




The Uber Contact Center
LiveAnswer Brings On-Demand Model to Customer Service

Our December 2013 cover story on The New On-
Demand Society talked about how renting anything 
and everything – be it a car, an evening gown, or a 

little cabin in the woods – may well be the wave of the future. 
It discussed how our connected world now enables the quick 
and easy display and purchase of available assets.

Now, a company called 
LiveAnswer is bring-
ing this model to the 
contact center.

Like the on-demand 
car rental company 
Uber (which, by the 
way, is among its custom-
ers), LiveAnswer dy-
namically leverages the resources that 
already exist, using a software-based 
platform to see what’s available where 
and when. 

“We are using this shared economy to 
create a new model,” says LiveAnswer 
CEO Adam Boalt, who previously 
founded digital business strategy 
agency BOALT and travel document 
service RushMyPassport.com.

When you think about it, 
LiveAnswer relies on a pretty 
basic wholesale/resale model. 
The wholesalers in this case 
are contact center outsourc-
ers including Ameridial, 
InfoCision, and LiveOps 
(and, in the future, large 
enterprises with in-house 
contact centers), from which 
LiveAnswer buys idle contact 
center agent time by the 
minute or the hour.

The company employs 
technology from Twilio to 
get information from its 
contact center partners on 
the availability of agents. If 

one of its customers has a need 
for an agent, LiveAnswer might 
send out inquiries to multiple 
contact centers, and it gets 
results – via SIP response codes – 
on agent availability in less than 
9 seconds. 

Once an agent has been identified, 
a script is pushed to that agent. A 

software dashboard enables organiza-
tions using LiveAnswer services to 
dynamically deliver and alter contact 
center scripts to new agents as they 
become available. Clients also can opt 
to add agent notes, select their own 
customer hold music, block numbers, 
do call tracking, and run contact center 
reports based on such parameters as 
time of day.

Boalt tells me that the company aims to 
solve two key problems with its services, 
which are aimed at small and medium 
businesses. The first is that using enterprise-
class contact centers is frequently too 
expensive of a proposition for SMBs. 
LiveAnswer opens the door for SMBs to 
have access to such contact centers, he says, 
and at the same time enables the contact 
centers to reach higher occupancy given 
they frequently have a lot of excess capacity.

While the LiveAnswer services are more 
expensive on a per-minute basis (95 cents 
on average vs. the more common 60 to 
65 cents), he adds, the company sells its 
services by the month (starting at $45 a 
month). However, with LiveAnswer there’s 
no minimum requirement, which he says 
is where the rub is for SMBs considering 
traditional contact center solutions.

The offering seems to be resonating 
with the SMB community. 

Since its launch in March, LiveAnswer 
has answered more than 1 million calls 
and signed on 2,119 clients.

“We are signing 
up customers 
every day,” said 
Boalt, who spoke 
to CUSTOMER 
magazine in mid 
Spetember. “It’s 
been incredible 
growth. People 
are coming over 
from virtual PBXs 
like Grasshopper. 
And in a few days 
we will launch a 
feature that is a 
Chrome exten-
sion, which gives 
people the ability 
to accept or reject 
calls.”    

Paula Bernier, Executive Editor
ANGLE

LiveAnswer's  
Adam Boalt

A LiveAnswer dashboard
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Custom Copy:
Unlocking the Gates to Customer Engagement, Heightened ROI

It’s no real surprise that I found my calling as a marketer. 
I’ve always been particularly prone to verbal expression. I 
was the child who was dubbed the chatty Cathy in school 

because I always had something to say; I was the daughter who 
diligently answered my parents’ “What did you do in school 
today?” with a minute-by-minute recap.

I believe in the power of words. Words 
tell stories, evoke emotions, and incite 
behavior. So when content marketing 
became a buzzword years ago, I felt 
right at home. After all, storytelling, 
emotions, and behavior are the heart 
of what content marketing is all about 
– creating and disseminating custom 
copy to drive profit and enhance 
brand awareness. 

By now, you too are likely familiar 
with the phrase content marketing. 
Perhaps you are even intimately aware 
of its meaning and have launched 
your own content marketing program, 
marrying relevant communications 
platforms – like blogging, social 
media and white papers – to bring 
customer engagement and revenue to 
new heights. After all, 93 percent of 
B2B and 90 percent of B2C market-
ers are leveraging content marketing 
strategies this year, according to the 
Content Marketing Institute’s 2014 
benchmarks report.

So why is everyone hopping on board 
this new-age marketing strategy? 
Let’s take a look at some of the chief 
reasons.
•  Blogging is now the No.1 method 

for increasing site traffic, surpassing 
SEO, according to a 2014 research 
study conducted by MIT using 
HubSpot software.

•  Content marketing produces three 
times more leads per each dollar 
spent, according to Kapot’s ROI 
report.

•  Companies that blog at least 15 

times per month get five times more 
traffic than companies that don’t, 
according to NewsCred.

Here at TMC, we knew well enough 
to claim our stake in this market. 
Nearly two years ago, we formed a 
new division, Content Boost, to focus 
on content marketing. Our goal was 
simple: to amplify our clients’ sales 
through the creation of custom copy. 
Content Boost was founded on the 
principle of crafting the right words 
for clients to help them increase brand 
awareness, drive ROI, and improve 
customer acquisition and retention. 
It has since emerged as a division 
committed to redefining the content 
marketing outsourcing landscape, evi-
denced most recently by its accredita-
tion from the Better Business Bureau.

We help our clients with end-to-end 
content delivery, from conceptual-
izing a best-in-class content market-
ing strategy to ghostwriting for our 
clients’ C-suites. 

As the director of content marketing for 
Content Boost, my objective is to create 
and oversee a division characterized by 
unprecedented standards of excellence 
and unparalleled attention to customer 
service. And it’s a role that changes 
every day, in large part due to evolving 
customer demands and expectations. 
It’s no longer enough to just bring 
cutting-edge content marketing copy 
to our clients. We also have to present 
them with industry-leading strategies 
to take their content to the next level. 

My experience working on marketing 
and branding strategies with high-
profile clients, from Sprint to AT&T to 
Panasonic, enhances the understanding 
I bring to my role each and every day.

In this column I will explore several 
core sentiments, including:
•  Why content marketing is emerging 

as the go-to marketing strategy for 
today’s brands.

•  How you can bring a content mar-
keting program to your company.

•  Common content marketing mis-
haps and how to avoid them.

•  How brands of all shapes and sizes – 
from fledgling companies to Fortune 
500s – are enjoying increased 
revenue and customer engagement 
from content marketing. 

We will explore this exciting landscape of 
content marketing together, pulling back 
the curtain on how concepts like Hum-
mingbird and the LinkedIn Dynamic 
Duo will affect your SEO, and why blog-
ging and e-mail marketing are essential 
for lead generation. We will also take a 
look at awe-inspiring content marketing 
success stories, pinpointing what you can 
take away from other brands’ experiences.

So until next time, I want to leave you 
with a great statement shared by the 
founder of the Content Marketing 
Institute, Joe Pulizzi, at Content Mar-
keting World 2014, which took place 
this past September in Cleveland: 
“Content marketing has been going 
on for a long time but we are still 
fairly new. We are old as an industry, 
but we are young in our maturity.”

In other words, the journey is just begin-
ning. I hope you’ll join me for the ride.   

Carrie Majewski (née Schmelkin) is di-
rector of content marketing for the Cus-
tom Publishing Division at TMC, the 
publisher of CUSTOMER magazine. 

By Carrie Majewski
CONTENT BOOST 





Microsoft CEO Raise Controversy:  
What's Not Being Discussed

M icrosoft CEO Satya Nadella when asked how wom-
en should ask for a raise said they shouldn’t. Specifi-
cally he said “It’s not really about asking for the raise 

but knowing and having faith that the system will actually 
give you the right raises as you go along. And that, I think, 
might be one of the additional superpowers that quite frankly 
women who don’t ask for a raise have, because that’s good 
karma. It’ll come back because somebody’s going to know 
that’s the kind of person that I want to trust, that’s the kind of 
person that I want to really want to give more responsibility 
to. And in the long term efficiency, things catch up.”

Of course the Internet went crazy. 
The New York Times called out the 
tech industry for being unfriendly to 
women and minorities, and Nadella 
had to try to diffuse the situation with 
a response. “If you think you deserve a 
raise, you should just ask,” he said.

This is what sane people should be 
thinking about the situation. Why 
should women ask for a raise dif-
ferently than men or minorities or 
anyone else? Aren't we all supposed to 
be equal? What's next? How should 
blondes ask for a raise – redheads, the 
vertically challenged, the overweight, 
etc.? In other words, the comment 
Nadella made, which I am sure he still 
believes, should have been prefaced by 
saying: It doesn't matter if you are a 
man, woman etc.

Moreover, if you read carefully, this 
is likely what he means. If you do ask 
for a raise – even if you get it, your 
days at the organization may be num-
bered, or you may be passed over for 
a position that you otherwise might 
get – including a promotion. In other 
words, you may lose the trust of your 
boss by asking.

One last point: If tech is indeed 
unfriendly to minorities and women, 
then they must be accepting a smaller 
percentage of applicants from those 
segments of the population than com-
parable companies.

For this to happen, there would have 
to be a vast conspiracy among HR 
departments and company manage-
ment through the tech world. It would 
further have to be so well hidden that 
it has never ever come out in a single 
court case via the document discov-
ery process. Also, all the hundreds of 
thousands of people doing the hiring 
(many of whom are women and 
minorities) would have to be in on it. 
Moreover, the people in charge of hir-
ing would also have to be taking these 
secrets to the grave with them.
By the way, if this is the case, it is 
illegal, and there have been few if any 
lawsuits, even with an incentive of 
potentially billions of dollars. We have 
an abundance or poor lawyers in the 
U.S. If there were a goldmine like this 
going untapped, they would realize it.

Obviously this is a misguided line of 
reasoning. Yet it persists because some 

people who write articles in main-
stream newspapers seem to have more 
focus on their agenda than the simple 
logic outlined above.

Put simply, it is very likely that there 
are less women and minorities inter-
ested in jobs at tech companies or who 
have the prerequisite skills to do the 
jobs required. For all we know, as a 
percentage, tech is highly friendly to 
women and minorities. 
I would assert, in fact, based on at-
tendance in the courses in college 
that prepare you to work at these 
companies, women and minorities are 
unfriendly to tech courses and subse-
quently, tech companies. If you aren't 
convinced, I'd suggest you ask some 
teenage girls and minorities what they 
think of being a computer engineer 
and see what kind of answer you get. 
You may want to count how many 
times you hear the word "nerd."

Having spent many years in engineer-
ing school, I can tell you there weren’t 
that many female or minorities who 
even applied. And, by the way, things 
haven’t changed dramatically these 
days. I’ve visited hundreds of compa-
nies in Silicon Valley and elsewhere, 
and they are filled with immigrants 
who oftentimes cannot speak English 
without a thick accent. Does it occur 
to The New York Times and others 
that if the implication is these compa-
nies are sexist and racist, they would 
not be filled with people from India 
and Asia? In fact, the management at 
many of these organizations is from 
India and Asia. Last I checked, the ac-
tual person who The New York Times 
article is about is from India. And he 
is a CEO of a tech company worth 
$365 billion.  

Rich Tehrani, CEO, TMC
PERSPECTIVE
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VOICE OF THE 
CUSTOMER

By El a i n E  Ca s C i o

How to Deal with 
Negative Social Media Reviews

I   suppose it was only a matter of time before we heard allega-

tions of defamation and lawsuits brought against reviewers 

from sites like Yelp, Angie’s List, TripAdvisor, and others.

A Virginia contractor sued a home-
owner for defamation and $750,000 in 
damages. While the jury agreed with 
the contractor, they also found that his 
accusations made him guilty as well. 
The jury decided that two wrongs 
don’t make a right and neither party 
deserved damages.

In another case in Virginia, a mother was 
sued for allegedly damaging a daycare's 
reputation by leaving a negative review. 

And in Utah, a couple found themselves 
in the hands of a collection agency after 
a negative review prompted the compa-
ny to demand $3,500 in compensation. 
The company claimed that the terms 
of service, to which the wife agreed, 
included a “non-disparagement clause.”

What’s at stake here? In a look at how 
reputation is earned in the digital age, 
Harvard professor Michael Luca equated 
a one-star increase in Yelp rating to a 
5 to 9 percent increase in a company’s 
revenue. Does a one-star decrease result 
in a similar drop in revenue or more?

What if you get a seriously negative 
review? Instead of hiring a lawyer, take 

a deep breath and evaluate how it can 
actually help your business. 

Discuss the issue with colleagues to 
determine if it is a legitimate problem. 
Research the root cause and figure out 
how to fix it. For example, a complaint 
about slow delivery may lead you to 
reassess your suppliers and their ship-
ping speed. A complaint about a rude 
customer service rep may be a result of 
excessively rigid policies and processes.

While you’re doing your examination, 
let the reviewer know – write a response 
that you’re sorry about the experience 
and that you are looking into it. When 
you arrive at the solution, post it – so 
you’re not only letting the reviewer 
know that you’ve fixed the issue, you’re 
making it public.

Should you compensate the customer? 
That depends. For the reviewer who 
complained about shipping speed be-
cause she didn’t receive a gift in time for 
her six year old’s birthday, a token for the 
six year old and a discount on a future 
purchase will likely turn her into a satis-
fied, if not loyal, customer. But people 
are simply complaining about slow deliv-

ery, showing them that you’ve improved 
shipping speed should be enough, unless 
they are a top-tier customer.

What if the review is totally false? 
Penning a balanced and well thought 
out response will help your credibil-
ity. Also consider asking the reviewer 
to remove the post. In some cases, 
however, where reviews are nonsensical 
or abusive, not responding at all is the 
best policy. 

Keep in mind that Yelp and other 
online review sites are not the only way 
to build your online reputation. Take 
advantage of social media and use all 
the resources available to you to build 
a reputation through engaging content. 
Once you create a community on Twit-
ter, Facebook, Instagram, or Tumblr, 
your customers are more likely to un-
derstand your side of the story or ignore 
negative reviews.

As the social world expands, no one can 
hide from reviewers. We all know the sick 
feeling in the pit of our stomachs when 
we read a negative review. Keep in mind 
that reviews help our businesses improve 
management policies and processes and 
lead us to be more customer centric – 
and isn’t that what we all want?   

Elaine Cascio is vice president at consulting 
firm Vanguard Communications Corp. 
(www.vanguard.net).
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Industry research and consulting group 
Gartner got it right in a 2011 study when 
it said: "For marketers and campaign 
management to use digital channels 
effectively, these channels can't be just a 
port for traditional campaign methods. 
Although most marketers are using more 
than one digital channel, their approach 
is often no different from a spam model, 
where success is driven by high volumes 
and attempting to make a profit from 
nearly everyone who accepts the offer. Just 
using digital channels is not the answer."

The answer is to better understand 
customers so you know how and when 
to most effectively meet their needs 
and present them with new offers. 
It’s also about communicating with 
customers and prospects in a way that 
looks beyond single transactions and 
considers them as whole people with 
unique needs and aspirations.

Data-driven insights based on available 
data can result in 23 greater likelihood 
of customer acquisition, six times greater 
chance of customer retention, and 19 
times greater possibility of profitability, 
according to McKinsey Global Institute. 
The analytics market is worth $38 billion.

Contextual Communications
The first of these concepts is common-
ly referred to as contextual communi-
cations. The idea here is to look at a 
customer’s behavior and/or physical or 
virtual location at any time to figure 
out what kind of solutions and infor-
mation might best meet their needs at 
his or her particular point in time.

Some businesses already are doing that by 
leveraging real-time communications tools 
and predictive analytics to support contex-
tual marketing efforts, which are built on 
an understanding of data such as relative 
location, social graph, usage, accessibility, 
and a user’s past or current activity on the 
Internet to determine when an individual 
is most receptive for what message or 
transaction based on his or her behavior. 

