long ago, Rich Tehrani, President of TMC, and I had the rare privilege of having break-
fast with the Hall of Fame CEO of General Electric, Jack Welch. We asked Jack, “How do 
you rank your sales managers?”

He stated, “There are four kinds of sales managers and here is what 
to do with them:

1.   First, a manager meets his sales goals, but doesn’t uphold 
company values…I say fire this manager.

2.   Second, a manager does not  
meet sales objectives, but upholds company values. I say 
give him another chance.

3.   Third, a manager meets sales goals and upholds company 
values. I say promote and reward him.

4.   A manager does not meet sales objectives and does not 
uphold company values. I say get rid of him.”

How Do You Avoid Those Worthless People With 
Bad Attitudes?

Today’s job seekers are sophisticated. Many resumes are 
inflated, and many candidates are well schooled in giving the 
right answers to your questions!

However, to discourage “the wrong people,” i.e., people with 
bad attitudes, otherwise known as WIs (worthless individu-
als), I have prepared a list of statements and items designed to 
scare off WIs. We use this as a qualification test for ALL new 
candidates before the interview process.

Don’t Take A Job At Technology Marketing 
Corporation If:

•   You have ever stated any of the following…or any of the 
following actually bothers you or describes your mindset or 
behavior!

•   You do not have any of the 44 characteristics listed in the 
May 2009 editorial.

•  You are a high-maintenance person.

•   You have ever kept management in the dark about anything 
whatsoever.

•   You are a political animal. Corporate politics defined: poli-
tics is a game played by incompetents!

•   If your ego is out of control! (We don’t run this company 
based on ego!)

•  If you are a clock-watcher.

•  If you are a chronic complainer.

•   If you are always negative (a full glass always seems empty  
to you).

•   If you can’t take criticism. 

Or…if you have ever stated:

•  “It is not my job.”

•   “I wasn’t hired to do this.”

•   “It is not my fault.”

•   “It is always someone else’s fault.”

•   “I don’t know (even though it’s my job to know).”

•   “I called him, there was no answer, therefore, the project 
died. I have never heard of being resourceful!”

•   “I am doing someone else’s job and I shouldn’t be.”

•   LAST, BUT NOT LEAST: Don’t take a job at TMC if 
you are NOT prepared to work on 12 cylinders ALL THE 
TIME! Don’t take a job at TMC if you are not a performer! 
There is NO room for con artists here!

Above All, Look For Multifaceted People!

Successful companies are those that hire smart, flexible, 
multifaceted people. As your company grows, your re-
quirements will change. Flexible, multifaceted people who 
possess a positive, can-do attitude will be able to adapt to 
the changes. On the other hand, negative, inflexible people 
will lead your company to extinction! That is why they are 
justifiably called WIs.

The Road To Success

The following statements represent a few of the most pre-
cious comments I have read about successful companies 
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and people. They reinforce practically everything I have 
tried to explain in this editorial:

•   “The success of every organization depends on how well the 
entire team works together!”

•   “Treat people like you want to be treated, that’s the key  
to success!”

•   “Your success is the direct result of your attention to detail.”

•   “Learn from the mistakes of others — you can never live 
long enough to make them all yourself.”

•   “Success comes from listening. I’ve never learned anything 
by talking.”

– Lou Holtz, head football coach at Notre Dame; 
1988 College National Championship Winner.

Calvin Coolidge’s Advice On Persistence, Determi-
nation And Hard Work

“Nothing in the world can take the place of persistence. 
Talent will not. Nothing is more common than unsuccess-
ful men with talent. Genius will not. Unrewarded genius 
is almost a proverb. Education will not. The world is full 
of educated derelicts. Persistence, determination and hard 
work make the difference.”  

– President Calvin Coolidge

Management Lessons Learned From Jimmy Johnson

Jimmy Johnson is one of the most successful coaches in foot-
ball. “Everyone I deal with is put on a scale,” Johnson said. 
“The better performer, the harder he works, the more he meets 
the guidelines, the higher he is on the scale.

“If they fall short in some of those areas, the lower they are on 
the scale. And they have very little margin for error near the 
bottom. I like guys that work hard and play good.”

“But everyone in the organization has to think about team 
goals. Anyone who distracts from those team goals is out of 
line. And everyone has to understand that.”

About Attitude

The longer I live, the more I realize the impact of attitude 
on life. Attitude, to me, is more important than education, 
money, circumstances, failures, success and what other people 
think, say or do. It’s more important than appearance, gifted-
ness or skill. It will make or break a company… a church… 
a home. The remarkable thing is we have a choice every day 
regarding the attitude we embrace that day. We cannot change 
our past…we cannot change the fact that people act in a 
certain way. We cannot change the inevitable. The only thing 
we can do is play on the one string we have, and that is our 
attitude. I am convinced that life is 10 percent what happens 

to me and 90 percent how I react to it. And so it is with you…
we are in charge of our ATTITUDES. 

Something for Nothing

People with poor attitudes are likely to stand in front of the 
fireplace and say, ‘Give me heat…then I’ll add wood!” Obvi-
ously, such people will never get anywhere! Successful people 
don’t look to get something for nothing, and they don’t make 
money…THEY EARN IT!

Keeping “The Right People”

If you are blessed enough to have a great, hard-working team 
with a flexible, positive, can-do attitude, then your number-
one priority should be to cherish them, treat them like gold 
and give them plenty of challenge, great pay and promote 
them within the organization. Above all, let them know their 
hard work, achievements and dedication are greatly and genu-
inely appreciated. Let’s not forget that they are indeed your 
greatest assets! After all, loyalty, respect, appreciation and the 
resulting success are two-way streets.   Cis

As always, I welcome your valued comments. Please e-mail them  
to me at nadjitehrani@tmcnet.com.
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Rich Tehrani, Group Publisher, Technology Marketing Corp.

High Priority>
Can Deflation Create U.S. Jobs?

Over the past year it has become evident that deflation is a driving 
force of the U.S. economy. Margins are being squeezed in virtually 
all businesses.

Recently, Paul Krugman had an opinion piece in the New York 
Times on falling wages and how they lead to less spending 
which presents an ongoing danger for the economy.

Krugman explains that according to John Maynard Keynes an 
expectation of a 2% wage reduction will be the rough equivalent 
of a 2% tax increase on an economy. A world-famous econo-
mist, Keynes advocated government interventions in recessions 
and depressions to reduce their ill-effects on economies.

While I agree with many of the principles Keynes espouses, 
I just can’t help but wonder if a deflationary spiral won’t do 
the U.S. some good for the short term. Over the past years I 
have been a proponent of keeping American jobs such as in 
contact centers and IT from moving overseas and over time my 
research has shown me this is an ill-advised policy. The reason 
is that if an American company is precluded from hiring work-
ers in let’s say Bangladesh, it will be at a disadvantage when it 
tries to compete with the company which does employ people 
from this country. By forcing jobs to stay in the US in fact you 
would eventually drive companies out of the US or into bank-
ruptcy as they lose marketshare to lower cost suppliers.

My research and common sense has shown that the solution 
to losing jobs to other countries is to allow the standard of 
living in these areas to improve so the competitive advantage 
of offshoring jobs decreases dramatically. And this is happen-
ing slowly but surely. I remember in the eighties how the U.S. 
feared the Japanese would take all the American jobs. Soon the 
Japanese standard of living improved to the point where this 
just didn’t happen to a great extent.

But if we are to assume deflation continues to be the norm in 
the U.S. and it happens faster here than elsewhere, we run into 
a situation where offshoring becomes a less-effective way to save 
money for corporate America. When you add in time zone, loca-
tion and cultural differences, at a certain point it begins to make 
sense to bring jobs back to America. And I am seeing this hap-
pening in the contact center and tech spaces where thousands of 
jobs have come back from India and other countries.

Do we really think manufacturing will ever come back to the 
U.S? We can only expect this to happen if the standard of 
living and wages increase dramatically in China and elsewhere 
or average wages in the US decrease dramatically. And is green 
energy the answer to creating much-needed American jobs? 
Perhaps, but it seems early to proclaim this market as the cre-
ator of the 10 million plus jobs the US needs.

So while most economists agree deflation is bad in the long-
term, I submit it presents some benefits to the U.S. economy 
today. In addition I credit deflation for starting to bring 
offshored jobs back to the United States. It is rarely a smart 
move question someone like Keynes who was named by Time 
Magazine as one of the most influential people of the 20th 
century, but one wonders how his theories may have changed 
in an age where the internet and IP communications can shift 
millions of jobs from a country with a high standard of living 
to one with a low standard of living almost overnight.

While the U.S. government seems to be doing everything to 
generate inflation by printing money as fast as it can and keep-
ing interest rates low, for now the country is going to experience 
deflation. While this can be very painful if you are a worker who 
had wages cut, it could also be responsible for adding or keeping 
millions of jobs in the U.S. over the long-run.

