
CDW REFERENCE GUIDE
A guide to the latest technology for people who get IT

februAry 2013

CoNtaCt  
CENtER  
tEChNoloGIEs
New features are remaking and improving  
agent-customer interactions.

800.800.4239 | CDW.com/contactcenterguide

http://www.cdw.com


///////////

what’s inside:
800.800.4239  
CDW.com/contactcenterguide

3 chapter 1: The customer comes First
 •  Business Intelligence: Raising Interaction IQ
 •  Connecting the Dots for Effective Communication
 •  The Winds of Changing Communication

7 chapter 2: transforming customer Interactions
 •  Application Drivers
 •  Infrastructure Drivers
 •  Getting Started

11 chapter 3: On the receiving end
 •  Call Treatment and Routing
 •  Integrated Agent Desktops
 •  IVR and Self-service

24 chapter 4: reach Out and touch Someone
 •  The 3 P’s of Outbound Dialing
 •  Campaign Management
 •  Multichannel Enablement
 •  Social Networking Integration

29 chapter 5: hardware Dials In the Future
 •  Remote Upgrades
 •  Supervisor Gains
 •  Mobility and the Customer
 •  The Power of Video

33 glOSSary

35 InDex

3

vISIt  
cDw.com/
contactcenter 
For more information 
on contact center 
management

get m.cDw.cOm  
On the gO
m.cdw.com is now available 
anywhere with our new mobile-
friendly website or download the 
CDW app for your iPhone from 
the App Store.

Scan thIS!
Avoid technical fouls. Scan 
this QR code to your mobile 
device and get some IT 
wisdom from Charles Barkley. 

THE CUSTOMER 
COMES FIRST

CONTACT CENTER REFERENCE GUIDE | February | 2013

Making it easy to find out what’s new >>>

What is a CDW RefeRenCe GuiDe?
At CDW, we’re committed to getting you everything you need 
to make the right purchasing decisions — from products and 
services to information about the latest technology. 

Our Reference Guides are designed to provide you with an in-
depth look at topics that relate directly to the IT challenges you 
face. Consider them an extension of your account manager’s 
knowledge and expertise. We hope you find this guide to be a 
useful resource.

DisCOVeR the Many neW OptiOns fOR ManaGinG anD 
iMpROVinG CustOMeR-ORGanizatiOn inteRaCtiOns.

http://www.cdw.com/contactcenter


3

chapter 1

The Customer 
Comes First
There are many new options for managing and 
improving customer-organization interactions.

For most organizations, success 
begins and ends with their customers. 
Knowing customers, how they prefer 
to communicate with the organization, 
what they deem important in terms of 
service and product choice, and when 
and why they’re dissatisfied — all of 
this information helps improve overall 
customer satisfaction. No matter the size 
or industry, organizations with updated 
contact center tools are  
well-positioned to build good  
customer relationships. 

Achieving this goal today calls 
for collecting valuable data about 
all interactions with the customer — 
transactions, service history, wait times, 
complaint resolution and other important 
metrics. Building a truly customer-
focused organization also means listening 
to customer expectations, concerns, 
values, preferences and even emotions; 
documenting customer interactions; 
learning from those interactions; and 
acting on available information. Every 
interaction with the customer presents 
an opportunity to learn and improve. 

With this information, the customer 
experience can be greatly improved. 
For example, by understanding how 
customers prefer to communicate, 
the organization can prioritize access 
methods to its contact centers.  
Knowing how much wait time 
customers will tolerate, call response 
methods can be fine-tuned. And 
by understanding how consumers 
use social media to complain about 
customer service, organizations 
can take mitigating actions. 

Business Intelligence: 
Raising Interaction IQ

Although the benefits of collecting 
customer data are clear, building a 
customer-focused organization is no 
easy feat. That may be why many of 
them still aren’t doing what it takes. 
According to IBM research, senior 
leadership typically only has a general 
understanding of its customers. What’s 
more, they tend to make decisions 
based on what is right for their operation 
instead of what is right for the customer.

Business Intelligence: Raising Interaction IQ

Connecting the Dots for Effective Communication

The Winds of Changing Communication
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/////////////////////////////////////////////////////Forward-thinking organizations 
understand that the best way 
to capture customer data is by 
implementing a business intelligence 
(BI) system, gathering important data 
that defines customers and outcomes, 
and creating valuable metrics that 
can be used to improve customer 
service and satisfaction. There’s a 
gold mine of information available 
if it is gathered properly. BI can also 
provide a complete picture of the 
customer base and its relationship 
with the organization, across channels 
and individual experiences. 

