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Rich Tehrani, CEO, TMC

Publisher’s Outlook

What’s the Value of Social Media 
to the Sales Process?

For the past several issues, I’ve touted the power of social media in the 
contact center space, including an analysis of the penetration of social 
media in contact center environments (see the April CIS Publisher’s 

Outlook).  The million-dollar question, though, is how important should social 
media be to the sales process?

During a recent trip to Dallas, Ken Murray, president of 
VanillaSoft, agreed that social media is going to be very 
important because it will enable salespeople to understand 
much more about their prospects before they ever pick up 
the phone. The question he poses, though, is this: “If you 
can do in-depth research on five prospects and call them 
and get one new sale, that’s great; but, if you can cold call 
20 prospects and get two sales, at the end of the day, isn’t 
that still better?”  

I posed a series of questions to Ken about social media and the 
evolution of contact centers. This is what he had to say. (For 
more of Ken’s comments read my blog entry: http://tmcnet.
com/27963.1, and check out more of Ken’s own comments 
on the contact center evolution in a TMCnet video filmed in 
Dallas: http://tmcnet.com/27964.1).

As a pioneer in the contact center space – how have 
you seen it evolve lately?

The biggest change is there is a multitude of technology 
choice available to businesses to power their selling efforts. 
Thanks to SaaS-based offerings, the smallest businesses get 
equal access to the best technologies at an affordable price 
and can level the playing field and extend their global 
reach. That was simply impossible only a few years ago. 
We have customers is eight countries, all made possible by 
the Internet and the technologies we have selected to en-
able our selling effort. Three years ago, if you had told me 
VanillaSoft was going to play big in Ireland, I would have 
laughed. Because of technology, we service customers there 
as though they are in the U.S.

How is social media changing outbound sales?

That’s a big question with a complex answer. Right now, it is 
making all organization re-think their approaches to cold call-
ing. Companies making outbound dials are wrestling with how 
much research should be done on a prospect before each call is 
placed. The question on the table is can a sales person socially 
connect to a prospect prior to that first contact being made or, 

through social research, learn enough about the prospect that 
it will enhance the call? If the answer is yes to either, then what 
is the value of that social connection or social research? Does it 
translate into revenue for the company or is it a waste of valu-
able selling resources?

What do companies need to know about social 
media and contact center/inside sales integration?

The most important thing to know is that the final answer 
has not been written. Too many times we think of what is 
new as the next and final solution. Social Media will be a 
valuable tool and continue to gain attention and traction to 
all groups selling. But, like all tools, it needs to fit within 
each unique selling strategy and it needs to be tested and 
measured just like any platform, process or selling tool.  
The end result will come down to ROI and the answer to 
the most fundamental question we all ask as sales people 
and marketers: Am I better with it or without it?  

Your company was located in New Orleans during 
Hurricane Katrina, how were you able to stay opera-
tional during the storm? 

First and foremost, we have a great team of people who 
care and are dedicated to serving not only our custom-
ers but each other. We had somewhere around 50 people 
who lost homes. Needless to say, as a company, we were 
hurting just like our community. What allowed us to not 
only survive, but thrive, was attitude first and technology 
second. The SaaS model was relatively new back in 2005, 
but we had chosen well. We had all of the important 
technologies needed to run a software company with geo-
graphically disparate customers and employees in place, 
including redundancy we had built virtually. We did not 
have a single technology asset based in our facility in New 
Orleans. Rather, we had redundant servers in Colorado, a 
virtual PBX system, remote management systems for back-
up, and so forth. But, at the end of the day, it was the 
people and their ingenuity and foresight that allowed us to 
survive and win. For that, I am grateful.   CiS
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Erik Linask, Group Editorial Director, TMC

Leading Logic

So you want leads. Why shouldn’t you? It’s how you grow your business, just 
like everyone else. And there are certainly myriad ways to collect them, not 
the least of which today is through a growing list of friends and followers of 

your various social media efforts. 

So you collaborate with your marketing team to create the best 
possible programs for reaching your audience, and you start seeing 
the leads come. You get 2,000 registrants for your Webinar. Your 
Facebook group members and Twitter followers double. You fill 
two large fishbowls with business cards at a tradeshow. Throw in 
the hundreds of people who have already signed up to receive the 
eNewsletter from your online community and – great news – you 
have built a potentially staggering volume of leads in a short period.

The truth is, though, it’s only great news if you are properly 
equipped to handle those leads. If you aren’t able to get the 
right leads to the right staff in a timely fashion so they can 
act on them before they go stale. In fact, Paul Dunay, Avaya’s 
global managing director of services and social marketing, 
recently mentioned to me that following up on large volumes 
of quickly collected leads can be a daunting task – no matter 
how many leads you are able to generate, you also must have 
the capability to follow through on them effectively.

One of the keys, of course, is building automation into the 
process. The more a company is able to leverage rules and 
routing engines in its sales and customer service processes, the 
more efficient its sales and customer service efforts will be. In 
fact, there are quite a few vendors already adding increased au-
tomation into their software – look at Interactive Intelligence’s 
Interaction Process Automation, for instance.  

But high lead volume over short periods – peak volumes – 
require increased, actionable intelligence, such as lead scoring, 
so that the best leads – by whatever criteria you deem most 
reliable – are prioritized and delivered to the appropriate sales 
teams. It is often possible to segment sales teams by their 
strengths or areas of expertise (i.e., product type, communica-
tion medium, etc.) and further increase success rates.

Referring to the complex world of communications today – it’s 
not simply a question of manning phones any more – Vanil-
laSoft President and CEO Ken Murray explained, “There are 
so many moving parts that allow you to try to locate the best 
person to contact at an organization… you need some form of 
automation to make the process more efficient.”

Perhaps the most intriguing of those moving parts is social 
media. When you factor in the social media campaigns many 

businesses have begun, the task of managing customer interac-
tions and leads becomes even more taxing because you must 
sift through volumes of information to find not only the hot 
leads, but also other valuable insights from followers.

There is no question that social media is a growing force in 
the business world. If you turn away from your TweetDeck for 
a minute, you are likely to miss countless tweets and retweets 
about your business sector, and managing Facebook and 
LinkedIn groups has become a full-time job in many cases. 
But, for the business that is able to capitalize on the combina-
tion of increased exposure and marketing opportunities, the 
world of social media will become a gold mine in its own right.

The contact center is a natural haven for social media, of 
course, because it allows for the integration of social interac-
tions directly into the CRM and sales lifecycles.

“I believe the best place to build a business case around social 
media is in the call center,” said Dunay, in fact. “Where else can 
you deliver immediate benefits to your existing customers and 
delight them a superior customer experience at the same time?”

The question is not whether to engage in social media, rather, 
to what degree and how can you best integrate social media 
into your existing strategies. Once you determine the most 
effective strategy for your contact center environment, you’ll be 
on your way to leveraging this great communications phenom-
enon to increase your business opportunities. But, as Murray 
notes, don’t forget the old telephone – the one thing successful 
organizations never forget is that human contact is still the 
cornerstone of business communications.

For more on social media in the contact center, be sure to read 
Rich Tehrani’s Publisher’s Outlook, where he discusses some 
of the most telling results from a recent survey conducted by 
Avaya on social media in the contact center.  

Also, book your tickets now for Los Angeles, where The Social 
Customer Summit will take place October 4-6, 2010, collocated with 
ITEXPO West. The conference sessions at The Social Customer 
Summit will provide an intriguing and influential look into the con-
fluence of traditional contact center strategies and the latest in social 
media from many of the foremost experts in the space.   CiS
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by Brendan Read

Verint Systems: 
Intelligence in Action

Customer Interaction Solutions recently 
interviewed Elan Moriah, president, 
Verint Witness Actionable Solutions and 
Verint Video Intelligence Solutions, on a 
range of key contact center and customer 
interaction issues and trends:

CIS: Where does Verint see the QM/
WFO market going and what are the 
drivers from the perspectives of: (a) the 
demand and needs from contact centers 
and (b) the QM/WFO marketplace?

EM: Let’s look at these in turn:

1.  �The demand and needs from  
contact centers:

Verint is seeing WFO software solutions 
as one such technology that continues to 
be a prioritized investment area among 
business decision makers. Especially 
attractive for its ability to help drive 
down costs, optimize resources, increase 
sales and heighten service quality, WFO 
can deliver on the quantifiable results 
and ROI that so many businesses today 
mandate in their technology deci-
sion procurement processes. Separate 
point systems, disparate databases and 
different reporting render valuable 
information useless because it’s hidden 
and inaccessible, resulting in isolated 
decision-making. Because in years past 
these applications were traditionally 

implemented and administered inde-
pendently, they require duplicate effort 
and expense to install and maintain. As a 
result, organizations are denied a holistic 
view of performance and therefore come 
up short on effective and efficient cus-
tomer service across the enterprise.

Understanding the balance between op-
timum cost structures and the customer 
experience is tricky. Yet according to 
a Frost and Sullivan report, “Contact 
Center Operations in a Down Economy 
– Market Insight,” published in Decem-
ber 2008: “When the economy sours, 
the need to protect the customer base 
becomes even more pronounced. When 
facing a resource crunch, decision-mak-
ers need to factor more variables into 
their thinking – such as the potential 
for revenue generation from the contact 
center, and whether it makes sense to 
neglect that for short-term budgeting. 
They also need to consider the rela-
tive costs of customer retention versus 
customer acquisition, as it costs less to 
acquire a new customer than it does to 
retain an existing one, but those costs 
often come out of separate budgets.”  

This is reinforced further in Gartner’s  
“Magic Quadrant for Contact Center 
Workforce Optimization” report by Jim 
Davies, published Oct. 12, 2009 where 

it revealed that “increased organizational 
awareness surrounding the value propo-
sition associated with WFO, combined 
with an expending set of viable vendors, 
is fueling market adoption.” 

The combination of industry analysts, 
along with direct feedback from Verint’s 
customers, reinforce that many organiza-
tions are looking for a unified, analyt-
ics-driven approach to WFO suites, 
which deliver capabilities that can drive 
significant change and improvement for 
businesses including:

•  Quality monitoring and recording 

•  �Workforce management and  
strategic planning 

•  Speech and data analytics 

•  Desktop and process analytics

•  Customer feedback surveys 

•  Performance management 

•  e-learning and coaching 

2.  The QM/WFO Marketplace

Already prevalent and proven in to-
day’s customer-facing contact centers, 
WFO is now stepping over into the 
broader enterprise to help streamline 
operations across branch, remote of-

Verint Systems (www.verint.com) has long been one of the 
leading quality monitoring/workforce optimization (QM/
WFO) suppliers. The company addresses a wide array of 

call-related needs, such as recording, monitoring and forecasting/
scheduling. And its products are employed by a diverse group of 
users, including home agents, public safety answering points and 
all types of contact centers. The firm’s offerings and approach can 
truly be described as “intelligence in action.”

Story
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fices and back-office departments that play a role in shap-
ing customer experiences.  

To improve business operations and increase organiza-
tional efficiencies, companies need to know what activities 
are occurring in the contact center and retail stores, as well 
as in behind-the-scenes, back-office departments where 
order fulfillment, billing and claims processing take place. 
Errors of inefficiencies in any one area can ripple into 
others – driving up call volumes, customer frustration and 
even attrition.  