By forcing jobs to stay in the US in fact 
you would eventually drive companies 
out of the US or into bankruptcy as 
they lose marketshare to lower cost 
suppliers. My research and common 
sense has shown that the solution 
to losing jobs to other countries is to 
allow the standard of living in these 
areas to improve so the competitive 
advantage of offshoring jobs decreases 
dramatically. And this is happening 
slowly but surely. 
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> Headset

Insight Into the Minds of Contact Center Managers

One of the questions asked was what new contact channels are 
people planning to add during the next twelve to 24 months. 
A striking 42% of respondents reported that they had no plans 
to add new customer contact channels — no Web, no col-
laboration, no SMS. Just a continuation of the current agenda, 
which for most centers means handling customers via voice, 
e-mail and possibly chat.

There appear to be three reasons for this reluctance to expand 
into new contact channels. First, customers are not neces-
sarily demanding them. Most of the time, customers reach 
for the traditional modes of contact: they are well trained 
in using toll-free, IVR and e-mail to initiate a conversation 
as part of transacting business. Second, customers, like the 
contact centers they connect with, are taking a wait-and-see 
stance as many new contact channels emerge. It is too early to 
know whether the next must-use channel will involve Face-
book, Twitter, an iPhone application or something completely 
unforeseen. With so many new options, none have emerged as 
critical. So there is an understandable reluctance on the part of 
contact center decision-makers to spend on technology to cope 
with those new channels, at least some consensus emerges on 
what customers will demand.  

Third, and most important, is the awareness that having the techni-
cal ability to handle a contact channel doesn’t mean that a company 
has the business processes in place to deliver good service using that 
channel. Contact center professionals are a pretty savvy bunch when 
it comes to marrying technology with the behind-the-scenes people 
management skills that are required to attend to customer satisfac-
tion. They know that there has never been a magic bullet technol-
ogy that, when implemented, makes customers happy and encour-
ages them to spend more. It’s the relationship between agent and 
customer (and all the processes that go into informing that agent at 
the point of interaction) that makes the call go smoothly, or badly. 

As a result, we see contact centers conservatively reluctant to 
expand the technological menu of choices at a moment when 
collectively they seem to know they need to improve the ef-
fectiveness of their current contact choices.

One insight in the Frost & Sullivan survey that lends cre-
dence to that view was in a question that asked “Have you 
actually integrated your multiple channels into a single view 
of the customer?” 

Only one out of four respondents said yes, they had. Two 
thirds said no. Close to half, 46%, said they haven’t now, 
but will in the next two years. But it takes time to integrate 
the processes and workflows and to find skilled agents and 
train them properly on new contact channels. 

When we asked them what kinds of tools they were inter-
ested in buying over the next purchasing cycle, the answers 
were surprising. Two of the top three answers were analyt-
ics: #1 was analytics for improving internal operations and 
performance, and #3 for getting a better understanding of 
customer behavior.

And when we asked directly about headcount plans, 57% had no 
plans to either reduce or increase headcount over the next year. 

What all of that seems to suggest is that centers are rec-
ognizing a need to consolidate gains and to streamline 
processes. The old stance of cutting heads in a center when 
times get tough seems to have softened into a more sophis-
ticated business management stance that combines labor 
efficiency with process efficiency.

I believe that managers are looking for clear and direct busi-
ness cases that are rooted in solid ROI and process improve-
ment before they make an investment in next generation 
technologies. I think that many contact center practitioners 
feel that they haven’t fully taken advantage of the fundamen-
tal infrastructure tools that they’ve already got from the previ-
ous generation — the quality monitoring, workforce manage-
ment and performance management tools. These tools are so 
rich in functionality that many centers have only just begun 
to scratch the surface in making them all work together for 
more efficient operations.    Cis

R ecently, Frost & Sullivan conducted a major survey of contact center 
practitioners in which we asked them a wide variety of questions about 
the tools they use, their plans for the future, and the issues that are of 

concern to them. The results indicate that though they are keeping an eye on de-
velopments in the economy, call center managers are trying to consolidate opera-
tional gains made in the past several years. 
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•  AccuData Integrated Marketing (www.
accudata.com) has launched AccuBase, 
a cost-effective customer and prospect 
database marketing solution. AccuBase gives 
marketers total control over their database 
management and campaign performance 
right from their desktop. It provides a richer 
view of customer behavior by centralizing, 
standardizing and segmenting customer and 
prospect data. It then allows users to quickly 
and easily execute integrated telemarket-
ing, direct mail, e-mail, and point-of-sale 
campaigns. AccuBase also offers a variety 
of reporting and campaign management 
software options. AccuBase is backed by 
AccuData’s consultative services that help 
clients accurately target qualified buyers and 
drive marketing ROI.

•  AltiGen® Communications (www.
altigen.com) has released the second up-
date for AltiGen’s MAX Communications 
Server 6.0 VoIP unified communications 
platform. New and redesigned applications 
include MaxAgent 6.0 Desktop Applica-
tion for Call Center Agents, MaxSuper-
visor 6.0 Desktop Application for Call 
Center Supervisors, and MaxInsight 6.0 
Readerboard Application for displaying 
real-time call center statistics. MAX Com-
munications Server 6.0 key features and 
benefits include native Microsoft Exchange 
Server 2007 integration for a complete, 
unified messaging solution, new software-
based distributed softswitch architecture 
and new .NET-based desktop telephony 
client with enhanced call control features. 
There is also integration with Microsoft 
Office Communicator to deliver rich pres-
ence management and expanded meet-me 
conference bridge with scheduling applica-
tion supporting 120 participants.

•  BenchmarkPortal (www.benchmark-
portal.com) has issued a new report, 
‘Technology Adoption Strategies for 
All-In-One Contact Center Solutions’ 
sponsored by Interactive Intelligence 
(www.inin.com)  that shows how contact 
centers can protect existing investments, 
while making a phased migration to 
all-in-one communications software 
suites. It found that there is a sizeable 
experience base of contact centers that 
have migrated to all-in-one communi-
cations software suites over time. Also, 

migration to them is generally no more 
difficult, and is frequently less difficult, 
than other IT initiatives within contact 
centers. Approximately four out of five 
managers with multipoint solutions feel 
that a gradual migration strategy would 
make adoption of an all-in-one commu-
nications software suite more attractive.

In conjunction with the Benchmark-
Portal report, Interactive Intelligence 
has launched a competitive replacement 
program. This program gives discounts 
to contact centers that opt to replace 
specific multipoint solutions with the 
company’s all-in-one IP communications 
software suite, thus making migration 
even more cost-effective.

•  Genesys (www.genesyslab.com) and 
InQuira (www.inquira.com) have inte-
grated their software suites. The joint 
solution combines Genesys’ customer 
interaction software with InQuira’s 
knowledge management applications 
and in doing so supports e-mail, chat, 
and self-service web and mobile for 
customer support.

The InQuira knowledge suite enhances 
self-service interactions, and provides 
answers and continuity throughout any 
customer inquiry including across dif-
ferent conversation channels. Integrated 
with Genesys’ chat and e-mail escalation 
features, it enables an organization to 
seamlessly extend customers’ interactions 
as their self-service sessions are fully 
captured and leveraged as part of a more 
extensive customer-service engagement. 
In turn Genesys customers can get the 
right answer with InQuira’s intent-based 
retrieval capabilities. InQuira discovers 
the true intent of each question to find 
the most relevant answer as quickly as 
possible. InQuira leverages profile data, 
customer searches and other information 
maintained in Genesys to deliver even 
more targeted and personalized answers. 

•  NICE (www.nice.com) NICE Perform 
now supports SIP-based recording and 
enhanced virtualization. NICE Perform 
3.2’s SIP feature set integrates with leading 
session border controller vendors. Com-
panies standardizing on SIP can achieve 
cost savings by eliminating redundant 

network infrastructure and reducing 
resources through data center consolida-
tion, enabling organizations to reduce call 
recording costs while increasing call capac-
ity.  Enhanced support for server virtualiza-
tion enables organizations consolidate and 
reduce their operational IT and other data 
center related costs. These include floor 
space, hardware, and maintenance related 
costs and fewer servers. 

•  Spectrum (www.specorp.com) neXorce 
Enterprise Software visual data manage-
ment solution now offers includes a 
new historical reporting module, auto-
matic version update scheduler, enhanced 
Failover module, and new features to 
the XorceView desktop software.  The 
neXorce historical reporting module will 
capture and store real-time data for histori-
cal analysis, trending and reporting. The 
automatic update scheduler offers custom-
ers an annual service agreement to ensure 
that they have the latest versions. The 
failover module will attempt to reconnect 
to the primary source, such as an ACD or 
database fails and the primary source is still 
unavailable, the module will connect to 
the secondary source. There is now a data 
grid feature to its XforceView PC desktop 
application allowing users to display KPIs 
and metrics in that format. 

•  Connie Smith, a noted customer service 
expert and speaker who has helped contact 
centers for leading firms such as Southwest 
Airlines, Staples, Cabelas, Nordstrom, 
Flagstar bank, Alaska Airlines, and Blue 
Cross Blue Shield of Nebraska, has formed 
her own firm, SpotOn Enterprises (www.
spotonenterprises.com). SpotOn Enterprises 
provides consulting and speaking services 
to the customer service industry. The firm’s 
mission is to help organizations improve 
their financial and organizational perfor-
mance, optimize leadership, drive organiza-
tional efficiency and effectiveness, increase 
employee and customer satisfaction, and 
motivate and energize their workforces.