Contact centers can generate a 
staggering amount of information. 
In addition to structured data 
collected from customer relationship 
management (CRM) systems and 
contact center software, there is 
unstructured information from call 
recording and screen recording 
applications, call notes and other 
interactions. For example, speech 
analytics can determine which words 
or phrases indicate a customer 
service problem and can detect 
negative emotion through changes 
in volume and voice pitch. With 
these insights, organizations can 
modify their customer service 
processes to improve outcomes.

The BI metrics collected will differ 
for every organization, but there 
are many constants depending on 
who or what is being measured:

•  Agents  //  Common metrics 
include the number of calls 
in the  queue, the agent’s 
performance versus objectives, 
and performance compared 
with others in a similar role. 

•  Frontline supervisors  //   
Common metrics include schedule 
information, daily logistical 
performance versus objectives, 
time utilization, individual 
agent performance and team 
performance versus objectives. 

•  Contact center managers and 
directors  //  Common metrics 
include the number of calls in the 
queue, customer satisfaction scores 
versus objectives, quality monitoring 
results, call conversion and average 
revenue numbers, annual turnover 
rates of call center staff and costs. 

•  Other quality metrics  //  
Abandonment rates, the percentage 
of calls answered in a set number 
of seconds, average response 
time, percentage of customer 
contacts fully completed on first 
contact, revenue per contact and 
customer satisfaction score are 
other typical quality metrics. 

Applying BI in the contact center 
clearly works. According to research 
conducted by the Aberdeen Group, 62 
percent of top-performing organizations 
apply call center intelligence to customer 
communications. Yet challenges remain,  
such as data overload and how to  
effectively share data across 
the organization.

With so much information to be 
collected, especially in this era of Big 
Data, there’s a real danger of data 
overload. According to a recent report 
from the computer technology company 
Oracle, 94 percent of C-level executives 
say their customer information has 
grown by 48 percent in the past two 
years. The best way to manage such 
burgeoning amounts of data is with 
tools such as modern BI software, 
which can help translate gathered 
information into actionable insight. 

Finding a way to share data across the 
organization can also be problematic. 
Many of today’s BI tools are designed 
with this in mind, and integrate fully 
with sales and marketing systems, 
interactive voice response (IVR) 
systems, knowledge management 
systems, contact center software and 
outbound dialers. BI tools aggregate 
this information and make it available 
via a dashboard that can either provide 

a 360-degree view of operations 
performance or be customized 
to suit the needs of specific 
departments and their managers.

Connecting the Dots for 
Effective Communication

Less than a decade ago, it was still 
routine to use a landline phone to call 
an organization to ask a question, place 
an order or lodge a complaint. Today, 
there are numerous routes customers 
can take to contact an organization 
— and there are just as many ways 
for an organization to contact 
customers. In a customer-focused 
enterprise, the organization must be 
able to communicate with customers 
in the way that the customer 
prefers, including the following:

Telephone //  It may seem old-
fashioned, but many customers still 
prefer contact by phone. That means 
providing the same responsiveness, 
friendliness and information via 
phone as always, but also with the 
ability to conduct transactions 
securely. Organizations can offer live 
assistance, self-service or both. Most 

94%

Percent of  
c-level  
executives  
say their  
customer  
information  
has grown by  
48 Percent  
in the Past  
two years. 

Source: Oracle
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organizations choose to use an IVR 
system, which can direct callers to 
the agent or recorded line that can 
best help them. An IVR system can 
reduce call volume and hold time.

Live chat  //  Provided through a 
website, live chat allows customers 
to get fast answers to their 
questions. The back-and-forth 
nature is similar to a live phone 
conversation, but without the hold 
time. Often, agents can interact with 
multiple customers simultaneously, 
reducing costs without degrading 
the customer experience.

Click-to-call  //  With this 
method, used by some of the 
most successful online retailers, 
customers enter their phone 
number and receive an immediate 
call back from a customer service 
agent. It eliminates hold time, which 
improves the customer experience.

E-mail  //  Organizations using 
e-mail for customer contact should 
adhere to standards for response time 

and escalation. The medium does not 
allow for a back-and-forth discussion 
between agents and customers.