Where challenges arise is in the mix of solutions used to ad-
dress service functions and workforce productivity across all 
these customer-impacting functions. Historically, these so-
lutions have been deployed in separate areas of the business, 
providing a narrow, fragmented view of operations. And as 
such, they tended to involve an array of processes and even 
more metrics to measure and gauge success. Armed with 
the enterprise-enabled Impact 360 Workforce Optimization 
suite from Verint, businesses can share information, work 
together and, ultimately, deliver a better, more cost-effective 
experience throughout the service delivery functions within 
the organization.

Surviving and thriving during an economic downturn requires 
smart business decisions. Speech and data analytics as part of 
Verint’s WFO suite introduces yet another impactful and pow-
erful dynamic: One that will continue to serve as a catalyst in 
enhancing and shaping the WFO market in 2010 and beyond.  

Speech and data analytics bring forth pivotal “moment of 
truth” interactions that can shape customer relationships 
and provide valuable insight for strengthening or recover-
ing those at risk. Designed to help organizations develop 
a more thorough understanding of customers’ wants and 
needs, these analytics tools not only help optimize customer 
interactions but also promote lasting and profitable cus-
tomer relationships. On one hand, there is speech analytics. 
It combines structured and unstructured data, analyzing 
and identifying key circumstances that may positively or 
negatively impact business performance, such as the root 
causes prompting call volume spikes into the contact center. 
Add to that data analytics, which identifies anomalies that 
could be negatively impacting performance.  

Speech and data analytics have also helped shift the emphasis 
of quality management from what the employees are doing to 
what the customers are doing. What are they saying? Are they 
satisfied? What can be done to fix problems? Are common 
calls related to larger trends?  The solution can sort through 
thousands of interactions and pull the necessary information 
quickly. Going beyond the immediate and typical customer 
touch points, the contact center, marketing, financial and 
product departments can also leverage the analytics intelligence 
to help improve and adapt company promotions, billing state-
ments and product/service offerings. 

Other powerful analytics capabilities come in the form 
of customer feedback surveys and through the power of 
desktop and process analytics. Customer surveys capture 
direct customer feedback on products, processes and staff 
performance, while desktop and process helps organizations 
can gain process visibility and consistency by analyzing, 
managing and improving how workers across the enterprise 
use software applications to do their jobs. With the abilities 
to monitor, analyze, report and react to employee desktop 
activity and process workflows, companies have the tools 
they need to measure effectiveness, compliance and external 
customer impact throughout the enterprise.  

CIS: There has been much talk about trends such as leveraging 
home agents and knowledge workers. Please tell us more about 
what Verint is seeing as growth and opportunity in this area 
and how its technology is supporting these initiatives.   

EM: The contact center market is indeed evolving, and as a 
result, we are seeing more trends toward knowledge workers 
and remote agents. IP, serving as one of the greatest enablers of 
the virtual contact center model, is helping facilitate dynamic 
remote interactions by allowing access to a broad group of 
knowledge workers or experts who reside in different locations 
within an organization: often outside the contact center itself.

Verint’s Impact 360 suite includes quality monitoring 
and recording, workforce management, customer interac-
tion analytics, desktop and process analytics, performance 
management, and e-learning and coaching functionality 
together into a single, unified solution. Impact 360, in an 
IP environment, makes service delivered through home-
based agents transparent to customers and outside world. It 
enables calls to be routed to agents working in their homes, 
domain experts in departments across the organization or 
counterparts working within a traditional contact center 
environment itself.  

With Impact 360, agents located in a contact center now have 
access to experts outside their particular physical location.  
This is especially important if the organization needs someone 
with technical support skills, bilingual capabilities, or years of 
experience with a certain product line/offering. For example, a 
customer dials into the support center of its financial institu-
tion with a question.  The agent knows that an employee in 
one of the company’s branch locations can better serve this 
customer and handle the request in a timely, accurate man-
ner, so the call is transferred seamlessly, and first rate service is 
delivered. Such structures have proven especially beneficial in 
the ability to deliver first call resolution, and thereby customer 
satisfaction and loyalty.

CIS: There is a movement to integrate contact centers and 
back offices, and contact centers with other departments e.g. 
via presence. Discuss the impacts of these trends on applying 
QM/WFO. What are the benefits and challenges and how can 
Verint’s solutions meet them?
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EM: Verint’s Impact 360 suite is designed to help improve the 
entire customer service delivery network: from contact centers 
to branch stores and remote offices to back-office operations.  
It includes a multitude of new functionality across the com-
ponents of its suite to help improve the customer experience 
across virtually every customer touch point in an organization.  

Blair Pleasant, president and principal analyst for COMMfu-
sion, shares that view.

“Today, unified communications and IP telephony bring the 
concept of the ‘expert agent’ to life, and technologies like 
Verint’s are necessary enablers to this vision,” he says. “Calls 
can be routed to knowledge workers outside the contact center 
in order to leverage subject matter experts, who can now be 
scheduled, monitored for quality, and delivered eLearning even 
if they do not reside in the customer service department.” 

Impact 360 WFO is leveraged today across previously thought 
of operational silos. Companies can improve cross-departmen-
tal transparency and workflow to more effectively change and 
optimize processes, adjust staffing, and make other decisions to 
impact the quality of the customer experience enterprise-wide.

CIS: Discuss the Iontas acquisition. How will its solutions 
enhance Verint’s and, in turn, benefit contact centers?

EM: In February 2010, Verint acquired Iontas.  Combining 
Iontas’ proven desktop and process analytics software with 
our enterprise WFO solutions will enable our customers to 
realize significant gains in process productivity, efficiency 
and effectiveness when variability is eliminated and everyone 
consistently executes the same best practices in their processes. 
These solutions deliver process improvement value based on 
achieving process visibility, consistency and control in existing 
business processes, without the need for risky process change.

This addition, desktop and process analytics serves as an 
extension to Verint’s WFO suite and is a natural fit with all of 
the company’s target markets. For example Iontas solutions 
help capture and analyze agent/employee desktop application 
usage.  They can trigger recording and tagging of key desktop 
screen information to help ensure compliance with industry 
mandates like PCI (Payment Card Industry). The combination 
enables customers to extend their technology investment from 
the contact center to measure and further optimize other areas 
of the enterprise that impact the customer experience, such as 

back-office claims processing and sales and services activities 
in a bank branch.  And in back office operations and branch 
locations, this technology can be used to capture employee 
desktop activities and manage adherence to processes, resulting 
in efficient forecasting, productivity and capacity planning.  

DMG Consulting’s 2009/2010 Quality Management/Liability 
Recording (Workforce Optimization) Product and Market 
Report projects desktop analytics will begin to see increased 
adoption in 2010-2011. Defined by the firm as “an automated 
and systemic approach to monitor, capture, structure, ana-
lyze, report and react to all agent desktop activity and process 
workflows,” it views the desktop analytics market as a valuable 
component of the analytically-enabled contact center.

CIS: Outline the “Intelligence in Action” campaign. What issues does 
it address and how do the elements in it accomplish those goals?

EM: In early 2010, Verint launched a major initiative called 
Intelligence in Action in response to interest it received from 
executive management teams across global organizations.

Intelligence exists everywhere within a company, but framing 
it with meaning and putting it into action is the key. In today’s 
economic climate: this is the difference between companies 
that stand out or fade away.  Verint’s solutions enable organiza-
tions of all sizes to make timely, effective decisions to improve 
enterprise performance. More than 10,000 organizations in 
over 150 countries – including over 80 percent of the Fortune 
100 – use Verint solutions to capture, distill, and analyze com-
plex and underused information sources. 

The odds are high that the world’s consumers have encountered 
Verint solutions before.  The company’s WFO software helps 
organizations enhance customer service operations in contact 
centers, branches, and back-office environments. Our software helps 
organizations increase customer satisfaction, reduce operating costs, 
identify revenue opportunities, and improve profitability. Verint so-
lutions help address the practical needs of business and government. 
And they incorporate some of the most innovative, sophisticated, 
and reliable technology available. These solutions provide efficient 
insight into multiple levels and facets of a business. Whether you 
are an executive looking to take the business to the next level, or a 
line manager looking for ways to streamline daily processes, Verint 
solutions can help put the intelligence currently existing in or being 
gathered by an organization into action.  

With our Intelligence in Action campaign, there are a series of 
programs designed to help take “intelligence” to the next level 
whether starting in a company’s contact center or taking a full 
enterprise service operations approach.  

Visit www.intelligenceinaction.com to read further about 
customer success stories, gain new ideas from third-party and 
Verint white papers, and get details about their special events 
across North America designed to address key customer service 
operations challenges, trends, best practices and information 
exchanges with peers.   CiS

“Today, unified communications and IP 

telephony bring the concept of the ‘expert 

agent’ to life, and technologies like

Verint’s are necessary enablers to this 

vision.” – Elan Moriah, Verint

TABLE OF CONTENTS  •  AD iNDEX

http://www.cismag.com
http://www.intelligenceinaction.com


Hosted Contact Center Solutions: 
Setting the Record Straight

IP-based technologies have eliminated 
physical communications constraints, 
empowering enterprises to be more 
responsive to their customers using 
the virtual, multi-channel and flexible 
servicing infrastructures of hosted solu-
tions. Enterprises are looking for ways 
to leverage these new technologies, and 
contact center hosting is an ideal, cost 
effective fit.

Moreover, the new generation of 
hosted/CaaS-based contact center 
infrastructure has overcome the techni-
cal and functional limitations of older 
solutions. Now, the leading vendors 
need to correct the misperceptions that 
are hindering more widespread adop-
tion of these solutions. DMG’s findings 
identify the five top misconceptions as:

Concern #1: Hosting is only for 
small contact centers.
The Reality: Eight years ago, when the 
first hosted contact center infrastruc-
ture vendors were looking for fund-
ing and explaining their value to the 
market, they claimed this new business 
model would “democratize the world of 
contact centers,” delivering to smaller 
businesses the same benefits larger, bet-
ter funded organizations gain from their 
on-premises solutions.

 Since then, hosting vendors have 
continued to deliver new servicing 
capabilities that don’t require enterprises 
to compromise on functionality. DMG 
research shows, in fact, that the typical 
buyers of these solutions are mid-sized 
customers and the majority of hosted 
solutions are deployed to replace exist-
ing premises-based solutions that no 
longer meet organizations’ needs.

Concern #2: Hosted 
contact center solutions are 
functionally inadequate.
The Reality: Just as no two premises-
based solutions are alike, neither are the 
many hosted contact center infrastruc-
ture solutions now available, each of 
which offers its own unique design, 
architecture and functionality.

As the market continues to evolve, hosted 
providers are moving toward a common 
set of capabilities and, at a higher level, a 
select few vendors have further taken an 
“all-in-one” approach, adding modules 
for the applications most commonly used 
by contact centers. With various packag-
ing and pricing strategies to choose from, 
hosted providers now offer some of the 
most competitive and functionally rich 
solutions in the market. 

Concern #3: Hosted contact 
centers solutions are inflexible 
and not customizable.
The Reality: Based on DMG’s interviews, 
the opposite is true. In general, hosted 
end users consider their vendors and solu-
tions to be both flexible and scalable.

