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Why You Should Be Bullish  
on Technology

In the past, the price of just about everything increased over time but 
thanks to technology, many products and services are getting progres-
sively cheaper and in many cases, better. In the 1980s, you could have 

paid 25¢ per-minute for a domestic long-distance call and dollars per-min-
ute for international long-distance. Not only has the price of a long-distance 
call dramatically decreased over time, today, IP communications assigns no 
per-minute cost to communicate. In fact, you can now use Skype to set up a 
free baby monitor a continent away with HD-quality video and audio that 
puts the phone company’s quality to shame.

More impressively, today’s smartphones pack the 
punch of mainframes or even supercomputers from 
about a decade ago, and they are far cheaper. The first 
flat-screen TVs cost thousands of dollars, but now we 
can get a similar or even better quality TV viewing 
experience on a tablet or smartphone via a free app. 
Wi-Fi and 4G/LTE have turned every connected area 
into a virtual office, allowing parents the ability to 
easily work while keeping an eye on kids or while being 
engaged in other activities. Software has improved 
manufacturing, inventory management, customer 
service, analytics and anything else you can think of 
that boosts productivity. Decades ago a cheap or out-
of-tune automobile would have lots of trouble starting 
and would stall often in the cold weather. Thanks to 
current automation, cars almost always start, run and 
will soon be able to drive themselves.

Yet at every turn there are naysayers who say technology 
destroys jobs. The argument could have been easily made 
that the industrial revolution would be a job killer. If there 
was ever a new technology that should have eliminated 
employment it was the one that almost eliminated the need 
for manual labor. 

The invention of the car eliminated the jobs of count-
less farm hands and blacksmiths making horse shoes, but 
somehow more jobs were created after this invention. 
Electricity adoption meant even less manual labor was 
needed thanks to powered sewing machines, dishwashers 
and other devices. It’s application to the modern house 
and factory should have killed even more jobs. The fax 
machine allowed you to get a contract across the world 
in seconds for a ridiculously small amount of money. 
It should have eliminated millions of jobs and sank the 
global economy. Then there was the massive amount of 

automation afforded by the mainframe, mini, personal 
computer and so on. Just think how much less labor is 
required to send a text message or e-mail than a letter, 
and consider at one point a letter could have touched 
the hands of a dozen people before it got delivered. Us-
ing the flawed logic of technology equals less jobs, it’s a 
wonder that after Facebook was created any jobs remain.

The truth is, in every one of these cases, some old jobs 
were destroyed, but many more were created as a result. 
And a new white paper from UBS argues that technolo-
gy growth and application to the economy will contin-
ue to be an incredible driver of economic productivity, 
and it will make the world far more prosperous than we 
can imagine. 

UBS believes the U.S. is positioned well to benefit from 
many of these advances due to our headstart in the tech 
space. The good news is the technologies above will 
lower the price to produce many goods and will poten-
tially put downward pressure on the inflation rate thanks 
to lower energy costs and the continuing technological 
revolution being applied to everything. The downside in 
my opinion will be the same challenge we have seen for 
decades: The lower-skilled worker will have more prob-
lems finding a job thanks to more automation.

The tech market continues to do its part – innovating and 
coming up with new business models and ideas. Now it’s 
up to regulators to help grease the wheels allowing de-
mand to pick up and the creation of new jobs. While the 
gridlocked nature of today’s politics may make this task 
more difficult, the good news is tech will still continue to 
innovate and create a much better economy and standard 
of living for the entire planet. Yes, you should be bullish, 
very bullish, on technology.
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Paula Bernier, 
Executive Editor

Some Thoughts on What’s Next for  
Customer Service and What’s in a Brand

Is the next-generation customer service center one that amps up what 
we have in place with the added ability to communicate with custom-
ers via newer channels such as e-mail, IM, mobile, social media, and 

possibly video channels? Or is it going look entirely different, possibly 
leveraging technologies like WebRTC and/or employees throughout an 
organization as opposed to dedicated agents?

Those are some of the questions a panel 
of customer service experts discussed last 
month during one of the CUSTOMER 
tracks at ITEXPO. Panelists on the 
session included Max Ball, product 
marketing for contact center at 8x8; 
Rick McFarland, president and CEO at 
Voice4Net; and Brian Spraetz, solutions 
marketing manager at Interactive Intelli-
gence. Jon Arnold, principal at consulting 
firm J Arnold & Associates, moderated.

The possibility exists that rather than 
operating a traditional contact center 
the next-generation contact center 
could simply consist of a company 
assigning all or several of its employees 
a chunk of time to address customer 
service requests related to their areas of 
expertise, said McFarland. The technol-
ogy is available now to do that kind of 
thing, he added.

Another new model of customer service 
involves enabling customers to call for 
help direct from the device with which 
they need assistance. We’re referring 
here to Amazon Mayday, which allows 
Kindle users to click a button on the 
device to launch a videoconference with 
a customer support person. Arnold noted 
that other companies could adopt this 
model for other products. For example, 
he said, down the road a company like 
GE could build a Mayday-type button 
into its microwave ovens.

WebRTC would be great technology 
to enable that kind of thing, said Ball. 

The high-profile launch of Amazon 
Mayday is great for the customer ser-
vice space, Ball added, because it raised 
the bar on customer service. However, 

Ball voiced his concern that not all 
customer service representatives will be 
as video-ready as the lovely young lady 
on the Mayday commercial.

“I’m not sure I want to see the guy 
with the purple mohawk,” he said.

This conversation is all very exciting, 
but it doesn’t really accurately reflect 
the norm of what’s actually happening 
in customer service today. The reality is 
that there’s a lot of technology available 
that could help companies deliver better 
customer service by doing even simple 
things like providing contact center 
agents with customer information like 
account numbers to expedite agent-cus-
tomer exchanges, but many companies 
still are not using such solutions. That’s 
too bad, because using such solutions can 
not only improve customer satisfaction, 
the panelists indicated, it also can lower 
customer care costs.

A Dimension Data report indicates 
more than half of the IVR systems 
out there don’t provide any customer 
information, Spraetz said. That’s a mis-
take we should not repeat as we launch 
mobile self-help applications, he added.

Gen Y says the phone is No. 4 on their 
list in how they want to communicate, 
so that’s pretty far down the list, Spraetz 
said. But for all the talk about the new, 
more empowered and connected cus-
tomer, and how companies need to cater 
to these people with multimodal/om-
nichannel contact centers, the bottom 
line is that sometimes people need to 
talk, he added, and voice is what people 
use when they can’t fix their issue using 
the other channels.

Another CUSTOMER-related ITEXPO 
panel I found especially interesting focused 
on brand. The session featured Kathleen 
Reed, director of marketing at Sangoma 
Technologies, and Rich Williams, presi-
dent of Connect2 Communications, a 
public relations and marketing firm.

The first question to be posed to the 
panel was: What is brand?

 “It’s everything you are, it’s your 
identity,” Reed answered.

What your company views as its 
identity and outsiders’ knowledge of 
the brand, however, can be two very 
different things, said Williams. 

Here Williams told a story about a Con-
nect2 client for which his firm inter-
viewed customers to get a sense of how 
they view the client. Key themes that 
came to light  included reliable, innova-
tive, and trustworthy. While innovation 
is exciting and grabs headlines, Williams 
said, to have the trust of your custom-
ers is huge, so it’s really important to 
promote that not only to customers, 
but also to anyone you’re trying to urge 
to action, which can include current or 
potential investors.

The panelists also discussed how a brand 
can and should evolve over the life of the 
company. As Williams noted, a compa-
ny’s promise of value is different when it 
first launches than it is at points along its 
path, for example, after customers have 
its solutions deployed. That said, added 
Reed, the branding message needs to 
evolve. But it needs to do so in a way that 
makes sense and doesn’t create a discon-
nect with customers and prospects.

AnglE
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COVER STORy
by Nancy Porte

Six Steps to Building a Successful  
Voice of the Customer Program 

Throughout my career I’ve created VoC and CEM pro-
grams. Along the way I’ve discovered the most successful 
ones have always brought the voice of the customer into the 
organization by using a number of these strategies.

 Set a Strategy in Place 
Successful CEM programs require strategic planning to secure 
measureable changes. Executive teams who initiate a customer 
experience management program have already established 
their commitment to the idea, typically to relieve some type 
of organizational pain – customer retention, acquisition, or 
a dramatic increase in customer complaints. Addressing this 
pain creates focus and support for the program.

 Commitment from the Top 
With a strategy designed, you need leadership to oversee 
it and champion a consistent experience throughout the 
organization. Different departments each have competing 
objectives, metrics and motivations, impacting the ability to 
best serve the customer. But, collaboration and teamwork 
are essential to deliver consistent customer experience.

The most effective customer experience teams work with employ-
ees to see the processes from the outside in – putting themselves 
in the customer’s shoes and empowering them to investigate 
issues, and propose and implement changes. In these cases, the 
customer experience team serves as a facilitator, sharing customer 
insights to uncover the root cause and develop the right solutions.  

 The Wealth of the Customer Voice 
In today’s digital world, unstructured feedback is abundant. 
Customers communicate in many ways and expect their 

feedback to result in improved customer service with each 
interaction. The combination of channels provide a com-
plete understanding of customers and can include everything 
from surveys, contact centers, online communities and 
panels to customer councils, advisory groups, online review, 
and speech analytics. Since every source of customer infor-
mation is critical to leveraging the customer voice, consider 
designing customer experience programs by extracting that 
information from individual silos and converting it into 
actionable insights.

 Take Charge of the Feedback Loop 
One common challenge for organizations running a VoC pro-
gram is that very few of them actually coordinate the feedback 
processes across the larger organization, missing opportunities 
to improve the quality and actionability of the customer voice. 
While it isn’t always treated as such, feedback is an asset. Stan-
dardizing on an enterprise feedback management solution is a 
method for organizations to consider. Not only can an organi-
zation use the platform to coordinate activities across different 
departments and functions, a common platform enables users 
to capture data within customer-centric guidelines and brand-
ing standards. It also eliminates redundant costs.

 Transparency is Key 
Frontline employees should see specific feedback about their 
interactions to help understand their impact on custom-
ers and enable the creation of programs that allow them 
to improve exchanges over time. When sharing VoC data, 
an organization should tailor it for the viewer. In addition, 
dashboard reports should be shared with executives to dem-
onstrate high-level trends and other critical details.   

 Follow Through 
A basic rule of customer feedback is not to ask a question 
if you’re not going to act on the answer. By using feedback 
effectively, customer experience professionals are able to spot 
trends because of their cross-silo views. 

Following these best practice guidelines, VoC programs can 
become part of an effective CEM strategy to help collect and act 
on customer feedback across channels to improve brand loyalty 
and financial performance by addressing specifically what 
customers are saying. Effective change can also occur by incor-
porating VoC data into planning processes. Everyone wants to 
make customer-driven decisions, and that requires customer 
feedback. By involving the customer voice early on, the culture 
becomes more focused on doing it right the first time than us-
ing ad-hoc find and fix methods of improvement. 

Nancy Porte is vice president of customer experience at Verint 
(www.verint.com).

V oice of the customer programs are 
critical components of customer ex-
perience initiatives. Driven by com-

panies’ need to create actionable insight out of 
data, VoC is an increasingly popular technique 
used to capture customers’ expectations, prefer-
ences and aversions that is gaining adoption in 
response to today’s drive to create actionable in-
sight out of data. It has converged with business 
process improvement and change management 
to create customer experience management, or 
CEM, and has quickly become a key strategy to 
build and maintain customer loyalty.  
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by Karine Del Moro

Creating a Consistent Customer  
Experience in 7 Easy Steps

For businesses operating a voice of the customer program, 
the challenge extends even further. 

In most cases, key customer touchpoints are well established 
long before businesses build a VoC program. If the experi-
ences offered during these interactions are consistent, it is 
easier to translate them across to the VoC program. How-
ever, if consistency is an issue across key touchpoints, as 
can often be the case, the customer experience management 
program is likely to offer another, slightly different, view of 
your business. 

Follow these seven steps to build, or tweak, your VoC pro-
gram and drive consistent customer experiences. 

1.  Design a customer journey map that represents key 
touchpoints from your customers’ point of view. 
Use this map to establish when you need to ask customers 
for feedback and how. In certain industries, the touchpoints 
may be seemingly obvious. Insurers for instance, typically 
gravitate toward renewal events. Look closely to capture all 
demographics. If a customer opted not to renew, does your 
journey map include this event? 

Ensure that multiple channels are available for each touchpoint 
and allow customers to select the one that best suits them. 

2.  Ensure consistent brand experience across all channels. 
Regardless of how you approach customers for feedback, 
they should understand that it’s all part of a bigger picture. 
Your customers should have a uniform experience with your 
brand regardless of the way they choose to interact with you 
(in store, online, via mobile). 