Website  //  Customers can visit 
an organization’s website at any 
time of the day or night and find 
answers for many of their questions 
without needing to contact the 
organization. To maximize use 
of this channel, organizations 
should develop a comprehensive 
knowledge base, a list of frequently 
asked questions (FAQs) and, if 
relevant, video clips to showcase 
program and product information.

Text/Short Message Service 
(SMS)  //  Text messaging has a 
maximum length of 160 characters, 
so it is best for short interactions, 
alerts and notifications. 

Social media  //  The explosion 
in popularity of platforms such as 
Facebook, Twitter and YouTube, as 
well as forums and blogs, has led 
more people to use social media 
for everyday communication. 

automaker 
Deploys 
Modern 
ContaCt 
Center
To support its mobile staff, an 
automaker needed to upgrade 
its legacy private branch 
exchange (PBX), which included 
implementing an instant 
messaging system, a presence 
platform and a variety of back-
office technologies. With goals 
of improving agent productivity 
and customer service, better 
contact center management, 
and lower operational costs, 
the company chose to deploy a 
combination of server, software 
and contact center technology.

The new platform integrated 
voice, instant messaging, online 
meetings, desktop sharing and all 
automatic call distribution contact 
center equipment. The platform 
allowed agents to escalate instant 
messages into voice calls, and 
then into video calls. The result 
has been a higher rate of first-call 
resolution and faster response 
times. The company also has 
improved its contact center 
monitoring and management. 

In addition to meeting its original 
goals, the company also future-
proofed its contact center, making 
it easier to deploy future sites with 
Session Initiation Protocol (SIP) 
trunking and Voice over IP (VoIP).
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Organizations must develop a complete 
social media strategy and be able 
to quickly respond to posts 24x7.

Fax and mail  //  Although these 
methods are less favored than in 
years past, they still have their place. 
Some customers, those less familiar 
with technology or in regulated 
industries, prefer these methods. 
Fax and mail can be helpful for 
sending and receiving sensitive or 
legal documents, or documents with 
personally identifiable information.

Teletypewriter (TTY)/
Telecommunications Device for the 
Deaf (TDD)  //  Deaf customers need 
to be able to communicate via a text 
telephone or telecommunications 
devices for the deaf. It’s also the 
law — organizations must be 
able to communicate this way to 
comply with Section 508 of the 
Rehabilitation Act of 1973.

Despite the importance of being able 
to communicate via all these mediums, 
not all organizations do so. According 
to a 2011 report from the tech analyst 
firm Ventana Research, “The State 
of Customer Contact Centers,” the 
telephone remains the main channel 
of communication for most contact 
centers. Three-fourths of contact 
centers run on standard telephony, 
while most have deployed systems 
for call routing and call recording. 

Ventana Research also found that 
while most organizations offer contact 
via e-mail, only 21 percent support live 
chat and even fewer have an online 
support forum or community. Fewer 
than one-third of organizations had an 
active social media presence connected 
with customer service. While 18 percent 
planned to establish one in the near 
future, 40 percent had no plans to do so.

The Winds of Changing 
Communication

While many older people are 
comfortable with new ways of 

interacting with organizations, it’s 
younger customers who drive real 
change. Those who have grown up 
with mobile technology and social 
media are extremely comfortable 
with the technology and expect 
to use it in their interactions.

The prevalence of wireless 
devices in both the workplace and 
personal life has drastically affected 
the contact center, where many 
supervisors now use tablets to access 
productivity dashboards, monitor 
issues and keep an eye on schedules.

The use of wireless devices by 
customers presents both opportunities 
and challenges for contact centers 
because the nature of mobile 
interaction is much different than other 
types of interaction. Because wireless 
users often multitask, they typically 
have less tolerance for queues and 
may monitor how many minutes they 
are spending with customer service. 
All of this creates pressure for faster 
service and is spurring investment 
in high-quality IVR applications and 
customer self-service technology.

Social media is another medium 
changing how people interact. 
While it started out as a way 
for those with like interests to 
communicate, it has broadened 
into something more. For example, 
many commercial organizations 
routinely use their Facebook pages to 
provide incentives such as coupons 
for customers to “like” them. 

Organizations also post blogs to 
drive customers to their websites 
and improve customers’ perceptions 
and experiences. On the flip side, 
dissatisfied customers are quick to 
take to Twitter or YouTube to complain 
about poor customer service.