As discussed in last month’s issue of CUS-
TOMER magazine, retailer Toy Genius 
recently went live with a website through 
which shoppers can communicate in real 
time with clerks that appear via live video 
to tell them about products, answer their 
questions, and trigger videos showing those 
products in action. While talking with on-
line clerks, shoppers can continue browsing 
the Toy Genius website, and the clerks can 
see what they’re looking at to engage them 
in conversations about additional products 
on which the shoppers have paused. (This 
is the contextual part.) Not only can the 
clerks interact with and share information 
with shoppers, they can put the products 
customers select into virtual shopping carts 
and move shoppers to the checkout when 
the time is right. (Also contextual.)

Meanwhile, companies like Neustar (see 
the company’s Strategic Solutions Series 
in this issue) and ResponseTap offer tools 
to help organizations tie together the 
information about customers as those 
individuals move from a company’s web-
site to its contact center in an effort to 
improve the customer experience and call 
handling times, as just one example of 
how such information can be leveraged. 

In fact, Neustar was mentioned in the 
Facebook Atlas blog mentioned earlier.

“Omnicom is the first to sign an agency-
wide ad serving and measurement partner-
ship with Atlas,” Erik Johnson, head of 
Atlas, revealed in his Sept. 29 blog. “To-
gether, Omnicom – powered by Neustar 
technology – and Atlas will jointly develop 
integrations to enable more automated ca-
pabilities for Omnicom’s clients, including 
Pepsi and Intel – who are among the first 
testing the new platform.” 

Speaking of Omnicom, CRM leader 
Salesforce.com in September also forged 
an alliance with the advertising and 
marketing firm to create an integrated 
customer journey platform they say will 
“help Omnicom’s agencies to create 
highly personalized communications 
that connect the dots between market-
ing, sales, communities and customer 
service, allowing its clients to create dy-
namic, end-to-end customer journeys.”

In mid-October Salesforce took the 
wraps off an analytics cloud solution 
called Wave. The platform is designed 
to help businesses review, get insights 
from, and act on any kind of data from 
any device. Users can interact with data 
via charts, dashboards, and other views 
that enable them to customize and filter 
data as desired. Salesforce calls Wave 
“analytics for the rest of us,” and says 
it can unlock analytics via the cloud to 
the entire enterprise so all members can 
move faster and smarter.

GE Capital is among the customers 
already using Wave, which promises to 
shorten from months to minutes and 
seconds the cycle to act on data. 

Already, Salesforce.com has signed on 30 
ecosystems partners for Wave. That list 
includes Accenture, Appirio, Deloitte, 
and PwC on the system integration 
front, and Axeda, Dun & Bradstreet, 
FinancialForce, and Predixion on the 
independent software vendor front.

F acebook on Sept. 29 announced it has rebuilt Atlas and is 
leveraging the technology to enable advertisers to reach 
people with personalized messages across devices, and use 

information about both online impressions and offline purchases 
to figure out what ads and offers are the best match for each 
individual. This kind of personalized targeting and use of both 
online and offline information is the wave of the future.
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And Attentive.ly offers a SaaS-based 
tool that combines social listening with 
marketing automation. If, for example, 
a person mentioned on social media she 
had plans to attend a conference, a travel 
company could use the Attentive.ly tool 
to push that person relevant discounts on 
hotel or air travel at the conference desti-
nation city. Until recently, the Attentive.ly 
system processed social media comments 
in batches, but the company expects to 
introduce real-time capability (at scale) 
of this kind of thing this year, says Roz 
Lemieux, the company’s CEO and co-
founder, adding that’s possible due to 
super fast processing via Spark technology.

Another recently unveiled offering in the con-
textual communications space comes from 
BlueConic. Called Contextual Dialogues, 
the solution enables marketers to experiment 
with and tweak messages within the customer 
journey (and without IT involvement) to 
improve the chances of conversion.

“Companies are starting to realize they 
can use the online journey and the online 
behavior of their customers to [impact] the 
experience of customers when they phone,” 
says ResponseTap CMO Bhavesh Vaghela.

This is the kind of thing that can allow 
an organization to deliver a truly differ-
entiated customer experience. And that 
can be key in building customer loyalty 
and shaping that organization’s brand 
into one that is truly unique.

Mobile apps are also increasingly leveraging 
the value of contextual communications. 

In fact, Salesforce.com in September 
unveiled Journey Builder for Apps, which 
companies use to deliver personalized 
communications all along the customer 
journey. For example, Sony PlayStation 
says it is leveraging Journey Builder for 
Apps and the Salesforce.com Marketing 
Cloud “to analyze in-game data to deliver 
personalized content across digital chan-
nels and connect with gamers in entirely 
new ways.” 

Steffen Sorrell of Juniper Research, says 
context awareness signals a paradigm 
shift in the definition of what search 
means on mobile. “Combined with deep 
linking,” he says, “this shift will trans-
form the manner by which we discover 
and access apps: the days of flicking 
through the app tray are numbered.”

In the report, titled “Mobile Context & 
Location Services: Navigation, Tracking, 
Social & Local Search 2014-2019,” Juni-
per forecasts that the number of smart-
phone and tablet apps of this type will 
rise to $7.5 billion by 2019, up from $2.8 
billion in 2014, a 167 percent jump.

Experiential Commerce
Meanwhile, about 75 percent of compa-
nies are already leveraging what Glenn 
Conradt, vice president of global prod-
uct marketing at CoreMedia, refers to 
as experiential commerce. Web content 
management software provider Core-
Media got this number from a survey it 
did of 143 attendees at IBM’s Smarter 
Commerce Global Summit in May. 

The idea of experiential commerce is to 
marry online content and transaction ca-
pabilities of organizations to engage visitors 
with content related to the product they 
are considering or have purchased. That 
content could be in the form of a blog, a 
comment section, or video clip, or whatever. 
And it could be delivered via the company’s 
website, or to customers and prospects on 
various social media sites (“where they are”). 

The point is, that to support customers in 
their journey, it’s not just about providing 
them with general information about your 
company or just about selling the product, 
says Conradt, it’s about selling products that 

tie into customers’ aspirations and lifestyles.

“Whereas traditional online commerce is 
characterized by transaction-centric elements 
such as product information and pricing, 
experiential commerce seeks to replicate the 
complete shopping experience consumers 
are accustomed to in stores,” according to a 
recent survey report by CoreMedia. “This 
is often accomplished through storytelling, 
allowing consumers to connect a product 
to their life, leading to brand engagement 
beyond simply making a purchase.”

Indeed, in CUSTOMER magazine’s new 
Content Boost column, which debuts with 
this issue, Carrie Majewski points out the 
value of storytelling to drive profit and 
enhance brand awareness. And she men-
tions that 93 percent of B2B and 90 percent 
of B2C marketers are leveraging content 
marketing strategies this year, according 
to the Content Marketing Institute’s 2014 
benchmarks report.

The five key goals of experiential com-
merce, according to the survey, are 
increasing customer loyalty (according to 
68 percent of those surveyed), revenue 
(66 percent), customer satisfaction (63 
percent), engagement (62 percent), and 
brand awareness (58 percent). 

Kraft is one company that’s using experi-
ential commerce to build customer loyal-
ty and strengthen its brand. Let’s look at 
what it’s doing related to its mayonnaise. 

When people wake up in the morning, the 
first thing on their minds is probably not 
what they can do with mayonnaise, says 
Conradt, but they may be thinking about 
what to make their families for lunch or 
dinner. So rather than simply pushing a 
mayonnaise ad, Kraft can leverage tools like 
Google Analytics with the Hummingbird 
algorithm to see what information people 
are reading, and if someone is on Pinterest, 
for example, looking at meal ideas, Kraft 
could link those people to experiential 
content involving recipes that just happen 
to contain mayonnaise as an ingredient.

“While e-commerce has grown rapidly in the 
two decades, at times we are still novices when 
it comes to understanding how to provide a 
better customer experience,” according to the 
CoreMedia paper. “By shifting our focus to 
what drives customers and inspires their loyalty 
toward a business, however, we can succeed in 
today’s highly competitive marketplace.”   

COVER STORY

s An example of experiential content
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Identifiers, Attributes & Network

Neustar Puts the Most Relevant  
& Current Data at Your Fingertips

BY PAULA BERNIER 

 T he mass adoption of computers, smartphones and 
tablets means people have access to the information 
they want wherever they are. But what about the 
organizations that want to do business with these con-

sumers? Are they taking advantage of the plentiful supply of data 
available to more successfully cater to and capture the business 
of these always-connected consumers? In many cases, the answer 
is no. The good news, however, is there’s still ample opportunity 
for businesses to become more connected with customers and 
prospects by putting available information to work. 

With the holidays fast approaching, there’s no time like the 
present to begin aggregating and analyzing information so 
you can better understand your customers and others like 
them who may be prime candidates for your solutions. That 
way, your business can elevate the customer experience it 
delivers, and more effectively address its customers’ unique 
interests and even appeal to them with personalized offers.

“It is imperative for marketers to stand apart from the holi-
day noise by moving from monologue to a true, personalized 
dialogue,” says Henry Tam, a managing director at Neustar. 
“The best way to have a real dialogue with your customer 
is to leverage your own data. Our clients – from financial 
services to health services companies – combine Neustar’s 
extensive data assets with their own data to identify, verify, 
and engage their customers in a personal and unique way, 
building deeper and more profitable relationships, both of-
fline in call centers and in the digital ecosystem.”

Neustar AccountLink 
Among the solutions that embody the expertise Neustar brings 
to the table is Neustar AccountLink. This solution enables 
organizations to associate the customer records they have on 
file with incoming calls to their contact centers. 

It addresses the fact that oftentimes the customer records of 
businesses are not usable for incoming callers because they 
may be based on an out-of-date landline number, or the 
customer or prospect may be calling from a mobile device. 
AccountLink identifies up to two times more customers and 
prospects by updating linkages between consumer name, 
address, and phone information, including more than 220 
million mobile phone numbers.

Neustar CallerComplete
While AccountLink enables clients to make better use of their 
own data, CallerComplete lets them add to it via Neustar’s 
up-to-date array of information.

Neustar CallerComplete gives agents access to the caller’s name 
and address associated with that phone number the instant 
they receive the call. It provides on-demand identification, 
leveraging Neustar’s real-time query and response network to 
append data – such as mobile, VoIP, and non-public phone 
data, delivery point verified addresses, secondary address, and 
Zip+4 – to a phone number in sub-second speed. 

“We are experts at filling gaps in your database and updating 
old information,” says Tam.

Neustar ElementOne
ElementOne is another important way Neustar helps busi-
nesses better engage with customers and prospects – this is 
achieved  via segmentation, offering unmatched granularity on 
consumer attributes and behaviors at the household level. 

Neustar ElementOne Customer Analytics and Segmentation 
can help customers segment and increase high-performing 
audiences to increase marketing ROI, and reach the right 
customers with the right message in the right markets. Built 
on a foundation of identity, the data service can append up to 
16,000 offline or online purchase/demographic/psychographic 
behavior characteristics to an inbound customer, whether 
online or offline, in real-time.

As a result, organizations can better assess customers and 
prospects that are most likely to purchase a given product or 
service, either online or offline and better determine the ap-
propriate channels to reach those people for best results. 

ElementOne also can identify people with similar attributes 
and behaviors  to clients’ existing customers, so businesses can 
better target those prospects with offers that have been success-
ful with similar audiences by creating look-alike audiences and 
scoring.  Clients in the financial services space, for example, 
use ElementOne to score inbound calls to direct them to the 
appropriate product specialists. Neustar’s clients often see a 
tangible and significant increase in sales conversions and/or 
upsells based on this real-time scoring approach.

Neustar Data Makes the Difference
Whether you’re trying to maximize the time agents and 
contact center callers spend on the phone; better cater to your 
customers and prospects with targeted offers; improve your 
overall customer experience; make more informed marketing 
and planning decisions; or even meet Telephone Consumer 
Protection Act requirements – Neustar can help by providing 
the most relevant and current data, in real time. 
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Understanding Your Customers 
to Differentiate & Grow Your Business

BY PAULA BERNIER 

 C ustomer experience is a hot topic these days. But 
ensuring a positive customer experience that 
fuses with the goals of your organization is about 

more than just pledging to be more customer focused. 
It requires employing processes and systems that enable 
your customer support staff to actually understand the 
needs of customers rather than just addressing their 
needs in a one-off fashion, and to be able to respond to 
those requirements in the most effective way possible. 

Having a complete view of customers leads to higher 
levels of customer satisfaction, which helps build 
customer loyalty and results in improved customer 
retention. It can also make help desk employees more 
engaged because it allows them to see and treat custom-
ers as complete entities rather than just processing what 
would otherwise be just a series of unrelated tickets.
 
While most customer support software solutions focus 
on tickets, one has taken a different approach by focus-
ing on the customer. TeamSupport is a fully hosted 
cloud-based help desk solution that helps businesses 
better understand their customers as a whole. 

“TeamSupport is about getting the focus back to the 
customer, not just closing tickets,” explains Robert C. 
Johnson, president and CEO of TeamSupport. “For 
business-focused companies that work with other 
businesses, it is essential to understand and manage the 
customer at the company level. Our software allows you 
to better understand your customers and gain valuable 
insights into their relationship with you.”

To enable this, TeamSupport’s solution includes a compre-
hensive customer database which allows agents to view all 
tickets and support requests from the same company in 
one place, allowing them to better identify trends and is-
sues on a company-by-company basis. Customer support 
reps have the ability to search by company and by contact. 
They can see which tickets are open or closed along with 
those that have notes or files requiring follow-up.

“TeamSupport is different thanks in part to our robust 
customer section, because it puts details about your 
customers and their interactions with you right at your 
fingertips and allows you to put their issues or requests 
in context,” says Johnson.

TeamSupport’s help desk software provides a unified 
system where help desk agents can see every request and 

issue that a client has made. It integrates with popular 
CRM systems like SalesForce and Oracle Fusion. And it 
lets your organization assess which customers need the 
most attention in terms of support.

The most innovative feature to date though, is the Cus-
tomer Distress Index (CDI) that TeamSupport recently 
introduced. This tool allows customer support teams to 
monitor customer satisfaction and take steps to resolve 
issues as they occur by summarizing important metrics 
to understand how much difficulty customers are hav-
ing with your products or services.

The CDI assigns each customer a number based on five 
variables: total tickets created during the lifetime of the 
customer’s account, tickets created in the last 30 days, 
tickets currently open, the average time they are open, 
and the average time to close. A higher number indi-
cates a greater potential for distress. The information is 
presented in an easy to understand graphic showing a 
gauge with green, yellow, and red bands.  

“With the Customer Distress Index, customer service 
teams will benefit from a sophisticated reporting system 
that can actually calculate when a customer may be get-
ting frustrated and allow them to foresee potential issues 
before they become a bigger problem,” says Johnson.

The new feature also offers an indicator of whether 
things are moving in the right direction. The CDI 
Trend Indicator assesses whether the customer experi-
ence has improved or deteriorated in the past seven days 
– represented by a red arrow pointing up (not good) or 
a green arrow pointing down (good).

For companies that want to proactively gather customer 
feedback, TeamSupport also has an Agent Ratings 
feature. This lets organizations invite their customers 
to provide immediate feedback at the conclusion of 
their interaction with the support team. That means 
faster and more accurate feedback, the ability to more 
effectively track trends and service issues, and easier 
identification as to where more training or product 
development may be needed.

“Customer support is not just about reactively dealing 
with tickets, but proactively working with your custom-
ers to meet their needs,” says Johnson. “TeamSupport 
gives you the intelligence to be able to do this so you 
can differentiate and grow your business.
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Contact Center Performance Management

Taking Your Organization to the Next Level
BY PAULA BERNIER 

 You’ve invested in the best leadership, technologies, 
and human capital sourcing and development 
partners available to formulate and perfect the 
secret sauce that makes your enterprise exceptional 

and successful. Now you can gain even more value from 
these investments by consistently communicating your mes-
sage and measuring the performance across your organiza-
tion via contact center performance management. 

CCPM enables you to thoughtfully and pragmatically 
advance your organization’s goals and the lessons learned 
throughout your career to extend and compound this dif-
ferentiation and record of accomplishment, explains Greg 
Salvato, CEO of TouchPoint One. Employing a CCPM 
platform, he says, is far more effective than using manual 
processes and multiple spreadsheets to do the job.