3.  Consider giving your VoC program its own brand. 
This may sound contradictory, but if you have customers 
who interact with you regularly, giving your VoC program 
its own identity may help it stand out. Customers will feel 
like they’re a part of something in which their feedback is 
valued. In addition, it’s a great way to enable employees to 

better understand and engage with the program, making it 
more than just a series of customer surveys. 

4.  Design channel-agnostic surveys to ensure success. 
From the type of questions you ask, to the number of ques-
tions you pose, the way in which your customers interact 
with the survey must impact its content. Just because you 
designed your survey to be completed on a PC, doesn’t 
mean your customer isn’t reading it on a mobile device. 
Make sure your surveys have the ability to automatically 
and instantly detect how they’re being accessed and can be 
re-rendered accordingly.  

5.  Ask happy customers a couple of additional ques-
tions that will help inform other decisions. 
If a customer was really pleased with an interaction, give 
him or her the opportunity to recommend your business 
to a friend, or ask a quick question that will improve your 
marketing campaigns. If the questions are relevant, and 
keep the same tone as your other interactions, you won’t 
damage the experience. Just be careful how you do it. 

6.  Limit the scope of your outreach. 
If a customer has had a really good experience with you, 
don’t undermine it with a long, tedious, and irrelevant 
survey. Stick to questions that you’ll be able to use to make 
improvements. The questions should directly relate with the 
customer’s most recent or overall experience. Your VoC sur-
vey is another experience in its own right – make it count.

7.  Keep your employees in the loop. 
They need to know not only the various channels you use to 
communicate with customers, but any interactions that indi-
vidual customers have had in the past. There are few things more 
likely to alienate customers than a contact center agent asking 
them questions they’ve already answered, or being unaware that 
the customer has already complained via another channel.

Customer experiences come in all shapes and sizes. Some 
are traditional, in a store, while others transpire via a mobile 
device.  Don’t lose sight of this as you build and improve 
your VoC program.

When you do it right, the program won’t stand out as a survey. 
It will simply be one more in a series of solid, consistent experi-
ences from your business – and a crucial one that will help you 
build your brand and drive your business forward.

Karine Del Moro is vice president of marketing at Confirmit 
(www.confirmit.com).

Today’s businesses can interact with their 
customers across multiple channels, 
providing more opportunities than ever 

to meet customers’ demands. To ensure this 
remains an advantage, companies must ensure 
that all customer experiences are consistent.
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RESEARCH ISN’T JUST A SURVEY—AND YOUR CUSTOMERS MAY HOLD THE SECRET TO YOUR FUTURE SUCCESS

CUSTOMER Magazine recently spoke with 
Herb Williams-Dalgart, senior director of  
certification and performance improvement at 
J.D. Power, a leading market research company. 
We asked Herb to describe a world-class Voice 
of  the Customer (VOC) research program and 
why it’s important to all businesses, particularly 
contact centers.

What is so important about 
gathering the Voice of the 
Customer? 

For over 40 years,  
J.D. Power has had the 
privilege of  working with 
some of  the world’s best 
companies. This work 
has allowed us to make 
note of  some things 
those companies have in 
common. One thing in 
particular should come 
as no surprise—they 

deliver what their customers want. This 
doesn’t happen by accident. They asked and 
they listened. Their customers told them 
what was expected and they took action. 
A good research program—one that listens 
to the voice of  customers at the right times 
in the right ways—can help a business 
clearly understand what’s important to 
their customers, even as their wants and 
needs change. This information can inform 
strategies for product, service, sales—every 
facet of  the business.

Is a Voice of the Customer 
program really just a survey?
Great question! The answer is a resounding, 
no. A survey in and of  itself  won’t provide 
the critical insights, analytical tools, or 
appropriate context by which to determine 
the value of  the information collected. Some 
companies ask their customers questions 
using very basic surveys and nothing more, 
only to find themselves more confused than 

ever; or, worse, they take decisive and costly 
actions based on the results, and fail to 
reach their goals.

A world-class VOC research program has 
three critical elements:

1) Ask the right questions 
Anyone can put together a survey. However, 
it is critical to ask questions that truly help 
to define and explore the entire customer’s 
experience or which fully examine their 
needs. The adage “garbage-in; garbage-
out” describes what happens when you 
gather bad information: you can only make 
bad decisions. J.D. Power’s qualified team 
of  research scientists with decades of  
experience analyzing numerous industries 
have provided our clients with in-depth and 
proven insights that have confirmed the right 
questions are being asked

2) Ensure the right context  
Not only is it important to ask the right 
questions, but it is also important to 
ask those questions at the right times. 
For instance, if  you ask a caller who’s 
experiencing a billing problem whether 
it was resolved at the conclusion of  the 
call, they probably won’t know until the 
next bill comes in; thus, their answer won’t 
necessarily be an informed one. If  you ask 
a customer at the time of  a repair whether 
they’re satisfied with the work that was 
done, how will they know until they use the 
item you fixed? Also, if  the purpose of  your 
research is to identify gaps in your process, 
it’s a good idea to ask questions at each 
stage of  that process, and not just at the 
end. To do otherwise may lead to the wrong 
conclusions. While these insights may seem 
self-evident, you’d be surprised how many 
big companies continue to fail at this.

3) Use the right benchmarks  
Many companies ask questions, look at 
the metrics, and draw conclusions that 
drive their improvement efforts. However, 

what many companies lack are the proper 
benchmarks—to whom or to what are they 
comparing their performance? A company 
may be happy to find that they’ve improved 
a few points in overall satisfaction or against 
an operational metric, but that data is more 
impactful if  the company also knows how 
they compared to the highest performers 
in the same metrics. That context could 
provide the foundation for more targeted 
decisions and wiser investment strategies. 
At J.D. Power we use our cross-industry 
information and benchmarks—like those 
we use to assist contact centers—to set the 
bar high, even if  customer expectations are 
set in other industries, helping our clients 
reach beyond their average performance 
to take a leadership position in the minds 
of  their most important constituents—their 
customers.

So, once a survey is deemed 
appropriate and benchmarks 
are set, you’re good to go?
I wish it were that easy! In fact, we know 
the bar that’s set for top performance keeps 
moving. The platforms and methods by 
which customers interact with contact 
centers or directly with companies are 
always changing. You have to look no further 
than your phone apps to know that. In 
order to ensure your company is meeting 
the evolving customer needs on emerging 
platforms, your world-class VOC research 
program also has to be built to change along 
with those needs. Our annually updated 
benchmarks and measurement instruments 
help us make sure that our clients don’t fall 
behind. When it comes to the Voice of  the 
Customer, J.D. Power is always listening.

To learn about J.D. Power’s suite of solutions 
for the contact center industry, visit 
jdpower.com/contactcenter.

The Voice of Your Customers—Listening is 
Only Part of the Story

HERB WILLIAMS- 
DALGART  
Senior Director,  
Certification &  
Performance  
Improvement, J.D. Power
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self-service interactions. With J.D. Power’s help, you’ll 
know whether to chart a prescriptive improvement plan 
designed by J.D. Power to close performance gaps, or 
to start credibly touting to upper management that 
you lead a team that knows customer satisfaction 
and delivers that experience consistently. The road to 
excellence is always easier to navigate when you’ve got 
expert help and a roadmap to guide the way!
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The Lync Between Customers  
and Contact Centers

In a crowded unified communications market, no solution seems to be 
gaining ground as quickly as Microsoft Lync. Despite effectively failing 
with Lync’s predecessor, OCS, what Microsoft’s initial foray into UC 

proved was its market power. In fact, nearly every communications ven-
dor at the time quickly announced support for OCS, and also for Lync 
when it was announced.
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by Erik Linask

Where Lync has truly shined is in 
its success in growing a complete 
ecosystem, simplifying the migration 
process for businesses moving from 
traditional to IP communications 
– that includes the contact center, 
where UC is becoming a true dif-
ferentiating technology.

The ecosystem that has developed around 
Lync is well suited for supporting the idea 
of a truly unified enterprise, including 
customer service organizations and staff 
because it includes support for contact 
center software, IVR systems, call recording, 

auto-attendants, and other customer-facing or 
-influencing technologies.

The real strength of unified communications lies 
in its ability to drive higher levels of interactions and 
collaboration within the enterprise by unifying differ-
ent constituencies within that environment to drive 
business processes. Those constituencies include 
everyone from sales to marketing, to customer ser-
vice, to service techs, to management, and anyone 
else who has a role to play in the customer relation-
ship – and that includes the customer.

So, before making a decision on unified communica-
tions, you have to start with looking at your customer 
behavior. Regardless of whether you’re a B2B or B2C 
operation, follow customer activities through your organiza-
tion to determine which UC elements or features are going to be 
most influential to each internal constituency in driving customer 
satisfaction. Start with an understanding of which modalities are 
in play in different customer interactions. That might include 
in-person communication, phone, IM or e-mail, and social media 
– possibly even video.  Increasingly, the answer is going to be all of 
the above, which naturally leads to an understanding of which UC 
features each group or individual is going to require.

This is where the Lync community excels with its ecosystem 
of partners, products, and services, all proven interoperable 
with and verified by Microsoft. Not only does Lync offer a 
full UC platform, but its partner ecosystem delivers all the 
hardware and software you need for a full unified commu-
nications implementation across your enterprise, including 
the contact center.

From gateways and SBCs to IP phones and branch office 
survivability, from Lync applications to professional tools and 
services, Microsoft’s ecosystem makes available everything a 
business needs for its Lync Migration. In fact, AudioCodes, 
traditionally best known for its gateways, has taken the Lync 
ecosystem concept to a new level with its One Voice for 
Microsoft Lync portfolio of products, which effectively offers 

businesses a one-stop shop for all their 
voice network elements to eas-

ily implement Lync. In fact, 
there is a strong selec-

tion of contact center 
solutions that are both 
Lync and AudioCodes 
partners, further 
simplifying the Lync 
migration path for 
contact centers.

The true benefits of 
this growing ecosys-

tem of technologies is 
that the promise of UC, 

the promise of increased 
efficiency, the promise of 

enhanced customer care – all of 
which contribute to greater levels of customer satisfaction 
and loyalty – can be implemented much more quickly 
than previously, with the comfort of knowing they will 
just work, allowing users to immediately begin leveraging 
the new features and capabilities to more effectively inter-
act with customers and colleagues.

AudioCodes 
has taken the Lync 

ecosystem concept to a 
new level with its One Voice 
for Microsoft Lync portfolio 
of products, which offers 

businesses a one-stop 
shop for Lync. 
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Visibility into what customers and agents are saying can reveal opportunities to grow 

revenue and strengthen customer loyalty.  Learn how analyzing everything agents are 

saying and doing can drive up efficiencies and drive down costs.  Get the complete picture 

with Calabrio Analytics – the software that makes it easier for you to work smarter.

Find what you’ve been missing at 
www.contactcenteranalyticsreview.com

http://www.tmcnet.com/redir?u=1010571


EdITORIAl
SERIES

The Selling Tree
How InfoCision’s sales training program helps maximize 
revenue-generating opportunities for clients

To work in sales, you have to be able to talk a good game. Or so the story goes. 
Certainly, the power of persuasion is integral to good salesmanship. But at 
InfoCision, those who train the company’s customer service representatives 

also teach the power of listening.
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by Michael Shonk

It’s part of an approach to sales called “The Sell-
ing Tree,” a proprietary program dedicated 

to teaching InfoCision’s Communicators 
how to maximize selling points during 
every call and drive revenue for clients.

The best example is if you saw an ad or a 
commercial for widgets. If you called in 
and spoke with one of our Communica-
tors about the widget, they’d be asking 

questions and doing a lot of listening. ‘What 
piqued your curiosity about the widget? How 

would your life be better with the widget?’ 
Once we find those things out, we move 
forward from there, hopefully to a conclusion 
where you agree to purchase the widget.

InfoCision’s sales training is a big piece to our 
puzzle, and an important tool that is going to 

help our clients drive sales and grow.

 Tricks of the trade 
One of the key aspects of The Selling Tree is a two-pronged ap-
proach aimed at connecting with the caller both on a rational level 
and an emotional level. The rational level relies on the Commu-
nicator having a thorough knowledge of the product, then using 
that knowledge to position the product as useful to the customer.

Communicators are assigned to an account and go through 
additional training to gain a thorough, inside-and-out under-
standing of the client’s product lines. Once the Communicator 
has asked the customer the questions regarding interest in the 
product, the Communicator can then discuss how the product 
can improve some aspect of the customer’s life.

InfoCision’s Communicators can appeal to a customer’s sense 
of rationality with product comparisons and hard facts, but the 
sales effort also has to appeal to a customer on an emotional 
level. If a customer can get pumped up about a product, the 
odds of closing the sale go up.

Throughout the sales training module, Communicators are 
instructed to use impactful language that grabs and holds the 

customer’s attention, without sounding preachy or delving into the 
type of histrionics stereotypically associated with used-car salesmen. 