•  Tellme (www.tellme.com) thanks to 
working with its parent, Microsoft, has made 
its hosted speech solutions even more cost ef-
fective and powerful, thereby enabling more 
end customers to stay longer and complete 
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more interactions with them, before and as 
opposed to zeroing out to live agents. 

Tellme has added VoIP call transport via 
Global Crossing’s VoIP service, offering 
significant cost savings over traditional 
circuit-switched TDM/PSTN. Enterprises 
can extend their VoIP strategy to customer 
service calls and eliminate transfer fees and 
can do away with toll-free numbers. Tellme 
has also fine tuned its automated speech 
applications to increase response accuracy 
that will minimize zero outs. There are also 
more natural and faster user interfaces via 
expanded multi-slot recognition that makes 
it possible for callers to ask for information 
in a full sentence or phrase, and a new ‘voice 
font’ called Zira that has been created with 
a patented technique designed for voice 
quality and delivery consistency that delivers 
a more conversational experience. 

•  Thomas L. Cardella Associates (www.
tlcassociates.com) (TLC&A) has begun 
operations at its new Marshalltown, Ia. con-
tact center. It joins facilities in Cedar Rapids, 
Coralville, and Keokuk, and Marshalltown, 
Iowa, along with a constellation of at-home 
agents in driving distance of these offices. 
The firm expects to employ 200 contact 
center specialists: 185 entry level and 15 
managerial by early fall.  TLC&A has been 
focusing on and as a result experiencing 
strong growth serving the direct marketing 
needs of Fortune 500 clients in the financial 
services, insurance, publication, specialty 
retail, technology, telecom, entertainment, 
utilities, and travel industries.

•  Recognizing the data security is top of 
mind and is an underlying concern with 
hosted solutions Varolii Corporation 

(www.varolii.com) has raised the secu-
rity standard for its SaaS-based com-
munication platforms. The firm has be-
come PCI Level 1 and NIST certified, 
and its data centers are SAS-70 Type II 
certified. Varolii works with more than 
$400 billion in customer accounts and 
sends more than 1 billion personalized 
messages annually. Varolii’s security 
is based on the ISO 27000 Series, 
which is an internationally recognized 
standard which outlines best practices 
for information security management, 
risks and controls for all enterprise data, 
rather than just a particular subset gov-
erned by specific regulations. An ISO-
based security strategy offers broader 
protection and lower risk than one built 
to satisfy individual compliance and 
regulatory requirements.   Cis

Let TMC help you execute your next Webinar. Contact Joe Fabiano 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. 132 or jfabiano@tmcnet.com
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Do Not Call Violations Snare DIRECTV, Comcast, DISH Network

That is what has apparently happened to and with DIRECTV, 
Comcast, and with Dish Network, formerly EchoStar.

DIRECTV will pay $2.31 million in response to Federal 
Trade Commission (FTC) charges that it had violated the 
Telemarketing Sales Rule (TSR) DNC regulations and had 
also violated a 2005 court order barring it from such conduct. 
A DIRECTV telemarketer and its principals are also settling 
related charges. The FTC alleged that they had made over 1 
million illegal prerecorded calls to consumers in 2007 who had 
previously said they did not want the company calling them. 

Meanwhile Comcast has agreed to pay $900,000 to settle the 
FTC’s claims that it violated the entity-specific DNC provi-
sions of the TSR, i.e. that a company called consumers who 
had specifically asked it not to call them. 

Comcast has written TSR compliance policies and procedures 
including the rule’s entity-specific DNC provisions. Yet despite 
them the regulator contends that some of Comcast’s internal 
and outsourced centers together made more than 900,000 
calls to consumers after they had specifically asked that the 
company stop calling them. It alleged that Comcast failed to 
implement a program that would have identified problems at 
the contact centers and promptly corrected them. 

The FTC is also pursuing a lawsuit against Dish Network, 
directly and through its authorized dealers, called numerous 
consumers whose numbers are on the DNC list. The suit also 
alleges that the firm had violated the TSR by assisting and sup-
porting its authorized dealers in telemarketing its services to 
consumers with prerecorded calls.  

The federal government is seeking a permanent injunction 
against Dish Network that prohibits it from violating the TSR 
either directly or through its authorized dealers and from as-
sisting and facilitating violations and to require it to monitor 
and enforce dealers’ compliance with the TSR. The govern-
ment also seeks civil penalties for Dish’s violations. 

The complaint announced against Dish Network has been be-
ing brought jointly with the 

Attorneys General of California, Illinois, Ohio, and North 
Carolina as co-plaintiffs. It includes allegations brought solely 

by them that Dish Network violated the Telephone Consumer 
Protection Act (TCPA) and state law – either directly or indi-
rectly as a result of third parties acting on its behalf.  Dish and 
its parties have allegedly called numbers on the DNCR and 
transmitted prerecorded messages to consumers.

The reaction from the firms has varied. DIRECTV has kept 
quiet. Comcast released a statement from Sena Fitzmaurice, 
Senior Director Corporate Communications and Government 
Affairs, carried by the American Teleservices Association in a 
regulatory newswire to its members:

“Comcast fully supports all Do-Not-Call regulations and 
we are committed to preventing unwanted telemarketing 
calls,” said Fitzmaurice. “The FTC found our compli-
ance with the national Registry to be 99.85 percent and 
chose not to pursue any claim against Comcast in that 
area.  This settlement is limited to alleged calls made to 
persons identified on our internal do-not-call list, where 
our compliance percentage was at 99.74 percent.  Both 
compliance percentages are greater than those reported 
by the FTC to Congress last year as evidencing ‘highly 
effective’ performance.  Since the period under review, we 
have further strengthened our policies and procedures to 
prevent unwanted telemarketing calls.”

Dish Network meanwhile is contesting the charges. It had is-
sued this statement:

“We respectfully disagree with the allegations made today by 
the Federal Trade Commission and certain States that DISH 
Network has engaged in ‘do-not-call’ violations and that DISH 
Network should be held responsible for ‘do-not-call’ violations 
by independent retailers. An independent audit demonstrates 
that DISH Network is in compliance with ‘do-not-call’ laws, 
has proper controls in place, and is well within the safe-harbor 
provisions of the law. 

“We also believe that the FTC is equating merely doing busi-
ness with an independent retailer to ‘causing’ or ‘assisting and 
facilitating’ violations by that retailer, which creates a strict 
liability standard that does not exist in the law and was not 
intended by Congress. We look forward to resolving these dif-
ferences of opinion through the judicial process.”   Cis

It never pays to be an overly eager telemarketer stretching or could be seen pushing and crossing 
the limits of the law, even if you are or are representing a popular entertainment/communica-
tions service. The net result may be paying fines to settle allegations of violating federal Do Not 

Call (DNC) and other telemarketing regulations. 
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Compensation is always a relevant topic in contact centers. 
Constructing an effective incentive strategy is tricky. How do we 
compensate? How much should the incentives be? How does the 
company get the benefits they seek? How quick does the reward 
need to come after the goal is achieved? I will provide some help-
ful guidelines for these questions based on proven experiences.

Incentives are powerful motivators for many companies and 
employees and their potential impact and benefits should not 
be ignored. They are especially effective for special or critical 
projects and in sales-oriented or outsourced contact centers.

Additionally, many high-performance employees are strongly 
motivated when their compensation is directly tied to their 
sales performance. Contact centers can use such compen-
sation plans to attract these highly motivated employees, 
increasing sales and market share. In many cases, cultivating a 
highly stimulating and exciting sales environment with a little 
healthy competition actually increases sales a bit further.

Before creating an incentive program, consider whether you 
can report on the criteria you are trying to incentivize. Make 
sure your systems can report the right metrics and do it in 
the right time increments. If you can’t, fix that problem first. 
If calculating your daily incentives consume an hour per day, 
that should be impractical. Once you’re sure the reporting is 
working, you’re ready to create your plan.

Here are some guidelines to get you started:

First, don’t think incentives always have to be cold, hard cash. Some 
people value time off or other types of “compensation.” Don’t get me 
wrong — financial compensation works well most of the time. Give 
people choices and let them decide. You can’t know the preferences 
for every person and you don’t have to if you offer choices.

Second, make the rewards more frequent. Even a small incentive 
daily can improve attendance and schedule adherence. Make 
Monday and Friday rewards a bit bigger to help resolve the 
“weekend effect” many contact centers experience. If you do one 
monthly or quarterly reward, your employees have fewer chances 
to win. If they don’t win, they know they have to wait a long 
time and their chances aren’t good. After all, they worked hard 
the last time and didn’t win. Why will next time be any different? 
Subconsciously, the connection between their performance and 
the reward is not strong and at some point, they may decide that 

the value of an unlikely reward is not worth the extra daily effort. 
Work to avoid that feeling by using frequency.

