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Lisa.
Not so big on  

piña coladas or 

getting caught  

in the rain.

But she is married,  

has two kids under ten, 

three shoe store credit 

cards, vacations in  

Florida twice a year,  

and LOVES Christian  

music artists. 
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Rich Tehrani, CEO, TMC

Publisher’s Outlook

New Tools and Data Help Carriers Address 
Customer Care

W ireless carriers spend millions on contact center calls related to 
device questions from their subscribers, and to learn more Amdocs 
recently commissioned a survey which shows that while 83 per-

cent of the 2,900 consumers surveyed are aware of self-service options, only 37 
percent of consumers use them. 

Why? You may think it’s because they don’t have access to a 
PC, or perhaps they have an Apple iDevice and are afraid the 
answer will be in Adobe Flash and all they will see is a series 
of question marks. Well, if this is what you thought, you’d 
be wrong on both counts. The reality is that they expect the 
answers to be wrong or inaccurate.

So perhaps, you are thinking, social media is the solution. Nope, 
75 percent of users did not find a satisfactory answer there.

91 percent of respondents requested a single repository of 
information that would keep them from having to rely on 
Google, Bing and/or another search provider.

Peter Bernstein has a piece on TMCnet that goes into considerable 
depth, analyzing the study and making important recommenda-
tions about how to reduce call center call volume and the associated 
cost. Wireless service providers should really read the piece.

On a separate but somewhat related front, Aito Technologies is 
working to help carriers leverage sentiment analysis.

As you probably know, in the U.S., some of the most chal-
lenging times for carrier sentiment had to be when comedians 
and shows like SNL poked fun at the iPhone for not working 
properly on the AT&T network. And in such situations where 
the carrier’s network was slammed with traffic and the company 
was not able to come up with a solution quickly, there probably 
wasn’t much the company could do to change public sentiment.

But in many cases a reactive carrier can reduce churn due to 
customer dissatisfaction. And this is one of the goals of Aito 
Technologies, a company in the customer experience analytics 
space. In a recent meeting with CEO Anssi Tauriainen, I learned 
the company combines business and technology, allowing 

operators to see a comprehensive picture of customers that 
include devices, faults and revenue. Moreover it delivers results 
quickly with integration times in weeks not months.

The company touts its products as being able to help carriers 
increase revenue. For example, by actively targeting customer 
groups, a customer has seen 30 percent better response rates. 
Moreover, data mining requests have dropped as much as 95 
percent at some carriers, and churn has dropped by 1 percent 
in another example.

Recently the company added Device Insight, which includes a 
database of 2,200 devices with their capabilities; for example 

OS, screen resolution, memory and connectivity. Moreover 
there is also Dynamic Segmentation, allowing a carrier to de-
termine quickly top data customers facing a degraded experi-
ence or VIP customers who frequently use data.

Another new addition is social network analysis, allowing carri-
ers to see changing sentiment on major social networks. This 
data, in turn, can be linked to customer acquisition and churn 
to determine correlations.

Additionally, there is an increased focus on profitability and 
revenue, allowing you to see gross margin by customer and 
lifetime customer value. This information, in turn, can be 
compared to acquisition cost, which is about 150 euros in 
Europe. There is also the ability to link with Google maps, al-
lowing carriers to see user behavior by geographic region.

As I wrote in my recent Acme Packet University post, communi-
cations is becoming more complicated whether we like it or not. 
And this complication manifests itself as myriad and ever-expand-
ing log files, which eventually turn into databases. Aito Technol-
ogy can help mine these databases for treasure.
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A reactive carrier can reduce churn due to 
customer dissatisfaction.
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10 Questions to Ask When Developing a 
Social Media Response Strategy

Social media has been the fastest growing communication category for sev-
eral years now. Whether MySpace early on, Twitter, Facebook, YouTube, 
or LinkedIn more recently, or the latest social craze, Pinterest, users have 

flocked to social applications at a furious pace. Which of these do you use? Odds 
are, more than one, if not all of them in some capacity.

So, it makes sense that businesses are finding ways to incor-
porate social media into their customer service environments.
It’s much easier to provide customer care in an environment in 
which your customers convene, virtual or not. Or rather, it’s 
impossible to provide it where they don’t.

But, the difficulty that remains is how to go about it. There 
have been a vast number of contact center and CRM vendors 
that have incorporated social media into their platforms. In 
fact, if you talk to most vendors, they would agree that compa-
nies want to do “something” with social media, but aren’t sure 
how to go about it.

In addition to the technology issue, there is also the question 
of who – which individuals or groups within an organization – 
should be responsible for social media. Should it be a com-
pletely separate group of CSRs? Should social be rolled into 
the existing agent base’s responsibilities? Or should an entirely 
new social media unit be added to handle this new communi-
cations modality?

Most social media experts also agree aside from determining a 
social course of action, listening is the first step in the process. 
Listening can be very useful in understanding general market 
sentiment, but response to social chatter is something altogeth-
er different – and significantly more challenging.

As a social channel user, take a look at your Facebook or Twit-
ter feeds. How many friends do you have? How many people 
do you follow? With each new friend you add or account you 
follow, your feeds become more massive by the day, especially 
as more and more users learn just how convenient mobile apps 
have made social sharing.

So now consider a comment from a customer that you’ve 
decided warrants response. Your strategy is to communicate 
back using the same social channels through which you 
heard the initial comment. This raises a set of potential 
issues beyond your initial entry into the social space, ones 
that are largely dependent upon the behavior of your cus-
tomers in their social realms.

The questions you have to ask when responding to social 
media activity are several, and they aren’t easy to answer. At 

the very least, they help highlight the fact that social media as 
a business tool isn’t nearly as easy as using it on personal level. 
But, if you are able to answer these questions, and actively 
engage following a prescribed set of rules defined by those 
actions, you will eventually see a positive swing in customer 
satisfaction and revenue.

1.  How should you determine the best channel through which 
to communicate with your clients?

2.  Should you invest resources into adding social media  
accounts into your customer information database?

3.  Is your social media response designed to illicit action  
or response?

4.  What is a reasonable time frame to expect customers to read 
social responses and take some action?

5.  What is your strategy if that action does not occur?

6.  How much time are you willing to dedicate to a single cli-
ent or interaction?

7.  How much and what kind of social response are your cus-
tomers willing to accept?

8.  What processes are in place to track the results of your 
social engagements with each customer?

9.  How should your strategy and expectations vary for differ-
ent social channels?

10.  How long should you wait to determine the relative 
value of each social interaction, or your social response 
initiative as a whole?

These answers won’t come overnight. In fact, you will only 
be able to begin to understand the second five questions 
after having run your strategy for a significant period of 
time. The message is that, despite social media – especially 
in today’s mobile environment – being very much a real-
time medium, its overall impact will be slow to emerge, and 
will require patience, monitoring, evaluation, and multiple 
strategy tweaks. But, if you take time to understand your 
customers, it will pay off.
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Opening Doors
What to Consider in Launching a Social Care Program  

There is growing pressure on companies to develop social care 
programs due to the hype and expected growth of the channel. 
Savvy customers add to the pressure by asking questions on 
social networks and expecting answers. 

In response, contact center outsourcing provider TELUS In-
ternational has released a whitepaper, called Measuring Social 
Customer Service in the Contact Center – Metrics & ROI, in 
partnership with Kenna Inc. and Oracle Corp. It explores how 
to implement social customer service and address challenges 
along the way. 