“Individuals in contact center management are smart folks 
and understand effective strategies to get the most out of their 
people and processes,” Salvato adds. “But there’s a general lack 
of awareness that modern platforms now exist to enable them 
to integrate people, processes and technology, and to advance 
contact center key performance indicators more efficiently.”

Acuity is the CCPM platform offered by TouchPoint One, 
a pioneer that is defining this new product category. Because 
the Acuity solution is provided via the software-as-a-service 
business model, companies like yours can quickly launch 
CCPM initiatives and fund them on a per month basis – and 
without costly integration and other upfront costs.

For executives, Acuity provides a single command and control 
portal from which to assess, analyze, and act on all of the data 
and business logic on which their contact centers rely. They 
can tap and customize financial, operations, and program 
dashboards, which can be viewed on any device, to see the 
profitability drivers for each program and profitability measured 
against targets on a daily basis at every level of the program. 

For supervisors, Acuity enables easy identification of the 
contact center’s best and worst performing agents based on 
all relevant KPIs, and the ability to provide agents with the 
metrics on which their performance and compensation are 
measured. The CCPM platform also can be used to deliver 
agent coaching, alerting, customer survey, communications 
tools, and quality monitoring.

Acuity Performance Management from TouchPoint One 
also empowers and engages contact center agents by keeping 
them in the loop regarding expectations. Agents can use the 
interface to view performance criteria, so there is no guess-
ing as to goals and success criteria. Messaging features of the 
platform, meanwhile, provide a direct link to alerts, coaching, 

quizzing, and other forms of communication, including game 
mechanics to assist and motivate agents.

Finance, human resources and legal, sales and marketing, and 
systems departments can also benefit from CCPM platforms, 
which can allow for more consistent and specific job reviews, 
enhanced market differentiation and perception due to better 
customer service, and lower IT costs, to mention just a few 
deliverables.

“By aggregating and leveraging data from CRM, CMS, 
phone switch, WFO and other disparate systems, CCPM 
extends the ROI of each by serving as the foundation of a 
cohesive performance ecosystem,” says Salvato. “The posi-
tive financial impact achievable can be both profound and 
transformational. Even modest improvement in adherence, 
attendance, attrition, supervisor span of control, and/or 
utilization can deliver a return 10 times that of a CCPM 
investment through associated increases in top and/or bottom 
line growth.” 

Convergent Outsourcing, a large U.S.-based BPO, is among 
the companies benefitting from CCPM. The company 
employed Acuity to improve KPIs related to such things as 
attrition, customer satisfaction scores, dollars collected, and 
first call resolution required by a client. 

“Implementing our performance management processes 
through Acuity − accessible to our entire staff via the web on 
any PC, smartphone or tablet – transformed us to a level of 
effectiveness and scalability that was beyond our initial expec-
tations,” Convergent President Casey Kostecka says.

Although CCPM is a relatively new category, more and more 
organizations are embracing its goodness. An estimated 11.7 
percent of organizations were using CCPM applications as of 
2012. That reached 13.8 percent in April, according to DMG 
Consulting, and it’s projected to grow 14 percent through 2016. 

“The contact center is vital not only to maximizing business 
investments, but also to achieve top line potential,” Salvato 
says. “The stakes are exceptionally high for organizations that 
ignore the astoundingly common disconnect within the con-
tact center, where the customer experience is most completely 
and prominently impacted, and between other enterprise 
operations.”

If your company is not already part of the CCPM revolu-
tion, he adds, make 2015 the year you unleash your team’s 
full potential – by letting go of old technology and inefficient 
implementation of people, strategy and process, and making a 
SaaS-based contact center performance management solution 
your top budget priority. 
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Digital Signage

by Paula Bernier

Barix  
www.barix.com
The Barix Audio 
Point solution 
encodes and streams 
high-quality, multi-
channel audio feeds 
through Wi-Fi access 
points in retail stores and other loca-
tions (businesses, schools, transit centers), delivering audio 
in perfect synchronization with video content playing out on 
display screens for a true multisensorial approach to digital 
signage. Consumers can receive the personalized audio feeds 
on their mobile devices by scanning a QR Code to prompt 
a download of the Barix Audio Point app. The combination 
brings higher awareness to, and drives deeper engagement 
with, consumers as the screens come alive with a real voice. In 
addition, the multichannel capability of Audio Point allows 
businesses and organizations to deliver the same content in 
multiple languages, with different streams accessible via user 
selection. For systems integrators, the all-in-one solution 
enables quick deployment and ongoing reliability. Integrators 
and end customers can also use their choice of digital signage 
player for associated video content due to Barix's flexible 
open-standards approach.

CradlePoint 
cradlepoint.com
The CradlePoint COR Integrated Broadband Router Series is 
ideal for use within the digital signage market. An affordable, 
highly-featured compact router designed for critical business 
and enterprise applications that require 24×7 connectivity, 
the CradlePoint COR IBR series harnesses affordable, high-
bandwidth 4G LTE to allow digital signage manufacturers 
greater control. CradlePoint COR IBR series can support a 
diverse set of applications (digital signage, HVAC, security, 
content delivery, etc.) that rely on wireless connectivity with 
zero-touch management. Deployed within the world’s largest 
digital signs, CradlePoint COR’s compact size, sleek metal 
case, mounting bracket, and external mobile broadband an-
tennas provide a distinct advantage in monitoring, updating, 
and managing the remotely based signage. Using the Cradle-
Point COR and Enterprise Cloud Manager, CradlePoint’s 
cloud-based management platform, network administrators 
can deploy network-ready digital signs for placement virtually 
anywhere. Enterprise Cloud Manager in conjunction with 
CradlePoint COR allows them to activate, configure, deploy, 
and manage the connectivity of signs from a central location, 
simplifying the customer experience and reducing IT costs.

GestureTek t
www.gesturetek.com/

For 28 years GestureTek has been renown as the inventor and 
pioneer of video gesture control technology and its myriad 
forms and applications. GestureTek has a unique blend of hand 
and body tracking software, motion-sensing display surfaces, 
and immersive environments. GestureTek`s systems are highly 
engaging for digital signage, advertising, retail, public spaces, 
and location-based entertainment facilities, where its interactive  

T he value of digital signage is large and growing.

In terms of market size, digital signage is worth 
between $4 billion and $5 billion globally, and $1.6 billion 
and $1.8 billion in the U.S. And analysts expect the digital 
signage space in North America and Western Europe – 
which currently ship in the low tens of millions of units per 
year – to double annually in each of the next three years. 

Digital signage can play an important role in visual ID 
and conversion in such environments as banks and retail 
stores, as just two examples. In a banking environment, 
digital signage can be used to deliver customized messag-
es to visitors nearby, triggered by the bank app on those 
users’ mobile phones. This can enable a bank to drive a 
research point, such as how to enable bank customers to 
enhance their credit scores, and then offer the option to 
download a video that those individuals can view right 
then or on the bus ride home. 

Here is a sampling of some of the offerings on the digital 
signage front.
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gesture control displays capture patron atten-
tion. GestureTek`s GestureFX is a system mo-
tion controlled user interface for projections of 
any size on floors, walls, windows and counters, 
as well as on flat-screen displays. The CUBE 
provides a turnkey plug and play version of 
GestureFX that sits on the floor and displays 
a large gesture-controlled projection surface. 
Screen Xtreme provides the same dynamics of 
gesture control but merges the user’s live video 
images with interactive animation. Gestrack 
3D provides excellent point and control of 
displays from a distance for one to 10 people. 

MultiTaction 
www.multitaction.com
MultiTaction is a world leader in interac-
tive display systems utilizing its own unique 
technology to recognize hands, 2D barcodes, 
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and objects to create a truly immersive experience. MultiTac-
tion displays are stackable into any size or shape and support 
multiuser environments. They work equally well as table or 
wall displays while supporting an unlimited number of touch 
points. Deployed in more than 50 countries, MultiTaction 
solutions are ideal for collaboration, advertising, museums, 
exhibitions, entertainment, research and education. The 
company's technology boosts engagement through experien-
tial applications that provide visually stimulating experiences; 
improve teaching and learning; and increase productivity 
in workplace settings. The MultiTaction iWall is a 16-foot 
x 9-foot turnkey interactive video wall with 24-megapixel 
resolution. The display can simultaneously detect an unlim-
ited number of fingers, hands, and IR pens. To enhance the 
user experience, the MultiTaction iWall incorporates Multi-
Taction's Enriched Reality software technology, which uses 
2D optical markers for real-life object detection to uniquely 
identify any object placed on the display. The MultiTaction 
iWall also supports MultiTaction Codice, a software using 
optical markers to recognize individual users and provide 
access to personalized content. Codice optical markers can be 
printed on everyday objects, like ID cards and badges, and 
turns anonymous, public interactive displays into an engaging 
experience that benefits both the user and the content owner.

Tightrope Media Systems t
www.trms.com

The Carousel Digital Signage platform is a complete hardware 
and software system comprising content creation, management 
and media playout – all seamlessly integrating with common 
IT and networking infrastructure. On the content creation 
side, Carousel supports multiple channels of unique content, 
as well as multiple screen zones without restriction. Content 
contribution is made easy through simple templates to support 
sophisticated tasks across social media, RSS feeds, schedule in-
tegration, streaming video, weather reports, and more. Flexible 
content management and scheduling tools allow users to share 

content among different zones and channels, with seamless abil-
ity to decide when and where content will run across networks 
of any size. Content can be displayed in multiple aspect ratios 
and formats, all custom-configurable at the device level. Op-
tions include landscape and portrait modes, native resolutions 
up to 2560x1600, and touch-screen interactivity support across 
all server and player software. On the playout level, Carousel 
offers a variety of player models and also seamlessly integrates 
with Brightsign networked media players – ideal for cost-effi-
cient deployments across large networks with multiple players 
and display screens. Carousel systems are used across multiple 
business verticals, including corporate, transit, education, hos-
pitality, and sports/live event venues.

UIEvolution t   
www.uievolution.com

Experience Manager is a cloud-based solution that allows you 
to connect with your customers and guests through a variety 
of content, ad messages, and interactive features. The easy-
to-use message creation and ad campaign management tool 
is designed to simplify message creation and deployment for 
your marketing department so they can focus on connecting 
with your customers, not technology. Experience Manager 
puts your marketing team in control by making it easy to cre-
ate branded messages using templates that are as easy to create 
as managing a blog or social media.

Vitesse Semiconductor t
www.vitesse.com
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Users can achieve low cost, low power 1000mbit connectiv-
ity over a Cat5 cable for an optimal viewer experience using 
Vitesse Semiconductor’s dual-port VSC8502 gigabit Ethernet 
PHY. As featured on Vitesse’s VSC8502RD & VSC8502RD-
VR four-layer reference board designs, Vitesse’s VSC8502 
is ideal for today's digital signage applications. This IEEE 
802.3ab-compliant 10/100/1000BASE-T PHY offers high 
reliability connectivity and seamless cable-line diagnostic 
capabilities that perform without data loss. Furthermore, the 
VSC8502 simplifies synchronization of video frames across 
panels in a large digital array by leveraging recovered clock 
output capabilities. That means a beautiful picture 24/7. Vi-
tesse’s VSC8502 offers MII, GMII and RGMII MAC-to-PHY 
interfaces, Wake on LAN, and IEEE 802.3az Energy-Efficient 
Ethernet. The PHY is based upon a low EMI voltage-mode ar-
chitecture that reduces EMI footprint and can support jumbo 
frames for improved bandwidth utilization. Vitesse’s VSC8502 
PHY runs on either a single 3.3V supply or external 1.0V and 

2.5V supplies. Industrial temperature support provides robust 
reliability for long product lifecycles in outdoor environments. 

YCD Multimedia
www.ycdmultimedia.com  
C-nario Digital Signage Suite is YCD Multimedia’s premium 
display, distribution, and management software platform, fa-
cilitating in-store active dialog between retailers and consum-
ers. It combines studio quality authoring, interactive content, 
rules-based playback scheduling, and better-than-broadcast 
quality playback in any canvas size and resolution. With 
C-nario Digital Signage Suite, users can deploy pixel-perfect 
HTML5 content from the smallest tablet to multi-display 
installations. The software supports the authoring, distribu-
tion, and playback of rich content with unmatched flexibil-
ity, combining high quality video, images, Live HD video 
(captured or streamed), dynamic data feeds, and multi-display 
hardware-accelerated HTML5 content.    

WANT TO APPEAR IN A ROUNDUP?
If your company wants to appear in a Roundup in a future issue of this magazine, check out our editorial 
calendars at the TMC website www.tmcnet.com for upcoming Roundup categories. If you see something 

that's a match, send your 200-word product summary to Paula Bernier at pbernier@tmcnet.com. If we don't 
have a Roundup in your product category, let us know and we'll consider adding it.



By Paula Bernier

Call Recording
It Pays to Know the Rules, But Rules Vary By State

W hen it is ok to call and/or record 
conversations with people has 
recently become a heightened area  

of debate in communications and legal circles.

One hotbed of activity on this front is in California, which has 
a somewhat unique legal approach to call recording, in that the 
state says it is allowable only in instances in which both parties 
have given consent. (Meanwhile, federal law requires consent 
from only one of the parties.)

The Golden State has seen hundreds of folks file class action 
lawsuits alleging calls in which they participated were recorded 
without their consent, and millions of dollars have in turn been 
doled out by organizations to settle these claims.

Restaurant Applebee’s, retailer Bass Pro Outdoor World 
(which reportedly paid out a $6 million settlement), and 
financial outfit Capitol One are among the businesses recently 
targeted with call recording-related lawsuits.

Hilton Worldwide Inc. was also recently the subject of a call 
recording lawsuit. In this case, however, the case went to court 
and the judge ruled in favor of the hotel. The plantiff ’s claim 
that the company recorded his cell phone conversation in which 
he provided updated credit card information doesn’t apply to the 
state statute, the judge reportedly ruled, because it doesn’t apply 
to cell phone users.

Meanwhile, across the country in Maine, 
call recording practices and rules came 
into question when a reporter recorded 
a call in which the Maine Heritage 
Policy Center was meeting to 
decide how to respond to an ad 
targeting gubernatorial candidate 
and U.S. Rep, Mike Michaud. 
The argument here hinges on 
the group’s claim that the 
reporter was invited to 
the call, and whether 
or not the reporter 
made his presence 
known on the call. 
No decision was 
made on this case 
as of press time.

At the recent Smart-
Voice Conference, 

which was co-located with ITEXPO in Las Vegas, Evan Kahan, 
COO at interactions recording company Numonix, said some of 
the things to consider when implementing a call recording strategy 
are how long to store and how frequently to purge recordings. He 
added it’s also important to figure out how to inform people their 
conversations are going to be recorded. The answer is probably an 
easy one when it comes to incoming callers, who can be greeted 
with a recording letting them know their call may be recorded, he 
said, but what about people who are reached via outbound calls?

There’s also a lot of legal action these days related to the Tele-
phone Consumer Protection Act, which was created and signed 
into law in the 1990s in an effort to prevent people from getting 
calls and other communications that they have to pay for, but 
don’t want to receive. And TCPA and FCC rules prohibit mak-
ing auto dialed or prerecorded non-emergency calls to a wireless 
phone number for which the called party is charged a fee.
 
Litigation related to the TCPA has exploded in the last few years, 
and damages can be steep – up to $1,500 per call or text. A 
popular pizza chain last year agreed to pay more than $16 million 
in damages to settle a nationwide class action lawsuit alleging it 
unlawfully advertised its pizzas by unwanted SMS text messages. 
A vehicle maintenance brand shelled out $47 million in a sepa-
rate settlement. And a major financial firm and three collections 
agencies recently announced a cash settlement of $75.5 million.

That said, companies that use auto-dialers need to know 
whether a phone number is a landline or associated with a mo-
bile device, notes Becky Burr, deputy general counsel and chief 
privacy officer at Neustar. If it is a mobile number, she says, a 

company needs to verify it has prior consent to communi-
cate using automated technology and that the person who 
gave consent still owns the number.