Third, find a balance in the goals. Make each goal challenging but 
achievable. People give up and performance suffers if they know they 
don’t have a chance. Conversely, if the goals are too easy to achieve, 
performance won’t increase and their rewards become entitlements.

Fourth, don’t delay the receipt of the reward. If you can give cash 
or a gift card immediately, do it. Don’t wait and add it into the 
next payroll check. There is a subconscious connection between 
the act of the performance and the timing of the benefit.

Here’s an effective idea I heard. A contact center manager filled a 
paper grocery bag with a mix of $1, $5, $10, $20, and $50 bills. 
(Since he filled the bag, he controlled the mix and stayed within 
budget.) Then when it was time to reward someone, he walked 
through the office with the bag. Everyone noticed and knew what 
was going to happen next. They followed him or peeked around 
the wall to see where he was going. (Great exposure and great 
participation.) When he finally stopped, he announced who the 
winner was and why they won the opportunity to draw from the 
bag. (The employee received recognition from management and 
the other employees were reminded what goal had been achieved.) 
When the employee reached in the bag, the amount rewarded 
was left to chance. If $1 was pulled out, the employee knew it was 
chance and didn’t blame the manager that it wasn’t a $50. The 
other employees noticed and knew there were still $50 bills in the 
bag. If it was anything besides a $1, that led to a mini-celebration 
right on the spot. Lots of joking occurred too. “Hey, we need more 
$50 bills in that bag!” “Why? Do you think you’re going to get a 
$50 when you draw?” “I sure hope so!”

A properly designed incentive program can accomplish many 
goals at once. Use the guidelines I’ve described as a starting 
point. Every contact center has slightly different needs and 
goals. Tailor your plan to help you achieve them.   Cis

Tim Passios is Director of Solutions Marketing for Interactive 
Intelligence, Inc. and has more than 18 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 in-
stallations in nearly 90 countries. For more information, contact 
Interactive Intelligence at info@inin.com or (317) 872-3000.

Considering Incentives

I have a sure-fire method of guaranteeing high attendance at your next 
meeting. Send out an e-mail saying “We will be discussing your pay-
check at the next meeting.” You’ll have a line at your door in 5 minutes!

By Tim Passios,
Director of Product Management
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Workforce Management 
That Works 

Ensuring that the right contact center staff are there when 
and where they are needed to maintain customer attract-
ing and retain quality is made much easier with workforce 

management (WFM) solutions. WFM automates processes that 
have traditionally been laboriously managed via spreadsheets.

With the strategic importance of WFM to contact centers 
it is critical that the right tools are purchased. Customer 
Interaction Solutions sought advice from leading firms  
on how effectively to evaluate and purchase them. We 
asked questions on:

This article has excerpted responses from selected companies. 
The complete responses from all of the participants will appear 
on TMCnet.com.

Envision Telephony (www.envisioninc.com)
Jim Shulkin, Director of Marketing

The conventional mentality of buying point WFM solu-
tions because they are ‘best of breed’ has really taken a hit 
in the last decade. That’s because the suite providers have 
not only acquired and/or built best of breed point solu-
tions in the market, but have made significant investments 
in tightly integrating them into the WFO suites while 
continuing to advance the point technologies. We believe 
buying point solutions in this space, such as WFM, puts 
companies at a real disadvantage because of the many ben-
efits of the suite approach, including reduced total cost of 
ownership, integration, economies of scale, and simplified 
vendor relationship management.

SaaS is compelling simply because it seems to be a hot topic 
with analysts, but we haven’t been asked for it by our market 
much yet. Some of the core functionalities of WFM require 
data transfer and delivery capabilities that are simultaneously 
massive and needed in virtual real time. This presents challeng-
es for a true SaaS model or even simply an entirely Web-based 
solution delivery model. 

As it did for CRM, both the technology and market ap-
petite for SaaS solutions in this space will evolve, but are 

extremely immature right now. SaaS WFM will likely start 
in smaller centers where the technology and volume barri-
ers are not as high and where the attractiveness of the SaaS 
cost model is at its peak. We could see this relatively soon 
simply because WFM does now finally appear to be mak-
ing significant inroads into SMB markets now.   

We have not seen significant adjustments being made 
to pricing recently. Many of the vendors are developing 
‘right-sized’ versions of their core products to appeal to the 
growing interest in the channel and SMB markets. These 
reduced functionality versions of products are being offered 
at lower prices to penetrate those markets, but we have seen 
little evidence of significant recent shifts in pricing strate-
gies for the primary core solutions.

 WFM is a mature technology and in many ways has be-
come a commodity. So not unlike other technology prod-
ucts, many vendors have to some extent ‘over-engineered’ 
features and functionality into the solutions. Not because 
the market has demanded them but simply in an attempt 
to de-commoditize their offering in the markets eyes. This 
often results in bells and whistles that the vendors care more 
about than the actual customers do, but the costs of those 
features are baked into the solutions. 

Monet Software (www.leftbanksolutions.com)
Charles Ciarlo, President and CEO

Contact centers are clearly more cost sensitive and are 
specifically avoiding large upfront capital expenditures and 
costly software implementation. Therefore, the new SaaS 
model for delivering WFM is getting more traction because 
it reduces these costs and minimizes the risk, since subscrip-
tions can be terminated, unlike purchasing a premise-based 
software/hardware solution. 

by Brendan Read
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Web based WFM solutions that are delivered as SaaS 
encourage collaboration between supervisors and agents, 
allowing agents to enter exceptions, and bid on time slots. 
Since these web based 
solutions only require a 
web browser and a secure 
login, it is therefore 
available to remote and 
home-based agents. This 
is especially important for 
real-time adherence and 
intra-day management. 
The flexibility of the SaaS 
solution easily includes 
informal agents.

Salesforce has proven 
in the CRM space that 
SaaS is the new model to 
deliver software, especially 
in the small to medium 
sized companies. With 
the increase of virtual call 
centers, home-based and 
remote agents, a web-
based WFM solution that 
does not require software 
implementation is the 
perfect solution. 

Also, WFM often requires 
peak performance for 
running forecasting and 
scheduling scenarios, 
with the SaaS model 
these peak performance 
requirements can easily 
be addressed through 
a scalable elastic cloud 
computing model. The 
moment the customer 
needs more ‘power’ it gets 
added, without having 
to buy more servers that 
don’t get used most of the 
time. Therefore, the SaaS 
model is a win-win for 
the WFM vendor and  
the customer.

Moreover the true SaaS 
model (in contrast to 
using the hosted client 
server that many WFM 

vendors offer) has a huge cost advantage through multi-
tenant architecture and scalable elastic cloud computing 
that results in lower prices for customers. At Monet, we 

Labor costs are down and productivity is up. Forecasts, call loads, and schedules align. Agent adher-
ence, skill sets, activities, and tasks are in near perfect harmony. Across sites where chaos once ruled, 
efficiency and order now reign. You’ve actually achieved the sublime state of contact center nirvana. 
You’ve got Engage Manage, part of the Engage Contact Center Suite from TelStrat.

�e Engage Suite combines TelStrat’s award-winning call recording technology with an array of 
best-practice product technologies from across the contact center industry, yielding an integrated, 
single-source, total contact center solution. From capturing customer interaction with its exclusive 
Conversation Save™, to sophisticated workforce management with advanced Merlang®-M forecasting 
and SkillSense™ skill-based scheduling, Engage optimizes each major aspect of contact center opera-
tion. With its modular design, every component augments and enhances the next, so your organiza-
tion can start with call recording and add capabilities as your needs change. Engage 
lets you grow at your own pace. Within one suite. From one source. TelStrat.

See Engage 
Contact Center 

Suite in the 
TelStrat booth at:
INNUA 2009
Booth # 821

&
Cisco Live! 2009

Booth # 1407

your workforce. optimized.

Engage Suite 
Components
 Call Recording

Screen Capture
Agent Scoring & Reporting
E-Learning & Total

   Performance Tracking
 Scripting & Call Automation
Workforce Management
Speech Analytics

from

Optimize Your Operation

FREEDOM  TO  BE
OTHERWISE  ENGAGED

sales@telstrat.com | 972-543-3500 | www.telstrat.com 

ForAvayaCisco &Nortel
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have experienced first hand, that true 
SaaS enabled WFM reduces our cost 
as well as the cost to our customers, 
thereby offering affordable WFM so-
lutions even for small 10 to 20 agent 
call centers, which was not possible 
with on-premise solutions.

Suites offer fully integrated function-
ality, however, for many small and 
medium sized contact centers, suites 
might provide more than they actu-
ally need. Also, since each center has 
different needs, the ‘best of breed’ ap-
proach might be more efficient. 

We give our customers the following 
checklist for selecting a WFM solution:

•  Key capabilities 

•  Time and resources to implement

•   Total cost of purchasing, running and 
maintaining the solution

•  Usability 

•  Risk

•  ROI and payback 

Our advice is ‘Try before you buy’. 
SaaS offerings allow contact centers 
to try WFM in their real environment 
with real data. This is a great op-
portunity to see if the WFM solution 
meets the needs of the contact centers 
and dramatically reduces the risk of 
the purchase.