Social customer service is rapidly becoming 
the new, critical channel to drive satisfac-
tion and loyalty. Some organizations are 

using this channel to listen to customers to im-
prove marketing, products and support. Others 
are engaging with customers to address indi-
vidual issues and reduce the volume of traffic to 
other support channels. 
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Social media has 

opened a back 

door into customer 

service, forcing 

companies to 

formalize their 

approach
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Dilemma One: Opening the Floodgates

The first question companies often ask is how to control 
the volume of online interactions. The magnitude of 
conversations can seem overwhelming, but in reality, not 
all social conversations require a response. Companies 

depend on robust listening platforms to filter and priori-
tize relevant social conversations from inappropriate or 
extraneous chatter.

Dell handles this situation very well, having adopted social 
media early and continuing to invest in well-designed social 

Story Package

By Elaine Cascio

Studies of customer contact organiza-
tions I’ve been seeing lately show that 
only about half of the participants are ac-
tively involved in social media. Another 
30 percent are waiting in the wings.  And 
experts say that we’ve moved beyond the 
stage of early adoption for social media. 
What does this mean for your organiza-
tion – especially if you’ve just been dip-
ping your toe into social media?

It’s important to understand the role of 
social media in customer service as op-
posed to marketing – what I like to call 
social service. It becomes another chan-
nel to monitor and manage, and how 
well we incorporate it into our overall 
channel strategy is one key to success. 

Strategy

If you already have a multi-channel 
strategy, use it to define the role of social 
service. For example, if your strategy 
is to have a strong local presence, your 
social service toolbox will likely include 
Foursquare, local Facebook, Google+ 
or Twitter accounts, local forums where 
customers can meet and blogs that 
relate to the local community.  

If you don’t have a multi-channel 
strategy, I encourage you to develop 
one. Having a clear understanding 
of strategy and the customer experi-
ence you want to build – regardless of 
channel – makes adding new cus-
tomer interactions a lot easier.

Operations, Policies  
and Processes

It may seem overwhelming, but you 
probably already have many internal 
processes and policies in place that 
apply to social media. 

Determine how to staff social service 
– you’ll want to use dedicated agents, 

but likely have them handle overflow 
on other channels. If you have agents 
currently handling chat, consider hav-
ing them handle social service as well. 
Many of the same guidelines apply.  

Often guidelines are the same as the ones 
you already have in place. Most legal 
regulations (including HIPAA, FERPA, 
fair employment, etc.) are in effect. But 
where possible, give explicit examples of 
what types of behavior are not accept-
able. One important thing is to make 
sure employees keep personal and profes-
sional use of social media separate. 

Service levels have been going down and 
down as we add new channels, and there 
is immediacy to social media that we must 
accommodate within reason. See what 
your customer expectations are, as well as 
what you can reasonably provide. Service 
level should be less than three to four 
business hours, and preferably within an 
hour depending on the urgency of your 
business. Delta Airlines has a very effec-
tive Twitter group, Delta Assist, which 
responds to tweets within minutes. Look 
at when you get the bulk of tweets and 
other social media contacts to determine 
whether you need to extend hours.

Scripts and processes won’t vary much 
from what you have in place today. But 
you’ll need to build clear escalation paths 
for social service that define when you 
move a conversation to another chan-
nel, and what channel you move it to – 
phone, direct message, which also means 
that you may need to move to a third 
channel. Beware of making the consumer 
work through multiple channels – there 
may be times when a phone call will re-
solve the issue quicker than any other way.

You’ll need tools for monitoring social 
agents, for tracking their resolutions, and 
for reporting. In many cases, you can use 
tools you already have for quality moni-

toring (if they capture agent screens), 
although you will need to develop new 
criteria for quality. Likewise, if you use 
CRM or any case based management 
tools, resolution can be captured there. 
Reporting on standard contact center 
measures like occupancy and handle 
time may be more problematic, but can 
be done with agent training and poten-
tially with tools designed for chat and 
other web-based activities today.

Finally, define your measures of success. 
It’s important to note that metrics such 
as followers and likes don’t matter a bit 
in social service. What really matters are 
measures such as resolution rates; time to 
resolution; number of channels to resolu-
tion; service levels; and beginning and 
ending customer sentiment metrics.  

Also be sure to measure things that 
tie to strategic goals. Are we driving 
customer loyalty? Are we enabling 
self service for lower costs? Are we 
enhancing products?

So that’s a start to understanding the 
role of social media in customer ser-
vice. Next month, we’ll dissect some 
of the social service opportunities and 
pros and cons of each.

Elaine Cascio is a vice president at 
Vanguard Communications Corp. 
(www.vanguard.net), a consulting firm 
specializing in customer experience, self 
service, contact center processes, opera-
tions and technology.

Is it Time to Meet Your Customers on Social Media?
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sites and listening tools. Its infrastructure now manages 25,000 
social conversations per day.

Technology platforms are also evolving to score automati-
cally posts based on relevance, urgency and influence. As 
a result, conversations requiring immediate attention are 
prioritized and no time is wasted manually sifting through 
hundreds of posts to identify hot issues that necessitate 
careful and immediate attention. 

Dilemma Two: Channel Redirection

Another common challenge when introducing social care 
is the difficulty in tracking metrics and ROI as conversa-
tions bounce between multiple channels (chat, e-mail,  
and even voice).

Ideally, customer questions are addressed in the social chan-
nel of origin. A dilemma arises, however, when customer 
issues are too complex or sensitive to solve in the channel of 
original contact. In these situations, agents should request 
to move the conversation to a more secure or private chan-
nel, such as chat or voice. 

We call this channel redirection, and it does have its benefits: 
Customers get a quick resolution to their complex problems, 
while companies route customers to agents with the right 
skills. It’s a win for both sides.

However, this also presents new issues with collecting metrics. 
How do you accurately measure performance when conversa-
tions take place in multiple channels? And how do you mea-
sure customer satisfaction when agents from different channels 
are involved?

Fortunately, evolving technology will help solve these is-
sues as well. Many social care solutions are available to ex-
tract, analyze and present performance data – and we can 
expect more robust solutions in the near future to track 
the flow of social conversations through the call center.

Dilemma Three: Metrics

Another common problem is determining how to measure 
return on investment – and deciding which metrics are most 
important to your organization. Contact center metrics are 
well established, and many of them can be adapted to a social 
care environment.  

For example, to measure demand, consider the follow-
ing metrics. Direct volume measures the total number of 
social posts directed to a company on its social pages. Rel-
evant volume measures the total number of relevant social 
posts that should be responded to by a company. Listen-
ing volume measures the total number of social posts that 
meet the requirements of the listening platform 

To measure the efficiency of the social care channel consider 
the following. Service level measures the percentage of incom-
ing posts that an agent answers. Average handle time measures 
the average amount of time agents work on social responses. 

Abandon rate measures the percentage of posts never respond-
ed to or looked at.

And finally, to measure agent engagement consider these 
two metrics. Outgoing volume measures the total number of 
responses posted by company representatives. Proactive volume 
measures the total number of unsolicited messages sent to 
social customers from company representatives – a measure of 
outreach activities. 

The use of social customer service will only increase as con-
sumers spend more time online. Social media has opened a 
back door into customer service, forcing companies to formal-
ize their approach. The key to success is to view social care as 
simply another customer contact channel requiring the same 
science and rigor of contact center measurement. Doing so will 
provide the framework to measure social care effectiveness and 
ROI as a valid customer service channel. 