In yet another twist to TCPA, there’s now a conversation 
circulating as to whether a voicemail delivery system that sends 

messages direct to voicemail is prohibited, notes The CommLaw 
Group. This conversation was sparked in July by a VoApps 

filing that requests a declaratory ruling to say its voicemail 
system does not violate TCPA. The FCC 
has issued a public notice seeking comment 
on the matter.

The lesson here, whether you’re talking 
about call recording or TCPA compliance, 

is that it’s important to keep abreast of these 
legal activities and, more to the point, be con-

servative in how your processes and solutions 
address these situations, given rulings on these 
things are varied and may differ depending 
upon geography.   

TARGET
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ENGAGE BRIEFS

Salesforce Under Attack
Some of the big software companies appear poised 
to turn up the heat on the already hot CRM space. 
Microsoft at press time was reportedly readying the 
release of a major update to its Dymancis CRM 
and marketing applications. And IBM just recently 
launched a big data analytics solution. Both of the 
above are aimed directly at CRM leader Salesforce, 
many sources agree, which continues to leverage its 
muscle in the CRM arena to get into related areas 
such as analytics and marketing automation.

Satisfi Enables Real-Time Response
A company called Satisfi recently launched a real-
time mobile enterprise platform that allows consum-
ers to communicate directly with a business via smart 
device so businesses can quickly respond and solve 
problems.  “Satisfi offers the speed of technology 
while preserving the human factor that other tech 
solutions lack. At the touch of a button, customers 
reach the person with the means to immediately ful-
fill their needs before they give up and turn to social 
media to vent their frustration,” said CEO David S. 
Montoya, who co-founded Satisfi along with COO 
Neal Magnus and CTO Rungson Samroengraja.

Shopper Excitement for Social Media Dims
Consumers consider social media a less important part 
of their customer journey – from awareness, through 
to post-sale activity – compared to two years ago, ac-
cording to a new report from Capgemini. Meahwhile, 
smartphone shopping has grown in importance. 

Verint Talks Voice Biometrics
Voice biometrics is seeing adoption by at least one 
of the world’s largest banks to identify fraudsters, 
according to Verint’s Rajeev Venkat, senior director 
of solutions marketing. This technology also can be 
used to create a voice bioprint of customers for faster 
processing during their future calls, he says.

Blackhawk Swoops in on  
Incentives Provider
Prepaid and payments network outfit Blackhawk is buy-
ing incentive and engagement solution provider Parago 
Inc. for approximately $290 million. "Blackhawk has 
continued to grow its business solutions in the prepaid 
payment industry around the world," said Bill Tauscher, 
Blackhawk's chief executive officer. "Adding Parago into 
our portfolio is a significant step forward for Black-
hawk's expansion plans in the large but fragmented 
incentives market." Parago has more than 250 custom-
ers, including Fortune 100 companies, multinational 
corporations, and global consumer brands.

Study Illustrates  
Customer Experience Gaps
Only 10 percent of senior marketers are highly satisfied 
with their organizations’ ability to listen and respond 
to customer needs, although 73 percent believe doing 
just that is critical to success, according to a new survey 
of more than 300 senior marketing executives by the 
Chief Marketing Officer Council and SAP. Meanwhile, 
only 18 percent of respondents believe that their back-
office technology platforms have the ability to deliver 
on marketing promises; only 20 percent of respondents 
have a comprehensive view of all touchpoints that 
make up the customer experience; and only 28 percent 
are personalizing experiences across both online and 
offline experiences.

Shopping By Age Group
Nearly half of Millennials spend more time shopping 
online than in stores while only 27 percent of Baby 
Boomers (consumers aged 55 and up) prefer to shop 
online, according to new data from SmartFocus. And 
women are more open to digital offers than are men, the 
study indicates. 

Let Aspect Be Your Host
Aspect Hosted is a new solution from Aspect Soft-
ware that offers Proactive Monitoring and Manage-
ment to allow companies to modernize and manage 
their contact centers without the cost and complexity 
associated with deploying, managing and optimizing 
Aspect's customer engagement software and hard-
ware in their own IT infrastructure. 

KnoahSoft Intros Harmony Cloud
The workforce optimization solutions provider’s 
new Harmony Cloud is delivered as a software-as-
a-service application for as little as $20 per month 
per agent. Contact centers can use it, the company 
says, to improve productivity and efficiency while 
reducing costs and enhancing the overall customer 
experience.

NewVoiceMedia Tells Its Story
NewVoiceMedia has been hawking its solution, 
which it says effectively routes and manages inbound 
calls, e-mail and chat to improve handle times and 
customer satisfaction. Calls are automatically directed 
to the right agent, and real-time monitoring means 
inbound requests can be switched between contacts 
centers to maximize resources while working across 
multiple time zones. Outside sales reps benefit from 
CRM-integrated click-to-dial, local caller ID and 
automated call logging features to increase sales suc-
cess and provide greater sales management insight.   
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T hanks to technology advances and a changing senior 
demographic, the Personal Emergency Response Systems 
industry is undergoing a transformation. The change is affecting 

users, who have more technology options than ever before. The transition 
also has implications for the call centers that respond to PERS calls and 
the emergency care specialists who directly interact with customers.  

The traditional PERS system relies on 
1970s-era technology. The systems typically 
consist of a base unit with speakers and a 
microphone connected to a landline, often 
set up in the kitchen or living room, and a 
pendant the user wears to summon emer-
gency help. The downsides are obvious: Us-
ers are restricted to a limited service range, 
and it can be difficult to communicate with 
the call center unless the user happens to be 

in the room where the base unit is located 
when help is needed.

The next generation of PERS is based on 
mobile technology. The trend to mobile 
started with seniors moving away from 
landline phones to less expensive alterna-
tives. However, seniors are now seeing the 
benefits of mobile PERS over the tradition-
al systems. Mobile PERS are miniature, 

wearable cell phones 
with two-way com-
munication capabilities 
and a button that users 
can press to call for 
help. Lightweight and 
waterproof, mobile 
PERS offer many ad-
vantages over tradition-

al PERS, including location technology, 
and mobile PERS can be used anywhere 
with cell phone coverage.

According to a recent IHS report, the PERS 
market will double over the next several 
years as device options expand and younger 
seniors start taking advantage of new mobile 
PERS features. Currently, the average age of 
a PERS user is 78, but that number is ex-

By Bob Sanders

B y  H a r m a n  s i n g H

W e live in an incredible information age. We have smartphones 
more powerful than the computers NASA uses in the rovers 
and satellites sent into space. Virtually any type of content 

can be instantly accessed from the web, anywhere and anytime we choose. 

Like virtually every other professional 
field, technological innovation has 
impacted organizational learning in sig-
nificant ways. We see the rapid advance-
ment of e-learning not only impacting 
corporate learning, with new web-based 
training options surfacing on an almost 
daily basis, but also at the academic level 
as centuries-old models used by institu-
tions continue to be challenged and 
disrupted. 

Fortunately for students, most institutions 
are embracing these changes by offering 
more online learning options in tandem 
with traditional approaches. One ques-
tion we might ask ourselves, therefore, is 

why e-learning isn’t advancing even faster 
within organizational learning and devel-
opment circles?

According to the American Society of 
Training & Development’s 2013 State of 
the Industry Report, less than 40 percent 
of training is being delivered using tech-
nology. While this number is certainly 
on the rise, it’s surprising that it’s not 
higher given that working professionals, 
and the organizations they serve, rely on 
technology for so many facets of their 
work today. 

The same report found that organizations 
spent an average of $1,195 per employee 

on training in 2012. For a company of 
100 employees, this equates to more than 
$120,000 – a sizable expenditure for a small 
to mid-sized company. No doubt the high 
costs associated with employee training are 
driving many decision makers to look be-
yond traditional learning and development 
methods such as event-based classroom 
courses and closed, vendor-hosted learning 
management systems.

Those that look beyond these costly (and 
sometimes ineffective) methods will find 
a number of cloud-based online learning 
platforms that have significant advantages 
for organizations and their employees. Us-
ing newer open platforms, students are able 
to select from thousands of high-quality 
online courses without organizations having 
to devote resources toward developing and 
managing course content, licensing software 
from vendors, or worrying about IT integra-
tion and infrastructure upgrades that often 

New Corporate Training Platforms  Enable Improved Flexibility, Efficacy

How Mobile Users are Impacting  Emergency Services for Call Centers

By Tom Collopy
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New Corporate Training Platforms  Enable Improved Flexibility, Efficacy

How Mobile Users are Impacting  Emergency Services for Call Centers
pected to drop to 74 over the next five years, 
meaning call centers can expect a larger pool 
of customers and a lengthier duration of the 
customer relationship. 

Call centers will need to adapt to handle the 
rising demand for mobile PERS services and 
the changing needs of next-generation PERS 
customers. With traditional PERS, emergen-
cy care specialists typically send assistance to 
the address associated with the PERS user via 
the pre-determined public safety answering 
point in the account, and their contact with 
the customer is usually brief. Once the pub-
lic safety official is contacted, the emergency 
care specialist’s job is done. 

Mobile PERS devices have more capa-
bilities, and that adds a layer of complex-

ity for monitoring centers. Customers 
are able to summon assistance at home, 
in the yard, away from home – virtu-
ally anywhere with cell phone service. 
To serve mobile PERS customers, call 
centers will need to acquire database 
software that quickly provides the cor-
rect PSAP to emergency care specialists 
when users either provide their locations 
verbally or when the specialists locate 
the users via location tools. Call cen-
ter managers will need to ensure their 
facilities have the appropriate technical 
assets and IT expertise to integrate with 
mobile PERS device services via API or 
hyperlink. 

The projected growth of the PERS market-
place offers call centers many new opportu-

nities. The pool of available customers will 
be larger, and new device capabilities will 
attract younger seniors who will maintain 
their PERS service longer. 

To capitalize on these new opportuni-
ties, call centers will have to adapt their 
software and add the ability to integrate 
with mobile PERS devices. Customer 
care specialists will be required to take on 
new responsibilities as they serve a more 
mobile community. By making these 
adjustments, call centers can significantly 
expand their customer base and revenue 
as the next generation of PERS devices 
takes center stage.  

Tom Collopy is CEO of Securus Inc.  
(www.securusgps.com).

accompany traditional learning manage-
ment system implementations. 

Newer e-learning platforms may also en-
able affordable, private, live interactive 
learning and training options such as 
hosting a private online academy for 
global or remote employees, franchis-
es, dealers, distributors, partners, or 
clients. As workforces become more 
global, online corporate training 
makes it easy for organizations to 
offer professional learning and 
continuing education without 
worrying about travel or infra-
structure costs. 

Online training offers adult 
learners the ability to man-
age their training on their 
terms and their 
time. 
Most 

working professionals find it hard 
to make education a priority given 

all-consuming job and family re-
sponsibilities, as well as life’s other 

demands. This notion of con-
venience is one reason we are 
also seeing more demand for 

mobile learning applications.  

Tablets in particular are proving to 
be a useful device for the adop-
tion of mobile learning in the 
work place, with a rapid increase 
in the adoption and use of 
these devices in organizations. 
Not surprisingly, reasons for 
adoption include portability, 
convenience, and the ability 
to service mobile or remote 

workforces.

It’s not 
all about 

ease-of-access though, as even the most 
convenient approach is flawed if people 
are not able to advance their knowledge, 
retain information, and put it to use in 
their jobs. 

According to a study by the U.S. Of-
fice of Education, evidence shows that 
online learning can have a strong impact 
on learning outcomes and, in certain 
situations, benefit students even more 
so than traditional, classroom-based 
instruction.

The flexibility of newer online platforms 
also enables content to be delivered in vari-
ous sizes and formats. Educators as a result 
can modify content at the drop of a hat, 
and serve up bite-sized pieces whenever and 
wherever needed.  

Harman Singh is co-founder and CEO of 
WizIQ (www.wiziq.com).
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In the past year the contact center industry has embraced 
a new term, omnichannel, with some crowning this term 
as the successor to the now familiar term multichannel. 
What has changed to provoke this new term? Well, first, 
consumer habits have shifted. What began with handling 
e-mail and web chat, has now expanded to SMS, social 
media, mobile, and video. As consumer communications 
habits change, so does the way they expect to engage 
with businesses to resolve their problems.

But why create a new term when some argue the term multichannel suits 
the industry’s needs just fine? More importantly how will we recognize 
the holy grail of providing omnichannel experiences when we see it?

Simply put, omnichannel is multichannel done right. It involves 
viewing the multichannel experience through the eyes of your 
customer, so that it is seamless, integrated, and consistent. It means 
anticipating that customers may start in one channel and move 
to another as they progress to a resolution. It means deploying 
technologies to make the transition between channels as convenient 
and enjoyable as possible. 

Doing this is increasingly at the heart of running an effective contact 
center. The term reminds us to incorporate new channels in an integrated 
manner. Managing multiple customer contact channels in siloes simply 
will not do, and the number of channels is continually expanding. 

Best in class contact centers recognize customers’ identity regardless of 
how they contact the business. Their identity and history across other 
channels must be visible to agents; likewise, high priority customers 
can be recognized across both voice and digital channels.

As consumers’ experiences across digital, voice, and in person retail 
contexts become increasingly intertwined, they expect to enjoy the 
same brand experience and to be recognized regardless of interaction 
method. It’s not just about adding channels for the sake of providing 
options. Each of these channels must meet customer expectations for 
personalized, effective interactions that solve customer problems. 

For example, when a customer calls about the e-mail he or she 
sent yesterday and the phone agent is unaware of the interaction, 
the result is customer frustration and increased service costs.  The 
way to transform this negative scenario into a positive one is to 
seamlessly blend Internet-based service requests into a universal 
contact routing engine. In this type of solution agents have visibility 
into prior customer contacts across channels, supervisors have unified 
real-time and historical reporting tools, and all customer contacts 

are managed according to consistent business rules. The result is 
effective, personalized interactions that lead to long-term positive 
customer relationships.

In achieving seamless channel blending, integration of information 
from back-end databases and CRM systems is essential. With this 
data incorporated into routing decisions and displayed to the agent, 
customers receive the appropriate level of service and don’t need to 
repeat information. This saves valuable time and reduces frustration.

The connection between agent visibility into channels and customer 
experience is well supported by consumer survey data. In a 
recent global customer experience survey sponsored by Interactive 
Intelligence, 65 percent of respondents rated as “very important” to 
a quality customer experience the condition that “the staff has access 
to my history and current activities with that company.” Ensuring that 
this visibility spans across all channels is equally essential. In fact, 
according to a recent global survey conducted by Dimension Data, 
the majority of millennial consumers prefer web chat to the phone for 
service interactions, and generations Y and X are not far behind. 

The journey from multichannel to omnichannel has become 
increasingly imperative as technologies such as mobile services 
and social media place increased influence in the hands of the 
average consumer. Implementing multiple channels in a siloed 
fashion is not sufficient. Data must flow between channels such 
that the cross-channel experience is done right. Consumers possess 
powerful computing clout in their pockets with mobile smartphones. 
They expect to resolve service issues in their spare moments with 
instantaneous access to information. The results of these interactions 
– be the experience positive or negative – can be immediately 
broadcast over social media channels.  

It’s all about providing options, while ensuring the consistently 
high quality experience customers expect. Preferences are shifting 
toward digital channels and self-service, providing unprecedented 
opportunities to reinforce the brand experience while containing costs. 
At the same time, demand for high quality voice service remains 
strong. The phone does not disappear, instead it is one step towards a 
customer journey that leads to a strong brand and business.

Karina Howell has 15 years of experience in the contact center 
industry, and is currently solutions marketing manager at Interactive 
Intelligence. She has broad expertise in the telecommunications 
space, having served as an industry analyst at Frost & Sullivan, 
product marketing manager at Genesys Telecommunications, and an 
independent consultant advising solutions vendors. Her experience 
includes advising end users on choosing the technology architectures 
to best fit their business needs, including traditional and virtual 
models using premises and cloud deployment models.