A major advantage most hosting vendors 
have over premises-based providers is the 
ease with which they can offer new func-
tionality — they simply load software 
and make the new features immedi-
ately available. Hosted solutions are also 
highly scalable and allow organizations 
to add and reduce users and functional-
ity as needed to meet cyclical or seasonal 
volumes and pay only for as much con-
tact center capacity as they use.

Concern #4: Hosted contact 
center implementations and in-

tegrations are more difficult than 
premises-based initiatives.
The Reality: Few integrations are easy, 
whether premises-based or hosted, but 
many hosted vendors have built their 
platforms using technology that’s far 
more standards-based and open than 
many older premises-based offerings, 
making integration easier.

Hosted vendors are motivated to get 
their offerings up and running as 
quickly as possible, since they don’t earn 
revenue until systems are in produc-
tion, and especially since the majority of 
hosted end users choose made their pur-
chasing decisions to avoid an expensive 
and lengthy implementation.

Concern #5: Hosting has a 
higher total cost of ownership 
than premises-based solutions.
The Reality: There are several reasons 
many CFOs now prefer to invest in 
hosted solutions, including no capital 
investment; low implementation and 
integration fees; scalable payments; no 
support costs; limited risk and obliga-
tions; and ongoing investment protection 
because upgrade costs fall to the vendor.

While numbers vary for every acquisi-
tion, in general, DMG Consulting has 
found that, in a three-year host vs. buy 
analysis for a contact center solution, 
assuming no functional (hardware or 
software) upgrades, no maintenance fee 
increase, and a minimal IT and business 
resource requirement, purchasing looks 
to be less expensive than hosting. How-
ever, if the calculation includes the cost 
of upgrades and a significant amount 
of internal resources needed to support 
a premises-based solution, the hosted 
alternative will often have a lower TCO.

H
osted contact center infrastructure solutions are steadily gaining ground in enterprises of 
all sizes and in a variety of public and corporate verticals, reaching unprecedented levels 
of customer satisfaction because of the minimal cash outlay required, quick deployments, 

rapid and quantifiable return on investment, scalability and agility, ongoing investment protec-
tion, a reduced maintenance burden, and the opportunity to “try before you buy.”

Ask the
EXPERTS>
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Yet with every cost being scrutinized by senior management, 
obtaining call recording solutions entails a careful look at 
the solutions, suppliers and delivery methods. Therefore to 
make right recording choice you will need to balance your 
needs with your resources. Fortunately there is an expand-
ing array of increasingly functional, affordable and flexible 
wares and application methods from high-quality suppliers 
to help you meet them.

Evolving Environments and Needs

If your contact center is moving, as many have, from TDM 
to IP environments including SIP trunking, you will have to 
switch out your old recorder, if it isn’t already IP-enabled, to 
one that is. OAISYS’s Talkument and Tracer call recording and 
interaction management solutions now integrate directly with 
SIP trunks to record calls. You can seamlessly capture call data 
directly from the trunks, including outside party numbers, 
start times and duration. You can also export call recordings 
based on pre-defined business rules, using criteria such as call 
durations or agents’ IDs, into speech analytics applications. 

If you have or plan to buy Cisco Unified Communications 
Manager, Telrex has enabled its IP-based CallRex record-
ing software to support the solution using forked audio. 
With forked audio, you would no longer have to set up port 
mirroring within your telephony environment. A duplicate 
audio stream is sent directly from the Cisco IP phones to 
the call recording server. Alternatively you can conduct call 
recording with CallRex via packet-sniffing technology using 
Cisco’s Skinny protocol.

If your firm is switching to virtual servers, which tap into 
available computing power across multiple servers off one 
hardware platform, there are recording solutions that can 
function well in that environment. TelStrat, for one, has 
adapted its Engage 3.2 solution to support Citrix, Microsoft 
Hyper-V and VMWare virtual servers. 

Compliance, customer experience and quality and busi-
ness intelligence reasons may be driving your organization 
to obtain 100 percent recording, as opposed to random 
call sampling in the past. Technology improvements such 
as less costly storage, smaller footprints and sophisticated 
databases now make it more practical and affordable reports 
Bruce Kaskey, co-founder, OrecX. He is already seeing 100 
percent recording from his firm’s customers.

Yet before you launch 100 percent recording you should take 
a close look at your switching and network environment. You 
may have what KnoahSoft president Ralph Barletta calls a 
“heterogeneous environment” – one made up of products from 
multiple vendors handling calls for centralized and perhaps 
including satellite contact centers and for home agents. 

“Calls can flow and are managed in a myriad of different 
ways, each of which needs to be faithfully represented in a 
comprehensive call recording engine to achieve 100 percent 
coverage,” Barletta points out.

HD voice is coming down the pipeline for contact centers as 
it enables greater voice range hence more natural sounding 
acoustics compared with that delivered over TDM. It permits 
agents to distinguish between similar-sounding names and 
syllables much easier. These features reduces talk time, call 
costs and boosts customer satisfaction. HD voice is also being 
parceled as part of a unified communications strategy. 

Should your organization be planning to deploy HD voice 
they should factor in cost-adding network bandwidth and stor-
age plus more complex recording capture protocols and data 
formats, Brian Spencer, president, OAISYS points out. His 

Matching Recordings 
With Needs

Call recordings are the ores of customer 
interactions. They contain vital cus-
tomer service support, compliance, 

sales, collections, and agent and supervisor 
performance elements, which can be extracted 
by live monitoring and sophisticated speech 
analytics tools.
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firm’s products will be HD compatible as the standards around 
HD voice become prevalent and adopted within the market.  

“Companies should evaluate the recording interfaces of their 
communications platforms,” says Spencer. “Many offer active 
connections to secure media streams for recording and some 
will recode the stream into an LD format such as G 729 that, 
while not having as high a fidelity, will suffice for the uses of 
the call recording system and drive a lower total cost of owner-
ship. If they don’t, firms should take a hard look at the various 
HD voice protocols that may be in use in your network and 
ensure that the recording solution does or will support them 
all. They should press any vendors to share their data manage-
ment and storage requirements based on capturing HD voice 
and not the optimal, highly compressed formats that present 
lower total cost of ownership numbers in these areas.”

CallCopy avoids the storage issue, says Ray Bohac, presi-
dent and CEO, by giving users the option to step down the 
recording quality prior to storage. If they are running speech 
analytics, it will fully index against the HD voice, and then run 
compression prior to storage, allowing users to save substan-
tially on disc space.

Compliance Standards

There are strict compliance regulations and standards that 
many recordings must meet. One of these is the Payment Card 
Industry (PCI) Data Security Standards (DSS) 3.2. It prohibits 
storing sensitive authentication data, including card validation 
codes and values, after authorization even if encrypted if that 
data can be queried i.e. mined. If these recordings cannot be 
mined, storage after authorization may be permissible as long 
as the appropriate validation has been performed in accordance 
with the standards. 

There is an array of recording solutions that comply with PCI-DSS 
3.2 for credit card information and which provide hardened security 
for other data types. dvsAnalytics’ Encore Voice Recording solution 
does not allow sensitive data to be queried and it removes all such 
portions. For example, when a credit card transaction occurs over 
the phone, Encore detects the event and inserts tabs into the record-
ing where the sensitive information was provided. That portion 
of the call can be either immediately scrubbed, or encrypted and 
removed later. This feature enables organizations to remain in com-
pliance while also retaining non-sensitive information, including 
customer names, account numbers and call result codes.

The VPI (Voice Print International) CAPTURE PRO call re-
cording solution uses desktop screen analytics to detect events 
and data directly from application screens, such as an employee 
entering sensitive credit card authentication data into a field 
on-screen and tags them to the recorded interactions. VPI 
CAPTURE PRO retains non-sensitive data and makes them 
available in interactive reports.

TelStrat ensures that the voice files used in coaching will also 
be encrypted. Engage Coach will be so capable in 2Q 2010; 
Engage Capture is already encryption-enabled.

NICE Smartcenter encrypts voice and screens as close as pos-
sible to the time of the information creation and to their physi-
cal locations to reduce potential security breaches and increase 
data security. Once encrypted, the media is kept encrypted 
throughout its lifecycle. Data is also written encrypted to local 
backup tapes, as well as to any NAS/SAN or CAS storage sup-
ported by NICE Storage Center. 

KnoahSoft’s Harmony 3.0 includes Advanced Encryption 
Standard 256-bit encryption to protect recorded and archived 
data. AES 256-bit it says is the most reliable, efficient and 
strong encryption algorithm available.

Harmony 3.0 also features tight integration and synchroni-
zation with Active Directory for authentication and single 
sign-on. There is enhanced password policy setting, including 
automatic expiration, syntax settings and lockouts for un-
authorized passwords to protect against computer-generated 
password attacks and poor password selection and manage-
ment by employees. It also has, in addition to sensitive data 
elimination, audit trail information that helps trace and block 
system intrusion attempts and it can watermark recordings so 
that no recording tampering can occur.

Deployment Options

There are several call recording deployment choices. The 
principal one has been either to buy these solutions standalone 
or bundled into workforce optimization (WFO) suites. The 
former supplies best of breed and could be more cost effective 
as you may not need all of the features in the suites. The latter 
offers easier integration, management and support because 
these components have been tied together.

The suite approach appears to gaining marketplace traction; 
there are more offerings with enriched call recording applica-
tions available. One of these is Calabrio’s One WFO suite, 
which includes two new applications: Calabrio Call Recording 
8.0 and Calabrio Quality Management 8.0. The Calabrio Call 
Recording 8.0 offers a network-based recording architecture, 
live voice monitoring and role-based alerts. It also integrates 
into the Calabrio Speech Analytics.

There is another approach where recording and other WFO 
solutions such as quality monitoring and workforce manage-
ment can be purchased and installed as easily-fit modules on an 

“Calls can flow and are managed in a 
myriad different ways, each of which 

needs to  be faithfully represented  
in a comprehensive call recording engine 

to achieve 100 percent coverage.” 
– Ralph Barletta, KnoahSoft
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as-needed basis. These modular solutions are offered single-ven-
dor or multi-vendor, whose participants have pre-integrated the 
pieces. For example OrecX’s solutions are available via modules.

An increasingly common alternative choice is premise-installed 
recordings versus those hosted, either by suppliers or by third-
party firms. Premises-installed offers complete customization 
and control while hosted delivery avoids upfront capital costs 
and provides greater flexibility to add or subtract capacity in 
line with demands. 

One premises-installed option is buying recording functionality 
bundled and pre-integrated into routing/switching platforms. 
Case in point: Interactive Intelligence’s Interaction Recorder is 
built into the Interactive Intelligence Customer Interaction Cen-
ter. It offers a full range of functionality including rules-based re-
cording by entity, workgroup, role, or individual, screen recording 
and multimedia recording for calls, Web chats, e-mails and faxes.

Hosted call recording solutions are becoming more value-rich 
thanks to upgrades in their core engines. CyberTech Internation-
al’s CyberTech Release 5.4 enables individual tenants to manage 
their recording system environments without depending on or 
waiting for third parties. It also offers full-featured agent evalua-
tion, improved scoring rates, extended edit periods and added re-
port types. The release also provides central management features, 
such as central configuration settings and configuration backup.