Walter Van Norden is marketing director at TELUS International 
(www.telusinternational.com).
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Video Chat Meets Customer Service

To even further speed up the whole 
process, Ping An’s video-based customer 
service uses a fingerprint verification 
platform to identify the client quickly and 
accurately. Provided by Genesys technol-
ogy, the video-chat service travels over a 
SIP-based architecture. Romano Valussi of 
Alcatel-Lucent Shanghai Bell says “Provid-
ing high-quality customer experience is the 
key to winning customers. We are building 
a business-critical contact center solu-
tion that gives Ping An of China a strong 

competitive differentiation to provide 
superb customer care for its market-leading 
financial and insurance services.”

Imagine the potential of video-based 
customer service – if the problem is with 
any kind of software whether it be with the 
actual program itself, or the information in 
which the application is working, the cus-
tomer would be able to do a screen-share 
or receive other similar visual assistance. 
Relying entirely on speech with no visual 

aspect is one of the primary complications 
of dealing with tech support. 

Some companies take advantage of You-
Tube and other similar networks on the 
web to provide tutorials and instruction-
al information on their products, but 
that’s not always as practical as having 
one-on-one communication with a real 
person. Sure, it can give the customer 
that visual aspect of support, but those 
types of instructional videos are often-
times so broad that they may not apply 
to their specific needs or issues at all.

While Ping An China is among the first 
to offer video-based customer support 
services, with the quality and power of the 
home computer constantly improving, as 
well as the availability of free video-chat 
applications like Skype and Google+ 
Hangouts, we may very well start to see 
more and more business offering similar 
services in the very near future.

Customer service isn’t always the most pleasant experience, 
considering it usually entails facing problems with a trouble-
some product or service. Receiving instruction over the 

phone can prove tedious, but what if it was possible to communicate 
with tech support through video chat? Ping An Insurance Group of 
China has already implemented such features in its customer service 
platform, making it the nation’s first company to ever do so.

by Nick Ruble
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The Virtual Call Center
What’s New in AI, At-Home Agent and  
Cloud-Based Offers

One of the more interesting advance-
ments of late on the virtual call center 
front involves at least two of the three. 
And it comes from Voice Print Inter-
national Inc. In March, the company 
unveiled VPI VirtualSource, a hosted, 
pay-as-you-go contact center solution. 
It leverages conversational, on-demand 
virtual agents powered by artificial 
intelligence to automate inbound and 
outbound calls and reduce mundane 
tasks for human call center agents. These 
virtual agents use short-term memory to 
track conversation flow and long-term 
memory to recognize callers and remem-
ber preferences from previous calls.

The idea behind all this, of course, is 
to lower call center costs by unloading 
some of the more mundane work from 
human agents. According to VPI, this 
solution is 80 percent less expensive than 
using human agents. VPI VirtualSource, 
a new module within the VPI EMPOW-
ER customer experience optimization 
suite, also can be an ideal mechanism to 
capture and handle transactions involv-
ing sensitive customer information, such 
as credit card numbers, that it doesn’t 
want to expose to human agents, accord-
ing to the company.

“Traditional self-service channels have 
failed to provide positive customer experi-
ence because they are designed to take 

customers down a simple linear path,” 
said Mike Mercadante, chief technology 
officer at VPI. “Humans, however, do 
not think in a completely linear way and 
only get frustrated when forced down 
that path. Unlike a typical voice-activated 
IVR, virtual agents do not use decision 
trees. They acquire their knowledge and 
skills by training much like human agents 
– the more call scenarios they listen to 
and handle, the smarter they get.”

Nancy Jamison, industry principal of 
contact centers at Frost & Sullivan, added: 
“With a very smooth conversational flow 
and dynamic adaptation to the caller, 
VPI’s virtual agents have achieved what 
the industry sought to achieve more than a 
decade ago when the first virtual assistants 
came out, truly providing the ability to off-
load and supplement the agent pool down 
to the tracking of performance. This is a 
solution that should not be overlooked.”

Alpine Access has an altogether different 
take on the virtualized call center. It’s com-
ing at it from a work-at-home agent angle.

And while that may not be as seemingly 
futuristic as the above example, the home-
based call center agent model may well be 
the wave of the future. Indeed, Rob Dun-
can, Alpine Access COO, recently told 
Customer Interaction Solutions magazine 
that the at-home call center market con-
tinues to grow faster (at a 30 percent rate) 
than the brick-and-mortar market. For its 
own part, Alpine Access grew revenue by 
54 percent last year.

“This is the future of contact center,” he said, 
adding that there are approximately 2 million 
U.S. call center agents, about 300,000 of 
whom are at-home agents.

Many major banks and financial institu-
tions, insurance companies and big 

The definition of a virtual 
call center is different 
depending on which 

camp you ask. For some, it means 
a call center that relies on remote, 
as opposed to on-site, workers. 
For others, it’s about putting call 
center functionality in the cloud. 
And for still others it can involve 
virtualizing call center reps.
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consumer brands like Office Depot use home-based agent 
programs, he added.

For businesses, a virtualized call center of this nature means a 
broader (and often more closely matched to the job and more 
diverse) base of rep candidates from which to select. Call center 
reps, meanwhile, get the benefits of working where they are 
(which can be great, especially for individuals with handicaps 
or retired people), the savings of not having to commute, and 
the comforts of home (which can result in higher attendance 
rates, because there are often fewer sick days). Alpine Access 
received more than 300,000 applications from home agent 
wannabes, and it hired 2 percent of those applicants. 

Adding to the appeal of a home-based call center rep model is 
the consumerization of technology like broadband, laptops and 
interactive applications. That means many people have a built-
in comfort level and already have the tools and technologies in 
place to get up and running.

For customers with specific security needs, however, Alpine 
Access sends agents a secure remote desktop, which can only 
do specific tasks. For example, this setup may block agents 
from doing such things as copying and pasting documents, 
or printing, in an effort to make client data less susceptible to 
reproduction and theft.

As discussed above, the virtual call center can also simply mean 
a call center that relies on technology within the service provider 
network as opposed to at the customer premises. There are, of 
course, plenty of offers on this front; and this is a growing trend. 

Angel, a provider of enterprise-focused, cloud-based customer 
engagement management, earlier this year reported it achieved more 
than 35 percent year-over-year revenue growth in 2011. It attributed 
that to an increase in new customers, saying that it’s seen growing 
traction in the health care and financial services markets, and via 
partnerships with companies such as Century Link. Angel custom-
ers include such big names as Facebook, Healthways, Pitney Bowes, 
Sprint, Target, Thomson Reuters, Western Union, and Winn-Dixie.

“Angel’s mission is to delight customers through innovative 
solutions that speak directly to their needs,” said Dave Renny-
son, president of Angel. “Enterprises today have real challenges 
with customer engagement, as consumers expect increasingly 
personalized interactions with their chosen brands. This year’s 
growth and momentum shows that we’re on the cutting edge 
of customer engagement management, and the strong finan-
cials are just one indication that we’re doing something right.”

Another cloud-based customer care outfit is CallFire.

The company’s solution allows its customers to simply upload 
their contacts, go through a few quick steps to set up a cam-
paign, and get their agents into action. CallFire will call agents’ 
phones; once they’re connected, it starts dialing up to four lines 
per agent. As soon as someone picks up the phone, the agent is 
connected, and the other numbers are redialed later. 

This March at the Enterprise Connect show, Echopass Corp. 
exhibited its newest cloud-based contact center services. New 

from Echopass are offerings that address the mobility needs 
of enterprise clients. Specifically, the company’s API now al-
lows for sharing of critical information necessary to create an 
enhanced customer experience for inbound callers, as well as to 
facilitate effective communications with mobile employees that 
need to connect with customers while they are mobile. 