The approach is straightforward. Communicators are instructed to 
speak to the caller as if speaking to a friend or family member — 
friendly and casual, while projecting a sense of enthusiasm about the 
product. The Communicator must also continuously demonstrate a 
sense of gratitude and appreciation for the customer’s business.
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People are calling for different reasons initially. Some people 
are calling because they’re specifically interested in a product 
they saw advertised. They are looking to buy right off the 
bat. But you also have customers calling for additional infor-
mation on a product they already own, and there are those 
who are calling because they’ve had a negative experience or 
who feel like they can’t do business with the client anymore 
for various reasons.

Those callers might want to cancel or change their current 
product and service plan, and not only do we want them to 
continue doing business with the client, we want them to 
have a complete turnaround and actually do 
more business.

 Customer satisfaction 
Pleasing customers is a matter 
of meeting their needs 
and, if possible, exceed-
ing them. 

When a customer 
calls in with a 
problem, that’s 
especially 
challenging, and 
the training 
provided by 
The Selling Tree 
program gives 
InfoCision’s 
Communicators 
the tools to 
turn a potential 
negative into a 
positive gain. It 
takes a thorough 
knowledge of the 
client’s product and an 
ability to get to the root of 
the caller’s issue in the span of 
a few questions.

Communicators are coached to find 
out why a caller wants to do a certain thing, 
such as changing or canceling a plan, 
and then direct the call accordingly from 
that point. If they are trying to cancel, it 
may be because they’re moving and think the service won’t 
be available at their new residence. But that might be an 
assumption. There might be a way to continue the service, 
and that’s what InfoCision’s Communicators need to figure 
out. If they can, they might make the customer’s day, and 
that customer might become a loyal customer that stays with 
the client for years. This is why it’s so important to dig deeper 
and develop that connection with the caller.

Customer satisfaction doesn’t only mean rectifying a negative situ-
ation. It can also mean making a decent situation a great one.

If a caller is utilizing a competing product or service, even 
in an area not connected to the original purpose of the 
call, InfoCision’s customer service representatives are still 
coached to be curious. Communicators ask questions about 
the product, about whether it is meeting the customer’s 
needs and, above all, if the customer is happy with the 
performance and price point. If the answer lacks certainty, 
there is a sales opportunity, and Communicators can inves-
tigate further. It could be that the caller is OK with his or 
her current service or product but could be thrilled with a 
competing service or product.

Ultimately, The Selling Tree program works 
because it develops a sales culture 

within InfoCision’s organization. 
Everyone is focused on driv-

ing sales by meeting cus-
tomer needs. Supervisors 

and executives are also 
focused on maximiz-

ing sales oppor-
tunities. When 
all levels of the 
organization are 
working toward 
that com-
mon goal, it 
drives revenue 
for both the 
clients and for 
InfoCision.

Having a 
comprehensive 

sales training and 
implementation 

program creates an 
environment where 

everybody is speaking 
the same language and 
moving in the same direc-
tion. That’s important in 
this day and age, where 
everyone is fighting for the 
last consumer dollar.

Michael Shonk is vice 
president of commercial 
operations at InfoCision 
Management Corporation. 
InfoCision is a leading 
provider of contact cen-

ter solutions for many verticals including direct response, 
consumer services, B2B, financial services, pharmaceutical 
and telecommunications, as well as providing inbound and 
outbound marketing for nonprofit, religious and political 
organizations. You can reach Michael at 330-670-5166 or 
michael.shonk@infocision.com. 

The selling Tree is a 
two-pronged approach 

aimed at connecting 
with the caller both on 
a rational level and an 

emotional level.
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An Invitation from Interactive Intelligence 
Want a Customer Experience Makeover? Enter This 
Contest to Win One!

We’ve all seen the TV shows in which people or properties get a new 
lease on life via makeovers. Now Interactive Intelligence is bringing 
this concept to the contact center.
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by Paula Bernier

Customer Experience 
Makeover – Contact 

Center Edition is 
a contest being 

staged by Interac-
tive Intelligence 
through which 
companies are 
encouraged to 
tell their stories 
about why their 
businesses are 

good candidates 
for a contact center 
renovation. The 
contest is open to 
organizations around 
the globe that are 
interested in having 

Interactive Intelligence, 
and other participating 

sponsors, come in and do a 
makeover of their contact center at 

no charge. That includes cloud-based 
contact center and CRM applications,  
phones, headsets, furniture, interior 
design, consulting services, and more, 
explains Joe Staples, chief marketing of-
ficer at Interactive Intelligence. 

Entries are being accepted through April 
30. To enter, visit this website 
customerexperiencemakeover.com.

A short list of finalists will be announced 
shortly after that date. The winner will be 
revealed at Interactive Intelligence’s INTER-
ACTIONS 2014 conference, which will 
take place June 2-5 in Indianapolis, Ind.

A panel of judges will determine the win-
ner based on answers to questions about 
why the submitting organization is a good 
candidate for this makeover, what pain 
points they have with their current call 

center, and what other functionality they 
and their customers could benefit from in 
the newly renovated contact center.  

The prize, which is worth millions of dol-
lars, will leverage cloud-based technology 
to provide the winner with the latest and 
greatest in contact center and customer 
experience solutions, says Staples. 

Interactive Intelligence will document the 
winning organization’s contact center trans-
formation with photos, video and write-ups 
over the course of the makeover process. 
That way, anyone interested in how they 
too can transform their contact center can 
get a real-life view into how it all happens.

“This gives us an opportunity to showcase 
the difference that a contact center can 
make to the success and value of a busi-
ness,” says Staples. “We are convinced that 
customer service can really be a competitive 
weapon for businesses. One of the long-
enduring values a company can have is the 
service level they deliver to customers.”

Indeed, as discussed in the October cover 
story of CUSTOMER magazine, deliver-
ing a positive customer experience is just 
good business. Ensuring that customers, 
partners and prospects have positive inter-
actions with – and impressions of – your 
brand is becoming even more impor-
tant. That’s because the new connected 
consumers have more choices of sup-
pliers, more opportunities to use online 
resources for comparison shopping, and 
more available venues through which to 
vent their dissatisfaction if they don’t get 
what they want when they want it. 

To be competitive, organizations today 
must provide the products, services and 
support that customers have come to expect 
– and quickly, as most of us have grown 

accustomed to immediate gratification in 
today’s always-connected world. Speaking 
of connectivity, customers want to connect 
with businesses based on their own personal 
preferences. That means organizations need 
to be ready, willing and able to interface 
with customers and prospects over any and 
all communications media, and to do it 
seamlessly and effectively. And rather than 
simply pushing out products and messaging 
to the masses, customers want solutions and 
service that cater to their individual needs 
and preferences.

“The world has become an increasingly 
competitive place, and there are so many 
products and services out there that it’s 
critical organizations distinguish themselves 
based on their customer service,” says Don 
Brown, CEO of Interactive Intelligence.

Interactive Intelligence is a global pro-
vider of contact center, unified commu-
nications, and business process automa-
tion software and services designed to 
improve the customer experience. It has 
more than 6,000 customers worldwide, 
and its solutions can be deployed in the 
cloud or on-premises. 

The company is among Software Maga-
zine’s 2013 Top 500 Global Software 
and Service Providers, and has received 
a Frost & Sullivan Company of the Year 
Award for the last four consecutive years. 

Founded in 1994, Interactive Intel-
ligence employs more than 1,800 
people worldwide. It is headquartered in 
Indianapolis, and has offices throughout 
North America, Latin America, Europe, 
Middle East, Africa and Asia Pacific. 

For more information on the Customer 
Experience Makeover contest, visit  
customerexperiencemakeover.com
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Elaine Cascio

Hey you!  
Are you listening?

Since this column is called Voice of the Cus-
tomer, it seems appropriate to talk about 
whether and how we’re hearing that customer 

voice. Many of us rely on surveys or Net Promoter Scores. 
But there are numerous other ways to listen to what our 
customers are saying.

 Social Media 
Whether you partner with another department or if your 
contact center is responsible for monitoring and respond-
ing to social media, make sure you’re capturing the voice of 
the customer as it relates to all of your services. Continu-
ally refine what you’re listening for so that you can respond 
to issues rapidly and before they go viral. If you change a 
policy, understand what customers like and dislike about 
the new rules so that your agents are prepared to respond 
appropriately and consistently. 

True social listening isn’t just about capturing 
what’s being said about your company, but 
understanding social sentiment (positive/
negative/neutral) and what influencers are 
saying about you. Additionally, you can 
understand demographic and geographic 
data such as what areas of the country 
and in what age groups sentiment is 
trending higher than others. 

 Speech Analytics 
Speech analytics seemed like a great new 
toy just a few years ago, but technology 
advances, combined with more expansive 
databases and more experience, make it 
something to explore today. 

We talked a few months ago about how speech 
analytics can be invaluable in root cause analy-
sis and improving process, training, and more. But 
what is its value for voice of the customer? The ability to 
analyze every call (often thousands of hours on a daily ba-
sis) and categorize calls helps us easily understand what is 
driving customer conversations. Like social media, speech 
analytics highlights what our customers are talking about, 
whether it’s trying to read a newly re-designed financial 
statement, or navigate our website or voice response sys-
tem. Speech analytics can combine analytical capabilities 
with emotion detection, which like social media senti-
ment, identifies positive and negative conversations. 

Companies are increasingly using speech analytics as a real-time tool 
to improve the customer experience, build loyalty, and identify op-
portunities to increase wallet share. If a caller discusses a life-chang-
ing event like a new home purchase or a marriage, there may be 
opportunities to offer them additional products or services. Speech 
analytics can identify key words like wedding or moving, and have 
the agent receive scripts for potential upsell. Or a customer using a 
word like bankruptcy may trigger a script for discussing bankruptcy 
and push forms that the customer needs to complete. 

 Text Analytics 
Customers are doing more than 

calling and tweeting – they 
also text, e-mail, and chat. 

That’s where text analytics 
comes in. Offered by 
many speech analytics 
vendors, text analyt-
ics works in a similar 
way, identifying 
patterns, categories 
and sentiment, so 
you’re able to track 
customers who are 
chatting or e-mailing 

about your website re-
design and whether their 

conversations are positive 
or negative.

All these tools put us in better 
touch with our customers and provide 

valuable information for informing business 
decisions, as well as improving the customer experience. As with 
any analysis, one of the keys to success in mining conversations 
is to clearly define what you’re trying to accomplish, monitor it 
regularly, and review and refine often. 

Elaine Cascio is a vice president at Vanguard Communications 
Corp. (www.vanguard.net), a consulting firm specializing in cus-
tomer experience, self-service, contact center processes, operations 
and technology.  
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As I have previously suggested, customer as-
sistance will not necessarily be initiated with 
a voice phone call from such devices, but 
will increasingly be started by a click-for-as-
sistance option embedded within an online 
application or any type of notification mes-
sage that the customer has received. 

There is no question that the PSTN is 
being replaced by Internet connectivity 
for voice calls, as standards are now being 
developed for that transition. In addition, 
communication technologies are moving 
to cloud services, rather than premises-
based systems, thus relieving organiza-
tions of the need to manage and maintain 
infrastructure technologies. However, every 
organization will still have to plan on how 
their different types of end users, including 
customers, customer-facing staff, and busi-
ness partners, will be affected by business 
process changes to communications with 
both people and applications.

 Where Do You Start?  
For planning purposes, it will be most 
important to first understand how your 
customers will exploit the flexibility of 
multimodal mobile devices in accessing 
customer services via online mobile apps.  
Since customer BYOD will make it neces-
sary to support any type of mobile device, 
that consideration will make it necessary 
to accommodate leading device form fac-
tors and mobile operating systems.

In addition, mobile access to personal-
ized online self-services will also dictate 
a need to securely support authenticat-
ed customer access through interaction 

management controls on their indi-
vidual mobile devices. Although many 
customers will continue to use POTS 
for a long time, the Millenials, who will 
increasingly make up the bulk of your 
customer base, will be expecting more 
flexibility in all their mobile communi-
cations. In particular, mobile customers 
will be increasingly more dependent on 
using online mobile apps for personal-
ized information access and online 
transactions. They will also be used to 
exchanging text messages, as well as 
pictures and videos with people, more 
than they have voice conversations. It 
is only when they have a problem while 
using an online app, that they will need 
flexible and selective access to live assis-
tance. Amazon’s much heralded Mayday 
button on its new Kindle Fire HDX is 
a specific example of exploiting video 
and screen sharing for multi-media 
help desk technical support. However, 
that concept can be expanded to other 
modes of customer assistance with an 
online customer application through 
any UC-enabled multimodal device. 