Verint (www.verint.com)
Bill Durr, Principal Global  
Solutions Consultant

The economy has clearly impacted 
spending, and managers across the 
board are being charged with ‘do-
ing more with less.’  This squeeze has 
resulted in an increased interest in 
technologies, such as WFM. Whether 
in the contact center, back office, retail 
bank branch or elsewhere within an 
organization, WFM is proving to be a 
necessary technology both in ‘up’ and 
‘down’ economies, and companies are 

responding accordingly in their IT 
purchasing decisions.  

We have seen a shift in the past year 
with the ways companies approach 
WFM technology investments.  Al-
though traditional information gather-
ing avenues--such as one-on-one sales 
meetings and resources such as indus-
try analysts, company websites, and 
the media are still very much alive--
peer groups and other social network-
ing tools have created a new environ-
ment for gathering information.  

Just as contact centers have adapted 
to these changes by incorporating 
multi-channel communications, such 
as chat and e-mail, vendors have simi-
larly embraced social outlets, such as 
blogs, that allow for open dialogues.  
Customer recommendations have 
always been the most effective way to 
communicate the benefits of technol-
ogy solutions, and we see social media 
is another way to allow us to reach 
more of the right decision makers.  

Today’s robust WFM solutions are do-
ing more to truly empower agents, for 
instance, enabling them to manage 
their own schedules without impact-
ing service levels.  This can build both 
morale and retention, while also free-
ing up managers to focus on coaching 
and performance-related tasks.  For 
example, staff can:

•   Request preferences for start times 
by day and preferences for days off 
during the week

•   View published schedule and time-
off information with the ability to 
check the status of shift swaps, shift 
bids, time off, and vacation requests

•   Post, negotiate and request shift 
swaps via an online swap board and 
forward to managers for quick and 
easy processing

•   Create, withdraw and be wait-listed 
on time-off requests, even down to 
portions of a day.

IP technology is allowing organizations 
to more easily reap the cost benefits 
associated with at-home workers.  IP-
enabled WFM software capabilities—
such as agent desktop activity tracking, 
remote coaching, eLearning and ad-
vanced scheduling have made adherence 
concerns: long a key worry of managers 
with home agents, a non-issue.    

Forecasting and planning in informal 
contact centers like the retail bank 
branch where customer demand 
is sporadic and can vary greatly 
throughout the day.  With WFM, 
branches can deploy the right number 
of staff with the appropriate skills 
based on forecasted demand, employ-
ee availability, past schedule patterns 
and other attributes.  WFM in such 
environments also allows branches to 
manage employee preferences locally, 
enforce shift length and breaks, and 
manage pooled employee resources 
across multiple locations.  

Suites can offer easier installation and 
implementation, and reduced learning 
curves and training expenses, which 
translate into lower cost of ownership 
and a faster return on investment.  
Couple that with solutions and servic-
es that draw on a structured upgrade 
path and single support organization, 
and organizations can gain significant 
advantages having WFM as part of a 
broader WFO suite.

When WFM is part of a suite compa-
nies can gain synergies from such solu-
tions that complement such as quality 
monitoring, recording, speech analyt-
ics, data analytics, customer feedback 
surveys, performance management, 
eLearning, and coaching.  Unified 
solutions like this empower organiza-
tions to capture and analyze customer 
interactions, make improvements to 
workforce performance, and optimize 
service processes.  Suites also allows 
for coordinated delivery of support, 
service, and maintenance, resulting in 
reduced total cost of ownership.   Cis
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Recently, I have been getting some inquiries that I think may fore-
shadow even more questions and regulation.  Although I may not 
answer all the questions, it is important that you start asking them. 

•  Negative Option Disclosure

Regulators, and in particular state policy makers, have never been 
big fans of this type of marketing offer. To keep yourself out of 
trouble, you need to ask whether your customer is clearly made 
aware of payment parameters and/or auto-renewal arrangements. 
Clarity is the name of the game, followed quickly by digital 
recording of confirmations for these kinds of purchases regardless 
of whether this is an inbound or outbound call. (Note: This is be-
coming more frequent in cellular phone bills, as an example, when 
game services and dial tone “membership” fees reoccur without 
proper notice to consumers.)

•  Verified and Recorded Authorizations

Do you have accurate, searchable and complete recordings of au-
thorizations for calls which require this level of information? Often 
companies fail to keep accurate records, or more importantly when 
contested by consumers, recordings of consumer authorization for 
charging or enrollment.  Absence of this tool, while technically not 
required, will leave companies extremely vulnerable as they must 
have evidence of consumer understanding and agreement.

•  Grooming Call Lists for Cellular When Using Dialers 

Are you scrubbing cellular phones from your lists? Contact centers 
rely on predictive dialing equipment to make programs efficient 
and profitable.  But you can have the greatest set-up and still fall 
out of compliance by not preventing those dialers from calling cell 
phones.  This is a very common oversight, even though there are 
a number of cell phone list providers.  It has resulted in a flare up 
of non-compliance and state enforcement actions as the consumer 
migrates to cellular-only communication. 

•  Relationship Disclosure

 As an in-house operation or outsourcer, are you properly abid-
ing by the myriad of state laws and the federal requirement for 

disclosure? If you are a service bureau working for a product 
provider (Seller), you must represent that you sell for them and 
identify your company as well as theirs.

•  Last, but by no means least - Caller I.D. “Spoofing”

 How are you identifying your firm in the Caller Identi-
fication you send through your carrier? Although as an 
outsourcer, you may be fulfilling a third party service 
contract for the biggest and most recognizable company in 
the US, you better not put their name on your caller ID!  
And whatever number you list better work, because it is 
incumbent upon you as a telemarketer to post a number 
on caller ID that can ring back to your company for do-
not-call requests.  It must be your firm, and it must work!  
This is the second most non-compliant practice we see, 
and it is a huge frustration to regulators. 

These questions nibble around the edges of compliance 
and address some of the current concerns that we hear in 
Washington DC from regulators at the FTC and FCC.  
But the most frequent abused practice which will require 
further effort on the part of industry is the use of pre-
recorded messages.  Whatever limited, legitimate and 
legal means for the use of this technology remains will be 
greatly modified in September of this year.  Here are the 
key components of the new rules: 

•  As of September 1, 2009, a company may only contact a 
consumer if there is Express Written Consent.

•  Additionally, this consent must clearly and conspicuously 
disclose that purpose of agreement is to allow pre-recorded 
calls.  This consent must be given with a telephone number, 
and either a physical or digital signature.

Now as I said before, I am not a lawyer, and I can’t give 
legal advice.  However, these questions provide a good 
starting place for you to initiate a dialog with in-house or 
outside legal counsel.  Additionally, the ATA provides a 
wealth of compliance information to its members and on 
our website at www.ataconnect.org.   Cis

By Tim Searcy

On The Line

Questions You Must Answer 
About Compliance 

Idon’t even play a lawyer on television, and I did not stay at Holiday Inn last night, but for some 
reason I get a lot of “expert witness” style questions about regulatory compliance.  Compliance 
in the contact center space is a cottage industry and a passionate pursuit for many of my mem-

bers.  The American Teleservices Association takes pride in being the definitive source for answers 
related to how to keep your calls, your personnel, and your contact center in compliance with fed-
eral and state laws and regulations.  

>
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Locating For Growth

The challenge in finding the right locations for contact 
centers is not so much choosing the ideal sites today—the 
economic downturn leading to high unemployment have 

led to picks of places--but selecting those that will be viable when 
the economy rebounds to capitalize on growth.  That means taking a 
hard look at the demand for contact centers, and staff for today but more importantly down the road. 

Gone is the cheap credit that had created 
huge demand for products and services that 
required contact centers to sell and provide 
customer care for. It may be a long time if 
ever before spending--and employment and 
income--comes back to previous levels. 

That also means examining tools and practices 
that can reduce staff and space, and costs such 
as inbound IVR, e-mail, SMS, and voice noti-
fications, hoteling (shared workstations), and 
outsourcing. Also turning branches and stores 
into informal contact centers and subject 
matter experts into agents with the aid of IP 
routing and presence/unified communications 
limit hiring and housing separate staff. 

“Larger call centers are having a difficult time 
justifying large staff forces,” explains Michael 
DeSalles, Strategic Analyst, Contact Centers 
Unit with Frost & Sullivan. “Self service 
continues to be a popular option for contact 
centers as it significantly decreases costs. Out-
bound notifications, alerts and value messag-
ing have the added benefits of maximizing 
customer satisfaction for simple transactions 
that do not require agent intervention.”

Key to these decisions is staff quality to 
attract and retain customers, who want to 
communicate with agents who are smart, well-
trained, who can relate and respond superbly 
to their needs via multiple channels and in 
their languages both culturally and literally. 
That means taking a hard look at onshoring, 
nearshoring, and offshoring, and home agents 
weighing up costs and benefits. 

 “One of the revelations that this downturn 
has had on our clients, is the realization that 
any successful long-term operating strategy 
must be based on flexibility,” says Mark See-
ley, Senior Managing Director, CB Richard 
Ellis, Labor Analysis Group. ”Reacting to the 
current downturn by frantically shedding 
space, only to frantically reabsorb it on the 

upswing is highly costly and inefficient.  
Instead, we are advising our clients to build 
greater flexibility in to their portfolios by 
pursuing alternative solutions such as hotel-
ing, outsourcing, and work at home.”