“The use of mobile communications is accelerating at a diz-
zying pace,” said David Tso, senior vice president of corporate 
strategy at Echopass. “Over 35 percent of adults in the U.S. 
own smartphones and over 810,000 mobile applications have 
already been built, according to Mobilewalla. Keeping pace with 
ever-changing client needs and demands is critical, and offering 
an enhanced customer experience through smart mobile devices 
is essential to support customer loyalty initiatives. Seamlessly 
linking smartphone applications to the contact center greatly 
improves customer self-service options by visually equipping cus-
tomers to quickly chose and be routed to their desired destina-
tion, enabling quick connections to live agents, and providing 
for customer callbacks when queue times lengthen.”

Also in March, cloud-based call center software company Five9 
Inc. announced the availability of its solution, the Five9 Vir-
tual Call Center, on Microsoft’s Dynamics Marketplace. The 
goal here is to enable significantly increased productivity.

With this new solution, Five9 said, “sales and marketing teams 
can generate more leads, faster, with higher qualification rates. 
Customer service and support representatives can immediately 
access critical information to resolve customer inquiries with 
the first call. Finance and collections departments can improve 
communications with customers and reduce outstanding ac-
counts receivables.”

Five9 CEO Mike Burkland added: “Five9 is the dominant 
leader in the cloud-based call center market, with the greatest 
market share of customers. Continuous innovation is what 
made us successful as a company, and now our latest solution 
delivers the leading call center technology, improved agent 
productivity and greater business flexibility to all Microsoft 
Dynamics customers.”

Speaking of customers, cloud-based contact center software 
and contact center agent optimization tool provider inContact 
announced a new one in March. The company said a leading 
multi-national software company selected the inContact con-
tact routing and workforce management solutions to unify its 
global customer service operations. The new customer report-
edly plans to make available the inContact platform to nearly 
250 agents in the next few months. The deployment involves 
both multi-location on-site and at-home agents.

“With our growing international presence, supported by 
our global cloud infrastructure, inContact is a very attrac-
tive solution to multi-national companies with significant 
operations around the world,” said Paul Jarman, inContact 
CEO. “We are able to provide an enterprise-class solution to 
our customers, with all of the benefits of scalability, pay-as-
you-go model, and disaster recovery that have become the 
hallmarks of the cloud delivery model.”
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by Peter Bernstein

Contact Centers, Unified Communications, 
the Cloud and You

The list:

Alignment with overall strategic enter-
prise business objectives

Compliance and corporate governance

Security

Risk management

Workflow and process optimization

Return on investment

Total cost of ownership

It should be noted that metrics and 
analytics are also important.

In contemplating the transformation of 
contact centers from their traditional 
roles as customer touch point corporate 
outposts to being core components in 
business process optimization, the list 
items have never been more relevant. In-
deed, in the era of the cloud, the delivery 
of computing and communications as 
services, the intense focus on these items 
has become paramount as enterprise 
strain to keep up with dynamic market 
changes that are forcing technology 
purchasing to reach tipping points.

In short, information regarding the list 
items, inputs and outputs, are integral 
to the evaluation, consideration and 
decision of whether to proceed about if, 
when, how, where, when, why and with 
whom a cloud-based contact center solu-
tion is right for your organization. But, 
where should you start in the process 
that can lead you to make the best deci-
sion for your enterprise?

We who care deeply about contact center 
solutions are constantly flooded with infor-
mation about industry developments. That 
is a great thing. Ask any suppliers, and they 

will tell you that educated consumers are 
their best customers. However, the world 
is moving so fast in our space sometimes it 
can seem overwhelming without context.

IT professionals in business of all sizes 
have the challenge of sifting through the 
trends, news, buzz, and a raft of market-
ing and collateral materials and filtering 
all of it. Their challenge is to arm them-
selves so they can make the right decisions 
for their organization, and provide the 
best rationale possible to management, 
about what to do next and in what order, 
as the pace of/need for contact center 
transformation accelerates.

At a high-level there is now basic awareness 
that moving to the cloud offers compelling 
benefits, including increased flexibility, 
faster deployment times, minimal upfront 
capital expense, less stress on IT resources, 
and bringing remote workers the full capa-
bilities of premises-based systems.

We have all seen the market studies 
about the tsunami of traffic heading 
toward enterprises, and how contact 

centers will be a critical place where 
the waves break as customers choose to 
interact with entities using the full suite 
of enriched media capabilities and are 
socially engaged. Less talked about are 
the waves of interactions this will set off 
across enterprises, their ecosystems and 
with customer outreach. However, this 
high-level understanding only goes so 
far. It does not answer the key question 
as to whether a cloud implementation 
(public, private or hybrid) fits the unique 
requirements of any given organization. 

Knowledge can be power, but having the 
right knowledge is key.

Is the cloud right for you?

Which cloud is the right one?

Is now the time to be migrating your 
contact center to the cloud?

What are the costs, benefits, risks, best 
practices you need to know as you do 
further homework?

In thinking about the cloud and contact 
centers where can/should unified com-
munications fit?

How can you present to your manage-
ment a meaningful comparison of all of 
the alternatives?

Below is a list of the things that are always top of mind 
for IT professionals regarding the purchase of technol-
ogy solutions. 

We have all seen the market studies about  
the tsunami of traffic heading toward  
enterprises, and how contact centers will  
be a critical place where the waves  
break as customers choose to interact  
with entities using the full suite of enriched  
media capabilities and are socially engaged. Less talked about 
are the waves of interactions this will set off across enterprises,  
        their ecosystems and with  
    customer outreach.
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OAISYS Talks Multichannel Session Recording

OAISYS voice documentation and 
interaction management solutions are 
used to digitally capture, retrieve and 
play phone-based interactions. OAISYS 
Tracer and Talkument solutions are 
compatible with leading PBX and phone 
solutions from Avaya, Mitel, ShoreTel, 
Toshiba and other solutions providers.

Spencer said OAISYS was formed more 
than 15 years ago by a small group of 
software writers who were passionate 
about computer telephony integration’s 
ability to unlock new functionality for 
small and medium businesses. The com-
pany, which was bootstrapped and has 
been profitable since its inception, sold 
off its CTI and IVR business in May of 
2007. Today it’s focused on recording 
and value-added applications that sit on 
top of basic call recording functionality. 

Selling exclusively through channel and 
OEM partners, OAISYS solutions target 

small and medium businesses, and the 
small end of the mid market, Spencer 
said. That includes automotive dealer-
ships, financial services, health care, and 
many other types of businesses.

The company’s special sauce, said Spen-
cer, is its tight integration to its partners’ 

product suites. The OAISYS solutions 
integrate with all of its partners’ applica-
tions, he added. For partner Toshiba, 
he said, OAISYS is the only recording 
vendor it distributes that it also certifies 
in its lab.

OAISYS also is a very practical organiza-
tion, he said. It understands the unique 
needs and challenges of customers with 
smaller call centers or smaller recording 
needs. That said, it doesn’t have every 
bell and whistle, but it does deliver the 
features that are important, and at an 
affordable price, he explained.

The company today offers its solution 
via a software license, but earlier this year 
it was in a pilot test with a SaaS model, 
which Spencer at the time expected to 
go live in mid 2012.

W hether it’s to improve customer service, employee 
performance or simply to have a record on file for 
posterity, call recording is getting a lot of uptake 

these days. One of the key players in the call recording space is 
OAISYS, and the company’s president, Brian Spencer, recently 
spoke with Customer Interaction Solutions magazine about his 
organization, its products, and trends and developments in the 
multichannel session recording space.