Done correctly, social media can 
boost collaboration with customers. 
So far, few organizations have 
successfully incorporated social media 
into their marketing and contact center 

infrastructure, but to better manage 
their reputation it’s imperative that 
they do so. When a customer posts 
a comment on a social media site, it 
becomes part of the public record, and 
thus takes on greater importance. 

Making social media part of the 
customer service fabric requires that 
organizations do things differently. 
First, agents must be trained on 
how to use social media and how to 
respond to posts in the right way. 
Organizations must also find ways 
to use social media proactively. 

One of the issues hampering 
organizations is that they aren’t sure 
whether social media management 
and analysis belongs under marketing 
or customer service. Figuring that out 
and determining the correct workflow 
isn’t easy, but it’s critical, and there 
are tools on the market to help. n

Webinar

ContaCt 
Center 
Liftoff
learn how to grow efficiencies 
with new technologies 
in the contact center:

CDW.com/contactcenterguide1

http://www.cdw.com/contactcenterguide1
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Transforming 
Customer Interactions 
Implementing the right contact center tools can boost 
customer satisfaction and drive costs down.

While many organizations have 
some version of a contact center, 
most of them are running technology 
or processes that are inefficient, 
outdated or both. For many, it’s been 
several years since their contact 
center was upgraded. The switch from 
time division multiplexing (TDM) to 
Voice over Internet Protocol (VoIP) 
has made TDM-based contact center 
applications obsolete. In addition, a 
growing legion of security and privacy 
regulations may be difficult to comply 
with when using older systems.

Investing in modern contact 
center technologies goes a long 
way toward improving productivity, 
cost-effectiveness and customer 
satisfaction. For example, implementing 
a system that allows contact center 
managers to view agents’ status in 
real time can greatly enhance overall 
contact center productivity. 

Similarly, if agents have access to 
information about a customer’s past 
interactions with the organization, 
they can much more quickly resolve 

problems, boosting customer 
satisfaction. Call center upgrades can 
also reduce workloads, lower costs 
and create more efficient workflow.

A recent report from the business 
consulting firm Frost & Sullivan 
underscores the reasons why 
organizations should seriously 
consider upgrading their call center 
technology: “The increasing demand 
for operational efficiencies and 
to support excellent customer 
experiences is driving enterprises 
of all sizes to require all contact 
center applications be more tightly 
integrated and interoperable. This 
includes applications that are 
based on IVR and voice portals, as 
well as the spectrum of workforce 
optimization and analytic tools.” 

Application Drivers
Forward-thinking organizations are 

seeking ways to integrate valuable 
solutions such as CRM software,  
knowledge management and 
virtualization as well as other business 

systems with the contact center. 
They also are looking at ways to make 
better use of newer contact center 
features such as self-service, integrated 
outbound dialing, intelligent multichannel 
contact routing, social networking and 
enterprisewide reporting and analytics.

Although many organizations have 
long used CRM solutions for many 
tasks, these have typically been stand-
alone systems, or they have been 
integrated with only a small number of 
applications. Over the past few years, 
however, the need to integrate CRM 
systems and data with contact centers 
has become increasingly important. 

Integrating CRM with the contact 
center provides many benefits. For 
example, customer service and support 
representatives can see relevant 
information about customers at the 
moment they contact the organization. 
Information from each contact also is 
populated in both systems. What’s more, 
sales and marketing teams can use the 
data to develop integrated campaigns 
and generate qualified sales leads.

Application Drivers

Infrastructure Drivers

Getting Started



8

chapter 2

///////////
 Finally, finance and collections 

departments can improve 
communication with customers. There 
are two choices for integrating  CRM 
systems with contact centers; either 
engage a consultant or systems 
integrator or move to a contact 
center system that is preintegrated 
with leading CRM solutions. 

Another trend prompting 
organizations to revisit their contact 
center strategy is the availability of 
more self-service options for customers 

through automated speech recognition 
and text-to-speech technology. Both 
work in concert with IVR systems. 

Providing self-service technology 
can help increase customer satisfaction 
by resolving issues more quickly and 
providing more routes to information. It 
also can reduce costs by using contact 
center resources more effectively.

Automated speech recognition (ASR) 
allows customers to identify themselves 
by speaking instead of having to key 
in account or ID numbers. Some ASR 
systems actually make voiceprints 
of customers’ voices so they are 
recognized the next time they call. 