 Multimodal Customer Assistance 
For Mobile Apps 
Once you identify any high-priority on-
line apps that need to be developed, you 
can then do the following things:

* plan to include click-for-assistance op-
tions into those online applications;

* determine what modes of assistance 
should be offered within the context of 
the application;

* identify what information and proce-
dures should be available to appropri-
ate customer assistance skills to handle 
specific issues associated with the 
context of the online application; and

* design an agent customer assistance 
interface that will accommodate 
multimodal interactions efficiently 
and will allow dynamic changes in 
communication modes as needed by 
customers, e.g., switching from a text/
voice message or IM to a voice or 
video connection.

 Why Do It All In A Cloud? 
Because it is faster and easier to de-
velop, integrate, and trial both new 
customer applications and new cus-
tomer assistance desktop interfaces 
in a cloud environment, that’s where 
implementation can take place. It 
is also an efficient way for different 
third-party expertise to manage and 
maintain such applications on an 
ongoing, evolutionary basis. 

Because there will usually be a need to 
maintain legacy telephony capabilities, 
putting the new stuff in the cloud, while 
integrating with existing telephony 
systems, is a good way to migrate grace-
fully to the future of mobile customer 
services and the interaction center that 
will exploit UC.  

Art Rosenberg is a blogger at The Unified 
View (http://unified-view.blogspot.com) 
and consultant with UC Strategies (www.
ucstrategies.com).

Art Rosenberg

ART Of ThE 
CuSTOmER  
ExPERIEnCE

Customer service is gaining in importance for unified 
communications, but it’s not so much about person-
to-person contacts, but mobile self-services that will 

need flexible options for live assistance. The next stage of customer services will 
be heavily focused on supporting the new flexibility that mobile consumers will have for 
business contacts with their personalized, multimodal smartphones and tablets.

Migrating to Multichannel 
Customer Service 
Interaction Centers
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It takes more than a vision to create 
an effective interactive voice response 
self-service solution in a contact cen-
ter. There are many factors that con-
tribute to the goal of achieving high 
self-service completion rates along 
with improved customer satisfaction 
with this communication channel.

VoltDelta has highlighted some of 
these common factors in two case 
studies. Both organizations utilized 
highly skilled and talented people 
for IVR design and implementation. 
They also leveraged leading-edge 
cloud technology to easily integrate 
voice self-service into a cross-chan-
nel customer engagement strategy.

 Case Study 1 – Healthcare 

Situation:
One healthcare provider wanted 
to add an IVR channel to offload 
their contact center agents from 
having to deal with questions such 
as claim statuses and referrals. The 
goal was to make the same level of 
information available in the IVR as 
was provided to agents. They also 
wanted to give callers the ability to 
communicate via their channel of 
choice. The IVR self-service comple-
tion rate goal was set at a minimum 
of 35% of the total calls. This meant 
that the IVR automation would have 
to handle some complex tasks, not 
just standard routine transactions.

Challenge:
•  Accuracy: Member IDs consist 
of an alphanumeric string which 
is notoriously difficult for an IVR 
to interpret accurately due to like 
sounding letters, numbers and 
variations in accents.

•  Voice User Interface Menu 
Design: Error recovery had to 
present intelligence if the ID was 
not initially recognized in order 
to keep the subscriber engaged 
within automation.

Solution:
VoltDelta’s Voice User Interface 
(VUI) designers were able to 
identify speech patterns in the 
alphanumeric member ID string. If 
the speech recognition engine was 
unable to understand the caller’s 
member ID on the first try, the 
IVR would ask a series of ques-
tions about the ID such as “Does 
the member ID start with P?” The 
result was:

•  Completion Rate:  35% of all 
calls were answered within the 
IVR upon implementation, which 
offloads agents and provides a 
cost saving to the healthcare pro-
vider. With this initial success, the 
self-service rate will improve over 
the next 12 months.

•  Customer Satisfaction: Custom-
ers that preferred to use the IVR 
were able to successfully enter their 
member ID over 98% of the time.

•  Deployment Efficiency & Exper-
tise:  VoltDelta’s reliable cloud-based 
platform combined with expertise in 
the area of speech and VUI design, 
networking, security and technology 
integration allowed the provider to be 
up and running quickly.

 Case Study 2 – Finance 

Situation:
A leading prepaid credit card provider 
for consumers who chose not to 
have traditional banking relationships 
wanted to upgrade its customer care 
platform to more promptly and ef-
fectively engage with customers.

Challenge:
• Ensure every call is answered 
during peak calling spikes which 
are typical of this business.

• Increase self-service rates so 
that agents only need to focus on 
more complex issues.

• Integrate voice self service 
with the web service, SMS, and 
agent channels.

Solution:
VoltDelta was selected to provide 
a cloud-based multi-channel solu-
tion because of the massive scal-
ability and stability of its infrastruc-
ture and cross-channel platform 
features. The solution included:

•  Channel Integration with  
Centralized Management:  
Intelligent call routing features 
were deployed to support several 
remote agent locations as well as 
provide agents with information on 
what transpired in the IVR.

•  Channel of Choice: Customers 
have the option to pay bills using 
the IVR and/or the website. Many 
customers opt to pay bills over the 
phone using the IVR instead of the 
website because of its convenience. 
Optionally, SMS text messages can 
be sent to customers for account 
transaction confirmations that oc-
curred on the web or in the IVR.

•  Platform Reliability & Scalability: 
VoltDelta’s platform answers every 
call, including at peak times when the 
call rate quadruples. Over 90 percent 
of calls are successfully resolved 
in the automated system without 
requiring live agent interaction, allow-
ing agents to focus on customers in 
need of more specialized assistance.

 About VoltDelta 
VoltDelta is a global cloud-based 
contact center provider with 35 
years of experience. We rapidly tailor 
and integrate our multichannel con-
tact center solutions to enable you 
to increase revenue, boost retention, 
and reduce operating costs with 
proven scalability and reliability. Our 
service guarantee is supported by 
contact center and carrier experts 
who are dedicated to your success.

Aligning People and Technology to Create an 
Effective Voice Self-Service Channel
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Download our white paper, The Art & Science of
Delivering Exceptional Customer Experiences 
and be inspired to change.                                                 

                                                      
www.voltdelta.com

Can your 
Contact Center

adapt
instantly

to change?

CALL VOLUME

MORE AGENTS NEW CHANNEL

“It is not the strongest of the species that survive,
nor the most intelligent, but the one

most responsive to change.”
  - Charles Darwin

2013
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ENABLING TECHNOLOGY AWARD
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What Are You Waiting for? 
Survey on the Spot Instead of Through E-mail

People are busy when they’re online, 
doing any number of things that have 
nothing to do with waiting to take a 
survey. Alas, harried shoppers, people 
sorting their mail, and overworked em-
ployees are not ideal survey candidates. 

When e-mail surveys don’t automatically 
land in a recipient’s junk mail folder, they’re 
often ushered there by the very person it 
was intended for. It’s no wonder that e-mail 
response rates are off the wrong end of the 
charts and getting further afield. When 
responses do come in, the value of the infor-
mation is limited. Why? No sense of imme-
diacy exists between the brand interaction 
and the customer’s actually answering the 
survey. The business has to collect the e-mail 
address, get the e-mail to the right depart-
ment or outside resource to add to the 
database, and then work it into the survey 
stream. If the e-mail address is accurate, and 
if the survey doesn’t land in the trash, an e-
mail survey often lingers for days before the 
recipient gets around to answering it. 

Time-sensitive consumer insights are lost, 
like the nuances of a meal or event. The 
value of the insights and the details consum-
ers can recall decrease as the time between 
their experience and answering your survey 
increases. Clearly, e-mail surveys’ role in col-
lecting viable, valuable consumer feedback 
to inform marketing and other functions is 
limited at best. At worst, it’s a waste of time 
and money. There is a better way.

Fewer and fewer people leave their homes 
without a smartphone or tablet these days, 

accompanying them down the store aisles, 
into car dealerships, bed-and-breakfasts, 
restaurants, educational settings, and events. 
A modern, convenient mobile survey, quiz or 
contest during this experience can feel like a 
natural part of the experience itself. Without 
even an app to install, mobile surveys and 
quizzes use familiar swiping, keyboarding and 
taking photos that consumers do countless 
times a day with their mobiles. They capture 
the previously missing sense of immediacy 
while delivering – in real time – once hard-
to-collect, in-the-moment insights.

Consumer research has for too long been 
overly serious. It needn’t be. With mo-
bile surveys, you can collect invaluable 
insights by engaging your audience with 
a fun challenge, quirky quiz, contest, 
or simply the prospect of publicity. You 
don’t need their e-mail or cell phone 
number, just a provocative proposition.

Many studies confirm that customers are 
willing to tell about their experiences with 
brands. This willingness shouldn’t come at 
a price of interrupting work or diverting 
them from tasks in which they’re already 
engaged. And if you think the information 
you seek is valuable – and in-the-moment 
information certainly is – reward those 
who respond. Rewards can come in the 
form of valuable coupons or discounts, 
free products, and even their appearance 
with your product or at your event on your 
Facebook or Pinterest pages.

Mark Penson is CMO of Survey Anyplace 
Mobile Surveys (www.surveyanyplace.com).

Paper surveys have probably been around since papyrus. We’ve 
always been interested to know what others were thinking, 
right? We’ve all seen the surveyors at the grocery store, armed 

with their clipboards, intercepting folks lugging bags out to their cars 
to ask about products and services. In-home surveys came via par-
cel post, in overstuffed envelopes, asking us about everything from 
private businesses to the city’s new urbanization plans.

How to Do a Better Survey

Make it easy for people to use 
their mobile to scan a QR code or 
enter a URL:
•  printed on packaging and or 
POP signs;

•  projected onto a screen during 
seminars or conferences;

•  printed on event signs, tickets or 
program materials; and/or

•  included inside packaging on 
directions or warranty/registration 
information.

Compel them to give their input by:
•  using hosts at events to invite 
attendees to take your survey;

•  telling respondents they’ll be 
entered into a prize drawing;

•  making the invitation and quiz 
informal, fun, and entertaining;

•  letting people know they’ll learn 
their score at the end;

•  promise a coupon or gift for 
completed quiz (a great way to 
collect additional contact info);  

•  installing a tablet or PC on a 
kiosk and asking customers to take 
your survey;

•  making the survey or quiz fun, 
not boring like most e-mail surveys;

•  keeping it short – people will quit or 
will get bored after seven questions;

•  incorporating photos and videos 
into your questions;

•  encouraging respondents to take 
personal photos of your product in 
their homes;

•  branding your survey with your 
company logo, background image, 
and colors; and/or

•  using emoticons or other graphics 
instead of a numerical scale to 
indicate satisfaction.
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Voice of the Customer
Customer Survey/Feedback Solution Roundup
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Allegiance Inc.
www.allegiance.com

The Allegiance Engage Voice of Customer software plat-
form helps organizations increase customer retention by sys-
tematically reducing the time it takes to listen, understand, 
and respond to customers’ needs. The Allegiance Engage 
family of solutions is delivered through a hosted, software 
as a service offering. That includes multi-channel VoC solu-
tions that allow organizations to listen and respond in real 
time to customer complaints, compliments and suggestions, 
and to measure customer attitudes and intentions. It also 
includes employee feedback solutions. Employee feedback 
collection combined with expert-designed surveys give 
companies a measurement of employees’ passions, stresses, 
and ideas, with the ability to react quickly to retain em-
ployees. Spotlight data mining automatically analyzes every 
possible pattern in a dataset and illuminates areas that will 
provide the maximum lift in business outcomes. Bonfire 
survey builder allows survey designers to easily collaborate 
with other stakeholders right inside the product, ensuring 
they collect the right data from the outset. Bonfire’s social 
sharing feature also helps to amplify customer advocacy by 
allowing customers who provide positive feedback to broad-
cast their thoughts on social sites. Allegiance also offers 
turnkey programs for several vertical and horizontal markets 
and for user profiles. Programs include financial services 
loyalty, website experience measurement, contact center 
satisfaction and experience, B2B technology SAT, churn/
retention, health care SAT, and more.

Confirmit
www.confirmit.com

Confirmit enables organizations to develop and implement 
voice of the customer, employee engagement, and market 
research programs that deliver insight and drive business 
change. Confirmit’s clients create multi-channel, multi-lingual 
feedback and research programs that engage customers, em-
power employees, deliver a compelling respondent experience, 
and provide high return on investment. Confirmit Voices is 
a customer engagement model that enables users to listen to 
the voice of the customer, integrate it with existing data, and 
take action to deliver business change. Reporting capabilities 
provide the ability to analyze the data gathered and automati-
cally generate alerts to indicate when quick action is needed 
to save at-risk customers and drive positive word of mouth. 
It also allows information to be shared easily with the people 
who need it. Confirmit Horizons is a flexible, multi-channel 
software platform for customer experience, employee engage-
ment, and market research programs. Via the 2014 acquisition 
of Integrasco, Confirmit also will bring advanced technologies 
for capturing social insight and analyzing unstructured text 
into the Confirmit portfolio. 