Omnichannel: The What, Why, and How  |  BY KARINA HOWELL





WebRTC SUPPLEMENT

A WebRTC Primer
BY PAULA BERNIER 

W ebRTC is the term used to describe the 
growing trend of web real-time communi-
cation. The technology allows for real-time 

voice and video interactions from a web browser or 
other peer node without requiring special client soft-
ware or requiring a server between the two endpoints. 

It takes the components of a typical VoIP media engine into a 
browser or any other peer endpoint with a simple API that a 
web server can control. That means developers can build real-
time communication into web pages, existing software applica-
tions, or wherever else they want – and do so more easily and 
affordably than they could’ve in the past.

A Little History
WebRTC got its start at 
Global IP Solutions, a 
company that provided 
the technology to such 
large VoIP companies 
as Avaya, Cisco, Nortel, 
and others. Google 
purchased GIPS in 
2011, and shortly after 
that made its technol-
ogy open source, which 
kicked off the WebRTC 
movement. 

Google has been a lead-
ing advocate of WebRTC 
ever since, and today 
supports WebRTC in its 
Chrome browser. Web-
RTC is also supported in 
the Mozilla Firefox and 
Opera browsers. And, 
in an important recent 
development for the 
WebRTC ecosystem, a new specification called Object Real-Time 
Communications is helping to bring Microsoft and its popu-
lar Internet Explorer browser into the WebRTC fold. As of the 
deadline of this article, there was no word yet from Apple as to 
where it stands on WebRTC.

In any case, the WebRTC ecosystem and community continue to 
grow. It started in 2010 with a small group at Google, expanded in 
2011 with a strong group of standards advocates, and then in 2012 
with early evangelists and companies, and it continues to snowball.

Forecast for Transformation
ABI Research expects there to be 4.7 billion WebRTC devices by 2018. 

WebRTC is interesting not only because it enables two end-
points to easily connect and conduct rich media sessions includ-
ing data, video, and voice, or some combination thereof, but 
also because it puts us on a path to what Phil Edholm of PKE 
Consulting LLC calls the webification of communications.

“The webification of communications is not a single technology, 
but rather a transformation of the basics of communications,” says 
Edholm. “Instead of having a single server that manages all of my 
communications, the webification process will free me to interact 
directly with millions of web servers to manage a succession of 

independent communica-
tions events, each tuned 
to the specific needs and 
requirements of the event, 
not an arbitrary vendor 
paradigm. Just as we all 
have hundreds of different 
web information experi-
ences monthly, each web 
communications experi-
ence can be defined by the 
suite hosting the event.”

The Possibilities  
are Endless
The possibilities for 
WebRTC are endless, but 
some of the first places 
we are seeing it in use 
are in customer care/con-
tact center, and confer-
encing applications.

“WebRTC applications will 
both delight and amaze 
us,” says Edholm. “While 

many WebRTC implementations will be extensions of existing com-
munications solutions, many will emerge that will use WebRTC to 
deliver communications in contexts we have yet to imagine.

“The change of communications from a separate service or 
capability to being integrated with applications and other 
activities will become obvious,” Edholm says. “With this we 
will see the emergence of asymmetrical communications solu-
tions where the experience is different dependent on the role 
of each individual.”  
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WebRTCV to Focus on User Adoption
BY PAULA BERNIER 

W
ebRTCV Conference & Expo is being held 
later this month in San Jose, and the 
theme of the gathering this time around 

is customer adoption. That said, WebRTCV, which 
will take place Nov. 18 through 20 at the San Jose 
Convention Center, will include lots of discussion and 
analysis on early adopters and implementations, ex-
plains Phil Edholm of PKE Consulting, which puts on 
the event along with Systemwide Media and TMC.

There’s an entire track focusing on how WebRTC is being imple-
mented in various business 
and government verticals. 
That includes sessions on 
WebRTC’s use in cable 
and broadcasting, in e-
commerce, in education, in 
finance, in health care, and 
in logistics.

Education about and recog-
nition of early adopters at 
the show will also include 
the presentation of the WebRTC Business Transformation and 
Impact Awards. This special awards program will highlight com-
panies and business leaders that have successfully leveraged 
or integrated WebRTC to solve a business issue, launch a new 
service, and/or create a revenue opportunity. 

This award covers implementations across any vertical or ap-
plication, including but not limited to general communications, 
service providers, contact centers, retail, medical, and supply 
chain. Candidates for this award will be selected based on their 
ability to show a successful launch of a WebRTC-related project. 
There will be multiple awards in various categories.

WebRTC customer adoption is poised to become even more 
widespread – in part due to Microsoft’s recent embrace of the 
technology. Microsoft’s move on this front, and the new specifi-
cation called Object Real-Time Communications that is enabling 
that to happen, are also certain to be among the hot topics 
discussed at WebRTCV Conference & Expo.

In fact, Microsoft’s Bernard Aboba, principal architecture, will 
provide a keynote presentation at WebRTCV Conference & Expo.

ORTC also will be the subject of a session in the WebRTCV 

Conference & Expo developer track. The spec comes out 
of a group called the W3C Object RTC Community Group , 
which counts Google and Microsoft among its members. 
(Google’s Jan Linden, senior product manager, and Serge 
Lachapelle, product manager, will again be among the 
event’s speakers.) 

“ORTC is how Microsoft will support WebRTC,” says Edholm.

That’s important given that WebRTC can be more broadly 
embraced if more browsers support it. WebRTC already is sup-
ported in the Google Chrome, Mozilla Firefox, and Opera brows-
ers, while Apple and Microsoft (until now) have repeatedly 

been called out for their lack 
of support for WebRTC. 

WebRTCV Conference & Expo 
will also feature a track cater-
ing to the interests of service 
providers. Service providers 
need to pay attention to what’s 
happening with WebRTC, 
notes Dean Bubley, director 
and founder of research and 
consulting firm Disruptive 

Analysis, because it is something of a double-edged sword for them. 

“For the most imaginative and aggressive, it could bolster 
their enterprise presence by enabling innovative cloud video 
propositions, or adding value to IP telephony platforms. But 
at the same time, for those service providers already worried 
about the threat of so-called OTT players’ incursion into their 
market for commodity voice, they will likely face additional and 
worsening threats,” Bubley says. “For telcos, WebRTC makes 
opportunities larger, threats worse, and everything faster.”

Service provider track sessions will focus on such issues as how 
to integrate WebRTC with IMS, the value of media services, We-
bRTC’s impact on wireless business models, WebRTC’s relation-
ship to M2M, and more.

 “The WebRTC Conference & Expo is the longest running global 
WebRTC ecosystem event,” says Edholm. “It’s where industry 
stakeholders gather with their user bases to explore how true 
browser-to-browser communications are revolutionizing the 
way businesses and consumers communicate and what eco-
nomic impacts the technology is creating. This coming Novem-
ber, the focus is on the real-life deployments that are driving 
value for enterprises around the world.”  
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WebRTC in the Criminal Justice System
BY PHIL EDHOLM

While there have been many generic audio 
and videoconferencing uses of WebRTC, 
both by established conferencing vendors 

and new WebRTC-only entrants, the potential of 
WebRTC outside of being just another user interface 
in audio or video remains the huge potential of the 
technology. While some companies are focused on 
new areas like social, another major focus is on how 
WebRTC can be used in verticals. 

For example, VIZICOM recently launched an application using 
the GENBAND Kandy platform that enables home care follow-
ups after a hospital visit using a generic tablet. The use of 
WebRTC to enable vertically specific applicants has huge 
potential as communications is added and where the value of 
WebRTC is optimized to the business situation.

JurisLink is a company focused on using WebRTC to transform 
the criminal justice system by delivering a focused vertical 
application using WebRTC. I spoke at length with Slade 
Trabucco, CEO of JurisLink. Slade has made the move from 
being a defense lawyer to technology entrepreneur, and it is 
clear that he believes in the value of what his team has created.  

JurisLink is a WebRTC-based app that is designed to enable 
defense lawyers to meet with their clients without traveling to the 
incarceration facility. JurisLink is a cloud service in conjunction with 
CaféX WebRTC technology, enabling confidential video meetings 
between attorneys and clients. Attorneys can schedule and conduct 
secure virtual meetings with clients from anywhere using WebRTC 
and an Internet connection, computer, and webcam. The client 
in the correctional facility engages the attorney through a web 
browser in a kiosk. Jail guards place the defendant in the video 
meeting room at the scheduled meeting time. Using WebRTC , the 
kiosk appliance is controlled remotely by the cloud-based JurisLink 
system, eliminating complexity and simplifying use.

The value of this vertical application could be huge. In the 
criminal justice system the vast majority of defendants are 
represented by court appointed lawyers or public defenders. In 
2007, 964 public defender offices nationwide received nearly 6 
million indigent defense cases. The result is an overwhelming 
demand for services. 

The challenges may be best represented by New Orleans, 
where indigent people sit in jail uncharged, sometimes for 
weeks or even months, waiting for a lawyer whose caseload 
far exceeds reasonable standards. Legal guidelines suggest that 
public defenders handle no more than 400 misdemeanor cases 
in a year, a 2009 report found that part-time public defenders in 
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Orleans Parish handled the equivalent of 19,000 misdemeanor 
cases annually per attorney – resulting in about seven minutes 
spent by a lawyer on each case on average.

The challenge is that often a lawyer must meet with a client 
during the process, necessitating a trip to the jail where the 
defendant is incarcerated. According to legal sources, between 
travel and waiting time, an attorney may spend up to 10 bill-
able hours just to have a 20-minute conversation with a client. 
The JurisLink system is designed to enable a lawyer to meet 
with a client without travel or waiting, dramatically reducing 
the time wasted and increasing the capability to cover cases.

JurisLink is currently deployed in just one of the court districts  
in North Carolina. There are currently only 108 lawyers using 
the system and doing about 300 meetings a month. The  
majority are court appointed lawyers and public defenders. 
Based on 2007 data, there were more than 4,000 public  
defenders working in state criminal justice nationwide and 
probably two to four times as many court appointed lawyers,  
so the current penetration is a small fraction of one percent  
of the potential use of this application.  

However, the proven savings are huge. The NC State Public 
Defenders office has held more than 1,000 meetings using the 
tool, saving 20,000 miles of travel and reducing the time to get 
to the meeting by three days typically. 

But the big savings is in the volume. The lawyers participating 
in the system are typically able to handle 25 to 50 more cases 
each month instead of sending them out to private court ap-
pointed attorneys. Each case sent out has a cost of $300. With 
an increased capacity of 40 cases per month, each lawyer using 
the system saves the state $108,000. For an office with 20 
public defenders, that is $2 million in annual savings. In 2007 
data, there were more than 4,000 public defenders working in 
state criminal justice nationwide, so the potential of using this 
technology nationally is a savings of almost $500 million tax 
dollars, not including travel and other costs. 

In the use of the application in the federal courts using the Juris-
Link application, 400 meetings hosted resulted in $141,000 of 
saved travel time. This is a savings of about $350 per meeting.  
The reason is that federal prisoners are held in facilities often 
located a significant distance from the trial location where the 
public defender/appointed lawyer is located.  

Slade and I talked about the fact that video use in the crimi-
nal justice system is not a new concept. Court systems have 
experimented with the technology for years. In fact I remember 
a video arraignment application we built at Nortel back in the 
early 1990s. 

I asked Slade what has changed. What he said was interesting: 

The key is to make it truly easy to use. As most of the lawyers 
are court appointed, having a tool that is complex, requires 
downloads, and includes other complexity has assured it will 
not be used. The key to the success they have been seeing is the 
ease of use that WebRTC has enabled, from the lack of down-
loads, easy click to start the meeting, and seamless operation.  

While the focus to date has been in facilitating defense lawyer-
client meetings, the potential of other uses like arraignments 
or client-defense-prosecution meetings are on the roadmap, 
and the ability to easily add recording and other features are 
important. Also important is the ability to use the unique capa-
bilities of WebRTC, such as adding an audio only translator into 
a privileged meeting. Finally, the security that WebRTC enables 
is paramount. Defense lawyers are inherently suspicious of 
communications, especially as those are transiting facilities of 
the incarceration facility. The inherent encryption and security 
built into WebRTC enables JurisLink to assure the lawyers that 
their communications will remain privileged and completely 
confidential.

Slade said that they decided to partner with a WebRTC platform 
vendor vs. developing the entire applications themselves to 
both accelerate development and assure quality. As Slade indi-
cated, the challenge is getting adoption, and that requires that 
the applicant be optimized for the legal user and that JurisLink 
get its message out to the public defense community. By work-
ing with a platform vendor, JurisLink was able to focus on the 
application interface and marketing, not core development. The 
choice of CafeX was driven by the complete solution and tests 
that showed that the applicant would work in the challenging 
environments, including the need for TURN services to assure 
access both in the incarceration facilities and to a wide variety 
of law offices.

JurisLink is a great example of the innovation that will come 
as WebRTC rolls out in volume.  Just as the web of informa-
tion changed business, adding real-time simple interaction can 
change a wide range of businesses and other activities. WebRTC 
and the range of vendors that can assist in rapidly enabling 
solutions assure rapid and successful deployment.  
The key is understanding the specific need and how the solu-
tion optimizes solving that need.  

JurisLink is demonstrating that and growing rapidly in solving a 
potential significant problem and opening a huge market. It is 
clear that the pervasive use of video in the criminal courts could 
save $2-5 billion per year. Assuming that 10 to 20 percent of 
that would be spent on the systems enabling the savings, the 
market is between $200 million and over $1 billion. It is easy to 
see why Slade is so excited about JurisLink’s prospects.   

Phil Edholm is the president and founder of PKE Consult-
ing LLC (www.pkeconsulting.com).
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Exploring the WebRTC Ecosystem
BY PHIL EDHOLM

W ebRTC and the webification of communi-
cations is poised to transform virtually all 
aspects of the communications landscape. 

This disruptive technology has created a huge oppor-
tunity for more than 200 companies that are already 
offering WebRTC-based products, implementations, 
consulting, and technology.  

WebRTC World has worked with the leaders of the WebRTC and 
webification of communications communities to create a model 
that defines the WebRTC ecosystem in a structured 
and understandable way. WebRTC World, in 
partnership with Kelcor and PKE Consult-
ing, is producing a WebRTC Ecosystem 
Report that will detail the more than 
200 companies and how they fit 
and add value to the ecosystem.

This WebRTC Ecosystem includes 
the logos of a number of com-
panies that have been identi-
fied in each category.  At this 
point these are not exhaustive, 
but representative until the full 
report is complete in the fall.  If 
you wish to have your company 
represented in the ecosystem or the 
report, please contact WebRTC World.

The webification of communications that 
WebRTC is leading is not a technology transfor-
mation alone; it is a combination of new applications 
and capabilities driving value to a rapidly growing WebRTC-
enabled population. With forecasts of 5 billion WebRTC-enabled 
browsers, smartphones, and tablets by 2017, along with the 
ubiquitous bandwidth on modern 4G and access networks, the 
demand-side is driving WebRTC applications and their delivery.  

The WebRTC Ecosystem has three layers. At the top are the 
business solutions and applications that use/enable WebRTC. As 
more and more of these emerge, it will drive demand for users 
to access these capabilities. At the bottom are the devices and 
experiences that WebRTC delivers. In the middle are the prod-
ucts, components, and technologies that enable or integrate 
WebRTC solutions, providing the basis for development and 
integration of WebRTC in a wide range of business solutions 
and applications.  

Web-based communications solutions that use the webification 
paradigm of direct end device access to the application or solu-
tion will drive the use and adoption of WebRTC capabilities and 
experiences in the endpoints. The massive number of endpoints 
that support WebRTC will drive the inclusion of WebRTC-based 
next generation web-style communications in a wide range of 
websites, applications, and solutions. For more detail on the 
WebRTC Ecosystem, please visit the WebRTC World site.
In addition to the WebRTC Ecosystem, KelCor Inc. and PKE 
Consulting are responding to numerous requests made by many 
players and interested parties in the communication technology 
space to produce The WebRTC Ecosystem Report, a one-stop 

guide to all of the companies that are working with 
WebRTC. This partnership with WebRTC World 

will produce the most comprehensive view 
of WebRTC companies and resources. 