KnoahSoft’s Barletta cautions about acquiring vendor-hosted 
and switch-independent call recording solutions. He points out 
that trying to perform large scale hosted recording over WANs 
may be prohibitive from cost and performance perspectives. 
Instead if firms are going to have recordings hosted they should 
be on the same hosted platforms as the ACDs.

“A lot of contact centers want to move to IP but do not feel 
they have the IT knowledge to implement them and are look-
ing for companies that have expertise,” says Barletta.

Solution/Supplier Selection Best Practices

When buying and going live with call recording solutions, 
first, ask why you need to record (i.e. compliance, quality or 
risk), recommends Kaskey. Also find out what is the best and 
most effective way to record conversations. Then make sure 
the solutions can operate in your work environments. The only 
way to do that is to set up a test and run live.

“Demos, fancy sales literature and salespeople cannot duplicate 
or demonstrate how voice recording software will function in a 
live setting,” says Kaskey.

Jim Shulkin, director of marketing at Envision Telephony, 
recommends looking for a supplier that offers sought-after fea-
tures and sophistication who delivers them in a solution that 
remains very intuitive and easy to use.

“Technology capability advancements unfortunately often go 
hand-in-hand with heightened complication and dedicated 

administration requirements,” Shulkin points out. “Maintain-
ing usability and user-friendliness while delivering the promise 
of today’s recording and analytics capabilities, is key to orga-
nizations that don’t want their new investment in recording 
technology to go underutilized because it’s too hard to use.”

Small and mid-sized enterprises (SMEs) that are looking for 
call recording solutions should look for those that are scaled 
for them but which have all the features offered to enterprises, 
says Tony Procops, CEO of CyberTech North America. SMEs 
should also seek out those who are focused and experienced on 
serving them rather than as “also” to enterprise customers.

Fortunately there are more recording solutions that have been 
designed for that market. “The price to performance ratio has 
shifted, allowing us to provide feature-rich, easy-to-use and 
highly affordable call recording solutions to these customers,” 
says OAISYS’ Spencer.

CallCopy’s Ray Bohac says contact centers should be wary if a ven-
dor does not consult with them prior to proposing a solution; one 
size does not fit all. Centers should focus on their specific needs and 
evaluate vendors based on them to avoid “functional overkill,” such 
as being swamped with talk of unnecessary features. They should 
also ask vendors to speak with multiple references, ideally ones that 
are similar to their centers in size and implementation.

KnoahSoft’s Barletta recommends that companies look for suppliers 
who have excellent track records for and can demonstrate affordability, 
flexibility, scalability and upgradability. They should also have strong 
integration capabilities, such as for linking recordings with external 
data sources such as customer satisfaction surveys and dashboards. At 
the same time suppliers should have a clear roadmap of where they 
want to go, such as social media, speech analytics and UC.

“Price will always be an issue when choosing solutions and 
vendors but it should be price in the context of a comprehen-
sive suite of applications,” says Barletta. “And those vendors 
should be conscious of, and stay on top of trends so that when 
these technologies are ready for prime time your vendor part-
ner will right there with a timely offering that avoids having to 
consider switching vendors down the road.”   CiS

Calabrio
www.calabrio.com 

CallCopy
www.callcopy.com 

Cyber-Tech International
www.cybertech-int.com

dvsAnalytics
www.dvsanalytics.com 

Envision Telephony
www.envisioninc.com

Interactive Intelligence
www.inin.com 

KnoahSoft
www.knoahsoft.com 

NICE
www.nice.com 

OAISYS
www.oaisys.com 

OrecX
www.orecx.com

Telrex
www.telrex.com

TelStrat
www.telstrat.com
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Envision Telephony (www.envisioninc.com) has come out 
with a revamped version of Envision Workforce Management, 
scheduling, forecasting and staff adherence solution, which is 
part of Envision Centricity, the firm’s Web-based workforce 
optimization application.

Envision Workforce Management offers drag-and-drop edit-
ing in real time, automatic selection and approval of vacation 
time and instant notifications of changes. It has Scheduling 
Wizards such as for specifying work habits and staffing needs 
to generate unlimited scheduling scenarios. Menus are highly 
configurable and user-friendly; they with messaging and a vir-
tual bulletin board provide agents access to schedules. There is 
a robust collaboration console for communicating availability 
and time off preferences. There is also intraday management 
for monitoring and reporting agent adherence in real-time, 
while recognizing trends and automatically re-forecasting. The 
software provides forecasting and what-if scenario-building 
capabilities and custom reports.

Inova Solutions (www.inovasolutions.com) has released 
a new version of its Inova LightLink middleware, which 
powers several different reporting products such as Desk-
top Presenter, a desktop application that displays real-time 
metrics and messaging. LightLink is simpler to install by 
allowing the system to be preconfigured. When users log 
in, Desktop Presenter applications are ready to go and do 
not have to be individually configured on each machine.  
LightLink also permits authentication and messaging tied 
to Microsoft Windows user names rather than IP address-
es. This feature improves security by only allowing users to 
see messages tied specifically to individual log-ins. There is 
also remote log-ins.

Maximizer Software (www.maximizer.com) has come out with 
Maximizer CRM 11 with several new features, among them:

•  Support for the Firefox Web browser;

•  �Full marketing campaign support including action plan 
creation and access to the document library; 

•  �Expanded sales force automation and business  
intelligence capabilities;

•  �New wizard-driven, easily-customized dashboards; 

•  �Optimized usability, such as a redesigned interface and 
tighter integration with native BlackBerry applications. Real-
time access to content, documents and e-mail; attachments 
housed in the central Maximizer CRM database;

•  �Multimedia support for video, voice and images that can be 
easily saved to a current Maximizer CRM record; and

•  �Mobile CRM multi-user support, which allows users to 
assign tasks, escalate cases and assign opportunities to other 
colleagues without returning to the desktop applications.

Microsoft will make available the next version of its unified 
communications (UC) software, code-named Communications 
Server 14 in the second half of 2010. The new product includes 
a complete communications solution, with full enterprise tele-
phony and a sleek, simplified Communicator client that works 
with Microsoft Office, Microsoft SharePoint Server and Mi-
crosoft Exchange. It will feature a versatile platform that allows 
customers to embed communications in applications. 

Communications Server “14” will permit firms to use instant 
messaging, presence and other software capabilities both on-
premise and in the cloud with Microsoft Office Communica-
tions Online. It will for example help people find colleagues 
based on their expertise through a new skill search feature, 
understand when their colleagues are available to collaborate 
and, with a new location-awareness feature, where they are avail-
able. It can also easily initiate collaboration and bring together 
the needed content, resources and people.

UTOPY (www.utopy.com) has come out three new solutions: 
UTOPY First Call Resolution, UTOPY Handle Time Optimi-
zation and UTOPY Call Volume Reduction. 

•  �UTOPY First Call Resolution detects any indications of 
repeat calls within the conversation. It also integrates all avail-
able caller identifiers and correlates that information with the 
actual conversation content to identify whether the call is an 
initial or repeat call for that caller regarding each particular 
issue. It then correlates repeat calls with call reasons, agents, 
products, processes and customers to discover the drivers, 
alerts organizations of these issues and recommends remedial 
actions. UTOPY Coaching facilitates targeted coaching on the 
particular topic within which deficiencies are identified

•  �UTOPY Handle Time Optimization automatically measures 
handle time by call reason, agent, product and process, de-
termines why customers are calling and detects which types 
of calls use the most resources. It also uncovers policies and 
processes that are driving handle time, discovers opportuni-
ties to reduce the duration of those calls and recommends 
targeted programs to reduce the handle time while ensuring 
that customer satisfaction is not adversely impacted 

•  �UTOPY Call Volume Reduction automatically and objectively 
classifies 100 percent of calls. It discovers root causes of un-
necessary calls, such as those that could have been handled by 
self-service applications, or calls caused by a sub-optimal product 
feature or business process. It also makes the business case for 
changes to products, processes and self-service applications; and 
tracks the success of these changes over time 
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Varolii (www.varolii.com) has come out with Varolii Fast So-
lutions for Customer Service and Collections and Varolii Smart 
Solutions for Customer Service and Collections. Varolii Fast 
Solutions for Customer Service and Col-
lections include Varolii ID that personal-
izes each message to individual recipi-
ents, queue management, professional 
voice recordings and detailed reporting. 
Varolii Smart Solutions for Customer 
Service and Collections include all the 
features found in Varolii Fast Solutions, 
plus three more Varolii ID business 
rules, dynamic transfer options and 
current contact center activity and three 
more conversation types, one more voice 	
persona, and one more language. It now 
has cross-channel communications and 
the ability to automatically connect 
high-customers to agents. There are also 
enhanced reporting.

Verint (www.verint.com) has 
enhanced its Impact 360 Workforce 
Management solution with several new 
capabilities for contact centers and 
back offices. These include: 

•  �Time Banking, which models and tracks 
of annualized hour banks mandated in 
employee contracts by government labor 
laws and Time Off Accrual, which allows 
detailed and flexible modeling of rules as-
sociated with how employees accumulate 
vacation time. It also helps validate and 
process time off requests.

•  �Work Item Tracking, which simplifies 
set-up, viewing and drill-down into 
workloads by age of individual items.

•  �Linked Queue Forecasting, which 
expands on existing multi-queue fore-
casting by defining linkages based on 
workflow from one queue to the next.

•  �Pre-defined Key Performance 
Indicators and corresponding 
reports are now available to address 
the most common measures of 
back-office performance. 

The Impact 360 suite also supports 
compliance with Section 508 of the 
U.S. Rehabilitation Act of 1973, 
benefiting individuals with disabilities 

and Job Access With Speech, a software program created to 
eliminate barriers in information technology.
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eDiscovery, FRCP and Call Recording
In his “On the Record” blog, Brian Spencer of OAISYS writes:

 

Sytel Limited Expands to U.S.
In his “Communications and Technology” Blog,  
Rich Tehrani writes:

Sytel Limited is a company with a strong dialer and script-
ing engine that is expanding into customer service, media 
blending and more recently, the U.S. As more customers 
look for SMS support, Sytel allows these short messages 
to be integrated into the contact center seamlessly with 
e-mail and calls. With open APIs, Sytel touts openness as 
an area where it excels.

The U.K.-based company says its service and support is a true 
differentiator and as an employee-owned organization, they 
expect to continue their growth in the US through partner-
ships and organic customer acquisition. Oh and there is a 
TMC scoop here – there is no IPO planned for a long while.

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

 

Hosted versus Premises
In his “On Rad’s Radar,” Peter Radizeski of  
RAD-INFO, Inc. writes:

The hosted PBX model is more about total cost of own-
ership and business productivity particularly today with 
our tech-heavy needs in business and our increasingly 
mobile human resources.

Mitel does indeed offer a hosted PBX service. And I 
believe that Avaya either has one or bought one through 
the Nortel purchase.

We have a mobile workforce today. Everything is going 
cloud. You need access to the phone system, e-mail, 
apps, data, CRM, etc. Not much of that is premises-
based anymore. It is being pushed to the cloud by many, 
many companies in the Web 2.0/Business 2.0 space.

And if it was premises-based, who would keep it up-
dated, secure, backed up, etc.?