ForeSee
www.foresee.com
ForeSee brings science and technology together to help or-
ganizations measure and analyze their customers’ experience 
with advanced predictive analytics and a robust scientific 
methodology that radically change the way organizations 
make important decisions. ForeSee’s CXA (Computer 
Experience Analytics) methodology accurately identifies 

This month’s roundup is about customer 
survey and feedback solutions. Some of 
these offerings are provided as specific 

modules, while others are part of larger contact 
center solutions.
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the causal relationships between key indicators of customer 
satisfaction and future behaviors, enabling executives and 
managers to prioritize investments that will have the big-
gest impact on the customer experience. The company’s 
methodology is centered on consumer behavior theory, 
psychometrics, and statistics – combining survey-based, 
voice-of-the-customer-derived performance measurement 
with advanced modeling algorithms to deliver powerful 
diagnostic capabilities, actionable insights and prescriptive 
guidance. ForeSee uses surveying techniques (i.e., question-
naires) or observation (e.g., recording behavioral patterns) 
to capture customer experience data. The company’s data 
collection technology and services include survey triggering 
and session recording, as well as database creation and man-
agement. ForeSee focuses on the accuracy, reliability and 
precision of the data – which is free from random and mea-
surement error, and can reveal small differences in values. 
In addition, ForeSee’s CXA delivers improved precision via 
VoC measurement, multiple measures, reduced sample sizes, 
state-of-the-art analysis algorithm, and 10-point scales.

Genesys
www.genesys.com
The Genesys Enterprise Collaboration offering includes Premier 
Edition for small to mid-sized contact centers, Business Edition 
for mid-sized contact centers, and Enterprise Edition for large 
contact centers. The Genesys Premier Edition is a pure cloud 
offering built with routing and IVR capabilities from Genesys and 
the intuitive Angel Virtual Contact Center user experience. This 
edition is designed to be flexible, quick to deploy and easy to use. 
The Premier Edition scales up to 250 seats and includes inbound 
multi-channel, proactive notifications/surveys, IVR, BI analytics, 
WFO (QM, Speech/Text Analytics), Salesforce.com service cloud 
version, and CRM desktop integration. The Genesys Business 
Edition scales up to 1000 seats, includes all capabilities from 
Premier Edition plus inbound/outbound multi-channel, mobile, 
workforce management, and local connect. Whether in the cloud, 
on premises, or a hybrid it deploys rapidly and is easy to use. The 
Genesys Enterprise Edition is tailor-made for large organizations 
that require highly scalable and customized contact center solu-
tions. Customers can choose to run their contact center in the 
cloud, on premises or in a hybrid cloud configuration. It scales to 
unlimited seats, includes all capabilities from the Business Edition 
plus cross-channel, remote and branch workers, back office, as 
well as customization and integration.

Hively
www.teamhively.com
Hively provides consistent, real-time feedback that a business 
can act on. Most companies try to measure customer satisfaction 
with surveys, but surveys are time consuming and have a low 
engagement rate. Survey data is also difficult to manage because 
it’s aggregated, not real time and rarely (if ever) makes it’s way to 
the people who need it most – the employees working with cus-
tomers. With Hively, team members get personal rating snippets 
they insert into their e-mail signature, CRM, website or ticket 
tracking system, so that every time they use any of those systems 

customers can leave feedback on their performance. Customers 
can provide feedback with one click or opt to leave additional 
comments. Businesses get notified whenever a customer enters 
a rating so they can do customer follow up, and Hively enables 
those organizations to track, trend and measure customer hap-
piness and team performance. Team members earn points for 
every rating they get, and their employers can opt to rank and 
reward them by week, month, or whenever.

Interactive Intelligence
www.inin.com
Interactive Intelligence offers Interaction Feedback to help 
organizations create, deploy, and manage post-call surveys for the 
voice channel to capture a customer’s perception  of their service 
experience. It helps to simplify the survey process by creating 
and activating surveys using a wizard-guided approach, which 
eliminates the need for technical expertise and complex program-
ming. Customers can be automatically prompted to opt-in, be 
transferred to the survey by an agent, or provided with a call-in 
number. The proactive service recovery feature of this solution 
enables an organization to receive alerts for survey scores deemed 
below acceptable, and review survey results immediately to assess 
the impact of an interaction on a survey score. Users can access 
and play call recordings just as quickly with the integrated Interac-
tion Recorder application. There’s no need to search and correlate 
data and recording files from different systems. The solution also 
can be used to compare external and internal service perceptions, 
ensuring quality management and coaching processes are aligned 
with customer expectations by comparing internal measures (qual-
ity scores) with external ones (feedback scores). The Interaction 
Feedback module can be licensed as part of the all-in-one Cus-
tomer Interaction Center platform. There’s no additional software 
or third-party integration required.

J.D. Power
www.jdpower.com/business-services/services/
contact-ctr-sol.htm

With insights derived from current customer satisfaction data 
– including more than 1,200 companies serving millions of 
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customers – and from the highest performing certified contact 
centers, J.D. Power products are designed to improve contact 
center service and profitability. The J.D. Power Benchmark-
ing Toolkit is a suite of easy-to-use self-assessment tools, best 
practices, and key performance indicators from top performers, 
and resources designed to help drive and sustain operational 
excellence. The J.D. Power Customer Satisfaction Research 
Program offer unbiased research that compares customer sat-
isfaction and operational performance to top performers and 
identifies top priorities for driving maximum improvement. 
The J.D. Power IVR Improvement Program delivers insights 
to enhance customers’ interactive voice response experience at 
maximum containment. The J.D. Power Operational Perfor-
mance Assessment provides a detailed assessment of current 
contact center operations against best practices used by top 
performers. It also includes prescriptive guidance to close 
performance gaps and pinpoint actions to take before pursu-
ing J.D. Power certification. And the J.D. Power Certifica-
tion Programs offer the most credible and trusted third-party 
endorsement of customer satisfaction excellence to customers, 
prospects, and internal stakeholders.

mBlox
www.mblox.com
mBlox is a mobile 
messaging provider 
that helps brands reach 
consumers at the right 
time and place with a 
comprehensive range 
of customer service 
and marketing solu-
tions that emphasize 
mobile customer care 
as a way for companies 
to recruit and maintain 
loyal brand enthusiasts 
through the mobile 
channel. mBlox offers 
its enterprise cus-
tomers the ability to 
send consumers short 
text message surveys 
directly after point 
of purchase or point 
of contact to gain 
real-time feedback. 
mBlox’s customers can 
also use text to confirm 
client appointments 
or service modifica-
tions, another way to ensure customer satisfaction and nurture 
the relationship. SMS is becoming an ever more effective and 
valuable way to get the attention of consumers, as it is often 
the most direct and personal communications channel. Beyond 
simply engaging consumers around deals, promotions and 
content on their mobile devices, this goes one step further by 

helping businesses manage the full customer service experience 
over the most relevant and accessible platforms available.

NICE
www.nice.com
NICE Fizzback is a voice of the customer enterprise plat-
form that helps companies to capture, analyze and act upon 
real-time customer feedback. Through a unique automated 
engagement system, customers are surveyed via their channel 
of choice (text message, e-mail, web, social media, IVR, mobile 
app or form) immediately following a retail, call center, or on-
line experience. Nice Fizzback then analyzes the feedback for 
sentiment and key drivers of customer satisfaction (or dissatis-
faction). The text analytics system assigns a sentiment score to 
each comment and categorizes it into one of several predefined 
business categories; if a customer responds negatively or 
requests a call back, an alert is generated. All results are dis-
played on the NICE Fizzback online dashboards, accessible by 
everyone from the agent to the CEO. NICE Fizzback is able to 
support large enterprise-wide deployments, processing millions 
of transactions and feedback responses on a monthly basis. The 
dashboard enables clients to quickly and easily understand the 
key drivers of customer dissatisfaction, and to make improve-
ments immediately. As a result of this process, NICE Fizz-
back clients report a 27 percent average increase in customer 
satisfaction scores, and are able to recover up to 90 percent of 
unsatisfied customers within minutes of an interaction.

Nielsen
www.nielsen.com
Nielsen Holdings N.V. is a global information and measure-
ment company with leading market positions in market-
ing and consumer information, television and other media 
measurement, online intelligence and mobile measurement. 
Nielsen has a presence in approximately 100 countries, with 
headquarters in New York, and Diemen, the Netherlands.

Qualtrics 
www.qualtrics.com
Qualtrics Research Suite is an enterprise survey platform to 
capture, analyze, and act on insights. Enterprises, academic in-
stitutions, and government agencies use Qualtrics to gather and 
understand customer satisfaction, NPS, customer experience, 
brand, market, and employee feedback. Qualtrics makes it easy 
for users to build sophisticated surveys. The platform features 
more than 100 question types, embedded data, branching, 
display logic, quotas, e-mail triggers, mobile and offline compat-
ibility, randomization, and other advanced features. Qualtrics 
Mobile gives users all the functionality of Qualtrics Research 
Suite across their mobile devices. This enables users to create 
surveys for any mobile device, as well as to conduct market re-
search directly in the field and get real-time results.Qualtrics Site 
Intercept is a solution to capture value from website visitors with 
targeted, engaging messages. Whether the goal is to improve 
visitor experience with website feedback or increase conversion, 
Qualtrics Site Intercept makes targeting specific website visitors 
simple with an intuitive, point-and-click interface. Marketers 
can select from nine different creative types, including popovers 
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and info bars, to update their website on 
the fly, without any help from IT. 

Survey Anyplace
www. surveyanyplace.com
Survey Anyplace’s online software tool cre-
ates engag-
ing surveys 
and quizzes 
for collection 
of real-time 
customer 
feedback 
on mobile 
devices. 
The most 
valuable 
responses 
and highest 
response 
rates occur 
when or-
ganizations 
can engage 
people in a 
short survey 
during or immediately after they experi-
ence a product or service, which is when 
customer excitement is at its peak. Survey 
Anyplace’s Enterprise Plan is available 
through a monthly or yearly subscription 
and incorporates automatic survey branding 
based on company logo; cross-device re-
sponsive user interface (smartphone, tablet, 
PC); multi-user sharing and collaboration; 
QR code and hyperlink survey access – no 
app installation is needed for respondent; 
touch-screen support – respondents swipe 
through the questionnaire; Skip logic; real-
time reporting; photo capture (iOS only); 
and offline responses (iOS only). Survey 
Anyplace also offers development and 
design services to create customer-specific 
solutions on top of the standard platform. 
Requirements may include advanced 
design, animations, custom screen flow, or 
integration with other applications.

SurveyMonkey
www.surveymonkey.com
SurveyMonkey Enterprise enables greater 
control, enhanced collaboration, and valu-
able data comparison for better decision 
making across organizations. Enterprise 
delivers one of the most frequent prod-
uct requests from current customers: the 
ability to centrally manage the service. 

Once an administrator sets up an account, 
they can invite colleagues to their Survey-
Monkey group, bringing all survey history 
together. This provides organizations with 
true data ownership, user management, 
and a single bill. In addition to data own-
ership, user management, and consolidated 
billing, SurveyMonkey Enterprise includes 
all features of the Platinum package, used 
by professionals across HR, marketing, 
product development, customer service, 
and more. Features include full brand 
control, expert survey templates, phone 
support, and HIPAA compliance.

Verint Systems Inc.
www.verint.com
Verint Enterprise Feedback Management is 
an enterprise survey platform which helps 
companies gain a complete view into the 
voice of their customers and employees. 
EFM empowers companies to react quickly 
to resolve customer issues, optimize business 
processes, and deliver top-notch customer 
service across the board. Verint EFM en-
ables sharing of data, centralizing of survey 
responses, and the ability to manage surveys 
to drive action and accountability. Data can 
be shared with critical stakeholders and used 
to showcase actionable results using cus-
tomizable, interactive dashboards, branded 
reports, and embeddable widgets. Used in 
combination with the company’s Voice of 
the Customer Analytics solutions, EFM 
helps businesses collect feedback across all 
interaction channels, providing insight into 
the preferences, satisfaction levels and needs 
of customers. It also helps companies to 
better understand what’s driving changes in 
satisfaction and loyalty, enabling them to 
take the necessary steps to ensure customer 
satisfaction and retention.  
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Why My Loyalty Program 
Isn’t Making Me Feel Loyal

by Jim Daleen 
EngAgE

The answer is both simple and complex. I have 
been a member of the AAdvantage program 
for more than 15 years and have earned nearly 
2 million miles. Needless to say, the program 
has worked on me, at least until recently. I have 
found it nearly impossible to find flights that 
work for me with reward points without using 
double points. This has caused me to seri-
ously question my loyalty to the program, and 
recently I have begun to book on other airlines. 