OAISYS Products 

Talkument is a software appliance 
that records targeted business calls. 
It creates digital media documents 
from business telephone calls; uses 
OAISYS Portable Voice Document 
technology to bundle recordings into 
a single media file; centrally stores 
voice documents on a secure network 
repository; and provides the ability to 

organize, retrieve,  playback, anno-
tate and share voice documents.

Tracer is a real-time call center-
specific tools to monitor agents, 
view their activities, etc. It hooks 
into third-party contact center suites 
from OAISYS partners. It has the 
same core feature set as Talkument, 
but with advanced capabilities for 

quality assurance, real-time coaching 
and personnel development. It comes 
with integrated live and automatic 
call monitoring with pause, rewind, 
fast forward and IM; desktop video 
recording to audit PC use during 
calls; and employee evaluations and 
quality reporting for developing per-
sonnel and monitoring service.
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Getting Your Goat
Interactive Intelligence Takes Interesting  
Approach to Grab Attention

It goes to the heart of the old parable that if you give a fish to a 
starving person you temporarily slack their hunger, but if you teach 
him or her to fish they have a skill to alleviate hunger for a lifetime.

In the name of full disclosure, this was one of our most viewed 
stories for several weeks. Thus, my desire to revisit it should be 
no surprise. It also hits two of my passions:

•   interest as a former marketing executive in cutting-edge 
campaign effectiveness; and

•   fascination with simple solutions for the less fortunate that 
speak to the parable about learning to fish, i.e., go beyond the 
necessities of sustenance to things like supplying families with 
mosquito nets, shoes, eye glasses, inexpensive computers that 
run on alternative energy, etc.  

Based on the popularity of the original piece, I checked in with 
Interactive Intelligence CMO Joe Staples to see if the response 
I was getting was an indicator of customer reactions. In a 
word, the response has been gratifying.

I asked Staples to start from a perspective of the challenges facing 
every marketing person in an era where standing out from the 
crowd is an unprecedented necessity. After all, customers now 
have access to instant comparative information, and differentia-
tion is getting harder to achieve. As he explained, “Every marketer 
is trying to cut through the clutter. How do I get to an audience? 
Oxfam intrigued us based on our heritage of looking for ways to 
make a difference in people’s lives and people like great stories like 
Oxfam’s. Turns out goats are fascinating and make people smile. 
We got the side benefit of cutting through the clutter.” 

Staples said that Interactive Intelligence in assessing the cam-
paign understood that tying business initiatives to any charitable 

activity has its risks. Not only are people very cynical about com-
pany motivations, but as he said, “Striking the right balance is 
critical. You need to be inside enough of people’s comfort zones 
to be effective. It is a fine line and not easy to do.” 

Getting that balance right is a huge challenge. It speaks to 
the reality that there is no perfect cause. A seemingly univer-
sally acceptable effort may not, and likely will not, appeal to 
everyone. In fact, I know from my own experiences that the 
perception of confused messaging priorities can be counter-
productive. It also gets to critical and delicate issues of trust 
and brand stewardship. In this regard, I think my old B-school 
marketing professors would give Interactive Intelligence high 
marks for hitting upon the right mix of uniqueness, humor 
and a message that people relate to explicitly and implicitly. 

Staples read me a quote from an e-mail from a large pharma-
ceutical company. It said:

“Very creative. And, I like it so much better than the normal 
things vendors send that are meant to encourage you to listen to 
their pitch, like a head cover and the promise of a golf club. This 
has such a positivity make the world a better place message.”

Other testimonials cited included: “We met with you because 
of the goat,” and several people at trade events telling people in 
the booth, “Ah yes, the people with the goats.” 

Staples went on to make a very important point. The goat as 
a conversation starter has changed the nature and context of 
interactions with potential customers. “Conversations rest on a 
perception that we are different. It creates an environment that 
commands attention. Our story about the value we can create for 
companies and their customers, which can make a real difference 
in their lives, meets or exceeds that expectation. The Oxfam con-
nection not only creates the environment but resonates because it 
is consistent about our commitment to making a difference.”   

There are two other things that Staples highlighted. The first was a 
surprise answer to a question I asked about whether reactions have 
differed based on vertical markets or geography. “For some reason, 
companies in the insurance industry love the goat,” he noted. “We 
have had all kinds of interesting request in addition for everything 
ranging from toys to t-shirts. It has been rather remarkable.” 

The second revelation came in response to a question I had 
about the creators of the campaign. I was curious about which 
of the big agencies had done the work since I really liked the 
creative approach. It turns out they are two film students. In 
fact, the video associated with the campaign was just recently 
updated and is being prepared for a significant upcoming blitz. 

In January, I did a feature on the Interactive 
Intelligence Goat Program being done in 
conjunction with the international char-

ity Oxfam. The program is simple. Schedule a 
meeting with Interactive Intelligence  to talk 
about your business communications and opti-
mization needs and their solutions and they will 
donate a goat to a needy individual in an im-
poverished community through Oxfam. Plus, if 
you can convince your boss to attend the dona-
tion, it is upgraded to a cow. 

CASE
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Interactive Intelligence Group Inc. (www.inin.com) has 
signed a stock purchase agreement to acquire its Netherlands-
based reseller, Brightware B.V. Under the terms of the agreement, 
effective April 1, 2012, Brightware is now owned by Interactive 
Intelligence Group Inc. The new entity will now operate as ININ 
Netherlands B.V. As part of the all-cash transaction, Brightware’s 
14 employees will join Interactive’s current sales, marketing and 
support teams. Interactive Intelligence will now have 22 total 
employees based in the Netherlands to serve the Benelux region. 
The ININ Netherlands staff will continue supporting Bright-
ware’s customers located throughout Benelux, including regional 
brand-name companies such as Klant Contact Services, SNT and 
Unirobe Meeùs Group. “This acquisition marks the continuation 
of our strategy for growing existing operations in key international 
markets,” said Interactive Intelligence founder and CEO Donald 
E. Brown. “Since we first set up operations in the Netherlands 
more than 12 years ago, our products have been met with broad 
acceptance throughout the region. Brightware’s staff of skilled 
deployment and integration specialists, along with its experienced 
support team, will be integral to our success there. Our expanded 
footprint in Benelux will also help us build momentum for our 
cloud-based communications-as-a-service offering.”

Enterprise prospects of Radish Systems (www.radishsystems.
com) say that for every second they shave off the average call 
handling time they save $1 million per year in contact center costs. 
So, Radish said, it has made enhancements to ChoiceView to help 
save those businesses big bucks. With version 2.0 of ChoiceView 
Agent, Radish said, contact center agents find it even easier and more 
secure to send visual content, such as photos, diagrams, documents, 
or video snippets, while talking/texting with ChoiceView-enabled 
mobile callers. The ChoiceView platform allows mobile device users 
to simultaneously see, hear, and send information using any network 
and any phone. It delivers automatic rep screen pops, information 
encryption, local history saving, local file send, and more. “Radish 
Systems offers ChoiceView as a unique solution for contact center 
customers to improve mobile communications,” said Ted Baker, 
Presidio vice president of healthcare solutions. “We have worked 
together to bring about some important new features, such as inte-
grating to the Cisco UCCX to help sales and service reps identify the 
caller and greet them in a more personal manner. Sending local files 
instantly to the mobile caller and saving the call history locally make 
ChoiceView a true value-add technology for our clients.”