Final note: unless the business is buying an Interactive 
Intelligence PBX or a top-of-the-line $150,000-plus 
PBX from the Big Three (Avaya, Mitel ShoreTel), the 
company isn’t getting all the functionality and features 
available via most hosted PBX models.

There are folks that do hosted PBX poorly, but there are 
certainly companies that do hosted PBX well. The busi-
ness continuity/disaster response aspect of a hosted PBX 
solution also adds a benefit to the mix that premises-
based can’t duplicate.

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

Visit Brian’s blog at http://blog.tmcnet.com/on-the-record

Electronic records discovery is a major 
burden that has been placed squarely on 
all businesses. Through the Federal Rules 
of Civil Procedure (FRCP), businesses of 
any size are required to provide all elec-
tronic records related to a suit or face dra-
conian sanctions as opined by John Bace, 
research vice president at Gartner, Inc. 
(www.channelprosmb.com/article/16270/
E-Discovery-Is-for-SMBs-Too/). 

If a business cannot produce the re-
quested documentation its only hope to 
avoid penalties is to show that it has good 

document retention policies in place 
and that they were followed in a routine, 
good-faith manner. Good luck to you 
trying to make that case as I imagine the 
standards being vague and interpreted 
differently across judges and jurisdictions.

Call recording seems to be a sticky 
wicket here in that if you have elec-
tronic recordings of telephone calls 
you may be required to share them 
during proceedings. I agree, if you are 
concerned that your business is in the 
wrong this can be a threat.

I see this entirely from the other 
perspective, however, if you run a 
tight ship.

Sure, from time to time I listen to a 
call and cringe. Rarely is it to do with 
a potentially litigious situation. More 
routinely, someone simply did not go 
above and beyond to elate a customer. 
If it comes to e-discovery as we prepare 
for a suit, I’ll risk that a customer ser-
vice call was not us at our best in order 
to protect us from unfulfilled promises 
by the other party. 

 

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

Employees in a recent Regus-sponsored survey reported in the 
Dallas Business Journal said sure, they appreciated having jobs, 
but they needed them to be in “a flexible work environment” 
to “counterbalance stress.”

Regus sells flexible office suites and virtual office products. 
Jeffrey Doughman, a regional vice president with Regus, says 
employees “more than ever, desire workplaces that offer flex-
ibility for them to be productive.”

Visit David’s blog at http://blog.tmcnet.com/telecom-crm
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Tuning In to 
Multiple Channels

M ultichannel and cross-channel contact 
center communications have long been 
more in theory than in reality; single-

channel live agent or IVR calls still rule. Yet there 
are now signs that this is changing. Companies are 
finally realizing that enabling “zero outs” on auto-
mated voice solutions and ready access to phone 
numbers on-sites generates more revenue by keeping customers than what they save by trapping 
them in self-service. The next generation of consumers is using SMS more rather than voice but 
want that option to call. 

We contacted several leading expert firms to get their insights 
on multi/cross-channel communications and asked them ques-
tions on topics such as:

•  Multi/cross-channel communication demand and trends 

•  Key drivers 

•  Implementation challenges 

•  Best practices to leverage and enable successful multi/cross-
channel interactions

Aspect (www.aspect.com) 
Serge Hyppolyte, Director of Interaction  
Product Management

We certainly have seen more contact centers use channels like 
SMS or e-mail to contact their customers proactively. We’re get-
ting more demand for SMS notifications and for e-mail notifica-
tions in order to be connected as part of a broader engagement 
process the contact center wants to do. They are definitely utiliz-
ing cross-channel communications due to the fact that they are 
using multiple channels is indicative that they realize the custom-
ers are engaging them more with mobility than just being on the 
phone. If they can satisfy the customer needs without having to 
get on a voice call with the agent then that’s less expensive for 
contact center and preferable. And at that point, they always have 
the option to change to high touch agent communication.

The adoption of multiple channels is certainly less than anticipated 
in North America though. You can see these customer interactions 
leveraging these technologies more so in other areas of the world, 
but not so much in the U.S. For example SMS is common in places 
like Asia. And, while adoption is a bit slower here than we antici-
pated, we realize it can just be an effect of the broader economic 
climate. We certainly see this growing, however.

The channel I see lagging is chat and that is because it is being 
replaced by instant messaging (IM). With the combination of 
collaboration and IM, we are seeing this grow in popularity 
through customer Web portals.

The key drivers to multichannel, including cross-channel commu-
nications, are first and foremost, consumer preference and consumer 
flexibility. Businesses need to react to the fact that more and more 
subscribers are now mobile. The second driver why people are look-
ing at multichannel is cost savings. Multichannel is less expensive 
than voice and if they can engage in a less costly fashion, that makes 
financial sense for the contact center. 

The biggest challenge for contact centers is how to adopt multi-
channel as part of their core business process from a technology 
and process perspectives. A lot of contact centers have traditional 
technologies like ACDs and less software-centric products. They 
have rules that optimize business processes throughout customer 
calls on the phone, but don’t have the same rules [and training] for 
other channels. There will be a lot of questions. They will need to 
figure out what is the policy for how to handle e-mails including 
who gets them and does an agent have access to them. 

To leverage and enable successful multi/cross-channel interactions 
do it slowly and identify different channels. Start one that you 
want to rollout of the business and optimize your processes to be 
able to handle that channel. Take social media, for instance. May-
be you determine how to respond to the fact that your customers 
are commenting about your business on Twitter or Facebook. 
Maybe use a number of agents that have the right skills: the ability 
to effectively communicate though text. Find those agents and 
have them participate and train them how to best respond, includ-
ing how to monitor what is said, and importantly, what their 
responses should be to the various types of questions. 

by Brendan Read
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The businesses that take a methodical approach and identify a team 
or specific process that will measure effectiveness, and can align 
that process from a customer perspective, are the organizations 
that will see the best results. If they believe that they can adopt IM, 
social media, SMS and e-mail management and drive that change 
through the contact center without that approach that’s a less suc-
cessful and realistic proposition.

eGain (www.egain.com) 
Anand Subramaniam, Vice President,  
Worldwide Marketing

Contact centers are definitely using more channels than in the 
past and so are consumers and business customers. Customers 
often switch channels during the same interaction or across mul-
tiple steps that might be involved in long-lived interactions. 

While businesses have started providing customer service 
through multiple channels, industry research continues to show 
that communication silos still exist, putting the burden on 
customers to recreate context as they go from one channel to 
another. In fact, 2010 mystery shopping research from eGain 
showed that over 70 percent of leading U.S. companies provided 
“poor” or “below average” experience in multichannel customer 
service. Moreover, in a cross-channel experience evaluation of 16 
leading companies in four industry sectors by Forrester Research 
in 2009, none of the businesses received a passing grade.

The ubiquity of the Web, rich interactive technologies, gen-
erational preferences, consumer mobility and new phenomena 
such as social networking are driving the need for not only 
providing customer service through multiple channels but also 
retaining context and continuity across channels and interac-
tive sessions. Moreover, complex transactions often involve 
multiple channels of communication. For instance, a loan 
application or shopping transaction may originate on the Web 
with self-service research, followed by a concurrent phone and 
co-browse interaction with an agent, and finally end in a retail 
branch office. Or a field service request may originate on the 
Web, continue on the phone and end with field service. 

The customer experience across systems and agents in these chan-
nels remains fragmented and inconsistent in many organizations 
since customer communications, knowledge bases, business rules, 
workflow, business policy and interactive practices continue to 
remain in silos. These silos proliferate and deepen when businesses 
take a short-term “point approach” in adding new channels, and 
this includes new channels such as social. In fact, our 2010 mys-
tery shopping research found that there were content, policy and 
process inconsistencies even across agents in the same channel. 
This could hurt not only customer satisfaction and revenue for the 
organization but also its brand.

Originally advocated by Gartner, the Customer Interaction Hub 
(CIH) is a strategy and framework that unifies customer com-
munications, knowledge bases, workflow, rules, analytics and 
administration in one common foundation for managing customer 
interactions. The CIH approach eliminates communication silos, 
strengthens the interactive memory of organizations and improves 

customer experience, while driving down operational costs and total 
cost of ownership for customer interaction management systems. 
Even if contact centers are not ready for a “big bang” unified imple-
mentation of a multichannel CIH, they should use this approach for 
incremental implementations as well. This will allow them to start 
with the immediate channels they need and simply plug additional 
channels onto the CIH platform to future-proof their multichannel 
customer service strategy, as communication channels come and go.

InfoCision Management Corporation  
(www.infocision.com)
Ken Dawson, Chief Marketing Officer

Contact centers that want to be competitive in today’s market must 
expand their service offerings to include multiple channels for cus-
tomers or donors to connect. Customers call the shots now and direct 
marketers better know how they want to be communicated with. 

The phone is still the most preferred way consumers choose 
to communicate: the one to one personal touch of speaking to 
a live person will remain strong even with the advent of new 
technology. However, coupling the phone with other channels 
is necessary to stay competitive. 

In the past, businesses were limited to traditional mass marketing 
by equipment and cost constraints but that’s no longer the case. 
Advances in technology have made it feasible and cost-effective for 
companies to develop a one-to-one marketing strategy. 

Being able to integrate traditional channels with emerging 
channels through a multichannel marketing strategy is tak-
ing the marketing mantra “reaching the right person, with 
the right message, at the right time” to the next level. Many 
consumers are using communication channels interchange-
ably – e-mail, text, phone, online – which is posing an ongoing 
challenge for marketers because you want to be able to ensure a 
consistent brand experience no matter what the channel.

If a company is going to initiate a multichannel campaign they 
need to leverage data collected. And, there have been great advanc-
es in how this information is used, especially in the contact center 
environment. Prebuilt models or consumer scorings allow changes 
to product or up-sell offers, for example, to be made on the fly. 

As more channels emerge, providing marketers and consumers 
more ways to communicate, cross-channel marketing is going 
to become more critical when it comes to a positive consumer 
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“The ubiquity of the Web, rich interactive 
technologies, generational preferences, 

consumer mobility and new phenomena such 
as social networking are driving the need for 
not only providing customer service through 
multiple channels but also retaining context 

and continuity across channels and interactive 
sessions.” – Anand Subramaniam, eGain
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experience. One challenge we’re faced with is the siloing of 
budgets – marketing has their budget, contact centers have 
theirs, direct mail theirs, etc. – and there is no incentive to 
work together to push toward a common goal. Because of this 
the left hand doesn’t know what the right hand is doing. To 
have a successful multichannel strategy, all parties need to work 
together toward a more collaborative relationship. 

To be successful, companies need to have a more complete picture 
of who the consumer is, what they’ll respond to and how they prefer 
to communicate. By improving the quality of the consumer experi-
ence, the consumer will form a stronger bond with an organization. 
[To accomplish this], marketers need to do a customer deep dive 
and gather the information that will help them get to know who 
they are targeting. Once the data is collected, they must create pro-
files. The profiles will help marketers match the right message with 
the right consumer and determine the most effective way to get that 
message out, whether it’s e-mail, phone, text or any other channels. 

Marketers must be careful not to pigeonhole consumers into one 
channel. People flow between channels and having the flexibility 
to customize solutions is key. One size does not fit all anymore.  