The fact is that once a rewards program is insti-
tuted and engrained in the hearts and minds of 
its members, the company no longer views the 
continued loyalty of its customers as a new accom-
plishment. It begins to view the program more as 
an expense and not so much as a customer reten-
tion and revenue generation program. The focus 
now moves from initiatives to excite customers 
and grow the program, to limiting the costs of de-
livering the rewards. Management finds it simpler 
to come up with initiatives to restrict benefits that 
deliver quick financial returns than strategic offers 
and benefits that change buying behavior and 
consumer psychology. 

In the airline industry these changes are measured 
in the ratio of paid seats to non-paid or reward 

purchases. Once we go down this path, there is 
often a continual attack on benefits and additional 
restrictions. Companies slowly and steadily chip 
away at the features of the program that attracted 
you to it in the first place until you begin to won-
der if it’s worth being loyal to them at all.

Now that we understand why loyalty programs 
often don’t make you feel loyal, is there any 
hope that these programs will ever get better? 
The answer is yes, but it takes time. The simple 
but most powerful equalizer in the market is 
good old capitalism. When a company goes too 
far and takes too many benefits from a pro-
gram, rest assured the competition is watching. 

A great example of this is the credit card com-
pany Capital One. Capital One’s highly suc-
cessful marketing strategy has been centered on 
attacking the restrictive nature of its competitors’ 
loyalty programs. The reaction to Capital One’s less 
restrictive program has been changes in competing 
programs at other major banks. These other banks 
have begun to return some of the old benefits and 
relieve restrictions on their loyalty programs. These 
changes don’t come overnight, but they do come.

Looking at this dynamic, there are some lessons to 
be learned. Let’s first look at lessons for business:

• Don’t lose focus on the strategic benefits that 
drove you to institute a loyalty program initially. 
You can’t take for granted the loyalty of custom-
ers even when they’re part of a loyalty program.

• Set growth objectives that focus on increasing 
member adoption and spending versus reducing 
costs in delivering the rewards.

• It costs seven times more to acquire a new 
customer than to keep an existing one. Don’t be 
penny wise and pound foolish with benefits that 
matter to your customers. If you don’t give your 
customers what they want, your competitors will.

Look for loyalty programs that provide ubiq-
uitous access for you from all forms of media 
such as web, mobile web, mobile apps, swipe 
cards, no cards. Studies show that mobile offers 
are seven times more likely to be redeemed than 
paper offers. Why? You can redeem what you 
don’t have – your offers and rewards will be 
with you in your pocket wherever you go.

Jim Daleen is chairman and CEO of AppSuite 
(www.mymobileappsuite.com).

Loyalty programs have been 
around since the early 80s. Amer-
ican Airlines was the pioneer in 

loyalty programs, with the introduction 
of its famous AAdvantage program in 
1981. There is no doubt that a properly 
designed and run program like AAdvan-
tage does drive customer loyalty. An ex-
ample of how important these programs 
are is when Eastern, Piedmont and 
TWA airlines went belly-up – the buyers 
of these airlines all granted eternal life to 
the miles generated by the defunct air-
lines’ programs. So it begs the question: 
If companies understand the importance 
of their loyalty programs, then why are 
they continuing to restrict the use and 
benefits of their rewards? 

Subscribe FREE online at customerzone360.com32      March 2014 TABLE OF CONTENTS  •  AD INDEX

http://www.mymobileappsuite.com


http://www.tmcnet.com/redir?u=1003402


Doxo Makes It Easier for Customers 
and Businesses to Connect

by Paula Bernier
EngAgE

That alternative enables people 
to create directories of all the 
businesses they use but 
probably wouldn’t add to 
their personal directory 
list, Shivers says. And 
doxo makes it easy to 
populate those busi-
ness directories by of-
fering suggestions for 
specific businesses in 
user’s geographies and 
business categories to 
users of the solution. For 
every zipcode in the coun-
try, doxo gets a real-time 
survey of all the providers in 
that market to offer up to users.

The company leverages crowdsourcing 
paired with users’ telephone numbers to know 
what businesses are in which user’s areas. If there’s 
a business or business category not already in the 
doxo directory, a user can add it. Already, more 
than 28,000 businesses have been added by doxo 
users, and the directory is growing all the time as 
a result of these additions. It also can see if a busi-
ness has e-mailed a specific customer in the past 
and ask that customer if he or she wants to add 
that businesses’ e-mail to his or her doxo directory. 

But doxo is more than a business directory, it’s a con-
duit through which businesses can engage with their 
customers. In fact, that’s how it makes its money – 
by selling doxo subscriptions to businesses that want 
to use the platform to send things directly to users’ 
doxo accounts. Businesses usually start out with 
doxo as a means through which they can enable 
their customers to pay bills electronically. Doxo also 
offers businesses the ability to enable their customers 
to use popular services like DropBox to store their 
e-bills. Doxo can also be used by businesses to send 
their customers updates about products or services, 
or for other communications.

“The average American water company shouldn’t 
be building mobile apps, it’s just not in their 
wheelhouse,” says Shivers, who adds that neither 
should any organization not in the mobile app 
building expend the effort to create online bill 

pay capabilities itself when doxo 
can do the job for them.

Not only does doxo 
enable companies 

and customers to 
connect via the 
doxo mobile 
app and the 
web, but the 
company 
also provides 
its business 
customers 
with a website 
on which they 

can see lists and 
heat maps of the 

top providers of 
products and services 

in various carriers. For 
example, doxo lists 615 

companies in the Phoenix area, 
which can be viewed by category and for 

which users can see other markets in which those 
businesses operate.

There are 75,000 to 100,000 companies that are 
in the addressable market for what doxo does, 
says Shivers, who adds that there’s no way these 
companies all want to build mobile apps – or can 
expect consumers to put all those different mobile 
apps on their cell phones.

Businesses today for the most 
part still interact with cus-
tomers the way they have in 

the past. More than 80 percent of 
communications with customers are 
done via paper mail. And even when 
businesses interact with customers 
online, most organizations do so using 
websites based on the Web 1.0 model. 
Both methods are way out of line 
with customer online behavior, says 
Steve Shivers, CEO and co-founder 
of doxo, who adds that his company 
offers a better alternative. 
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see lists and heat maps 
of the top providers of 

products and services in 
various cities.
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That’s the word from VoIP Dialing CEO Ben Nabon, who spoke 
with CUSTOMER magazine in mid January. Nabon said that the 
softphone, which VoIP Dialing will trademark, “will change the 
way people work with it.” He added that the VoIP Dialing soft-
phone will be “good for calls centers and intranets, and definitely a 
product that at some point will go to the consumer.”

VoIP Dialing expects to unveil the softphone officially in the 
March to April timeframe.

The company on a separate front also plans to advance its 
SMS platform. Nabon did not provide further detail on the 
company’s SMS platform expansion efforts.

In any case, Nabon emphasized that VoIP Dialing’s core offer-
ing is its SIP trunk solutions. And business for SIP trunks is 

booming, he said. That’s because SIP trunks give businesses the 
flexibility to add lines dynamically and without extra costs. That 
results in huge benefits to businesses as far as budgeting, he said. 
And he added that the quality of calls running over such services 
are far better than those running on regular phone lines. 

Because VoIP turns calls into data, Nabon added, it also en-
ables businesses to leverage that data to better understand and 
improve processes related to those calls, the behavior of custom-
ers, and activities of customer service employees. To help assist 
businesses in putting this data to use, VoIP Dialing can integrate 
calling data in with its customers’ CRM and reporting systems 
“to make it much easier to succeed in business,” said Nabon.

VoIP Dialing sells its offerings to businesses, primarily larger 
entities with 50,000 minutes or more of voice traffic a month. 
Its direct sales staff emphasizes the value the company deliv-
ers in terms of simplicity and quality. Nabon added that VoIP 
Dialing also can help its call center customers increase their 
call center performance by offering tips in this realm.

While VoIP Dialing today relies solely on a direct sales staff 
to get its offerings to market, it plans to launch a channel 
program later this year.

A company called VoIP Dialing Corp., 
which sells SIP trunks, bulk SMS mar-
keting, and VoIP systems nationwide, 

will soon expand its portfolio with the introduc-
tion of a softphone.

VoIP Dialing Emphasizes Benefits of SIP, 
Talks About What’s Next

by Paula Bernier
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The bottom line is that each approach 
may add some value but ultimately, as 
we have all said, it depends.

In today’s connected world, one stellar 
reaction or disastrous comment can go 
viral on social media in no time and 
create serious impact – either positive or 
negative – on both your net promoter 
score and your bottom line. As such, we 
must find a way to address all aspects 
of our performance bell curve in a way 
that tightens our outliers and moves the 
entire curve to the right to maximize the 
up side and minimize the down side.

Some feedback suggests that from a pure 
ROI perspective, spending your dollars 
on the performers in the middle of the 
curve (address the mediocre) represents the 
biggest opportunity for impact, because 
it is usually the largest group in a normal 
distribution. If you can move the middle 1 
percent, you will see the largest impact. 

Others speak to the potential opportu-
nity for change by focusing on the more 
significant underperformers at the low 
end of the curve (attack the dreadful).  If 
I can take this smaller group and move 
them each to the middle, I should see 
the same result. There may be a lot fewer 
bodies, but the potential for change is 
much more dramatic.  

And finally, depending on the employee 
maturity lifecycle (hiring process, evolv-
ing new hire, fully functional or matured 
employee), focusing on the top perform-
ers (support the stars) may be your focal 

point with the largest potential for busi-
ness impact. If you can just cultivate one 
or two more star performers, the bottom 
line impact is huge. 

Ultimately, it comes back to the classic 
80/20 argument: Typically, the most 
significant impact on your NPS, quality 
and bottom line is created by 20 percent 
of your employee base. This is due to 
three principles:

•  The distribution of calls to your agents 
is based on random call arrival patterns, 
which means agents are more likely to 
receive a normal call than a problematic 
call. Self-service has also increased the 
complexity of calls, as more of the normal 
issues are now served in these channels.

•  Call quality is primarily based on 
coaching to average calls, due to the 
common approach of selecting calls 
based on length (e.g. 3-5 minutes) and 
perhaps by queue or skill; rarely is call 
selection based on the topic of the inter-
action or on particular target behaviors.

•  Callers are more likely to connect with 
an average representative than a stellar 
one. Not everyone will get the star per-
former, due to the call distribution mod-
els that are in place for the vast majority 
of contact centers. Next available agent 
versus best available agent is a debate 
with consequences for both service levels 
and the customer experience.  

So how can you best address this average-
ness to help move your own bell curve?  

One way is to be exceedingly selective in 
your hiring process and never hire anyone 
with the potential to fall into the low end. 
However, we all know how expensive and 
unrealistic that can be, not to mention how 
cumbersome when the goal is to fill enough 
agent seats to handle basic call volumes in a 
historically competitive hiring market.  

Given the difficulty and expense of trying 
to hire only the best of the best, you must 
change your perspective on quality and 
NPS to ensure that employees from all 
across the bell curve are engaged in your 
improvement efforts. You must provide the 
focus, support and performance manage-
ment opportunities necessary to tighten 
the curve, reduce its footprint, and shift it 
from the midpoint to the right.

Monitoring for quality should be 
targeted and not random – both on and 
off the phones. The coaching that fol-
lows should be focused and not generic 
– across the entire bell curve spectrum 
to make an impact on NPS, quality, 
and the bottom line. Spending time 
monitoring average calls is no longer 
viable. We need to target and tailor our 
efforts for each performance bucket to 
help agents move up the performance 
maturity ladder. These efforts may focus 
on areas like compliance and efficiency 
for new hires, soft skills and problem 
solving for average performers, and 
empowerment and cross-/up-selling for 
your highest performers. The real secret 
is determining which skills and knowl-
edge have the greatest impact on your 
business model, so that you can target 
interactions that highlight those skills, 
and align them across your team.

David Johnson is a senior business consultant 
with NICE Systems (www.nicewfo.com).

We have all heard conversations and read articles about 
what the bell curve means to the service world. Attack 
the dreadful! Address the mediocre! Support the stars!

What to Do to Get the Most Out 
of Your Contact Center Team

by David Johnson 
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Oracle Communications in September introduced the WebRTC 
Session Controller, which enables communications service providers 
and enterprises to offer WebRTC services – from virtually any de-
vice, across virtually any network – with carrier-grade reliability and 
security. CUSTOMER recently spoke to Chris King, senior director 
or product marketing at Oracle Communications, about WebRTC.

 Why is WebRTC important? 
King: WebRTC is the next generation of real-time communica-
tions. Click-to-call and other RTC technologies will be built in 
to the Internet directly, and won’t require any plug-ins or soft-
ware downloads. As customers begin to embrace the technology, 
it will become the new standard for communication. Companies 
that can get behind the technology now and help make it stable 
and reliable for enterprise use will be ahead of the curve.