Offshoring Adjustments

If the past boom was heralded by big moves 
offshore, especially to India and The Philip-
pines to tap into high quality workforces 
at a fraction--¼ to ½--the costs of having 
contacts handled domestically, the next one 
may require that this strategy be deployed 
carefully and sparingly. While the value 
proposition is still and will continue to be 
there, its popularity, has led to reports of 
labor market saturation, high turnover, and 
rising costs in the larger cities. 

This trend is being accelerated by the 
growth of upper level business process out-
sourcing (BPO) work such as accounting 
and finance, and IT employment. The same 
labor cost/quality arbitrage that had at-
tracted contact centers are bringing in firms 
like IBM, which reportedly bring thousands 
of IT jobs to India: while laying off some 
5,000 American employees. They offer 
higher wages, more interesting work, career 
paths, greater prestige, and more sociable 
hours: the work is carried out during the 
day whereas contact centers are busiest at 
night to match U.S. and U.K. volumes.

There is also well-publicized increased con-
sumer and business customer concerns about 
the quality of service from offshore. Misunder-
standings arising for a lack of cultural affinity 
and English language use differences between 
agents and customers have led to reports of 
longer and repeated calls that increase costs and 
decrease satisfaction.

These factors combined with high U.S. 
unemployment are prompting especially the 

higher level contacts to stay in-country or in 
some cases return from offshore. There have 
been several high-profile movebacks includ-
ing AT&T, Sallie Mae, and United Airlines. 

“The economy is definitely causing people to 
rethink where they operate, and many of them 
are re-focusing on U.S .markets, after several 
years of offshoring,” says Seeley. “There are 
several driving factors to this.  One is political.  
To announce that you’re going to lay off more 
people in the U.S. and create new jobs in In-
dia, while US unemployment rates are nearing 
their highest levels since the Great Depression, 
is not a popular thing to do right now. An-
other is economic.  Since unemployment rates 
are so high domestically, new markets that 
were previously too tight from an employment 
perspective are opening up.

“Of course, there are always exceptions to 
the rule, such as IBM’s announcement. 
But by and large, we are seeing our clients 
more interested in U.S. markets than they 
have been in years.”

Peter Ryan, contact center and outsourcing 
analyst at Datamonitor is deeply skeptical 
about claims that offshore agents are less 
effective than those onshore. If they are well 
trained, monitored, and coached they will 
perform well: like agents anywhere.

“There is an unfortunate negative stereotype of 
especially the Indian outsourced offshore agent 
that has emerged from the media coverage that 
like most stereotypes run counter to the facts,” 
says Ryan. “The well-publicized examples 
notwithstanding, the information indicates 
that offshore agents are as service-oriented and 
productive as their onshore counterparts.” 

The Latin American Nearshore 
Option

Latin America has emerged as comple-
ment and as an alternative to India and 

by Brendan Read
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The Philippines. Nations such as Argen-
tina, Colombia, El Salvador, Guatemala, 
Honduras, Mexico, and Panama enable 
affordable outreach to the growing U.S. 
Hispanic market while providing a lower-
cost English speaking option. 

Susan Arledge, president, Arledge 
Partners Real Estate points out there is a 
strong demand for fluently (reading/writ-
ing) bilingual Spanish-English agents that 
Latin American nations can affordably 
and readily provide. There English as a 
second language is taught from elemen-
tary school forward.

There are also excellent contact center 
training programs available in Latin 
America to enable agents and managers 
deliver services to U.S. standards. The 
Resource Center for Contact Center 
Professionals offers training and certifica-
tion courses in the Dominican Republic, 
Guatemala, and Panama as well in the 
U.S. commonwealth of Puerto Rico.

Going into Latin America will require savvy. 
The fully loaded wage rate must be con-
sidered: wages but also mandated benefits 
including vacations, Christmas bonuses, 
termination compensation, holidays, social 
security, and accrued allowances. They can 
increase compensation by as much as 45 
percent in some countries.

The region will not support large (1,000+ 
size) centers. Also it is difficult to accurately 
ascertain the number of potential employees 
who are fluent in both languages.

“Data on bilingual workers is incomplete 
in these countries and statistics are not 
maintained in either the U.S. or Latin 
America, on bilingual populations,” says 
Arledge. “To find out you need to get 
on the ground to research and know the 
labor markets.”

American Locations

 The economic downturn has opened up lo-
cations once thought to be off-limits costwise 
to contact centers such as Las Vegas, Michi-
gan, and upstate New York, such as Buffalo, 
Rochester, and Syracuse.  Financial and 
retail closures have led to larger labor pools. 
Manufacturing especially auto industry 
changes have weakened union environments. 
The entertainment industry has also suffered, 
evidenced by dropping casino visits.

Other locations are moving up the ladder. 
South Carolina, which has long good loca-
tion for general customer service is now 
viable for higher-end customer technical 
support and internal help desks.

The locations that rank well this go-round 
are also the same ones that score well the 
last time in terms of availability, cost, 
quality, and saturation, namely the smaller 
(under 250,000) tertiary or Tier 3 metros. 

“Our research shows that nearly 70 percent 
of all outsourcers that opened operations 
in 2008 did so in Tier 3 markets,” reports 
Seeley. “While overall only 17 percent of 
all in-house call centers are located in tier 
3 markets, 33 percent of them opened 
in tier 3 markets in 2008.  So the trend 
is growing among in-house centers as 
they become more aware of the benefits 
associated with these less costly and less 
competitive markets.”

CBRE’s Seeley is seeing home agent pro-
grams slowly supplement and gradually 
replace traditional contact centers. One 
driver: companies do not want to be in 
a position where they are shedding a lot 
of space and later lease it back again at 
much higher costs. 

The firm has found that companies 
are tending to deploy home agents in 
constellations around contact centers for 
training and meeting visits. That pattern 
requires careful labor market analysis. 
To enable this CB Richard Ellis has 
developed a home agent profile based on 
extensive research.

“With home agents once the market 
comes back companies don’t need to 
scramble for locations and build new 
facilities,” explains Seeley.   Cis
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Arledge Partners Real Estate
www.arledgepartners.com 

CB Richard Ellis
www.cbre.com 

Office of Business Development  
(Las Vegas)
www.lasvegasnevada.gov/business

The Resource Center for Contact 
Center Professionals
www.the-resource-center.com

The following companies participated 
in the preparation of this article:
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SPECIAL

FoCus
Supplier Survey: IP 
Contact Center Solutions

The featured company is Zultys (www.zultys.com). Responding 
for Zultys is Pierre Kerbage, vice president, sales and marketing.

More companies today more than ever are considering opti-
mizing their processes and adding ACD and inbound contact 
center to their existing functionality. Inbound contact center 
software allows a company to serve a larger base of inbound 
calls, without necessarily increasing its head count. This is 
done by effectively distributing the calls based on agents’ skills, 
and routing them based on wait time in the queue or calls in 
the queue. Zultys has developed an extensive Advanced ACD 
Package that responds to the client’s needs without the need to 
add file servers. This includes the ability to record conversation 
for training purposes, call monitor, real time reporting and 
batch reporting and call accounting

Clients are asking for conference bridges, webinars, collabora-
tions, the ability to remotely take over another PC and the 
ability respond quicker and in a more engaging manner. To 
that end, Zultys has added MXmeeting to its functionality, 
which is an appliance that tightly integrates with ours that 
allows unlimited conferencing, webinars, remote support, and 
remote desktop control for one fixed price starting at $1,199 
without recurring costs or trunk charges.

Zultys is a core provider of open standards SIP-based phone 
systems that conform with industry standards, which are 
quickly becoming de facto standards. Our core differentiator is 
that we bring about an outstanding suite of products and func-
tionality that include our multiplatform CTI which works on 
PCs, MACs, Linux, and even 64Bit Vista. Our secure Linux-
based appliance is only a 2U, is extremely energy efficient, 
installs elegantly and quickly, and scales to 10,000 users.

IP and convergence has been here for over a decade now. IP 
phone systems are being rolled out today at increasing rates. 
Having desperate and unconnected systems is a thing of the 
past. Even 2 wires to the desktop is no longer an option. 

Clients are demanding integration with voice, data, video, in-
tegration and synchronization with Microsoft Exchange, Out-
look, CTI, and ACD. The needs for compliance and archiving 
are further increasing the demand on our platform. H.323 and 
MGCP are quickly giving way to SIP. 

Bandwidth is becoming ubiquitous, cheap and increasing by 
the day. Remote agents only need 80 Kb of bandwidth to talk. 
Therefore with most DSL and Cable today surpassing 1 Mb 
that argument is now irrelevant. And unlike other platforms, 
our telecommuters never require VPN or special connectiv-
ity. You can take your laptop with you and make it act like a 
phone, or take your entire phone with you to your house and 
be an extension of your office. 