This guide adds detail to the Web-
RTC World WebRTC Ecosystem by 

profiling the companies that are 
offering products and services for 
WebRTC development and use.

The WebRTC ecosystem is a 
dynamic space and the WebRTC 
Ecosystem Report provides 
a framework that highlights 
each company’s offerings as 

compared to those of other 
companies. The report will include 

a profile of every company that 
responds with their WebRTC-enabled 

offerings. The list already includes well 
over 200 companies. Each profile will include 

a description of WebRTC offerings along with com-
pelling graphics categorizing these offerings. The report will 
also include helpful information such as each company’s size, 
revenue, products, corporate structure, and future plans, as far 
as these are available. 

The goal is to give the reader a deep look at each company 
within an analytical framework. This will save prospective engi-
neers, executives, investors, and developers time while helping 
avoid confusion as they seek partners or strategic position in 
the communications domain. To participate in the WebRTC 
Ecosystem and the The WebRTC Ecosystem report, please visit 
the WebRTC World site.  

Phil Edholm is the president and founder of PKE Consult-
ing LLC (www.pkeconsulting.com).

WebRTC World,  
in partnership with  

Kelcor and PKE Consulting, 
is producing a WebRTC 

Ecosystem Report that will 
detail the more than 200 

companies and how they fit
and add value to the 

ecosystem.

Subscribe FREE online at customerzone360.com42      November 2014      Table of Contents





WebRTC SUPPLEMENT  |  ENTERPRISE  

How WebRTC Can Serve the Enterprise
BY PHIL EDHOLM

The enterprise has numerous uses for WebRTC, 
including expanding the bring-your-own-de-
vice model, allowing for next generation cus-

tomer interaction through web integration, extending 
videoconferencing and collaboration systems, and 
establishing direct communications between employ-
ees and the outside world. Because WebRTC creates 
an experience that comes from the host web server, 
the experience the enterprise provides can be unique 
and tailored to deliver advantage.   

BYOD
The combination of HTML5 and WebRTC opens the world of 
BYOD in a powerful new way.  With HTML5 and WebRTC, any 
compliant device can become a highly integrated endpoint 
without running an application and without local data storage. 
This is a solution to the huge issue of maintaining privacy and 
compliance for data. By only sending the data to the device 
that will actually be displayed and using the built in HTML5 
and WebRTC technologies, a new generation of highly secure 
implementations are possible. With the emerging 4G network-
ing technologies, the performance and feel of these applications 
will be equivalent or better than current local apps. 

WebRTC also can be used to integrate open BYOD devices into 
a more traditional unified communications architecture. For 
vendors like Avaya, Cisco, Microsoft, ShoreTel, and Unify (the 
former Siemens Enterprise Communications), the use of WebRTC 
is a logical way to integrate another set of devices. If anyone 
can go to anyone else’s system and get essentially the same 
level of capability as the direct participants, the need to feder-
ate between systems may go away. That’s because if I need to 
collaborate with Bob at XYZ Company, I just point my browser 
at the guest URL on his system and now we are collaborating 
with all of the tools his system can provide.  

However, unless the vendor chooses to enable its SIP operated 
devices to integrate with WebRTC devices directly, a gateway 
– probably implemented as a media server – may be required. 
In this architecture, the WebRTC client is talking to the media 
server using WebRTC signaling, protocols, and codecs. Simi-
larly, the SIP client is using SIP signaling, protocols, and codecs 
based on the vendor choices. The media server is providing any 
required translation of the codec streams as well as providing a 
port-level interface that will connect to each client.

Customer Interaction
Between 70 and 80 percent of contact center interactions in 

Western business are proceeded by a website visit, yet many 
businesses treat the contact center interactions and website 
visits as if they are unrelated events. WebRTC enables the 
customer interaction to come directly from the web page and 
drive how that interaction is handled through the business logic 
of the website. As a result, the business can define the skills 
required to meet the customer need and get new information 
about the success or failure points of the web presence. With 
an average web interaction costing a small fraction of an agent 
interaction, this optimization can create huge returns.  

For organizations with agents, the use of WebRTC enables a new 
paradigm where a direct connection is started by clicking on an 
object on any web page. This can allow for agent selection, and 
enable the agent to be on any WebRTC device.  While this type of 
system could be integrated using SIP devices on the agent side, 
using WebRTC enables similar device independence. That makes 
incorporating home agents much easier as their device type is not 
important to how they interact with the control system.  

The integration between the web side and the contact center 
side can be accomplished by implementing a completely new 
system, with the website at the core, or by integrating WebRTC 
into existing environments.
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Of course, adding a media server into the mix enables func-
tions like call recording, IVR, moderated interactions, speech 
recognition-based tools, etc. And there can be multiple media 
servers that can be mixed, both in type (premises or cloud) 
and in network/geographical location.  This can enable new 
capabilities. For example, when looking to buy something, 
the website visitor on the review site could trigger a confer-
ence with a knowledgeable agent. And when going to another 
page the agent could change. This concept of context and state 
related to a specific web page is an interesting capability that 
WebRTC enables. 

This can all be done as an extension to existing contact centers, 
of course. But with WebRTC this capability will become ubiq-
uitous and the choice for future integration will be based on 
whether to extend the legacy contact center into the web world 
or begin a new customer interaction methodology based on 
and integrated to the company website.

Extending Collaboration
Using WebRTC to extend UC videoconferencing and collabora-
tion systems from inside the enterprise to external users is a ca-
pability that will have great value. For example, Vidyo is work-
ing with WebRTC to enable a browser-based user to participate 
in a Vidyo hosted conference without a separate download.  

Many users are wary of downloads or find they are blocked 
by configuration or firewalls. This enables them to participate 
in the video meeting without a download. Other vendors like 

Zoom and Lifesize have indicated they will use WebRTC in their 
cloud video offerings.  

Similarly, collaboration applications like WebEx or GoToMeet-
ing can use WebRTC in conjunction with HTML5 to create a 
browser-based experience that is as good as or better than a 
downloaded type experience.  

Both of these avoid the two major issues for many users, the 
plethora of downloaded real-time applets (many of us have 
10 to 20 of these at any time, and they all try to be resident 
and take priority and can introduce stability issues in end 
devices), as well as the experience of joining a meeting only 
to find that you have to download the latest version of the 
app, often along with other components, resulting in being 5 
minutes late for the meeting. Using WebRTC eliminates all of 
these issues.

The Enterprise Portal
One potential significant application of WebRTC in the enter-
prise is an enterprise portal that enables external access to indi-
viduals through WebRTC. The concept of an enterprise portal is 
a website that allows external access using WebRTC. 

An example would work like this: On the Contact Us webpage 
there would be a link called Web Interaction or Browser Com-
munications.  That link would connect to a URL/web server that 
is the enterprise portal. Upon arriving at the enterprise portal, 
the visitor would be asked to enter the name of the person 
with whom he or she wants to interact. Alternatively, the 
company may just decide to publish a directory. After select-
ing the employee, the visitor is taken to the employee’s access 
page, which could have presence and availability information, 
potentially tuned to who the visitor is based on cookies or other 
certificates such as LinkedIn or Facebook.  

For most visitors, the page would offer an opportunity to 
interact by entering the visitor name and a short explanation on 
why an interaction is needed. This request can then be sent to 
the employee, enabling him or her to decide if it is important 
now. If the employee wants to interact, he or she can push the 
interact button and the visitor is connected through WebRTC. It 
also can become a form of instant chat. If the employee is in a 
meeting, he or she might type a response suggesting the visitor 
come back at a specified time later in the day. The key point 
of the enterprise portal is that each visit to the web page is a 
unique experience.

For the enterprise, understanding WebRTC is critical. So it’s 
important both to understand how your current vendors intend 
to use WebRTC and how WebRTC could change both the enter-
prise communications landscape and the vendors you use.  

Phil Edholm is the president and founder of PKE Consult-
ing LLC (www.pkeconsulting.com).
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Wireless WebRTC: Everything You 
Were Afraid to Ask For and Why

BY CARL FORD

WebRTC started as an initiative in Google to 
take advantage of the assets in GIPS and On2 
Technologies. Both of them had great intellec-

tual property in the realm of rethought codec solutions. The 
overall scheme was to have an alternative to Microsoft’s 
Silverlight and other intellectual property that impacted 
their video strategy. Overall the strategy was to bring to the 
web a rich communication solution that was different from 
the phone service.

Well, somewhere along the way the battlefront 
went to wireless and pitted H.264 against 
ViPer. The funny part about this battle is 
that it has lots of interesting nuances 
that never really came to light. For 
example, the carriers really like 
H.264 because they have paid for it 
already; however, the place where 
video is being used, Facetime, is 
an over-the-top H.264 service that 
does not involve the carriers. Thus 
the service that in the carriers’ 
world would be associated (and 
cross-elastic) with voice minutes is 
part of the megabits pricing. 

Further complicating the strange 
and wonderful relationship is the 
early adoption by the session controller 
companies of WebRTC, making it a gateway 
protocol with transcoding being a key feature. 
This tied the web part of WebRTC to the phone number, 
which was a lot like Gulliver being captured by the Lilliputians. 
What was a very open and freeing idea became an extension of a 
12-button sub intelligent plain old telephone set.  

Note: I want to say that there is an opportunity to make the POTS 
phone rich with WebRTC, but it is probably only for the compa-
nies offering primary service. However, POTS is in twilight, so 
the question has to be: What is the implication of all these forces 
when it comes to wireless?

I am going to suggest that there are two good strategies when look-
ing at WebRTC with wireless and then suggest that eventually the 
two camps will have to converge, but not until the battle is lost or 
won between the over-the-top and carrier/device call control camp.

I think the first implication is that call control should not be the 
focus of any app developer.  Delivering a solution that in effect 
is trying to be an over-the-top phone has been done. I am fine 
with companies like 8x8, Microsoft/Skype, Vonage, and other 
softphone junkies extending with WebRTC, but that in the end is 
table stakes and should be grabbed at the app store. 

WebRTC opens up the communications experience to web feature 
interactions. Companies can build an entire scripting tool for a 
web attendant that would be far more brilliant than the chat 
services currently offered. Developers can plug into a cloud speech 

recognition service. They can become more contextu-
ally aware than anything the carrier or the device 

manufacturer can connect to general social 
networks. In other words, whatever you 

can think you can do on the web you can 
expand with WebRTC. Probably the 

most important aspect of that is to ex-
pand the navigation capability of the 
smartphone’s small screen. Enabling 
voice command taking us beyond 
Siri’s “This is what I found on the 
web” and reading with the intent 
of manipulation would be huge.

On the other side of the equation, 
the carriers and device manufacturers 

that have direct access to call control 
can start enabling a different experi-

ence for the address book. Just like Apple 
distinguishes SMS that is from an iPhone from 

those that are not, a carrier can expand the codec 
option for video and the ability to socialize a call to the 

subscriber. This would make for distinct services that go beyond 
the sad address book experience we have today.

Ultimately, the nature of human interaction is going to force the 
over-the-top and the call control clans to find interfaces that 
interconnect, be it via a restful API or a session controller API.  

In the meantime, your wireless device is the subject of a clash 
between titans and startups.  The web is full of startup successes; 
let’s hope the WebRTC brings communication rich successes to 
your smartphone in near real time.  
   
Carl Ford is CEO and executive vice president of content 
development at Crossfire Media (www.xfiremedia.com).
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Voice4Net: WebRTC Powers Unique, 
Purpose-Built Solutions 

BY PAULA BERNIER 

V oice4Net sells sophisticated, customized contact center and customer 
interaction solutions for enterprises, SMBs, utilities, municipalities and 
other organizations. The company, which works through a network of 

dealers and integrators across the country, also is in the process of introduc-
ing a suite of WebRTC-based solutions. That will allow its partners to develop 
richly featured, custom contact center environments. 

Because these solutions are browser-
based and require minimal integration, 
they can be incorporated into a legacy 
end-user platform much more quickly and 
inexpensively than traditional solutions. 
This is an exciting proposition for dealers, 
who can now walk into existing custom-
ers and offer the versatile, unique benefits 
of a WebRTC-based solution, including 
advanced video and chat features, a cus-
tomizable GUI, and streamlined integra-
tion with legacy back-office systems.

CUSTOMER recently spoke with Rick Mc-
Farland, CEO and president of Voice4Net, 
to learn more. 

What pain points does Voice4Net  
address for its customers?
We pride ourselves on agent-friendly 
solutions that adapt to an array of busi-
ness environments. The solutions are 
agile enough to address various verticals, 
individual companies, and even specific 
organizational processes. The objective 
is to make the contact center agent’s 
job easier, ensuring better customer 
engagement. Agents should be able to 
seamlessly utilize back-end systems, and 
access data and information about the 
customer without having to navigate 
multiple screens or launch complicated 
third-party applications and plug-ins. 

These solutions are intuitive, and require 
minimal training. We provide a straight-
forward user experience, where agents 
can enjoy sophisticated features that 
are reliable and simple to use. We’ve 
learned that if agents have to enroll in a 
course to learn to use a solution, then it 
is probably unnecessarily complex. It will 
not serve the business nearly as well as a 
well thought out, streamlined solution.
We want our customers to deliver superior 

customer service, create more satisfying 
customer engagement experiences, build 
loyalty, and increase business. This is how 
an effective, user-friendly contact center 
solution should contribute to the business.

Tell us more about how and why Voice4Net 
is leveraging WebRTC in its solutions.
With WebRTC, end customers can deploy 
state-of-the art features that provide  
a user experience that is purpose-built for 
each business, without requiring  
a full overhaul of the  
customer’s legacy solu-
tion. A browser-based 
framework requires far 
less configuration on the 
part of the developer, 
making it less expen-
sive to integrate, while 
realizing a quicker time 
to market and more at-
tainable ROI. A browser-
based HTML5 solution can 
be deployed right over 
an existing infrastructure, 
preserving the end user’s 
legacy investment.  

It’s the best of both worlds for the 
end-customer. It gives the most cutting-
edge, tailored contact center features 
available, without the capital expendi-
ture and down time of a total system 
replacement. 

Why is Voice4Net attending WebRTCV 
Conference & Expo? What value does 
it get from this event?
We’re excited to interact with other like-
minded WebRTC proponents, all looking 
to demonstrate how these technologies 
can best serve the needs of businesses. 
WebRTC’s impact is groundbreaking, 
to the point that we put aside previous 

priorities to develop it. We’re eager to 
connect with dealers, integrators, and 
business owners who understand its 
urgency and want to be early adopters. 

Let’s talk implementations. How 
can Voice4Net customers use the 
company’s WebRTC-based solution 
and with what results?
The possibilities are staggering when it 
comes to the simple integration of col-
laborative platforms within an existing 
environment. We’re working now with a 
provider of hosted telecommunications 
services called TeleSpeak, which has de-
veloped a suite of branded solutions for 
a range of verticals.  They offer a number 
of market-specific applications, such as 
distance learning in education, which 
generate engaging, high-fidelity interac-

tive remote learning experiences. 
The platform will also be lever-
aged for telemedicine purposes, 
enabling patients and practi-
tioners to interact even though 
they are physically separated. It 
is groundbreaking technology, 
and we are looking to bring it to 
market quickly.

The suite also includes a contact 
center application based on 
Voice4Net’s WebRTC Framework 
architecture, which allows com-
panies to create drop-and-drag 

widgets to build an interface around their 
needs. It’s simple and enjoyable to use, 
and most critically, it delivers a solution 
that is explicit to the customer’s needs.

If there’s just one thing you’d like 
people to know about Voice4Net, 
what is that one thing?
Voice4Net is a nimble, customer-focused 
provider that will dig in its heels to build 
a solution that works best for each indi-
vidual business. We’re not about pushing 
boxes or tallying sales quotas. We are 
about communicating with the customer, 
acknowledging their business processes, 
and developing an effective system 
around that.   