 How will WebRTC impact customer service? 
King: WebRTC technology can help move customer service ses-
sions to an all IP-based model – with the ability to use video and/
or voice communications in browsers. With customer service ap-
plications, WebRTC can allow consumers to connect with agents 
from the web or via mobile applications and/or switch between 
session types seamlessly.  This enables smoother communications 
between the agent and the customer – providing customers the 
support they are looking for without having to download chat 
software, look up a phone number, or open up an e-mail client.

 How will it impact the developer community? 
King: WebRTC is an open API, and as such will be something 
developers can easily integrate into future applications.

 How does/will WebRTC tie in with Java? 
King: WebRTC provides its real-time communications capa-
bilities via simple JavaScript APIs, so there is the obvious tie-in 
with Java. The Oracle Communications WebRTC Session 
Controller specifically ties into Java in a few ways. One of the 
components of the product includes a Signaling Engine – this 
component supports the interworking between JavaScript-
based web clients using signaling over WebSockets and SIP 
signaling into the core network. The product also has features 
designed to ensure interoperability for web-to-web and web-to-
network communications. The Java-based Client SDK speeds 
development with an extensible JavaScript-based environment, 
providing automatic browser mediation, client authentication, 
session management, and connection control.

 What needs to happen to enable WebRTC to reach critical mass? 
King: WebRTC needs to expand beyond just support for 
Google Chrome and Mozilla Firefox into other browsers. 
Further, the major players in the UC market will need to 
support the new standard. 

 When do you expect that to happen? 
King: WebRTC will continue to gain momentum, particu-
larly as new applications and services are developed, leverag-
ing this technology.

 What can you tell us about WebRTC that we may not know? 
King: While WebRTC is an emerging communications 
standard built on the idea of seamless, browser-to-browser con-
nectivity, it’s going to take investments in back-end infrastruc-
ture before WebRTC-enabled endpoints can contribute to the 
diverse public and enterprise communications infrastructure 
and truly become the new communications standard.

 If there’s just one thing businesses should know about 
WebRTC, what is that one thing? 
King: WebRTC is still very much in the initial stages of 
development, but it can provide a competitive advantage for 
businesses that adopt it early. Business should examine how 
they can securely and reliably integrate WebRTC functionality 
into their networks to stay ahead of the game. 

WebRTC has garnered a lot of atten-
tion recently as a potential unified 
communications game changer. Not 

only does this technology allow for real-time 
voice and video interactions from a web brows-
er, and without requiring special client software, 
but it opens the door for more, and more inter-
esting, application development. 

Oracle Provides Insight on WebRTC 
& the Customer Experience

by Paula Bernier
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SAP Expands Efforts in Retail
Retailers typically rely on one solution to deal with their 
wholesale partners, something else to manage back office 
functions such as inventory, and add yet another layer to 
deliver a customer mobile apps. But it doesn’t have to be 
that way, says Mark Ledbetter, global vice president of retail 
strategy at SAP Retail, which is working with some big name 
retailers to put together these pieces into an integrated solu-
tion. Adidas, Luxottica, Tommy Hilfiger, and SAP are work-
ing together bring a new fashion solution to the marketplace 
that will better enable fashion brands to manufacture their 
products and sell them to retailers and consumers using one 
single, vertical solution.  “With this development, we plan 
to help our fashion customers become truly vertical,” said 
Lori Mitchell-Keller, global head, Industry Business Unit 
Retail, SAP. “As a result of this planned collaboration, we aim 
to bring the processes for vertical fashion wholesale, manu-
facturing and retail into one system using the power of our 
proven, Big Data-enabled business suite on SAP HANA.” 
The company already recently announced SAP Shopper 
Experience, a retail mobile app that retailers can offer to 
consumers, giving them the ability to create collaborative 
shopping lists, redeem offers specific to a particular store, and 
manage their loyalty accounts. The latest version of the SAP 
Retail Store Ops Associate mobile app, meanwhile, allows 
store associates to execute core merchandising, inventory and 
customer service functions directly from the shop floor. 

Sprinklr Named an Enterprise Listening 
Platform Leader
The Forrester Wave: Enterprise Listening Platforms, Q1 2014 
named the listening module by Sprinklr a leader in this space. 
Sprinklr was recognized for the native integrations between 
its modules and its intuitive workflow. Among the users of 
Sprinklr Listening is Microsoft, which has 1,200 people on the 
platform, Cisco, Intel, IHG, 1-800 FLOWERS, Hearst Digital 
and Virgin America.

Verint Releases VoC Study
A recent Verint survey of 1,000 U.S. consumers indicate that 
people in the U.S. tend to feel “listened to” by the compa-
nies they do business with, as compared to the other regions 
surveyed, and that there is a high correlation between how well 
companies respond to consumer feedback and the consumers’ 
perception of feeling valued. A third of U.S. consumers surveyed 
(34 percent) believe U.S. companies take notice of their views, 

compared to a five-region average (U.S., U.K, Germany, Poland, 
Russia) of 29 percent. And 28 percent of U.S. consumers feel 
that U.S. companies don’t take notice of their views. Nearly 
half (49 percent) of U.S. consumers feel valued as a customer 
as compared to a regional  average of 39 percent. And a large 
portion (42 percent) of U.S. consumers believes in the power of 
social media’s influence in helping to hold brands accountable.

KnowledgeForce Helps Businesses Improve 
Customer Experience 
Market Force Information has launched KnowledgeForce, a 
customer intelligence platform that integrates all forms of cus-
tomer data to help businesses improve their operations and the 
customer experience. Just like BI systems summarize fiscal per-
formance data, KnowledgeForce gives companies a single, finan-
cially accountable view of all their customer-related information. 
KnowledgeForce is already helping multi-location businesses like 
Phillips 66 and zpizza combine their data streams and discern 
which store-level improvements will matter most.   

Heatmaps Help Companies Track Website Action
ClickTale’s Side-by-Side Heatmaps feature allows businesses to 
simultaneously view two different heatmaps that show every 
mouse move, click and scroll undertaken by visitors on their 
websites. This allows CMOs, web marketers and others to 
instantly, at a glance, identify differences in visitor behavior 
based on such characteristics as demographic and geographic 
differences, mobile device and browser preferences, and A/B 
website variations. They can then use this information to opti-
mize the sites for the best possible customer experience.

 

Confirmit Acquires Integrasco
Confirmit in January announced plans to buy Integrasco, a 
social intelligence and text analytics provider. The deal will en-
able Confirmit to capture social insights and analyze unstruc-
tured text for customer experience, employee engagement and 
market research.

8x8 Enhances VCC with Version 8
8x8 Inc. has made a significant upgrade to its Virtual 
Contact Center cloud-based call center software offering. 
With VCC 8.0, wallboard status information optimized for 
the iPad, iPhone or Android devices enables mobile off-site 
administration of the call center, allowing supervisors to 
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dynamically respond to changing conditions. Virtual queu-
ing, meanwhile, helps build customer loyalty by eliminating 
long hold times across all interactions. It allows customers 
to request a callback, eliminating their need to sit on hold 
while helping contact centers manage the peaks and valleys 
of their call loads. Reporting wizards give supervisors better 
insight into the workings of the contact center. Enhanced 
usability for agents make it even easier to turn novices into 
power users and to increase the productivity of experienced 
agents. Contact directories and queue lists now support 
favorites and recently accessed records. Agent tools for 
recording and playing audio messages also reduce live agent 
talk time. Now, 8x8 customers can use their own company’s 
SMTP server as the source to control security and regula-
tory compliance. The enhanced native CRM tool built into 
the platform features a new desktop view that consolidates 
agents’ cases, customers and tasks into a convenient tabbed 
environment for easy switching and viewing.  Automatic 
logging of activities has been added as well. Customers can 
also choose to have both local CRM and their own CRM 
turned on at the same time. The chat interface now presents 
a better visual experience to the customer with additional 
customization options available through 8x8 Professional 
Services. And VCC now supports the latest browser versions 
of Google Chrome, Mozilla Firefox, and Internet Explorer, 
running on Microsoft Windows or Apple Mac OS. 

Free Product Makes E-mail Like Facebook Feed
AffinityLive has launched a new version of it free Affinity-
Live Sync product, which allows businesses to track e-mails 
between clients or customers and display them to internal team 
members in a central, Facebook-like news feed for streamlined 
communication and task management. “A common problem 
that affects people who work with clients via e-mail every day 
is that it can be difficult to know where things stand with a 
client without asking three or four colleagues first. Sync solves 
this problem by automatically tracking everything sent to or 
received from specific clients and compiling all of the e-mails 
and attachments into one location,” said Geoff McQueen, 
CEO of AffinityLive. “It essentially acts as a Facebook page for 
each client by displaying all of each account’s recent activity in 
one place.”

SAP SVP Picked for NRF Board
Lori Mitchell-Keller, SAP’s senior vice president of global 
industry business unit for retail, has been selected to serve on 

the National Retail Federation board of directors. Prior to 
leading SAP’s global retail business unit, Mitchell-Keller led 
line-of-business solution management at SAP, overseeing the 
delivery of end-to-end solutions in the areas of supply chain 
management, product lifecycle management, manufacturing, 
procurement, operational performance management and busi-
ness networks.

A Sweet New Mobile Campaign
Astra Sweets is using Survey Anyplace’s mobile survey tool to 
encourage its customers to send photos of its products in use. 
“We wanted to ask consumers specific questions about our 
Frisia Mini Marshmallows packaging,” says Eline van Muil-
wijk, marketing Manager at Astra, “so using the candy box 
itself to solicit their input made a lot of sense.” Van Muilwijk’s 
team printed a QR code and URL on 20,000 inexpensive 
black-and-white labels they adhered to the front of their color-
ful boxes, eliminating the need for special retailer cooperation. 
Customers could use their smartphones and tablets to scan the 
stickers’ QR code or enter its URL to take a short survey in 
exchange for a free box of candy. The survey also invited con-
sumers to take a photo of how they liked eating the product.

 

Attivio and Quant5 Partner 
Attivio Inc. and Quant5 Inc. have announced the availabil-
ity of an integrated suite of cloud-based predictive customer 
analytics solutions for deeper, actionable customer insights. 
“B2B and B2C companies are suffering from the Fort Knox 
phenomena of having high-value structured and unstructured 
information locked away in thousands of different silos,” said 
Quant5 CEO Doug Levin. “Attivio and Quant5 free that 
information with cloud-based solutions that deliver immedi-
ate value to non-technical users, without the complexity and 
expense of adding a team of data scientists.” The five Attivio-
Quant5 cloud-based, predictive customer analytics solutions 
provide business and customer insight for lead and opportu-
nity scoring, customer segmentation, targeted offers, product 
usage, and product relationships.

 

Suddenlink Picks NetCracker 
U.S. cable TV company and broadband provider Suddenlink 
Communications will implement NetCracker’s Customer 
Management and CRM solution to accelerate ordering and 
problem resolution, improve customer service efficiency, and 
reduce training cost and effort. 
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2014 CUSTOMER  
MVP Quality Awards

by Erik Linask
ACCOlAdES

Over the 21 years TMC has been naming its 
annual MVP Quality Award winners, what we’ve 
noticed beyond a shadow of a doubt is that those 
vendors that have embraced technology without 
sacrificing customer awareness and satisfaction – 
those that view technology and CSRs as requisite 
complementary elements to achieving CSAT 
standards – have been most successful. In other 
words, the best outsourcing vendors recognize 
that technology is a means to an end, not an end 
on its own, and that neither technology nor agent 
quality alone can succeed in such a competitive 
environment.

This, the 21st edition of the MVP Quality Awards, 
continues to provide a resource for businesses look-
ing for some of the top teleservices companies in 
the world and, combined with next month’s Top 
50 ranking of teleservices firms based on minutes, 
provides a starting point for any business looking 
for a quality outsourcing vendor.  We congratulate 
the 2014 MVP Quality Award winners and are 
pleased to share some of the compelling comments 
from their essays, which exemplify their elite status 
among their teleservices counterparts.

Agero
www.agero.com

Explain how quality 
has evolved in your 
contact center, how 
it is sustained, and 
how it is measured.

In our early years, we silently observed 
call monitoring in the live state from a 
supervisor workstation. In the early ‘90’s, 
we invested in our first call recording sys-
tem, Auto Quality. At the time, the new 
monitoring system enabled us to obtain 
and listen to a wide sample of recorded 
calls. The best feature of the system was that 
the associates did not know when they would 
be monitored. This allowed us to capture a true 
sample of their call quality.  

A few years ago, we purchased the Witness 
eQuality call monitoring system. Witness has 
enabled us to capture both the voice and data 
portion of a recorded call. As an added benefit, 
the monitor form has been integrated into the 
system to allow us to simultaneously moni-
tor and grade phone calls. The ability to run 
complex queries on the quality database 
has enabled us to identify trends and 
create training modules to correct 
them faster than we have ever been 
able to do in the past. We are very 
proud to say that we have greatly 
improved our ability to measure 
quality and identify opportunities 
for improvement at every level of 
the organization.