Spanlink Communications (www.spanlink.com), 
a Cisco partner focused on designing, implementing and sup-
porting contact center and customer collaboration solutions, has 
partnered with Convergys Corp. to provide a comprehensive 
cloud-based contact center solution leveraging the Cisco contact 
center platform. The alliance combines Convergys’ depth of contact 
center operational expertise with Spanlink’s proficiency in designing 
and deploying Cisco contact centers, according to the companies. 
The offering, anticipated to launch later this year, will initially 
service North American and European companies with more than 

100 worldwide contact center agents. “The partnership between 
Spanlink and Convergys is powerful,” said Spanlink CEO Eric 
LeBow. “Spanlink brings over a decade of experience designing, 
deploying, and supporting some of the largest Cisco contact centers 
in the world. Combine that with the secure data centers, contact 
center operational expertise, global footprint and financial strength 
of Convergys, and you create a partnership that gives our customers 
and prospects confidence that their contact center operations are in 
good hands and will deliver business results.”

The market for speech technology including interactive voice 
response service providers is projected to reach $31.3 billion by 
2017, according to Global Industry Analysis (www.strat-
egyr.com). Related growth fields include text-to-speech, auto-
matic speech recognition and speaker verification. The company 
noted that speech recognition has become popular in the airline, 
banking, inventory management, medical transcription, security 
brokerage and warehousing industries as they move to save costs.

NICE (www.nice.com) has integrated its NICE Interaction 
Management platform with its NICE Fizzback real-time customer 
feedback solution.The combined offering automatically generates 
requests for customer feedback at the end of an interaction and cor-
relates individual customer feedback results with related interaction 
data. By consolidating this information into a single view, enterprises 
can gain deep and valuable insight into the root cause of specific cus-
tomer dissatisfaction as well as the different aspects of the customer 
experience, according to NICE. “Integrating NICE Interaction 
Management with NICE Fizzback demonstrates our commitment 
to providing our customers with one cohesive, powerful solution. 
Existing NICE Interaction Management customers will immediately 
realize a greater combined value when selecting NICE Fizzback as 
their real-time direct feedback solution,” said Udi Ziv, president of 
the NICE Enterprise Group. “The ability to easily correlate customer 
feedback with the interaction is an important step for organizations 
that want to drive their business by voice of the customer.”

Fairview Health Services has chosen Amcom Software Inc. 
(www.amcomsoftware.com) to replace an aging call center 
platform and to expand the scope of its communication functions 
to clinical settings as well. The solution will include “supporting 
mobile staff with smartphone-ready encrypted messaging, sending 
nurse call and patient monitoring alerts to staff ’s mobile devices, 
and bringing multiple contact centers into one,” according to the 
press release. Fairview staff will be allowed to choose the device 
they want to use and then have that device set up with coded 
smartphone messaging, a full audit trail, access to directories while 
on the move, and “security at every step to protect sensitive patient 
information,” according to the company. In addition, the Amcom 
solution will provide clinical alert and alarm integration for nurse 
call and patient monitoring systems to pick up nurse call requests 
and patient monitoring alerts, and then notify the right on-duty 
caregiver’s mobile device for swift response.
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“The benefit of engaging the right number 
of skilled people and supporting resources 
in the right place at the right time cannot 
be overestimated,” said James K. Noble, 
president and CEO of Noble Systems, 
which sells the ShiftTrack WFM solution. 
That’s because labor typically accounts for 
at least 70 percent of an average contact 
center’s operating budget.

Among the workforce management solu-
tions on the market is inContact Work-
force Management Software 2.0 powered 
by Verint. It is a smart call center WFM 
that helps predict demand, abandon rates 
and queue times. It also can aid in opti-
mizing a workforce by creating schedules 
that take into consideration agent skills, 
preferences and proficiencies.

As with any new investment, cost is 
probably a key reason why many call 
centers lack workforce management 
solutions. Cloud-based solutions can 
enable companies to adopt workforce 
management software without a big 
upfront investment, however.

Enkata recently launched a cloud-based 
customer experience analytics and work-
force optimization solution. It can be 
used to access and analyze customer and 
employee transaction data from transac-
tion logs, speech recognition, web usage, 
and agent desktop activity. The solution 
also can be used to correlate structured and 
unstructured data in an effort to uncover 
failure points and enable customers use 
that information to improve performance.

Workforce Management
WFM Solutions May Be More Beneficial & 
Attainable Than You Think

A lmost two-thirds of North American call center respon-
dents have yet to adopt workforce management software 
to schedule, monitor and report on agent activity, accord-

ing to a recent survey by Noble Systems Corp. That’s not good 
news for them, as workforce management solutions can help both 
lower internal costs and increase customer satisfaction.

by Paula Bernier

http://www.cismag.com
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“Our unique ability to consolidate, 
correlate, sequence, analyze, and replay 
volumes of disparate data in the cloud 
provides a complete view of the customer 
journey – why customers made contact, 
how often, with whom, and to what out-
comes?” said David Stamm, CEO of En-
kata. “As ecosystems for service delivery 
include a greater array of participants – 
home agents, contractors, third parties, as 
well as a greater number of touch points 
from retail to chat – it is critical to use big 
data technologies in the cloud.”

According to David Menninger, vice 
president and research director at Ventana 
Research, customer and transaction data 
are the most common types of big data 
analyzed by organizations. Back in January, 
Menninger commented that within 12 
months two thirds plan to use the cloud 
for some of their big data processing.

In yet another cloud-based workforce 
management development, contact 
center software outfit Five9 Inc. recently 
partnered with NICE Systems to bring 
to market a cloud-based workforce 
optimization offering. The solution, 
hosted by Five9 in the cloud, adds NICE 
technology to the Five9 contact center. 

Mike Burkland, CEO of Five9, stated, “The 
market for cloud-based contact center solu-
tions has accelerated dramatically over the last 
several years. By partnering with NICE, the 
clear market leader in workforce optimiza-
tion, we have added a significant market 
opportunity, delivering the proven benefits of 
WFO through our cloud-based platform.” 

As discussed in the March issue of Custom-
er Interaction Solutions magazine, Monet 
Software has been a pioneering force in the 
area of workforce management for about a 
decade and offers a cloud solution as well. 

“Over the years we have continued to get 
requests from our customers for a cloud-
based call recording solution that is easy to 
use and affordable,” said Monet CEO Chuck 
Ciarlo. “Monet has spent nearly 9 years 
perfecting a best-of-breed WFM solution, 
and call recording has been in our sights for a 
while. Now we are able to offer it, along with 
a robust quality management module. Both 
are fully integrated into a unified cloud-based 
workforce optimization solution. We are very 
excited about this offering, and we think our 
customers and the market will be as well.”

The solution is called Monet WFO 
Live. It enables call centers to automate 
workforce management, call recording, 
quality assurance and agent analytics. 

“Call centers can now quickly and easily 
optimize all aspects of their workforce with 
one affordable solution, resulting in better 
utilization of resources, better cost manage-
ment and improved service levels,” Ciarlo 
explained. “Monet WFO Live unifies work-
force optimization across multiple processes 
to better meet customer needs and deliver 
more effective customer service. Custom-
ers can create accurate forecasts, efficient 
schedules for incoming work volumes, track 
key metrics in accordance to their business 
goals, record and monitor calls for quality, 
training and compliance purpose, all in one 
integrated cloud-based platform.”

Monet WFO Live consists of a handful 
of software modules, including Monet 
WFM, Monet Record, Monet Quality, 
and Monet Metrics. Monet WFM is a call 
center workforce management solution 
that enables organizations to create more 
accurate forecasts, develop more effective 
call center schedules, and increase agent 
adherence. Monet WFM also features 
Monet Anywhere, a supervisor collabora-
tion solution, and Monet Integrations 
Service, a solution that enables customers 
to integrate their ACD systems more easily 
with all of the above. Monet Record is a 
call recording solution that records, archives 
and retrieves customer interactions. Monet 
Quality monitors customer interactions. 
And Monet Metrics, a call center and agent 
performance management solution, was 
designed to allow organizations to manage 
key performance indicators, set up real-time 
alerts, access dashboards and reports for 
agent analytics, and generally look at agent 
performance at a more granular level.