There has been a debate between hard and soft IP phones. 
Thanks to our soft phone embedded with our ‘ONE’ 
packages, our clients do not have to chose as they get 
both. You can make an argument for both technologies. 
There is a time and place for either. For example, when 
I am in my office, I would favor my SIP based 5i Zultys 
phone with the large LCD display and if my PC crashes 
– no worries – my phone is still alive and well. However 
when I am at home or on the road I prefer to take my 
laptop with me – and with an inexpensive headset, I can 
totally conduct business, leverage the phone lines at my 
office, and answer any call from my laptop. 

The big growth right in IP solutions is in healthcare and in 
contact centers especially including work at home. Our ACD 
can connect anyone, anywhere, anytime. 

When buying IP contact center solutions shop carefully. 
Understand all of the features and how much space they 
will take. Ask questions like how many file servers must be 
added to make this system work. Understand not just the 
immediate price but rather the total cost of ownership that 
must be considered.    Cis

This month’s Supplier Survey is focusing on IP contact 
center solutions. After reviewing the responses to ques-
tions on market, product, and vendor trends we have 

selected one firm to be published here, in excerpted form. All of 
the replies will be appearing in their entirety on TMCnet.com. 
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Tandberg: Year of Videoconferencing Came and Went
In his Communications and Technology Blog, Rich Tehrani writes:

Since 1990 we heard the year of videoconferencing was coming soon and dozens if not hundreds 
of video companies have disappeared while waiting to take advantage of this new age of visual 
communications. Yet over the last few it has become evident that video is here to stay and it will 
become a bigger and bigger part of our lives.

The most recent conversation which drove this home was with Tandberg where I spoke with Tony Cook 
VP Marketing Americas and Rick Snyder President Tandberg Americas. The pair went on to explain 
how their business is doing well and that market research shows they are taking share of market from 
others. It is worth pointing out that Polycom recently saw its telepresence services grow 45% in the most 
recent quarter. The reason of course has to do with travel budgets being slashed and the need to commu-
nicate more effectively over distance.

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

IT versus PBX 
In his On Rad’s Radar, Peter Radizeski of RAD-INFO, Inc writes:

If a business is moving to UC, how does the deci-
sion get made on the platform?

In many cases, the IT Administrator has some 
responsibility for the phone system (even if that 
means he calls the PBX vendor). When the IT 
Admin is tasked with replacing the phone system, 
what goes into that decision?

Certainly, if the admin is Cisco certified, he will be 
leaning towards a move to Cisco Call Manager. You 
don’t get fired for buying Cisco. You also go with what 
you know.  If the admin is an MCSE, he may lean 
towards an OCS solution. 

My guess would be that it would be difficult for a PBX 
vendor like Shore-Tel or Avaya to pitch their box. It’s 
too foreign. A PBX is an unknown black box. In a 
business IT department, you go with what you know. 
It comes down to IT being familiar with IT vendors. 
PBX vendors just never bridged that gap. Likely that 
is why VAR’s and MSP’s (managed service provid-
ers) are having success selling Hosted PBX solutions. 
IT guy to IT guy. Trust is there because they speak the 
same language. Hosted solutions are a concept that an 
IT guy (or gal) can fathom. After all, what is a server or 
Exchange or Novell or the mainframe?  

Visit Peter’s blog at http://blog.tmcnet.com/ 
on-rads-radar/

Concentrix
In his “First Coffee” blog, TMCnet’s David 
Sims writes:

British customer relationship manage-
ment specialist and IT vendor Concen-
trix is now providing Microsoft Dy-
namics CRM 4.0 as a hosted offering. 

Concentrix has been implementing 
Microsoft Dynamics CRM as an on-
premise product within businesses for 
years, and the company describes itself 
as “a strong advocate” of on-premise 
CRM, but company officials say over 
recent months they’ve seen increasing 
demand for hosted systems.

“The hosted model bests suits the 
requirements of some organizations. 
We’re getting more and more inquiries 
about hosted, or software-as a-service 
CRM,” says John Odell, Senior CRM 
Consultant at Concentrix, describing 
the firm as ‘product agnostic’.

Odell says the Microsoft Dynamics 
CRM as a hosted product option is 
more popular with “organizations that 
need lower setup costs, less risk and 
quicker implementation times.”

Visit David’s blog at http://blog. 
tmcnet.com/telecom-crm/
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> Technology
CALL CENTER

Displays Go Beyond 
the Readerboard

Electronic displays are no longer on LED and newer LCD and 
plasma readerboards or wallboards on call floors. They are on 
screens in break rooms and lobbies. They are also on agents’ 
and supervisors’ desktops in bricks-and-mortar contact centers 
and in home offices. They are just beginning to appear on 
3G/4G+ smartphones.  

The datasets have exponentially expanded to customizable em-
ployee performance information, HR policy changes, product 
updates, traffic and weather to help staff plan their commutes, 
and feeds from senior executives as well as emergency alerts. 
The material is becoming presented also with graphics and 
video rather straight text. 

This evolution has been driven by contact center custom-
ers and by suppliers. More centers have been changing their 
thinking from purchasing a product i.e. ‘I need a wallboard’ to 
‘what are my staff information needs?’ And the vendors have 
responded with robust, flexible, feature-rich solutions.

“In the past our customers got anything they wanted as long it 
was a wallboard,” explains Dan Boehm, vice president sales and 
marketing, Spectrum. “But today they are saying ‘I don’t want 
that, it doesn’t work for me’ for all kinds of reasons. So instead 
firms like ours have asked them ‘what do you want to accom-
plish with this kind of solution?’ and with their answers firms 
like ours have designed and created the tools they sought.”

The LCD/Desktop Revolution

Display suppliers continue to add capabilities to and refine 
their solutions. Inova Solutions has for example made several 
improvements such as enhanced messaging capabilities to its 
digital signage solution, Inova Broadcaster™.

Spectrum’s neXorce product now has an historical reporting 
module which captures and stores real-time data for histori-
cal analysis, trending, and reporting. Users can drill down and 
across on the data and see how they are doing against goals 
and what the trends are for the last week, month or year. The 

XorceView desktop application now allows users to display 
KPIs and metrics in a handy grid format. Some of its custom-
ers have found that grids are easier to see than raw text, and 
Spectrum has responded in kind.

Symon has launched new software architecture in Symon Enter-
prise Software (SES) Release 10. Based on Microsoft’s.NET, WPF, 
WCF, and Silverlight SES 10 permits software plugins for easier 
development of customer-requested features and functions.  

“This new suite of products is a revolutionary advancement 
in visual communications technologies that will allow us to 
quickly react to market needs, customer requests and emerging 
trends,” says Symon president and CEO Charles Ansley.

Beneath these upgrades is a two-step revolution underway in 
display delivery. The first is that digital LCD and plasma wall-
boards are displacing the traditional LED readerboards. LCDs/
plasma screens can display more information, and in multiple 
formats including graphics and video whereas LEDs are strictly 
text. LCDs and plasma boards have longer life cycles, and are 
lighter, easier to locate, and look ultramodern.

This isn’t to say there isn’t a place for LED boards. Bob Brittan, 
Senior Product and Marketing Manager, Symon reports that 
they are unexcelled at and remain popular for displaying basic 
contact center data, financial information, and trouble tickets 
open/closed. LEDs also have several advantages over LCDs and 
plasma screens. They are brighter, can be seen farther away, are 
more noticeable, and lack the visibility angle and line of sight 
issues with the newer technologies; to see them you have to 
face them head on.

Both LEDs and LCDs/plasmas are, however, being rolled over 
in the second step by desktop displays. Suppliers report that 
desktops are less expensive by hundreds of dollars because 
they avoid having to buy and install and maintain separate 
screens. They also do away with the design challenges of where 
to locate them to ensure agents’ line of sight and readability 
especially on large floorplates, and to minimize glare. 

Electronic displays in contact centers have been about 
bringing agents’ attention to vital information such 
as average handle times and calls in queue. Now it is 

about bringing the data and more of it, to the agents, team 
leaders, supervisors, managers, and senior management and the 
business wherever they are. 

by Brendan Read
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Equally if not more importantly desktop delivery now 
displays new capabilities: principally the ability to provide 
customized information, such as individual agents’ per-
formance or alerts that the ‘public’ reader/wallboards by 
definition cannot. Supervisors who see these displays can 
IM or walk over to agents to congratulate them for excel-
lent performance or suggest ways or even send a link to an 
eLearning application to bring up their results.

“Desktop displays bridge the gap between quality monitoring 
and the agents,” says Brittan. “They can help agents self-super-
vise and managers and supervisors stay on top of their teams 
and their centers.”

Desktops also enable the same information and messages to 
be displayed in the growing numbers of home offices as in the 
bricks-and-mortar sites. That feature makes home working 
even more viable by integrating both operations.

“With desktop displays home agents can feel that they are right 
in the offices, seeing what everyone is seeing, getting alerts, and 
in the process having more common touchpoints with their 
colleagues,” says Brittan. “That data and connectivity boosts 
morale and increases teamwork which helps make contact 
centers successful.”