Interactive Intelligence (www.inin.com)
Rachel Wentink, Senior Director, Product Management

We have clients that have customers who will escalate from 
self-service on the Web to live Web chat, or do the same with 
e-mail response management, where the system auto-responds 
and if the customer has another question, the follow up e-mail 
can be routed to a live agent. For non-escalated issues, at the 
moment it still seems as though people are staying within 
a single channel. For instance, the customer uses e-mail to 
interact with an agent, and stays with e-mail throughout the 
exchange unless a serious problem arises. 

The key driver for handling multichannel is to serve customers 
in their channel of choice. Here’s an example: if I’m traveling 
outside the U.S., interacting via e-mail or Web chat is prefer-
able to me rather than a phone call. If my travel arrangements 
need to be changed, I don’t want to attempt an international 
call into a queue on my cell phone because of the costs, espe-
cially the cost of waiting in the queue. But if I’m online, the 
cost of waiting for the Web chat, or to turn around an e-mail, 
is much more reasonable. 

Also, for younger consumers, serving them with channels beyond the 
telephone can be a way to engage them further with your organiza-
tion. SMS use is on the rise, and in some studies, we see consumers 
in their teens and early 20s preferring texting over calling. Contact 
centers who only take interactions over the telephone seem hopelessly 
out of date to this generation. For a single interaction “thread,” we see 
channels change if the issue is serious. For instance, I start with SMS, 
realize you’ve lost my order, and now I call to follow up. Normally 
within a single thread, people stay within a single channel. 

Many organizations continue to treat e-mail as a “pull” mecha-
nism instead of a “push.” For some groups that may be suc-
cessful, but in many we hear about more complex requests, or 
requests from unpleasant customers, which will sit in the bucket 
for weeks or even months because no one wants to take those 
on. A push mechanism like what an automated distributor does 
for calls (ACD) will ensure that items don’t get neglected. 

It’s important to recognize that customers won’t accept poor 
service just because the channel is written rather than spoken. 
Contact centers need to ensure they provide good service levels 
for e-mail, Web chat and for SMS.

We feel an all-in-one [integrated multichannel] approach is a best 
practice because you can spot the points where customers change 
channels. They can be escalation points, which can highlight areas 
of weakness that the organization needs to improve. It also enables 
you to see patterns where customers choose one channel over 
another based upon their circumstances and perception of your 
service. Surveying them to find out why they make the choices 
they do can also uncover areas of opportunity – perhaps enhanced 
services, as well as other areas that need work. If calls are handled 
in a system separate from e-mail and/or Web chat and SMS, it is 
harder to put the overall picture together.

OAISYS (www.oaisys.com) 
Brian Spencer, President

We are seeing minor gains in contact centers asking for multi-
channel solutions. I do not think many SMBs yet see alternative 
contact channels as being a formal part of contact centers and are 
still managing those interactions using separate technology and 
sometimes even staff.  Of those pursuing integrated, multichannel 
solutions, I see a very small percentage wanting to give agents the 
ability to transition the contact state from one channel to another 
seamlessly; they still rely on telling customers to take some new 
action rather than creating the transition for them.

Businesses need to service their customers in a fashion appealing 
to their customers. Today, business-to-business interactions are still 
very comfortable via voice and e-mail channels, both of which are 
mature technologies and processes. I think business-to-consumer 
communications is going to be the vanguard of new interaction 
trends. Many self-help solutions are widely used and successful.  I 
think when a customer decides they need personal help they still 
prefer the assurance of talking to someone because it is a real-time 
interaction. Nobody wants to hope that their vendor will reply in a 
timely manner if the issue carries any degree of urgency.

“The phone is still the most preferred way 
consumers choose to communicate: the one 

to one personal touch of speaking to a live 
person will remain strong even with the advent 

of new technology. However, coupling the 
phone with other channels is necessary to 

stay competitive.”  –  Ken Dawson, InfoCision 
Management Corporation

TABLE OF CONTENTS  •  AD iNDEX

http://www.cismag.com
http://www.inin.com
http://www.oaisys.com


http://www.tmcnet.com/redir?u=1003337


Subscribe FREE online at www.cismag.com22      Customer inter@ction Solutions®  May 2010

CRM, BPO &
Teleservices>

One of the huge issues is trust. As a consumer, I need to trust 
that my vendor prioritizes my satisfaction enough to reply in 
a timely manner with a pleasing resolution. During a call, a 
customer can negotiate, argue and escalate. This becomes far 
more difficult and time consuming through a nameless, face-
less channel of communication.

Show as much or more dedication to rapid response and 
customer-friendly resolutions in asynchronous channels [i.e. 
e-mail] than you do real-time channels. Convince customers 
through action that you will reward them for using asynchro-
nous channels and not by charging for real-time interactions 
but by giving great service and positive outcomes. The technol-
ogy implementation needs to support these drivers.

Vertical Solutions, Inc (VSI) (www.vertsol.com) 
Kris Brannock, Vice President, Corporate Development
Contact centers definitely are expanding the number of cus-
tomer interaction channels for one simple reason: customers 
are demanding it. They want to be able to interact with the 
company via their channel of choice, be it telephone, e-mail, 
live chat, social media or self service.

Cross-channel communication is expanding, due to both the 
increase in agent familiarity with channels such as self-service and 
chat, and the seamlessness in which CRM solutions enable you to 
interact among the channels. This is especially true with an almost 
urgent need to employ the social media channel where, for example, 
“listening” for context-specific Tweets regarding your company  
and/or products has become a high priority for many executives. 

I had not expected the huge surge of interest in employing the 
social media channel within an organization or the urgency 
surrounding it. 

Contact centers can gain a lot of benefit from multichannel in-
tegrations, both in terms of improving customer relations and 
streamlining internal communications. [They] gain the ability 
to engage with the customer in any way that works best for the 
customer, and to use those channels to build communities.

Contact centers must deliver consistent answers to customer issues 
no matter how they are received – e-mail, phone, chat – but deliv-
ering on that is not as easy as it sounds. Each channel must trigger 
the same set of responses to a specific issue, not only in terms of 
information provided to the customer, but also for actions taken 
internally upon the receipt of this information. This is challenging 
enough for entirely internal or outsourced centers, but is particu-
larly difficult for hybrid contact centers that use a mix of in-house 
and external providers to manage customer interactions. 

This is where technology and integration come into play. Each 
channel must access and integrate with internal business applica-
tions and databases – including billing, entitlement and knowl-
edge bases – across all providers, both internal and outsourced. 

This level of integration traditionally required extensive 
custom development, but newer technologies use business 
process management and reusable drag-and-drop integrations 

within these workflows to ensure streamlined interfaces. This 
approach also keeps costs low by eliminating the vast major-
ity of the custom development required to establish the right 
integrations and connectivity between applications. 

To be successful [in deploying multichannel communications], 
contact centers must deploy the right technology that enables 
them to deliver consistent responses across all channels, and 
that enables them to maintain tight integration between chan-
nels and with internal business applications and databases. 

For contact centers entering into the social collaboration 
arena, executive buy-in is key. Coupled with that, contact 
center management must be tasked with the ability to hire or 
move particular individuals into the social support team who 
are experts in navigating social networking avenues (Twitter, 
LinkedIn, Facebook, etc.). These contact center experts must 
be able to act quickly in real-time situations. They must be 
able to communicate to their customers in a casual written 
style, exude empathy and show passion for the needs of their 
clients through these avenues.

We also strongly encourage contact centers to review all busi-
ness processes prior to deploying technology. The best tech-
nology applied to a 
poor business process 
won’t improve the 
outcome; it will 
just automate it. It’s 
important to find a 
contact center tech-
nology that makes it 
easy to create and up-
date workflows and 
business processes 
– particularly those 
that don’t require 
a lot of external 
programming – to 
keep all channels of 
the contact center 
current.    CiS
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“Contact centers can gain a lot of benefit from 
multichannel integrations, both in terms of 
improving customer relations and streamlining 
internal communications. [They] gain the ability 
to engage with the customer in any way that 
works best for the customer, and to use those 
channels to build communities.”

– Kris Brannock, Vertical Solutions, Inc.

TABLE OF CONTENTS  •  AD iNDEX

http://www.tmcnet.com/redir?u=1003814
http://www.cismag.com
http://www.vertsol.com


Cost. Performance. Staffing. Service. When times get tough, your 
contact center may be forced to make hard decisions that could impact 
every area. But you don’t have to make them alone. Verint® Witness 
Actionable Solutions® offers proven workforce optimization software 
and services that can help you get the most from your resources, drive 
down costs, and improve performance. For example, our Impact 360® 
Workforce Optimization solution helped a leading communications 
provider increase revenue generation in its contact center by 50 
percent, even with a 30 percent decrease in staff.

Master the challenges of delivering service in today’s economy with our 
unified, analytics-driven, enterprise-enabled workforce optimization 
solutions. Visit verint.com or call 1-800-4VERINT.

Analytics

Coaching

Customer Surveys

eLearning

Performance Management

Quality Monitoring

Recording

Workforce Management

Tough
times call 
for proven 
solutions.

© Copyright 2010 Verint Systems Inc. All rights reserved worldwide.

VerWASCutIntSolutions2010.indd   1 5/11/10   10:37:36 AM

http://www.tmcnet.com/redir?u=1002886


Subscribe FREE online at www.cismag.com24      Customer inter@ction Solutions®  May 2010

> and Management
OPERATIONS

“Quality monitoring is undergoing a 
major philosophical shift,” explains 
Brian Spraetz, marketing manager of 
NICE Systems Solutions. “It is moving 
from a strict focus on agent performance 
towards a more holistic focus on busi-
ness performance. This is evidenced by 
a growing trend of selecting interactions 
for evaluation based on business-related 
issues such as operational efficiency, reg-
ulatory compliance, customer experience 
and revenue generation. Aligning the 
quality process with business objectives 
increases the return companies receive 
from this investment.”

Patrick Botz, vice president of solu-
tions marketing at VPI (Voice Print 
International) explains that with this 
QM systems need to evaluate quality 
from the customers’ perspectives. If a 
customer called three times about an 
issue, the QM tool should consolidate 
the interactions to review and evalu-
ate the entire customer experience 
across multiple communication chan-
nels, even if this experience included 
three different agents. 

“Quality is taking on a broader defini-
tion: it is not just about agent skills, 
but also about how the contact center 
is performing its business function and 
how it is supporting customers,” says 
Botz. “Customers want their transactions 
handled promptly and efficiently and 
they expect a branded experience. Agent 

skills and attitudes are important, but 
must be evaluated in context of systems, 
processes and other elements that are 
involved in the customer experience.”

QM to Surveys and Analytics

Enabling improved customer experience 
is tacking surveys onto QM. Customers 
are increasingly being surveyed after the 
interactions are completed while they are 
still on the lines to capture information 
from these experiences while it is fresh. 
The customer feedback is then taken 
into the QM process.

“You’ve now got access to both the su-
pervisors view via call playback and the 
customers view via their survey responses 
so by putting both together organiza-
tions can obtain a more balanced and 
rounded QM score,” explains Jim Da-
vies, research director at Gartner.

Kristyn Emenecker, director of 
solutions marketing, Verint Witness 
Actionable Solutions, says connecting 
customer feedback surveys to inter-
nal QM reviews of the very same call 
provides perspective and focus to bet-
ter understand the meaning of quality 
from the customers’ perspectives. 