“Having spent many years owning and 
operating call centers, some of the biggest 
challenges we faced were the inability to 
accurately forecast call volumes and prop-
erly schedule agents to meet the various 
service levels and other business de-
mands,” said Ciarlo. “Call center software 
was too expensive, difficult to implement 
and very complex to use. Only the largest 
call centers could afford it, most often 
they spent years implementing it, and 
never realized the full potential.”

But, he added, most Monet customers 
realize cost savings within 60 days.

According to a report issued this March by human capital 
measurement and analysis company Modern Survey, 67 
percent of employees are either disengaged or under en-
gaged in their current job and organization. 

The study shows an increase of 2 percentage points in 
the number of disengaged workers at 30 percent of the 
surveyed workforce. Meanwhile, the number of fully 
and moderately engaged employees increased 2 percent-
age, to 10 percent and 24 percent, respectively. The 
study reports a 5 percentage point drop in the number 
of under engaged employees.

“When compared with the study’s September 2011 survey 
findings, engagement is slowly returning, but it is still far 
below acceptable levels,” said Don MacPherson, president 
of Modern Survey.

“Based on our new survey findings, the U.S. workforce 
reports that they want two things more than anything: 
They want senior leadership’s clear vision of where their 
organization is going, and they want the opportunity 
to personally grow and develop once again,” he added. 
“Both of these things have been stunted during the 
economic malaise of the last few years.”

Employee Engagement – What Workers Want
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The rise of the Internet, broadband 
and home networking has altered 
thinking about the demarcation point 
and, indeed, whether there should be 
such a thing at all. That’s given the 
fact that service providers increasing 
want to get a foot in the door with 
customers in an effort to sell them not 
just network access, but higher-margin 
services. The problem there, however, 
is that managing and maintaining 
equipment and services inside cus-
tomer homes is a significant undertak-
ing  – one that can be so complex and 
costly that it won’t necessarily result in 
a payoff for the service provider.

But a company called Radialpoint has 
stepped forward to help broadband 
providers and consumer electronics 
companies more efficiently service cus-
tomer requests for support that address 
issues all the way down to the con-
sumer endpoint. The Radialpoint offer 
might, for example, be used to enable 
a service provider to guide its custom-

ers through the process of setting up or 
troubleshooting Xbox Live or a whole 
home network. 

Jordan Socran, vice president of business 
development, equates the Radialpoint 
offering to “a white-label Geek Squad.”

The Radialpoint solution involves a 
SaaS-based platform that service providers 
and CE outfits can configure to launch 
remote technical support, explained 
Socran. The platform includes device-
based applications for users so they can 
click to chat; billing components so 
companies can charge customers based 
on incidence or whatever parameters fit 
their strategies; scripting to remediate 
problems; and more. Organizations that 
employ the solution can use their own 
labor to support the effort, or Radialpoint 
can provide the labor for them. Because 
the platform is web-based, the representa-
tives staffing the customer support can be 
located anywhere.

The company also can aid organizations in 
creating bundles of services. For example, a 
mobile operator may want to offer a device 
location or family tracking feature. Radial-
point can help the service provider custom-
ize and support that kind of an effort.

“We recognize a lot of the large tech-
nology brands are looking at service 
and support as a clear means of dif-
ferentiating their businesses,” Socran 
said, adding that some want to do it 
to drive new revenue, and some intend 
to offer support for free in an effort 
to get customers to buy more of their 
core products and services.

Radialpoint can help companies de-
liver “a real white-glove-type service,” 
as opposed to delivering traditional-
type support, which is all about handle 
times, said Socran.

Now is the perfect time for some-
thing like this, he added, given 
broadband operators are getting a 
lot of customer calls about things 
(like PC, TV and home networking 
questions) that have nothing to do 
with what they offer, he said. It’s also 
a good match for the consumer elec-
tronics space given TV manufacturers 
are now introducing app stores, so 
they’re rethinking what it means to 
build customer relationships. 

“Every consumer technology brand is in 
the services business whether they know 
it or not,” he said.

Radialpoint Helps Carriers, CE Outfits 
Support the Networked Home

For years telephone com-
panies and other inter-
ested parties have talked 

about the placement of the 
demarc – or demarcation point 
– and where it should be. The 
demarc is the point at which 
the telco’s reach and respon-
sibility ends. For telephone 
service, that point traditionally 
has been at the NID, or net-
work interface device, attached 
to the outside of the home. 
That was pretty cut and dried, 
and it made things relatively 
easy for the service providers. 

by Paula BernierCRM, BPO &
Teleservices>
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TMC Congratulates CRM Excellence 
Award Winners 

And while many CRM systems traditionally have targeted the larg-
est companies, new solutions in this space now speak to the needs of 
small and medium businesses, which require more ease of use, and 
low-cost or no-cost upfront fees.

Here is a list of this year’s CRM Excellence Award Winners.

CRM solutions help businesses man-
age interactions with current and 
potential customers. But as customer 

behavior and requirements have evolved, so 
have many CRM solutions. For example, 
some companies in this space now deliver 
CRM products and services that enable dif-
ferent departments within an organization 
to access and share information. Also, CRM 
is front and center as more companies adopt 
multi-channel customer contact strategies 
that expand beyond voice, e-mail and chat to 
include mobile and social networking. 

Agero
Roadside Connect  

Allegiance
Engage Platform  

Aplicor
Aplicor Cloud Suite 

Benbria
BlazeLoop Customer Engagement 

Calabrio
Calabrio ONE   

CDC Pivotal
Pivotal CRM  

Clarabridge, Inc.
Clarabridge Enterprise  

Confirmit
Confirmit Horizons  

inContact
inContact Plugin Agent

Intelenet- A Serco Company
Mobile Client Reporting Solution (CRS)

Intelliresponse Systems Inc.
Answer Suite

KANA
Service Experience Management 
(SEM)   

LivePerson
LP Chat  

NCO/APAC
Live Tech Support for Leading 
Software Company ‘s Professional 
Accounting Client Base 

NICE Systems
NICE Customer Satisfaction 

Pegasystems
Customer Process Manager (CPM) 

salesforce.com
Desk.com  

Soffront Software, Inc.
Soffront CRM  

SugarCRM
Sugar Professional  

TeamSupport.com
TeamSupport  

Tigerpaw Software
Tigerpaw Software 11R2  

Toshiba America Information 
Systems Inc., Telecom Sys Div
Call Manager for IPedge  

Xactly Corporation
Xactly Express

W I N N E R S
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Within this value equation, consumers in general are less 
tolerant of service and product delivery processes that 
are outdated and ineffective, or that are simply broken or 
irrational. How can a firm adapt and be better? Business 
process automation software can improve service and 
product quality by reducing manual efforts and acceler-
ating delivery processes themselves. The thing is, BPA 
software is a tool, not a magic bullet. A firm’s leadership 
and culture largely determine the firm’s values and the 
processes it uses to run the business, as do its people. 
And with humans in charge of establishing what those 
processes are, they will also decide whether process im-
provement is needed and how to proceed.

Although BPA software is an effective way to improve 
processes, many companies make the mistake of 
buying the software without first buying into a process 
automation philosophy. From the human perspective — 
the customer’s viewpoint plus those of internal employees 
and management — that buy-in comes down to four areas 
of process improvement.