In addition to internal monitoring, 
our associates are graded from the 
point of view of the customer (by the 
voice of the customer), 

The business of business has always revolved around 
one central element – customer satisfaction. Though 
technology has delivered new ways of delivering 

services, and for end customers to communicate their levels 
of satisfaction (or dissatisfaction), the core principle remains: 
Successful businesses deliver quality service and focus on 
customer satisfaction. 
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which is captured in real time via IVR, and also receive 
feedback from “Listening For Quality” sessions where as-
sociates from each site gather to listen and critique calls 
from other sites. This has led to significant sharing of best 
practices and overall call quality improvement.

InfoCision Management Corp.
www.infocision.com

How do you handle complaints from customers?

Only a small fraction of our calls results in any type of inquiry. 
This is a direct result of our belief that quality begins and ends 
with hiring, training, and retaining the very best Communica-
tors. When we do receive an inquiry, supervisors flag the call 
record electronically as a customer concern and forward it to 
our regulatory compliance team.

Every inquiry, complaint or concern is handled to resolution 
with the utmost respect and care. This is a crucial aspect of 
InfoCision’s quality model. Research shows that a person who 
has a complaint that is effectively addressed will have a more 
positive relationship with the client in the long run than one 
who never complained at all. Our regulatory compliance team 
makes apology calls to any person who inquires regardless of 
whether the issue is about the phone call or something else. 
After the apology call is made, the client is informed of the 
inquiry and our response. 

Alorica
www.alorica.com

How do you handle 
complaints from your  
client’s customers?

Alorica handles customer 
complaints through a systematic approach, which helps to 
identify trends in the marketplace. The goal of handling 
customer complaints is to ensure first call resolution. By em-
powering employees to resolve customer complaints during 
the first point of contact, we are able to improve customer 
satisfaction and loyalty. 

Alorica works closely with its clients to shift quality 
measurements to focus more on customer interaction and 
relationship. The process starts through joint analysis with 
the clients to identify root causes in calibration scoring 
gaps. Alorica uses its DMAIC approach for performance 
improvement and outlined a plan for re-aligning quality 
guidelines and building a new monitoring and scoring 
approach that was more customer-centric. Along with 
the process changes, Alorica created and implemented a 
comprehensive training program that provided the agents 

with the skills and behaviors necessary to provide 
the premier customer interaction that 

was required to exceed the new 
guidelines and 

scoring. This year, Alorica continues to close the gaps in 
calibration scoring and has consistently exceeded client ex-
pectations across its verticals. Alorica continuously works 
with all of its clients to continuously improve quality and 
promote customer satisfaction. 

Ansafone
www.ansafone.com

Describe all efforts to promote the quality image of teleser-
vices to the public.

Ansafone works through several social media platforms to 
promote the quality image of teleservices to the public. We 
utilize several social media channels such as Facebook, Linke-
dIn, Twitter, and Google+. We use social media and blogging 
efforts to convey our commitment to quality to millions of 
online users worldwide.

Over the years, Ansafone has expanded its role in the 
teleservices industry to become more than just your 
average call center. We are a multi-channel communi-
cation management service. We connect our clients to 
more customers than ever before by keeping the channels 
of inbound/outbound phone services, live chat, e-mail 
management, and social media support open. Through 
our partnership with Interactive Intelligence, we are able 
to utilize a new software suite that enables us to route 
calls, e-mails, web chats, and social media interactions 
using a single queue so we can respond faster and more 
consistently to customers regardless the communications 
medium they choose. 

The Connection
www.the-connection.com

What do you do for customers that gives them the impres-
sion of quality and high ethical standards?

We work closely with each client to focus on individual 
quality issues and give our clients ownership in the level 
of quality we provide by having them conduct their own 
customer satisfaction surveys. After the results have been 
tabulated, we meet with our clients to review and address 
any issues. We also run in-depth surveys of our clients’ 
customers to ensure the performance of The Connection is 
in line with a client’s expectations.

The Connection focuses extensively on a true partnership 
approach. We have a complete open door policy and 
encourage client visits to our call centers and corporate 
headquarters. We provide complete access to clients to 
monitor their calls 24x7. The Connection also offers  
our clients fully automated remote monitoring 
capabilities. Clients may choose to monitor their calls 
remotely at any given time by accessing the Aspect 
ACD’s Remote Call Monitoring capability. All clients 
are assigned a password that allows them to 
monitor only their programs.
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ACCOlAdES

Synergy Solutions
www.synergysolutionsinc.com

Explain how quality has evolved in your 
contact center, how it is sustained, and how  
it is measured.

Synergy Solutions has developed an online 
quality monitoring module as part of our 

enterprise wide proprietary system known as SPOT, which stands for 
Synovative Power of Technology. All online quality critiques are customized 
per program and are designed to mirror either a client’s internal checklists 
or are developed to capture all elements that are of importance to that 
particular client’s program. These online quality forms are navigated through 
by our Quality Coaches, and we have the capability to digitally record all or 
part of the monitoring session for future review. 

We are in the process of implementing speech analytics as part of our  
quality solutions, which will allow us to standardize quality measurement, 
identify focus areas quickly, collect voice of the customer data that impacts 
results, and ensure stringent compliance.
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tions equipment and software—certified
or not.

SmartNode™ VoIP media gateways
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The Affordable Care Act has already brought millions of new 
customers to the healthcare market. And under the new law’s 
guidelines, it looks to bring millions more — making the consumer 
environment for healthcare and insurance more competitive than it’s 
ever been.

For many insurance and healthcare companies, it’s new territory. They 
must differentiate themselves to attract the ACA’s new enrollees, 
and providing a superior customer experience to these potential new 
members and patients is one of the best differentiators. But new 
territory again. Customer service processes in many insurance and 
healthcare organizations have long been considered inferior, and with 
largely unforgiving budgets, improving service remains a low priority. 
Even for ACA purposes.

Nevertheless, the Affordable Care Act is as much an opportunity for 
insurance and healthcare providers as it is for consumers requiring 
their services. Implementing five straightforward initiatives in the 
contact center can help providers capitalize.

Innovation. With the new wave of unified technologies and cloud 
solutions, insurance and healthcare organizations bridge gaps 
between the contact center and enterprise business units. More 
importantly, they bridge gaps in communication, collaboration, 
business processes, and data flows, equipping them to handle greater 
volumes of member, patient, and provider inquiries and issues 
more efficiently. In the contact center, easily integrated telephony 
features like skills-based routing and screen pops to member files 
improve the service process. Interactions are routed faster and more 
intelligently, and agents instantly know the member, provider, or other 
party in complete detail. With service that’s more personalized and 
first contact resolution rates at consistently higher levels, providers 
improve customer/patient satisfaction.

Multichannel. Healthcare and insurance customers expect to be 
able to choose the communication channel that’s most convenient 
and available to them at a given time and location. Providers must 
therefore look to a solution that satisfies that requirement, offering 
channels for email, chat, web, SMS texting, inbound voice, self-service 
IVR, outbound outreach, and social media. Beyond offering these 
different channels, it’s imperative to manage them efficiently, and to 
ensure full integration and reporting.

Analytics. Pulling administration system data, line of business 
data, CRM information, and other data types — aka Big Data and 
its resulting analytics — lets providers gain invaluable insight into 
their customers and business. Interaction analytics should be on the 
same level. Details of how, when, and why interactions take place 
can prove beneficial in pinpointing customer issues, and can enable 
providers to create more intelligent ways to handle incoming and 
outgoing interactions.

Training. The ACA’s changes in regulations, procedures, and 
associated technology necessitate continuing education and 
reevaluations of curriculum and content on a regular schedule. 
Content and knowledge management tools are great resources 
for training, as is the current trend of “just-in-time” learning via the 
web, smart phones, or even YouTube videos. As a best practice for 
agent training within the ACA program, quality assurance processes 
should include a review of agent inquiries to ensure that agents are 
adhering to proper ACA processes and procedures.

The customer experience. Multichannel options, informed 
contact center agents, and making timely information readily 
available to members can help insurance and healthcare providers 
build their customer base. So do things like self-service channels for 
claims status, chat assistance for enrollment, and mobile apps for 
provider and network information. But a key provision of the ACA 
dictates that healthcare institutions can get reduced reimbursement 
if there’s a short timeframe for readmission for the same ailment. 
One way to address this mandate is with ongoing patient 
engagement — even after a patient has left a healthcare facility. 

Remaining in contact with patients through outbound 
communication automation for appointment reminders, post-care 
check-ins, and other follow-up can help patients keep appointments 
and cut readmissions costs at the same time. The contact center 
is best suited to handle these services by providing automation, 
consistency, and an easy opt-out to a customer service agent if 
needed.

All told, five achievable initiatives in the contact center hold the 
potential to improve member and patient satisfaction immensely. In 
the new age of the ACA and market competition, these initiatives 
can also improve how consumers view your insurance or healthcare 
organization.

For more information on the customer experience solutions from 
Interactive Intelligence, visit us at www.inin.com.

The Affordable Care Act: 
Top 5 Contact Center Initiatives
Not to Be Ignored

A Thought Leadership Advertorial from 
Interactive Intelligence
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Turning Employees into Loyal Team Members

I recently read a short piece called, How to Get Your Employees to Commit 
to Customer Service (http://tmcnet.com/59253.1) – it reminded me of 
my comments in the January issue in “Human Experience (http://tmcnet.

com/59254.1)”, discussing the need for hiring the best people in order to give 
your business a fighting chance.  

ExPERIEnCE

Erik Linask,  
Group Editorial Director, 
TMC
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That said, Bill Sims makes a good 
point in asking how you ensure 
your employees become and 
remain committed to delivering 
the best possible service – how 
do you keep their loyalty and 
satisfaction levels high? That 
sounds an awful lot like ques-
tions we ask about customers, 
and it should, since the smart 

business executive sees employees 
as internal customers.  

He categorizes employees into 
three groups:

•  Non-Compliant: “I will not 
follow your rules because 

I am convinced the only 
way to get high produc-

tion is to take risks 
and shortcuts.”

•  Compliant: “I 
will follow your 
rules as long 

as someone (a 
manager, a supervisor, 

or a peer observer) is standing 
there watching me. But when that 
person leaves, I’ll take more risks 
and shortcuts.”

•  Committed: “I will follow 
the rules, when nobody is 

watching. This is who I am…..”

The overwhelming majority of 
workers fall into the middle 

group, while management 
would like that majority to fall 

into the third. The first category 
is likely a lost cause and, unless 
they find the proverbial needle 
in the haystack, those employees 
are likely to be seeking alterna-

tive employment soon. On the other 
hand, a business full of “committed” 
employees clearly allows for maximum 
success and growth.

So, how does a business evolve from 
“compliant” to “committed”?

I’d argue the same strategies that hold 
for customers will be equally effective 
for employees. Listen, hear, and act ac-
cordingly. Treat your employees as you 
treat customers.  

That means providing them the tools 
they need to work more efficiently and 
productively, which may require an 
investment. On the bright side, the same 
investments in technology that benefit 
customers should have a parallel  impact 
on your employees. You know them all: 
Mobility, multichannel integration, call 
recording, cloud, unified communica-
tions, WebRTC, self-service/IVR, social 
media integration and support, voice of 
the customer programs, WFO. The typi-
cal rationalization focuses on either cost 
benefits or customer satisfaction. Equally 
as much, however, these technologies 
and capabilities make employees’ jobs 
easier and, furthermore, because they help 
resolve customer issues more effectively, 
they tend to result in more pleasant inter-
actions, which lead to happier employees. 

In addition, features like mobility, cloud 
and UC help create a better work/life 
balance for your teams, allowing them 
the flexibility of anywhere, anytime 
access to their communications systems, 
so they can be equally productive from 
the office, their homes, or a hotel room 
half-way across the globe.

The easier it is for employees to perform 
their functions, the more productive 

they will be. So, the next time you hear 
a suggestion from your workforce 
about investments in technology or 
other office enhancements, look 
at them as investments in your 
employees, not just in terms of 
dollars or reduced revenue. Look 
at the longer term impact happier, 
loyal and more effective employees 
and lower attrition will have on 
your long-term bottom line. 

It’s not a coincidence that those are 
the same traits you find in your 
best customers. Treat them as 
such and you’ll likely see a 
swing in the percentages, 
favoring the “commit-
ted” team members. I 
once had the pleasure 
of working with a 
talented organiza-
tion that managed 
the annual em-
ployee satisfaction 
survey for Ameri-
can Express. It was an 
exhausting task, an expensive one, 
one that consumed most of each 
year, and was directly tied to their 
compensation packages. Why? 
Simply, ESAT has a direct 
relationship to CSAT. 

So, while businesses often look 
at what their customers think 
of their products, it’s equally 
important to understand the 
sentiment of your employees and to 
understand how their jobs are af-
fected by the technology (or lack 
thereof) in which you’ve invested. 
Give them the tools, and you’re 
likely to see positive momentum.
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