Voice4Net’s  
Rick McFarland
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Dialogic Views WebRTC  
as Key Catalyst for Developers 

BY PAULA BERNIER

D ialogic has a large portfolio of telephony in-
frastructure and developer enabling products 
that range from softswitches, gateways, SBCs, 

telephony and fax boards and media servers. These 
products are sold to service providers, enterprises, contact 
centers and developers. The company, which has a long 
history in enabling communications media processing 
for new development communities, sees WebRTC as a 
core catalyst for bringing real-time communications to 
the enormous web development community. WebRTC, 
the company notes, also is helping traditional telephony 
developers move into the larger web development world.  
CUSTOMER recently spoke with Chad Hart, senior direc-
tor of product marketing at Dialogic, to get the details on 
the company’s WebRTC strategy and the direction of the 
larger industry.

Tell us about Dialogic’s WebRTC strategy.
Dialogic has made WebRTC one of the core components of our 
PowerMedia XMS media server solution. PowerMedia XMS is 
a fully functional and complaint SIP media server and media 
resource function that includes WebRTC support. 
Traditional telephony developers use PowerMedia 
XMS to extend their media-centric applications with 
capabilities like interworking WebRTC with SIP (i.e. 
gatewaying) and transcoding between traditional 
VoIP and WebRTC codecs. Developers can also take 
advantage of many real-time media processing fea-
tures to power their applications. PowerMedia XMS 
has full WebRTC support across all of its core media 
server capabilities, including multi-party audio 
and videoconferencing, audio and video record-
ing, video transrating to minimize bandwidth, and 
video transizing to adapt to different screen sizes.

When and why did Dialogic embrace WebRTC?
The team was always very excited about the prospects of 
combining the best of the web with telephony with WebRTC. 
Fortunately, customer demand quickly pushed us further down 
that path. It has always been a core tenant of our PowerMedia 
XMS program to have early support for new codecs. Dialogic 
first dipped its toes into the WebRTC waters in early 2013 with 
support for the VP8 codec. We immediately saw a lot of inter-
est in using our media server for WebRTC video applications. As 
a result, we accelerated development on WebRTC and quickly 

introduced more comprehensive WebRTC support throughout the 
product along with a starter Javascript-based WebRTC API. Since 
then, WebRTC has continued to be a primary driver for the prod-
uct. At the June WebRTC Expo we announced we had more than 
90 WebRTC engagements across a broad audience of developers, 
contact centers, and service providers. This is still an early stage 
market, but the broad interest and rapidly growing demand for 
the technology continues to propel our investment in WebRTC. 

How are some of Dialogic’s customers using the 
company’s WebRTC-based solutions?
One of my favorite examples is a dance studio in Bogota, 
Colombia. The studio was very successful and they wanted to 
grow, but opening up new physical locations is very expensive 
and hard to manage. Instead, they turned toward the web with 
WebRTC for growth. Today they use WebRTC to provide remote 
lessons, allowing them to virtually expand their footprint and 
bring in new students they couldn’t previously reach. 

Tell us about your example involving a  
“hyper-demanding environment.”
One of our customers – a tier 1 service provider in the U.K., 
sets up and manages high-powered trading turret systems 

that bridge audio from a dozen or more different 
live feeds. These turrets are expensive – cost-
ing many $1,000s or more. They are also physi-
cally tethered, which is becoming very limiting in 
today’s increasingly mobile workplace. To address 
these challenges, the service provider is piloting a 
web-based turret. This allows them to lower their 
capital outlays for infrastructure, giving them a more 
competitive offer. In addition, the flexibility of the 
WebRTC turret also allows them to sell into more 
environments where a large, physical turret would 
never make sense. They can now sell into remote 
branches, smaller enterprises, even home offices – 

dramatically increasing their addressable market for a relatively 
small software development cost. 

What else do people need to know about WebRTC?
Even though much of WebRTC is peer-to-peer in nature, there 
are many use cases that involve server-side media processing. 
Some of those use cases as mentioned earlier are because of 
technical constraints and limitations in mobile device battery-life, 
processing power, and bandwidth. Others, like recording, may 
be imposed by legal and compliance requirements. PowerMedia 
XMS is the media server for these use cases today and will be the 
WebRTC media server for future use cases as they emerge.  

WebRTC SUPPLEMENT  |  Q&A

Dialogic’s Chad Hart
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GENBAND’s WebRTC Evangelist Talks 
about Real-World Implementations 

BY PAULA BERNIER

GENBAND is one of the world’s leading manufac-
turers of communications software and real-time 
communications solutions with more than 700 

global communications service provider and enterprise 
customers. One of the first movers in the web real-time 
communications space, GENBAND offers premises, cloud, 
and hybrid communications solutions that range from 
analog to digital to SIP to web real-time. GENBAND is us-
ing its expertise in WebRTC to deliver mobile collaboration 
to carriers, large enterprises and consumers. CUSTOMER 
recently spoke with GENBAND’s WebRTC Evangelist Chris 
Vitek about the company’s strategy and its plans for the 
WebRTCV Conference & Expo.

How and why is GENBAND leveraging  
WebRTC in its solutions? 
By taking full advantage of WebRTC, GENBAND can 
provide ubiquitous collaboration in the enterprise 
and consumer market places. This means that GEN-
BAND’s customers can now extend contextual, real-
time video, audio, text, and screen sharing interfaces 
to their customers.  This means that GENBAND’s 
customers can improve the support services that they 
provide to their customers with a lower labor cost as 
compared to voice-only support systems.  

Why is GENBAND attending WebRTCV Conference 
& Expo? What value does it get from this event? 
We are attending the WebRTCV Expo to brief conference attend-
ees on our new WebRTC offerings. GENBAND’s Kandy Platform-
as-a-Service Developers’ Portal (www.kandy.io) is now available. 
All that is needed to set up an account is an e-mail address. With 
the tools and documentation on the site, a developer or virtually 
anyone else can set up a WebRTC-based communications system 
that spans browsers and native Android and iOS apps. The first 

five users are free. These systems can also be integrated with any 
SIP-based communications systems to provide seamless commu-
nications between legacy systems and web real-time systems.  

Let’s talk implementations. Tell us about how one 
of  GENBAND’s customers is using the company’s 
WebRTC-based solution and with what results.
SAP is using our Kandy PaaS to support communications within 
its CRM applications. An example of this is within SAP’s Cloud for 
Customer application. Here users can click-to-communicate with 
customers or colleagues. Text, video, audio and screen sharing are 
all options that users have for these communications, and they 
can communicate using any smartphone, tablet, or PC. Additional-
ly, the WebRTC elements are integrated into the workflow in cloud 
for the customer. For instance, if a customer calls a user, then the 
screen is populated with the customer’s information on a notes 
screen so that the user can quickly document the conversation.  

How is another customer in a  
different vertical is using GENBAND’s 
WebRTC-based solution to address  
a different use case?
Toy Genius, a high-end toy retailer, is using the Kandy 
PaaS to support a more collaborative on-line shop-
ping experience. Users can communicate via text, 
video, or audio while sharing images and videos of 
products. In the past these tools were only available 
to the most exclusive websites. Now these technolo-

gies are easily accessed at a very affordable price.  

What one thing do people need to know about 
GENBAND and its WebRTC strategy?
GENBAND is a global company that has a heritage of building 
some of the finest communications tools that have ever been 
invented. We are using this experience and our strong financial 
backing to create advanced, easily accessible communications 
tools for service providers, enterprises, and consumers.   

GENBAND’s 
Chris Vitek
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Plantronics Explains How Wearables 
Can Elevate the WebRTC Experience 

BY PAULA BERNIER

Over the last 53 years Plantronics has consistently 
delivered premium audio experiences between 
wearers and their communications endpoints. 

From old iron PBXs to VoIP, desktop phones to softphones 
to mobile devices, Plantronics has maintained an agility 
to bring wearable solutions that seamlessly integrate with 
users’ communication environments. One of the ways 
that Plantronics is able to evolve with this ever-changing 
industry is through its partnerships with the leading com-
munications infrastructure providers and device manufac-
turers. WebRTC has been on its radar for more than four 
years now, and Cary Bran, vice president of innovation 
and new ventures at Plantronics, says the company is 
eager to see industries starting to take shape around this 
exciting communications-enabling technology.  

Plantronics received the WebRTC Visionary  
award at the past two WebRTC Conference  
& Expo events. Tell us about the solutions  
that won Plantronics these accolades.
In 2012 the Innovation Team at Plantronics cre-
ated the first truly integrated experience between 
audio headsets and WebRTC. The demonstration 
took an off-the-shelf Plantronics Voyager Leg-
end and our software SDK to natively integrate 
the Legend’s built-in call control features into a 
WebRTC call.  

In 2013 Plantronics showcased the potential of 
integrating body-worn sensors into WebRTC- 
enabled communications. This demonstration 
highlighted how context such as head orientation 
can be added via the data channel into WebRTC-
enabled communications.

What can we expect from Plantronics at  
WebRTCV Conference and Expo this time around?
Browser vendors such as Mozilla and Google along with the 
W3C continue to push the boundaries of what the web means 
and how it can be used to deliver amazing experiences. Of 
interest to Plantronics is how connected devices (wearables) 
will be accessible via Bluetooth and Bluetooth Smart directly 
from the web browser. I would expect that we will be bring-
ing with us to the conference a demo that will showcase how 
smart sensing devices like our PLT Labs Wearable Concept 1 
can be integrated via Bluetooth into a WebRTC experience with 
just a few lines of JavaScript and zero software installed on the 
host system.

How is WebRTC impacting contact centers?
Plantronics has been creating leading solutions for customer ser-
vice use for years, and WebRTC is at the very early stage of being 
introduced into contact centers. While it is early days, we do fore-
see amazing new levels of customer care once WebRTC-enabled 
solutions gain a foothold in the contact center. With WebRTC, 
customer care calls will change as we know it, the contact 
center agents will evolve, no longer will they just be the voice 
of the company, they will also be the face. Customer context will 
flow through the data channel, making problem diagnosis and 
remedy much less cumbersome. Overall I think WebRTC-enabled 
customer service centers will benefit the consumer with highly 
personalized customer care. Companies will also benefit, using 
WebRTC-enabled customer service centers as a competitive 
advantage to drive customer retention and satisfaction.

Is there an application for WebRTC  
in the online games world?
With real-time voice, video and data capabilities, it seems prag-
matic to think that the next generation of HTML5 games will take 
advantage of WebRTC to deliver the next-generation of online 
gaming experiences. Having the ability to plug sensing devices 

into the game through the data channel is an interest-
ing thought. I could foresee being able to subscribe 
to 3D audio data from an online game to deliver an 
immersive audio experience. Similarly, it would also be 
possible to feed into a game contextual player informa-
tion such as head orientation, and perhaps additional 
sensors could be included to add player heart rate and 
breathing patterns to augment the playing experience. 
For example if the player was getting to excited (fast 
heart rate, breathing, etc.) gameplay could be adjusted 
dynamically, and gameplay could be slowed down 
until the player calmed down. The possibilities with 
WebRTC and online games are numerous.

What’s next for Plantronics  
and its customers in regard to WebRTC?
For Plantronics, it is all about delivering devices and software 
that can easily integrate with WebRTC-enabled applications. We 
are diligently developing desktop and mobile WebRTC device in-
tegration solutions for our customers. Developers can download 
code at developer.plantronics.com. 

Plantronics is continuously working with the major browser 
vendors and standards development organizations to ensure 
that Plantronics customers have devices that interoperate and 
integrate with WebRTC-enabled applications. Plantronics looks 
forward to seeing the 1.0 WebRTC specification solidified in the 
W3C and implemented ubiquitously across all web browsers.   

Plantronics’ Cary Bran
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Temasys is Working on Something Big 
BY PAULA BERNIER

T emasys provides a complete WebRTC solution, 
including a full set of WebRTC-based developer 
APIs, mobile development frameworks, and other 

client-side tools. Supporting these frameworks it also 
provides telco-grade, enterprise-ready infrastructure for 
companies and developers to both create and manage 
products and services, which embed or support video, 
audio, chat and the exchange of data. 

As an active and working member of both W3C and IETF, Tema-
sys is helping to define the WebRTC standard. Temasys is one of 
only eight companies creating the very DNA of WebRTC, provid-
ing an implementation of the standard used by Chrome, Firefox, 
Internet Explorer, Opera, and most other browsers.

CUSTOMER recently spoke with Chip Wilcox, CEO of Temasys 
Communications, to learn more.

We spoke in June about WebRTC. How has WebRTC 
moved forward since then?
Since June, we have gone on to commercially license our plugin 
for Safari and Internet Explorer, enabling enterprises and develop-
ers to use our technology embedded into their products, in a 
manner consistent with their branding, and provid-
ing control of the interface.  We have also made it 
feasible for our customers to add in functionality like 
screen-sharing and support for alternative codecs, 
which are not part of the WebRTC standard today.

In May 2014, we launched our free plugin. Since 
then we logged 100,000 unique downloads in under 
100 days, resulting in millions of minutes of actual 
use. With that experience, we can see a genuine 
demand for the technology. As more developers 
begin to realize its potential, as well as identify new 
use cases, we are in a position to support them and 
do so across all major web browsers.

Temasys has also expanded its team.  
Correct. We have brought in several talented people to help us 
scale up, including Nat Currier, our head of engineering, and 
Thomas Gorissen, a superstar technologist who is the mind be-
hind the top JavaScript developer conference in Asia, JSConf.Asia. 

Tell us about some of the real-life implementations 
of the Temasys WebRTC solutions.
We use WebRTC to provide real-time communications connectivity 
for solar-powered, satellite connected emergency medical services. In 
partnership with Renewable Energy Corporation Solar in Singapore, 
we donated a 20-kW solar-diesel hybrid container (SolarBox) to the 
Philippines Red Cross. This was a special project that we assisted 
with, to help the community of Sungko Barangay, who were affected 

by Hurricane Haiyan last year. In the past, we have also run live 
demos showing how we have been able to reach people in areas 
with poor connectivity, such as in the Arctic Circle, with our platform.

Temasys has also staged some interesting 
demonstrations.
We have been among the first to demonstrate the use of WebRTC 
for videoconferencing over satellite, and how to provide feature par-
ity for browser-based, native desktop, and mobile applications. And 
we completed a proof-of-concept, and are undergoing preparations 
to launch a commercial product for WebRTC-powered video, audio, 
and chat solution for a market leading social business solution.

What are you plans for the upcoming WebRTCV 
Conference & Expo?
Without being specific, I can say we will announce something 
big, and it’s a culmination of the last few months’ worth of work.

You believe the data channel is important for  
WebRTC. Explain.
Along with video, audio and chat, the addition of a data chan-
nel provides significant opportunity for disruption of existing 
transactional business models. We already see use cases in 
online gaming and transactions, including the under-developed 

financial transactions market and the rapidly expand-
ing peer-to-peer payments industry. Temasys foresees 
that the availability of data channels will signify the 
most disruptive technology within WebRTC, and we 
are already working with a leading financial services 
provider in this field.

What are some of the hurdles to WebRTC 
that the industry needs to address?
We are at the forefront of this emerging technology, 
and perhaps the biggest challenge lies in adoption 
and support of WebRTC. Players like Microsoft and 
Apple still do not have adequate mechanisms to sup-

port its potential. We have taken it in our hands to change this, by 
releasing free-to-use developer tools for IE and Safari. We are also 
working on getting WebRTC support into WebKit. Through Web-
Kit, there is the potential to have WebRTC in web browsers on iOS. 

If there’s just one thing you’d like people to know 
about Temasys and its WebRTC strategy, what is 
that one thing?
We see ourselves as the Amazon Web Services of WebRTC, 
and we have a similar business model to AWS. Developers and 
enterprises, who we see as our long-term audiences, have access 
to Temasys’ client-side toolkits and the underlying infrastructure 
using a freemium model. We support them for free while they cre-
ate, test, and deploy applications on our platform. When they go 
to market, and if they’re successful, then we start to share in that 
success by asking them to pay for the usage of our platform.   

Temasys’ Chip Wilcox
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Talking with TokBox about WebRTC
BY PAULA BERNIER

T okBox was founded in 2007 as a consumer video 
chat service. In November 2010 it launched Open-
Tok, a cloud platform for adding live video, voice 

and messaging to websites and mobile applications and 
in 2012 became the first company to launch support for 
WebRTC. The company’s scalable, customizable platform 
gives users the creative freedom to develop any real-time 
communication interaction, from one-to-one video chats 
to large-scale broadcasts. We recently interviewed TokBox 
CEO Scott Lomond to learn more.