1. Lighten the labor intensiveness 

To reduce manual work, BPA uses business rules to au-
tomatically escalate work to the appropriate department. 
When an employee needs to determine the target depart-
ment, BPA can set a due date for a response and keep track 
of the task’s status and ownership. Because BPA integrates 
with the communications infrastructure, it can issue due 
date reminder prompts to task owners via screen pop-ups, 
e-mail, text messages and phone calls. Such prompts free 
employees from having to track their own activities manu-
ally. Management also can receive alerts, which is useful 
when processes are regulated and strict due dates must be 
adhered to. With BPA-based dashboard views, managers 
can see how many items are pending at each step within 
the process. Over time, accumulated process tracking data 
can affirm any need to simplify the process. Along with re-
ducing operational costs, a reduction in labor intensity will 
have the delightful side effect of accelerating the process 
and improving service, as perceived by customers. 

2. Reduce mistakes or fix them quickly 

It’s one of the pitfalls of social media. If an organization 
messes up, its mistake can be splashed across social net-
works and shared among millions in a matter of hours. 
To avoid becoming social road kill, organizations must 
improve transaction quality and response times, and BPA 
can help in multiple ways. To improve transaction qual-
ity, BPA can provide a simplified user interface via inte-
grations to legacy back office systems, replacing manual 

efforts and minimizing potential human errors that can 
actually add to a problem. The interface can retrieve infor-
mation from back office systems, and validate the entered 
information to reduce initial process mistakes. To speed 
response times, BPA can reduce the complexity of a user 
navigating through multiple applications and screens. More 
speed and quality results from pushing the newly entered 

Improving the delivery of products and ser-
vices should be an ongoing focus in busi-
ness. In particular, if your firm isn’t consid-

ering how to make its products and services 
available at a competitive price — and how to 
reduce time-to-market response times to cus-
tomers — your competitors certainly are. Just 
as certainly, and especially on social networks 
and the web, consumers are constantly evalu-
ating your company’s service, pricing, product 
quality and reputation to gauge value overall.

Ask the
EXPERTS>

Humanizing Business Process Automation
Optimizing Performance for Employees  
and Customers

by Jesse Clark, Partner & Technology Leader, Revelant Technology, and Rachel Wentink, 
Senior Director, Strategic Initiatives, Interactive Intelligence

Business process automation software can improve service and product quality by 

reducing manual efforts and accelerating delivery processes themselves. The thing is, 

BPA software is a tool, not a magic bullet.
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information into back office systems, instead of doing so with 
time-consuming manual processes that are prone to error.

3. Reverse engineer your process: start with the result of a 
delighted customer 

Firms have a strong tendency to build processes based on what 
their internal organization prefers. In many cases, customers 
have to negotiate Byzantine IVR menus and web pages because 
those navigational processes mimic a firm’s internal department 
structure. To the customer, these kinds of internal-based pro-
cesses make no sense, and usually cause more confusion than 
delight. Instead, firms should start by focusing on the result of 
a delighted customer. Firms must offer viable service pathways 
into their business processes because customers expect easy and 
intuitive. People want to use the self-service and assisted-ser-
vice channels to navigate and perform processes in meaningful, 
consistent, and rewarding ways. When they’re able to do that, 
it makes them satisfied customers.

4. Take an evolutionary approach to process improvement

One aspect of an evolutionary BPA approach is to choose 
a process that’s broken. Articulate how it impacts your 
customers (usually negatively), and envision how you would 
change that process to have a delightful result. Focus on the 
desired outcomes and map out the necessary people, func-
tions, workflow, data, and timing required to achieve the 
outcome. Leverage the tools to communicate the process 
and to drive the necessary organizational changes and tech-
nology support. Then establish a process owner who drives 
the effort to align properly the people, departments, and 
necessary technology to fix the process. 

Again, BPA software is a tool and not a magic bullet. But by 
adhering to the four distinct areas of process improvement 
first, BPA can help make sure you’re in touch with the voice-
of-the-customer, including internally.

Ask the
EXPERTS>
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Paula Bernier, Executive Editor

Take a Number

The guide goes on to say that call recording is in use by 80 percent 
of survey respondents and is used for such applications as agent 
training, compliance, quality assurance and security. By also 
implementing agent-initiated call tagging, the guide adds, organi-
zations can garner even greater value from call recording solutions.

“For example, if customers talk about the competition and 
what they are offering specifically, these agent-tagged calls can 
be reviewed for possible action by a business’s commercial 
team,” the guide says. “This has the added benefit of making 
agents feel a key part of the overall business.”

The guide also talks about the value of recording for perfor-
mance management and mapping that to business goals.

“Key performance indicators can be set and reviewed (such 
as average revenue per call), which are directly relevant to 
the needs of a business as a whole,” the guide says. “Contrast 
this with the traditional efficiency measures of a contact 
center’s success: average speed to answer, average call duration 
and occupancy rate. Measurement and improvement in key 
performance indicators, due to interaction recording analysis, 
will help to prove the contact center capable of making a real 
impact on a company’s profit.”

Meanwhile, a separate study, this one conducted by Coveo in 
late February at the 2012 CustomerCare Leadership Forum, 
talks about the benefits of collaboration among an organiza-
tion’s different departments in establishing customer-centric 
culture and initiatives. 

The study revealed that 42 percent of respondents estimate 
their companies have visibility into less than a quarter of infor-
mation across all interaction channels, including social streams, 
and that 65 percent do not combine social data with enterprise 
content or are not sure of whether their organizations combine 
this data in customer service and support operations. 

“The survey findings reflect the need for better insight into the 
overwhelming amounts of customer and product information 

across interaction channels and siloed departments to truly 
create a customer-centric view of the information for front-line 
staff,” said Louis Têtu, CEO of Coveo. 

Added Kate Leggett, senior analyst at Forrester Research: 
“Although 78 percent of customer intelligence profession-
als understand the value of social media data, far fewer are 
able to transform it into customer insight that drives better 
company strategy.”

On a separate front, cloud-based call center outfit Fonolo 
has put out a list of what it deems the top eight call center 
trends of 2012. 

No. 1, according to Fonolo, is emotion detection, which 
considers things like customer speech pitch, speed, tone and 
volume to rank customer anger and their related prioritiza-
tion in the call center queue. “While on hold with Scotia-
bank, I was immediately connected with an agent when 
I started yelling,” Omar Zaibak, marketing manager for 
Fonolo, said in the report. “This mitigated my frustration 
and demonstrates how emotion detection can make for a 
less frustrating experience.”

It should come as no surprise that the cloud and mobile 
come second and third on the list, which notes that Gartner 
Research believes at least 75 percent of customer-focused call 
centers will leverage the cloud by 2013. As for mobile, the 
Fonolo publication talks about the new customer preference 
to use their mobile devices as an initial point of contact for 
customer service, and how that could impact IVR.

Other leading trends to look for in the call center this year, 
the publication says, include scheduled call-backs, voice of the 
customer, 360 view, call center analytics, and agent attrition.

To the last point, Fonolo writes, “We expect to see more focus 
placed on initiatives such as work-from-home, knowledge-base, 
and scheduled call-backs. These initiatives make an agent’s life 
easier and less stressful, which leads to higher retention rates.” 

Here’s a look at some of the recently-issued surveys and forecasts by those 
in the customer interactions space. Call recording and monitoring are “at 
the forefront of the battle to improve quality and thus customer satisfac-

tion and loyalty,” according to the U.S. Contact Center Decision-Makers’ Guide, 
issued by ContactBabel and Zeacom. The guide draws on information gathered 
from surveys of 210 contact center managers and directors between November 
2011 and February 2012.
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