Desktop displays have a few and resolvable issues. They con-
sume screen real estate and the information can be distracting 
as it is in the same visual field as contact center and CRM apps 
that the agents are using. Therefore they have to be carefully 
set up to avoid productivity-inhibiting annoyances such as fre-
quent pop-ups and appearing in the wrong place on the screen. 

To maximize the benefits and to minimize issues, agents should be 
consulted when installing or changing them. This provides buy-in 
and helpful insight and advice from the users’ perspectives. 

“Desktops approach a personal work space and having a new solu-
tion suddenly appear on the agents’ desktops can make them feel 
that the company does not care about them,” Boehm points out. 

The Blended Environment

To get the best of all worlds many contact centers are now 
creating or looking at blended display environments with LED 
and/or LCD/plasma signage integrated with desktops, with 
each method highlighting each others’ benefits while cover-
ing for their shortfalls. This technique also leverages existing 
investments in wallboards. The right mix of media outputs will 
depend on the contact centers’ needs and goals. 

 “When LEDs and LCDs are used together contact centers 
can take advantage of various multimedia tools to engage and 
inform agents and give supervisors a quick view of changing 
conditions from anywhere on the floor,” explains Larry Mou-
lis, Engineering Manager, Inova Solutions. “In environments 
where the physical layout makes signage use impractical, like 

in home offices, a desktop reporting application can deliver 
the same critical ACD statistics and event-driven messaging 
directly onto the agent screens. This kind of desktop solution 
is now in higher demand as the at-home agent becomes com-
monplace in many organizations.”

More contact centers are discovering the benefits of ex-
panding displays to additional locations in their buildings, 
such as break rooms, elevator access areas, and lobbies: 
wherever employees congregate to deliver vital informa-
tion.  Inova Solutions has been working with a customer 
to design a system that incorporates emergency messaging 
and mass notification throughout their corporate campus, 
using the core contact center solution as the foundation 
for message delivery. 

 “Once the initial investment has been made to provide the 
center with the advantage of visibility to real-time information, 
it makes sense to extend that coverage to as many areas as pos-
sible,” says Moulis.

Mobile displays

With more workers going mobile, including higher level 
agents, supervisors and managers, electronic displays are gradu-
ally following suit. By being alerted of and seeing key informa-
tion and data, staff can respond faster, seizing opportunities or 
resolving issues quicker without having to access their desktops 
or if they are in building, returning to their workfloor. 

There are key and tricky issues with mobile displays. The 
screens are small, which limits the detailed data that can be 
shown. Suppliers are now addressing it with applications that

transmit key information. Some users are reluctant to use these 
tools because of the costs associated with receiving the mes-
sage / information. Those two factors preclude using mobile 
displays for large, generic, and frequent messaging.

For example Spectrum uses multitiered information delivery 
that minimizes mobile real estate. Its E-View application can 
send subject line alerts with links to web-based reporting, 
generic e-mails, raw information and detailed spreadsheet to 
customers. These can be triggered if individual, team, or center 
performance exceeds given thresholds. 

“To make mobile displays work effectively you have to ensure 
that the information being transmitted is short, sweet, value-
rich and targeted to those users,” explains Boehm.   Cis

Inova Solutions
www.inovasolutions.com

Spectrum
www.specorp.com 

Symon
www.symon.com

The following companies participated in the  
preparation of this article:
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AWARDS &
Recognition>

Customer Interaction Solutions’  
10th Annual CRM Excellence awards, Part 2

For the tenth consecutive year, the editors of Customer In-
teraction Solutions dared readers to prove that their compa-
nies have what it takes to win the coveted CRM Excellence 

Award. Below is Part Two of the winners list — the companies 
that offer the best and the brightest customer relationship man-
agement products and services, all to the benefit of their clients. 
Winners were chosen on hard data: quantifiable results that con-
vinced us, without a doubt, their clients were infinitely better off 
with these companies’ products and services than without.

Congratulations to the winners!

EDITOR’S NOTE: Because of the very large volume of award 
applications we received, the CRM Excellence Award winners 

is being presented in two parts; Part One appeared in the May 
2009 issue of Customer Interaction Solutions. More informa-
tion about winning companies and their products and services 
may be found at www.tmcnet.com

Mall Networks
www.mallnetworks.com
Best Buy reward Zone Program

Mindshare Technologies
www.mshare.net
Mindshare

NCO Customer Manage-
ment, Inc.
www.ncogroup.com
Technical Support, Customer Care, 
Sales, and Activations Contact 
Center Services

NetSuite 
www.netsuite.com
NetSuite CrM

NICE Systems
www.nice.com
NICE SmartCenter

Novell
www.novell.com
Callidus TrueComp

OKS-Ameridial, Inc.
www.oksameridial.com
Outsourced Call Center &  
Direct Marketing

Parature, Inc.
www.parature.com
Parature Customer Service

Pearson
www.ordinate.com
versant English Test

Pegasystems
www.pegasystems.com
SmartBPM Suite (PegaruLES  
Process Commander)

Sage North America
www.sagecrmsolutions.com
Sage SalesLogix

salesforce.com
www.salesforce.com
Service Cloud

SAS
www.sas.com
SAS Marketing Automation

ShipRush by Z-Firm
www.shiprush.com
Shiprush

Soffront software Inc
www.soffront.com
Soffront CrM version 8.7

SugarCRM
www.sugarcrm.com
Sugar Community Edition, Sugar 
Professional and Sugar Enterprise

Syntellect
www.syntellect.com
Syntellect Phonelink

Varolii Corporation
www.varolii.com
varolii Customer Service Solutions

Verint Witness Actionable 
Solutions
www.verint.com
Impact 360 Quality Monitoring

Xactly Corporation
www.xactlycorp.com
Xactly Incent
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Brendan B. Read,
SENIOr CONTrIBuTING EDITOr

> Logout

A College Degree To Work in 
A Contact Center?

My jaw dropped. Isn’t this overkill?  This is contact center 
work we are talking about, where nice people answer and 
make contacts, not highly skilled and demanding accounting, 
engineering, finance, HR, IT, management, marketing, media/
PR and teaching/training. 

Unfortunately, seeking workers with college degrees sets these 
contact centers and others up for another round of escalat-
ing turnover and higher costs that risk leading to more local 
employment-killing offshoring and self-service in the near fu-
ture. For once the economy turns around these individuals will 
be out the doors faster than they can type or click ‘job board’.

Being an agent requires a reasonable level of comprehen-
sion along with average reading, writing, and speaking 
abilities coupled with competences in soft and hard skills 
such as empathy, sales, collections, and support depending 
on the job. It is an important, demanding, and responsible 
position, requiring commitment, patience, a positive atti-
tude (and a thick skin), quick thinking, and a strong work 
ethic, but it isn’t rocket science. It is also not a role that 
has much advancement potential.

Then again, given too many reports about how poor the 
American--and to a lesser extent the Canadian--public 
education system is, such employers may sadly be onto 
something. That is because, based on chats with industry 
professionals over the years, that high schools have largely 
failed to carry out their publicly-financed job of equipping 
young people with basic skills. They and their parents have 
also flunked in inculcating strong work ethics. Consequent-
ly too many of the applicants lack both and when they are 
hired by firms who have no choice in a tighter labor market 
they underperform, dragging the centers down with them.

It is not that long ago when a high school education 
counted for something. That even finishing junior high 
i.e. Grade 8 enabled the aptitudes and gave one the tools 
to make a decent living. Is the work world that complex 
today to demand 4 to 8 years of additional schooling for 

individuals to be at the same level as their parents and 
grandparents were? Who with less formal education cre-
ated the foundations of our society and made many or the 
basis of the products, public goods, and services that we 
continue to enjoy?

A poor educational system has serious consequences for 
contact centers. More firms want to keep and/or bring 
back their work onshore. Yet how can they justify this if 
the quality they get when the college types leave is medio-
cre to terrible?

There are two options for contact centers: making sure that 
they locate their sites in reasonably high unemployment 
communities where there are excellent high schools whose 
graduates are not all college-bound: not exactly a common 
combination. Or tearing down the bricks-and-mortar and 
going home-based. 

Repeated studies demonstrate that home agents are the 
ideal contact center workforce because they have higher 
skills, better work ethic, are more productive, and are 
not career minded. They are older and as such are more 
responsible and because they know a little bit of the world 
unlike the fresh-out-of-college 20-somethings they can 
easily answer sales objections and solve problems. They 
don’t need the constant supervision nor require workplace 
socialization. They know how to work and have their own 
lives outside of work.

When the economy recovers there will be demand growth 
for contact center services, not as big or widespread as what 
can be accurately termed as the ‘Ponzi Bubble’ over the past 
few years but sufficient to require more high quality agents. 
Going home meets these needs without worrying about 
finding and housing these employees, while saving money 
on facilities costs and lowered turnover expenses. This in 
turn would free up resources to create products and services 
that people and businesses want to buy. Items that custom-
ers will need agents to help them.   Cis

The other day I came across a contact center expansion story where the employer, whose 
name will not be revealed to save them from being singled out, preferred to have applicants 
for its contact center agent positions to have college degrees.
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