What is TokBox’s approach to WebRTC?
WebRTC is a fundamental technology shift that is changing the 
way we communicate online, adding voice and video to the web 
for the first time, without confusing or cumbersome restrictions. 
But WebRTC is simply a standard, not a solution by itself. Plat-
forms like OpenTok are required to take the standard and trans-
form it into an enterprise-grade platform upon which innovative 
companies can build solutions. In real-world implementations, or-
ganizations need hosted infrastructure, firewall traversal, mobile 
compatibility, and more. Our goal is to be the leading provider 
of platform services to customers of all sizes that want real-time 
communications for their websites and mobile applications. 

How does WebRTC make video better?
In the past, companies interested in real-time com-
munications had to rely on Flash. WebRTC delivers 
significantly improved video quality with connec-
tion times that are up to six times faster than Flash, 
with additional improvements in quality of service. 

Unlike Flash, WebRTC is a truly concerted effort 
by the technology industry to enable real-time 
communication as a first-class citizen within the 
browser ecosystem. It also goes beyond pure 
audio/video and provides mechanisms for data 
sharing. Its various underlying technologies, pro-
tocols and codecs have been optimized through algorithms 
within the media engine to provide the best possible audio/
video experience. In addition, TokBox is extending optimiza-
tion further through capabilities such as network adaptation 
and more.

How is TokBox’s WebRTC platform  
used by customers today?
Having pioneered real-time communications, even before We-
bRTC, OpenTok has more than four years experience helping 
companies bring voice and video to real-world applications. 
The platform has been used by organizations across a wide 
range of industries, including companies like Mozilla, with its 

recently-launched Firefox Hello!, Major League Baseball, Fluke, 
Esurance, Minerva Project, Bridgestone and Double Robotics.

Fluke is great example of a company leveraging the Open-
Tok platform to improve business efficiencies and enhance 
existing workflows. Fluke’s wide range of commercial testing 
equipment – including digital multimeters, thermal imagers, 
portable oscilloscopes, and air-quality meters – is the go-to 
choice for technicians in industry and education alike. Because 
test tool results were previously limited to one device, Fluke 
faced a challenge in allowing customers to collaborate and 
share knowledge while on the job. With the Fluke Connect 
system, users can now transmit measurements directly from 
tool to smartphone, sharing data instantly and securely with 
their entire team within the context of their normal workflow.

Fluke used OpenTok’s Android and iOS SDKs to add a ShareLive 
video call feature, keeping teams connected both in the office 
and out in the field. Technicians can now start a video call from 
the field, show a colleague in the office the issue they’re hav-
ing, and consult with them in real time, all without leaving the 
work site. By enabling real-time remote collaboration, Fluke 
has helped these teams to more confidently diagnose and 
solve problems on site, increasing efficiency and productivity.

TokBox in October introduced its OpenTok 
Starter Kits. Tell us about that.
We are always looking for ways to make OpenTok 
easier to use for developers, so we created OpenTok 
Starter Kits. These Starter Kits include sample code 
and best practices for implementing the OpenTok 
platform’s server and client components. Three use 
case kits are now available for download as open 
source applications on GitHub, and we are receiving 
great feedback from developers and partners. 

TokBox also offers Media Routing. What 
is important to know about your Media 

Routing system, and what’s new with this capability 
since the last WebRTC event?
Our Media Router intelligently routes, scales, and shapes 
video streams traveling through the OpenTok platform. It is a 
media distribution framework, providing a major upgrade to 
WebRTC client capability, including:

•  High-quality multi-party video communications
•  Cross-browser compatibility for Chrome, Firefox, and 

Internet Explorer
•  Cross-device compatibility for iOS native apps and 

Chrome on Android
•  Reduced upload bandwidth consumption with ability to 

scale out a single WebRTC stream to many endpoints   

TokBox’s Scott Lomond
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Vidyo Shares Its Views  
of WebRTC-Enabled Video

BY PAULA BERNIER

V idyo has what it says is the most advanced, best-
performing platform for ultra-low delay, ultra 
high-quality multi-point video, ranging from mobile 

screens to 4K. By choosing Vidyo, application developers can 
combine the benefits of WebRTC’s open, free, browser-based 
endpoint architecture with those of a professional, rock-solid 
back-end that can easily scale to carrier-sized deployments. 
CUSTOMER recently interviewed Alex Eleftheriadis, Vidyo’s 
chief scientist and co-founder, to learn more.

Vidyo plays in the video collaboration space.  
How does WebRTC fit into that?
WebRTC is a great engine for building video collaboration clients. 
It fits very well with our existing VidyoWorks platform for devel-
opers, and complements our existing VidyoWeb product (consist-
ing of an installable plug-in for all major browsers).  

How is WebRTC acting as a change agent for 
videoconferencing?
WebRTC establishes a widely accepted API for building video 
communication into web-based applications as well as applica-
tions in similar Internet-enabled devices. Instead of having to rely 
on the monolithic applications offered by a particular videocon-
ferencing vendor, application developers can now incorporate 
video into their own designs. That is a significant change. 

What role does WebRTC play in the video-enabled 
banking application Vidyo is promoting? 
The customer side of banking applications will predominantly be 
WebRTC, when available. It can be used in situations 
where customers wish to deploy solutions that do 
not require any software installation, or where ap-
plication developers have already built a WebRTC cli-
ent. Part of the reason that Vidyo is seeing significant 
traction in this type of application is the flexibility of 
the VidyoWorks platform. Financial services institu-
tions can define and easily implement their own 
unique user experience right from a web or mobile 
application, all while insuring interoperability with 
existing call center and communication systems.

What does Vidyo bring to the table in terms of 
telemedicine, and how does WebRTC make that offering 
richer?
Vidyo delivers a visual communications and collaboration 
platform that enables seamless workflows for health care 
professionals and patients, regardless of physical location, us-
ing virtually any device and IP network. More than 36 of the 
top 100 integrated delivery networks in the U.S. have selected 
Vidyo’s platform with HIPAA-compliant encryption to power their 

telemedicine applications. Via a rich suite of APIs, the VidyoWorks 
platform has become an integrated component of the health care 
ecosystem of workflow tools, including patient portals, the larg-
est electronic health records systems, ICU monitoring software, 
telemetry management software, carts, and direct-to-consumer 
care providers. With Vidyo, users don’t need to think about the 
technology they are using to connect and communicate. Vidyo 
protects health care organizations’ existing investments in legacy 
video communications infrastructure through robust interoper-
ability. Vidyo’s support for WebRTC offers an additional client 
option that eliminates the friction of software installation so that 
patients can experience a simple, real-time video consultation 
with their physicians or care providers.

What are your plans for the upcoming  
WebRTCV Conference & Expo?
We’ll demonstrate native interoperability of today’s VP8 based 
WebRTC clients with the VidyoWorks platform as well as our 
VidyoWorks JavaScript library for WebRTC. They allow those with 
existing WebRTC clients to easily and immediately take advan-
tage of the value of the VidyoWorks platform. We’ll also present 
our ongoing Scalable VP9 work in partnership with Google. Vidyo 
will be participating in many panels at the WebRTC Conference 
and will further discuss the benefits of WebRTC during our key-
note on Wednesday, Nov. 19 at 12:10 p.m.  Please join us!

What are some of the gaps or hurdles to WebRTC that 
the industry needs to address?
Probably the biggest hurdle is universal browser support; it 
would be great if all browsers supported the standard. Third 
parties have already introduced solutions to that, with plug-ins 

implementing WebRTC APIs for Explorer and Safari. 
The biggest gap is probably getting the IETF drafts 
completed – it’s getting closer, but it’s not done yet. 
The VidyoWeb upgrades to all major browsers will 
continue to bridge the gap for VidyoWorks customers 
until WebRTC browser ubiquity is achieved.
  
What most excites Vidyo about WebRTC?
The availability of a widely adopted API for real-time 
video and audio to the developer community is a 
huge milestone. Vidyo was established to enable 
mass adoption of real-time communication to any 
device, any application, and on any network. WebRTC 

is a significant step forward in realizing this vision in endpoint 
applications. Vidyo is collaborating with Google to further 
enhance the next version of WebRTC, using the VP9 codec. By 
offering its scalability know-how, it will bring unique features of 
our VidyoWorks selective forwarding architecture to the world 
of browser-based communication. The resulting improvement in 
quality and system scalability will be instrumental for the types of 
deployments that we anticipate with WebRTC.  

Vidyo’s  
Alex Eleftheriadis
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PGi Continues Expansion with 
Marketing Collaboration Acquisition
PGi seems to be positioned at the intersection of exactly where com-

munications is, and where it seems to be going. The Atlanta-
based public company is already a leader in the collaboration space, an area 
in which it continues to expand it’s offerings, and is keenly interested in sales 
enablement, which has to do with getting the right information to the right 
place to reach the right buyers in an effort to drive higher conversion rates. 

The 20-year-old company says it’s the 
largest pure-play collaboration provider, 
has a global presence in 25 countries, 
and serves 50,000 enterprise customers, 
including 75 percent of the Fortune 100.  

Lately, PGi has been on a tear – acquir-
ing complementary companies and ex-
panding its solution set at a rapid pace. 
That should position it well to move on 
the growing opportunity in collabora-
tion applications, a market that IDC 
expects to grow to $5.7 billion by 2018.

PGi in October announced the acquisi-
tion of Central Desktop Inc., which 
sells cloud-based team collaboration and 
project management solutions aimed at 
marketing teams. Central Desktop offers 
SocialBridge, which enables marketers 
to collaborate with others within the en-
terprise, as well as with outside partners 
such as advertising agencies, to formulate 
and approve marketing collateral. The 
platform provided by Pasadena, Calif.-
based Central Desktop, which has an 
annul revenue run rate of about $9 mil-
lion, is in use by more than half a million 
users worldwide. And PGi plans to take 
the solution global.

 “We’ve done five acquisition in the last 
15 months, and we’re just getting going,” 
PGi’s Sean O’Brien, executive vice presi-
dent of strategy and communications, 
told CUSTOMER magazine.

The company has a half-billion-dollar 
credit facility, he added, and it continues 

to seek acquisitions in the collabora-
tion/UCaaS and managed video services 
arenas. O’Brien also talked about the 
opportunity to better connect CRM 
and marketing automation systems with 
sales enablement solutions, noting that 
Gartner has said more than half of the 
IT spend in the next two years  
will be on marketing.

Another of PGi’s recent acquisitions 
was that of TalkPoint Holdings LLC, a 
webcasting software and services outfit 
it bought in September. The webcast-
ing market is worth more than $500 
million.

"With the acquisition of TalkPoint, 
PGi is doubling down on its strategy to 
deliver an array of high-quality business 
communications solutions that make it 
possible for users to engage at their desks, 
on their mobile devices or in conference 
rooms," said Steve Vonder Haar, senior 
analyst at Wainhouse Research. "Talk-
Point's impressive growth and strong go-
to-market strategy have made it a success 
in the web event services market, and this 
deal helps PGi expand on its established 
position as a leading provider of one-to-
many webcasting services."

PGi also recently brought ACT Telecon-
ferencing, Copper Conferencing, and 
Powwownow into the fold. 

ACT Teleconferencing was a global 
provider of conferencing solutions, 
which had a projected annual revenue 
run rate of about $45 million and which 

PGi bought in September of last year for 
about $44 million cash. 

Powwownow, the name under which 
Via-Vox Ltd. did business, also recently 
came under the PGi umbrella. PGi 
purchased the company in December 
for $52.6 million. That deal positioned 
PGi as the second largest independent 
conferencing and collaboration provider 
in Europe.

"Powwownow's dominance in the SMB 
space in the U.K. makes it a valuable 
acquisition for PGi," Boland T. Jones, 
PGi founder, chairman and CEO, said 
at the time. "The acquisition reinforces 
our strategy of expanding PGi's cus-
tomer base and identifying products that 
enhance our portfolio, while delivering 
meaningful revenue and earnings accre-
tion that enable us to fund additional 
growth investments. Powwownow users 
will gain access to our award-winning 
web conferencing solutions, iMeet and 
GlobalMeet, to drive their businesses 
forward."

These new solutions will complement 
PGi’s existing portfolio, which as noted 
above includes iMeet and GlobalMeet. 
The iMeet solution is a very clean and 
easy-to-use service that enables teams 
to gather online for web conferences 
and desktop and document sharing. 
This tool is ideal for marketing and 
sales teams to gather for brainstorming 
sessions, said O’Brien, and it doesn’t 
require any special downloads or training 
to use. GlobalMeet is more of a standard 
web conferencing tool for gatherings 
focused on spreadsheet and slidesharing, 
he added.
 
“PGi is all about collaboration, and  
we mean business,” said O’Brien, adding 
that PGi believes that collaboration can 
drive sales.    
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Cloud Contact Center Model  
Helping VoltDelta Grow

There is little that impacts long-term 
success as much as quality – even 
cost eventually gives way to better 

products and service levels, and can allow 
lesser-known brands to build market share. 
That extends beyond end-product quality 
to service and customer care, as well, 
especially in today’s age of unrivalled 
choice.  In both respects, dedication to 
quality is one of the key reasons Steve 
Chirokas, vice president of marketing, 
believes VoltDelta is differentiating 

itself and growing its business, having 
developed a premium contact center 

product that allows its customers to 
provide high levels of customer care.

VoltDelta’s telco-grade infrastructure handles 
two billion calls and an equivalent number 

of text messages annually, delivering the 
four- and five-nines quality Chirokas 
says competitors struggle to achieve. 
Despite its high standards, VoltDelta 
still finds itself quite frequently on 
rescue missions, of sorts, being called 
upon when other vendors have failed 

to deliver.  But, that’s not a bad situation 
in which to be, when you have the confi-

dence your product is the cream of the crop.

The company’s success hinges on not only its faith 
in its product, but on the fundamental ideal that its 
virtual model can deliver enterprise-grade contact 
center technology to any business as well.

On the product side, Chirokas is right when he 
says that contact center solutions are all quite 
similar and, for the most part, have a requisite set 

of capabilities as table stakes. Delta ACD 2.0, the 
latest version of VoltDelta’s ACD with multimedia 
routing, for instance, include features available with 
most ACDs (personal agent queues, personal agent 
stats, route maps, etc.) and aren’t really ground-

breaking. What it creates, however, is a complete package that 
makes for an efficient install and management process. It also 
includes multi-customer management features for BPOs, 
outsourcers, and possibly even some large enterprises, 
which is less common.

Other enhancements to its contact center platform include 
agent-to-agent recording and contact tracking across 
multiple channels, both of which were in high demand 
from customers. In fact, Chirokas notes the noticeably 
high rate of requests for these features, which made 
them no-brainers to include as an added value item – 
something most other vendors are likely to charge for.

Further addressing the current market, VoltDelta’s 
multimedia routing ending integrates voice, e-mail, 
chat, and social, with the opportunity to have channel-
based queues for leveraging unique skillsets and train-
ing, or to create a team of blended agents prepared to 
handle engagements across all channels.

While there are benefits to both strategies, 
Chirokas says customers indicate that 
blended agents are often more effective with 
improved performance, which plays to 
VoltDelta’s strength, especially consider-
ing it has its own speech scientists on 
board as part of its speech recognition 
development.

Naturally, any product that is 
designed to handle high contact flows 
must be brought through rigorous testing 
processes. Understanding that – and being unwilling 
to bring to market any unproven product or enhance-
ment – VoltDelta has a pair of carrier switches in its 
test bed that allow it to substantiate call volumes in 
excess of 50,000 per hour.

Its product capabilities, ease of deployment through 
a cloud model, and ability to prove scalability to 
meet call volumes for even the largest businesses, 
are why it is seeing increased success, having part-
nered recently with AT&T – for which it deployed 
three contact centers in three days, and is looking to 
add more by the end of the year – and Xerox – which 
worked with VoltDelta to deploy a number of IVR 
applications within a six-week period.  

EXPERIENCE
Erik Linask, Group Editorial Director, TMC
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