She also sees more involvement by other 
departments in QM. For example, hav-
ing marketing managers comment on 
calls generated by a new campaign, or 
product managers on the handling of 

specific product questions enriches the 
QM process and the QM evaluators’ 
knowledge base.  

Also providing key insights for QM 
purposes is using sophisticated speech 
analytics tools to mine information from 
recordings. The data captured via them 
is being blended with surveys and live 
monitoring evaluations.

Aspect Product Market Manager Kathy 
Krucek explains that firms will often want 
to know how often and in what context 
are competitive products or vendor names 
being mentioned by their callers to see if 
there is high churn and why. They also 
want to know how effective their market-
ing campaigns are and whether agents are 
up-selling when they should.  

“This information along with agent 
and interaction quality is all valuable 
to managing overall business goals,” 
says Krucek.

Speech analytics have another key ben-
efit in QM: they enable greater supervi-
sor efficiency and productivity.

“Our [contact center] customers want to 
spend more time providing feedback and 
coaching their agents rather than manu-
ally picking recordings for playback and 
scoring,” explains Krucek.

Widening the Quality Focus

Quality monitoring is no longer just for taking snapshots 
on compliance and periodically checking on how agents 
interact with callers to keep them on their toes. It is  

                 about ensuring performance across the entire range of 
customer interactions whether service, support, sales, fundraising 
and collections and over multiple channels. This shift will require 
though adjusted and new QM methods to accomplish that goal 
that will pay off in the end.

by Brendan Read
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Coaching 

The increased customer experience focus has made agent 
coaching even more critical to ensure customer satisfaction, 
and revenues. To enable this, Gartner’s Davies is seeing more 
contact centers deploy messaging tools to permit coaches and 
supervisors to reach out to agents immediately after live moni-
toring their calls while they are fresh in the agents’ minds. The 
messages could say, for example, “great call but don’t forget to 
do A, B and C in that future.”

Jim Shulkin, director of marketing, Envision Telephony, is 
seeing what he calls “the seeming resurrection of coaching.” 
Coaching as a key function of quality monitoring first came en 
vogue nearly 10 years ago, so it’s not new, he points out. But 
sometime along the way, as the demand on centers has grown 
and the resources to manage them have been reduced, “coach-
ing has somehow gotten a little lost as a critical QM compo-
nent in many centers.”

Also, supervisors are typically bound to often legacy standards 
for a specific number or range of calls per agent that they must 
review and perform evaluations on per month, explains Shulkin, 
yet in many cases, it’s all they can do to complete a fraction of 
those. Far too often the evaluations gets pushed out to the last 
minute in the last week of the month; supervisors then scurry 
to dig through hundreds, even thousands of recordings to find 
ones that meet the appropriate criteria to evaluate and they must 
burn through the evaluations just to get them in. 

“This cycle leaves little time for actually paying off the process 
of monitoring and evaluating by augmenting ongoing training 
with automated and timely coaching at the agents’ desktops,” 
says Shulkin. “Fortunately, this best practice [monitoring and 
evaluating] appears to be making a comeback. Today’s economic 
climate simply won’t allow centers not to leverage every possible 
opportunity to improve agent performance and effectiveness 
and fewer physical resources on hand to deliver a comprehensive 
continuous improvement and coaching program.”

Aspect’s Krucek is also seeing coaching and performance manage-
ment becoming core components of the quality assurance process. 

“Traditionally, recording/quality management products were viewed 
primarily as call loggers with some basic functionality available for 
evaluating agents,” explains Krucek. “That has greatly evolved over 
time with more sophisticated scoring and coaching features added 
out of the box for managing performance and providing automated 
feedback. Quality scores are being integrated with other key perfor-
mance indicators in centralized dashboard views. A greater focus is 
also being placed on using quality scores from customer feedback 
surveys as part of managing the overall customer experience.”

To make QM-based coaching effective, Krucek recommends 
that the scorecards typically used during the evaluation process 
should always consist of objective criteria that align with the 
organizations’ goals and focus on specific behaviors that should 
be rewarded or altered. 

“Supervisors should provide immediate feedback – as close 
to the actual interactions as possible – to either reinforce 
excellent behavior or correct issues before they are repeat-
ed,” says Krucek.

At the same time, contact centers need to get agents involved 
in the quality process. Agents should be encouraged to listen 
to their own recordings to score themselves using the same 
criteria as the supervisors or managers would use to score them 
to get agent buy-in for the criteria being used to assess quality.  

“This technique puts agents in the shoes of those who are evalu-
ating them and it also gives agents a deeper understanding of the 
scoring criteria and what objectives are being used to evalu-
ate the quality of their interactions with customers,” explains 
Krucek. “Agents can even provide input for future scorecard 
form redesign by pointing out any relevant criteria that may 
have been omitted that they feel is important and why.”                                                           

Multichannel QM

With customers utilizing a widening array of channels: 
automated voice and Web self-service, e-mail/SMS and social 
media in addition to live agent voice there becomes a need to 
integrate interaction capturing and monitoring to provide a 
complete view of these engagements.

“Consumers are interested in a seamless experience,” says 
Emenecker. “They simply don’t care that your Web site is 
temporarily offline or that your live agents are only available 
until 5 p.m. Processes must be in place that can near seamlessly 
move the customer from one channel to another: giving them 
the options they want at the time they need them.”  

Aspect’s Krucek is seeing increased interest in multichannel 
interaction capturing and monitoring. This includes record-
ing interactions while the customer is in the IVR, monitor-
ing that interaction in real-time after the caller is transferred 
to an agent and subsequently record that call either through 
system settings/rules or on-demand.  Many of her firm’s 
customers are also monitoring and recording e-mails/chats/
Web interactions with some of them beginning to show 
interest in tracking SMS engagements.

“The true value comes from being able to link all of this 
activity together so that organizations can efficiently and 
seamlessly play back these interactions and evaluate them 
for coaching,” says Krucek.

“Supervisors should provide immediate 
feedback – as close to the actual 

interactions as possible – to either 
reinforce excellent behavior or correct 

issues before they are repeated .”
– Kathy Krucek, Aspect

Customer inter@ction Solutions®   May 2010    25    Subscribe FREE online at www.cismag.com TABLE OF CONTENTS  •  AD iNDEX

http://www.cismag.com


Subscribe FREE online at www.cismag.com26      Customer inter@ction Solutions®  May 2010

For QM on text-based channels: chat, e-mail and SMS, Gart-
ner’s Davies points out there is a difference between overall 
screen recording, which most suppliers offer now, and treat-
ing them as separate channels and analyzing these text-based 
interactions through dedicated text mining tools. Suppliers will 
begin offering integrated screen-capture/text mining products 
beginning sometime this year.

There is also as of yet no vendor-provided QM integration 
between live agent and automated interactions, either via IVR 
or Web self-service. When customers try to find information 
they would often go online, but if they couldn’t find it they 
would call the contact center but would often end up first in 
the IVR and if it could not supply them what they want they 
would zero out to live agents. While that is one experience for 
the customers, says Davies, for most businesses that would be 
three different sets of technology, reports, and insights.

That too will change, he says, in the next couple of years. 
There are suppliers who are developing tools to bring all those 
views together to get one single view of that experience.

Aspect recently enhanced its real-time monitoring along 
with providing IVR recording that links IVR interactions 
to agent interactions. The firm will be adding enhanced 
scoring features that allow for multi-channel evaluations 
including back-office type tasks.  

Envision’s Shulkin is seeing interest in and is observing that 
monitoring multi-channel interactions gaining momentum, 
coupled with developing agents’ skills to be able to better 
handle non-voice customer interactions. 

“The tools available to not just train on those interactions, 
but also include them in the analytics used to gauge customer 
overall experience are still relatively immature, but will also 
further evolve as these interactions become a bigger part of 
how centers communicate with customers,” says Shulkin.

Cost Control

As QM needs and requirements become more complex, con-
tact centers continue to face cost constraints that may limit 
the ability to buy these solutions. Recognizing this, Gartner’s 
Davies is seeing an array of cost-managing lead-time-reducing 

QM solutions options being offered. Top tier suppliers are 
launching more lightweight, easy to deploy versions of their 
solutions such as express versions while offering professional 
services to shorten deployment cycles. Meanwhile second tier 
companies are supplying robust QM tools with fewer “bells 
and whistles” at half the cost of top-vendor-provided prod-
ucts with much quicker implementation.

The QM tools from both types of suppliers are being offered 
increasingly in workforce optimization (WFO) suites. This 
method reduces IT costs while enabling easier and more intui-
tive applications.

“There is an easy value proposition linking QM with surveys and 
speech analytics as they really do dovetail each other quite nicely,” 
says Davies. “There is also value in linking QM with workforce 
management. For example you can drill from the schedule adher-
ence screen into call recording to find out why is this agent out 
of adherence. If you can listen to the call you can find out that 
that they were talking to an irate customer. You can also schedule 
coaching sessions, and preferential shifts based on quality scores.”

Shulkin says going to a thin-client Web-based architecture in 
Envision’s Centricity platform for all of the firm’s applications 
reduced the costs to deploy, maintain and update the tools.

“Reducing not just upfront costs but the total cost of customer 
ownership should be a primary objective for any vendor as it 
is a far more salient factor in business-casing enterprise-level 
solutions than upfront costs alone is today,” says Shulkin.

Aspect’s Krucek reports that her firm’s customers are look-
ing for ways to reduce their hardware costs by leveraging 
virtual machines, terminal servers and software-based 
recording, as well as optimizing storage space required by 
recorded files and metadata.  

Aspect has enhanced the archiving capabilities in the Performan-
ceEdge Quality Management product to allow for additional levels 
and tiers of storage. This enables organizations to go from the most 
efficient modes of file storage, which are faster but more expensive, 
for storing their most recent recordings to less expensive modes of 
storage for older files that are not going to be accessed as often but 
that may need to be stored for compliance or historical purposes.  

“It’s important for recording/quality management solutions to 
provide flexibility in this area and around various archiving and 
storage strategies that allow customers to reduce their hardware 
footprint and total cost of ownership,” says Krucek.   CiS

Aspect
www.aspect.com

Envision Telephony
www.envisioninc.com

NICE
www.nice.com

Verint
www.verint.com 

Voice Print International (VPI)
www.vpi-corp.com 

The following companies participated in the  
preparation of this article:

“The tools available to not just train on those 
interactions, but also include them in the 
analytics used to gauge customer overall 

experience are still relatively immature, but 
will also further evolve as these interactions 

become a bigger part of how centers 
communicate with customers.”  

– Jim Shulkin, Envision Telephony
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Awards &> Recognition

Congratulations to the winners! 

EDITOR’S NOTE: Because of the very large volume of 
award applications we received, the CRM Excellence Award 
winners will be presented in two parts; Part two will appear 
in the June 2010 issue of Customer Interaction Solutions. 
More information about winning companies and their prod-
ucts and services may be found at www.tmcnet.com

Allegiance, Inc.
Allegiance Engage Platform

Alloy Software, Inc.
Alloy Navigator

Ameridial, Inc
Call Center Services

Aplicor Inc.
Aplicor Enterprise

Art Technology Group (ATG)
ATG Click to Call

Confirmit
Confirmit Horizons

Consona Corporation
Consona KDS v1.0

Cross Country Automotive Services
iPhone Application for Mazda Roadside Assistance

Envision Telephony
Envision Centricity™

Epicor Software Corporation
Epicor CRM

Five9, Inc.
Five9 Virtual Call Center Suite

InsideSales.com
Lead Response Management Suite by InsideSales.com

Intelenet Global Services Pvt. Ltd
E-Bill, an excel based application

Intelestream
intelecrm

InVision Software
InVision Enterprise WFM (News - Alert)

Jacada
Jacada WorkSpace

Jigsaw
Jigsaw Data Fusion

Knoa Software
Knoa Experience Performance Manager 5.5

LiveOps
LiveOps On-Demand Contact Center Platform

Mall Networks
Mall Networks Version 5

NCO Customer Management, Inc.
Customer Care and Inbound Sales Solution

NetSuite Inc.
NetSuite CRM+

nGenera CIM
nGen Proactive Chat

NICE Systems Ltd.
NICE SmartCenter

‘Customer Interaction Solutions’ Magazine’s  
11th Annual CRM Excellence awards, Part 1

For the 11th consecutive year, the editors of Customer Inter-
action Solutions dared readers to prove that their compa-
nies have what it takes to win the coveted CRM Excellence 

Award. Below is Part One 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. 

by Brendan Read
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OAISYS
Tracer

Parature, Inc.
Parature (News - Alert) 
Customer Service™

Pegasystems
Customer Process Manager

Pitney Bowes  
Business Insight
Pitney Bowes Spectrum 
Technology Platform

Sage North America
ACT! by Sage

salesforce.com
Service Cloud 2

SAP BusinessObjects
SAP BusinessObjects BI 
OnDemand

SAS
SAS® CUSTOMER 
INTELLIGENCE

Soffront Software Inc;
Customer helpdesk

StarTek
Business Process Outsourcing 
of Customer Management

Stream Global Services
Stream Global Services

SugarCRM Inc.
Sugar Professional

Syntellect
Syntellect PhoneLink for 
Salesforce.com

Thomas L. Cardella  
& Associates
Thomas L. Cardella  
& Associates

Tigerpaw Software, Inc.
Tigerpaw CRM+ v11

UTOPY
UTOPY SpeechMiner

Verint Witness  
Actionable Solutions
Impact 360®  
Customer Feedback

Xactly Corporation
Xactly Incent

 

Z-Firm LLC
ShipRush
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From full-featured call recording and screen 
capture to coaching, workforce management, 
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   and increase quality
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   improve productivity
 Knowledge mine call content, maximize 

   resources, and enhance the bottom line
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See Engage Contact 
Center Suite at:

Global Connect
April 18-21, 2010

Denver, CO 
Booth #907

Easy, affordable, total recording 
& workforce optimization for 
any size organization

Call Recording | Screen Capture | Agent Evaluation & Reporting
E-Learning & Performance Tracking  

Workforce Management | Speech Analytics

Engage Suite Components
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Case
Study> by Brendan Read

Tower Life Insurance, which is based in 
San Antonio, Texas, is one such firm that 
has benefitted from UC in the contact 
center. It is a leading life, health and 
accident insurance company specializing, 
in providing large, multiple-site employ-
ers with third party health and employee 
welfare administration and managed care 
services, with over $70 million in assets. 

Tower Life has approximately 300 em-
ployees, including executives, business 
users, administrative personnel, recep-
tionists, remote workers and 40 contact 
center agents and supervisors at its 
headquarters. The agents provide a vari-
ety of customer care services to clients in 
English and Spanish. 

By late 2006 Tower Life found that 
it needed a better set of tools to com-
municate with its external and internal 
customers – it had legacy PBX, IVR, 
voicemail and faxing capabilities – and to 
deliver meaningful real-time and histori-
cal reporting metrics. It also wanted to 
automate more of its business processes 
via solutions and methods such as CTI/
screen-pop, conditional routing schemes, 
improved IVR and intuitive self-help. 

Tower Life’s contact center’s team members 
could not adequately manage call queues 
and route specific types of customers to the 
most appropriate skilled agent, nor could 
they adequately report on the metrics to 
effectively manage the business. Also the 
center could not provide screen-pops or an 
intuitive self-service offering to customers 
and or service in Spanish. Integration with 
back-office platforms that have process 
automation abilities was nonexistent.  

Tower Life realized that providing the 
center with advanced contact handling 

capabilities, with UC including pres-
ence coupled with multilingual IVR 
and backed by stronger reporting 
mechanisms would enable it to service 
customers faster and more effectively. 
It contacted Polly Gurley and Becky 
Cameron then from Cross Telecom, 
their respective Avaya business partner in 
2007 to evaluate potential solutions.  

Gurley and Cameron identified Tower 
Life’s business issues, workflow chal-
lenges, user preferences and integration 
requirements. They compared and 
analyzed multiple platforms along with 
Zeacom’s (www.zeacom.com) platform 
that would address the insurer’s needs.  

Tower Life decided on the Zeacom 
Communications Center (ZCC) UC 
and contact center (CC) application, 
integrated to a new Avaya Communica-
tion Manager S8500 and to its back-
office platforms; the ZCC is Avaya-
compatible. The ZCC solution would 
provide skills-based and conditional-
back-office-data-based routing, multi-
media (voice, e-mail, fax, Web callback) 
queuing, IVR in English and Spanish, 
agent/supervisor-accessible performance 
and statistical reporting and an intuitive 
desktop user interface.

Tower Life, Zeacom and the Avaya 
business partner formed an implemen-
tation team that mapped out how the 
new system would operate, establish 
the workflow design, coordinate the 
installation and manage migration 
with virtually no downtime for the 
insurer’s customers. The process required 
extensive and seamless coordination as 
it involved integrating the Zeacom and 
Avaya solutions and shifting multiple 

systems simultaneously to the new UC 
and CC platform and the Avaya switch. 
Making matters more challenging is that 
Tower Life uses several local and long 
distance carriers whose networks needed 
to link into the Avaya unit.

Tower Life went live with the new 
Zeacom and Avaya solution in late 
2007. Since then service has improved 
substantially. The firm processes over 34 
percent more interactions with only four 
additional agents; home-based agents 
can now be supported. The IVR system 
now processes 27 percent of calls from 
11 percent in 2007. Agents manage 
queues across multiple channels from 
their desktops. If they have customers 
with issues that one of their colleagues 
are better able to handle they can see if 
they are on the line, on break or avail-
able with ZCC’s presence capabilities.

New agent training time has also been 
reduced by more than 25 percent. 

Tower Life now has new call wrap-up 
codes that provide a higher level of 
customer service by helping it better 
understand the reasons for each call. 
This enables the insurer to make future 
changes to better assist their callers. The 
Zeacom solution also permits executives 
to quantitatively analyze the costs associ-
ated with supporting each of their large 
employer group clients. 

“The new Zeacom system has positively 
affected our entire organization: well 
beyond our customer service depart-
ment,” says Tower Life Vice President 
Ben Zachry. “Zeacom spent an incred-
ible amount of time on the front end of 
the project working closely with Polly 
and Becky, understanding our business 
and its related needs and addressing our 
needs with their technology. The follow-
up and technical support we received 
from Zeacom has been superb. Zeacom 
has helped us transform our call center 
into a true contact center.”   CiS

Scaling Tower Life’s Needs With UC 

Unified communications enables organizations via contact 
centers to deliver improved customer-retaining/word-of-
mouth attracting service while lowering costs by unifying 

the channels to deliver a consistent, effective level of service. 
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Brendan B. Read, Senior Contributing Editor

The Benefits and Pratfalls of  
Social Media/Channel

Time Warner Cable (TWC) has become one of the latest 
and one of the largest firms to use social media and for good 
reason: It is competing fiercely with landline and wireless 
telco firms and satellite providers in some of the U.S.’s hottest 
markets: New York City/New York State, southern California, 
Texas and the Carolinas. 

TWC has created a specialized Online Customer Care Team 
that uses Twitter, other forms of social media plus e-mail to 
get customers help anytime, anywhere, and on any device. 
It has also launched a new blog titled Untangled. Man-
aged and edited by TWC’s Public Affairs group it discusses 
both large and small initiatives such as policy issues, service 
alerts, product rollouts.

Yet there are pratfalls with the social media/channel the deepest 
of which is that whatever company employees or representa-
tives say, to cite the Miranda warning “may be used against 
you…” in both the courts of law and public opinion.

That is because social media is just that, media. It is no dif-
ferent than radio, TV and print like this magazine. Media 
is mass and public-facing. That feature coupled with the 
deliberate anonymity of most commentators on social sites 
makes it unique as a channel; it is not one-to-one like calls, 
e-mails and chat sessions. 

Using media requires exceptional communications skills 
including listening and reading and what to listen and read 
for, asking key questions and responding quickly and effec-
tively with statements that accurately reflect the organizations’ 
branding, policies and positions. Corporate communications 
and public relations professionals have these skills along with 
journalists and lawyers. 

In contrast, most contact center agents tend not to have the 
comparable training or skills. Their writing abilities may not 
be up to public communications standards. 

There is a certain leeway granted by customers, employers and 
the courts when it comes to what is said in individual interac-
tions. There is none in the media. You survive or hang by your 

words. Reputations can be made or blown with the slip of a 
tongue or finger. The one saving grace with social media is, like 
e-mail and SMS, text-based, which means there is a short win-
dow, i.e. buffering to get the right answers, but those replies 
must be publicly defensible.

Is there a role for contact centers in social media? Yes, but 
under strictly controlled circumstances. Here are two scenarios 
worth investigating:

•  �General contact center agents can triage social channel com-
ments i.e. move them from the public to the private spheres 
based on well-scripted protocols. If commentators have 
specific complaints or have suggestions, agents can intervene 
and ask them to contact the companies directly or explain 
how to reach out to them to address these issues. This leaves 
the heavy duty brand management/responses to the PR 
experts. It also puts people in the “put-up or shut-up I’d be 
happy to discuss this privately” position.

•  �Small, specialized (and presumably well-paid) and highly-
trained teams like TWC’s to handle social interactions. It 
is worth noting though that TWC has only four people as-
signed to online social and e-mail while serving over 14 mil-
lion customers in hip, tech-savvy and social media-immersed 
markets such as New York City and Los Angeles.

At the very least contact center agents should have ready access 
to what customers are saying about their companies on social 
media sites in case they get calls or e-mails about these issues. 
And be provided with heavily scripted responses to ensure 
consistent corporate messages. 

TMC is offering a unique opportunity to learn about im-
plementing the social channel in concert with the others 
at a new event, the Social Customer Summit that is taking 
place at ITEXPO West Oct. 4 to Oct. 6, 2010 at the Los 
Angeles Convention Center. The Summit will be a great 
opportunity to find out more about and to discuss issues 
such as managing the media and what skills, training and 
tools are needed and have proven to enable successful use 
of this channel.   CiS

Social media – a.k.a. the social channel – is fast becoming a vital means by 
which customers are engaging with companies. It offers for businesses a key 
benefit in that it enables them to listen, track and follow up on what buyers/

prospects/users are saying about their firms. It is the electronic equivalent of a 
town hall meeting: airing and discussing comments, issues, complaints, recom-
mendations and suggestions. 
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