In addition to recognizing the 
voice, ASR software also is intelligent 
enough to understand the meaning 
of many words or phrases. Using that 
information, the systems can route the 
call to the most appropriate agent. 

Text-to-speech software uses 
algorithms to convert information 
stored as text into synthetic 
speech. Unlike ASR, which is used to 
understand the customer, text-to-
speech is used by the contact center 
to communicate with customers. 

Examples of how this technology 

might be used include timely 
announcements, customer satisfaction 
surveys, order entry and credit card 
processing. The text is converted from 
the original text format to WAV MP3 
files so agents at an inbound contact 
center can listen to  and store them. 

Integrating outbound dialing 
into the contact center is one of 
the most popular ways to upgrade 
because it allows organizations to 
conduct a high volume of outbound 
collections, telesales, fundraising, 
telemarketing or other types of 
campaigns. It also offers organizations 
the ability to deliver personalized, 
relevant notifications, resulting in 
more proactive customer service.

Outbound dialers generally consist of 
three solutions: predictive, progressive 
and preview dialing. Predictive dialing 
automates the dialing process and can 
detect connected and disconnected 
calls, busy signals and answering 
machines. It guarantees that calls are 
made according to rules and goals 
specified by the organization. 

Preview dialing provides relevant 
information to agents prior to the call, 
including information about the person 

Case study

Migration 
routes
read about how a global 
organization transitioned to 
a single robust Uc solution: 

CdW.com/contactcenterguide2

http://www.cdw.com/contactcenterguide2
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and past interactions. Progressive 
dialing allows organizations to 
control the pace of phone calls and 
map them to agent availability.

Yet another important application in 
contact centers is intelligent contact 
routing, which uses information about 
the customer to find the best agent to 
assist them. For example, if the person 
is considered a “premier” customer, the 
system could be set up to send the call 
to an agent who can best take care of 
that customer. This requires, of course, 
that contact centers organize agents 
by level of experience and skill sets. 

Similarly, intelligent contact routing 
systems can be set up to give premier 
customers top priority in wait queues 
or offer them special incentives. Other 
application examples might be routing 
calls based on the language spoken by 
the customer, or routing customers 
who have bought a particular product 
in the past to agents skilled in 
upselling complementary products 
and services. The result of intelligent 
call routing is improved customer 
service, increased sales and agent 
productivity, and reduced costs.

Forward-thinking organizations also 
seek to integrate social networking 
with their contact center strategies. 
While social media marketing is 
generally the domain of the marketing 
division in most organizations, 
integrating social media with the 
contact center makes a great deal 
of sense because that is how many 
customers choose to communicate 
with and about an organization. 

Such integration requires finding 
a way to record, track and manage 
social media messages in the context 
of the contact center. That, in turn, 
usually means integrating social 
media not only with the contact 
center, but also with CRM.

Finally, organizations must integrate 
advanced reporting and analytics tools 
with the contact center system. These 

tools, which have matured greatly in 
the past few years, provide valuable 
data on the overall performance 
of the contact center. Their deep-
dive analysis capabilities go beyond 
standard metrics to provide visibility 
into customer behavior and analysis 
of individual agent performance. 

The reporting and analytics tools 
allow organizations to build their own 
reports or choose from predefined 
reports, refine queries with pattern 
matching and threshold statements, drill 
down to detailed views and individual 
data points, and customize time frames.

Infrastructure Drivers
As organizations consider the best 

ways to centralize and consolidate 
their infrastructure, they must 
rethink the network. This presents 
an opportunity to implement unified 
communications (UC) and contact 
center–related technologies.

The convergence of voice, video 
and data has engendered a sea change 
in how organizations communicate 
internally and with their customers. 
What started this trend was the 
emergence of VoIP in the enterprise, 
followed by other technologies that 
together create a UC environment. 
That has prompted contact centers 
to switch to IP platforms. 

The logical next step is implementing 
full UC capabilities that allow the 
contact center to process information 
received by phone, fax, e-mail, 
web, live chat, instant messaging 
(IM) and more. These systems also 
come with presence, a feature that 
shows which agents are available. 

All of these technologies spur the 
trend toward remote agents — contact 
center agents who work at separate 
locations or even in their own homes. 
IT consultancy IDC predicts that nearly 
310,000 home-based agents will be 
working in the United States alone by 
next year, up from 112,000 in 2007.

University 
OUtsOUrces 
ContaCt 
Center
 A midsize university with a 
physical campus and online 
program needed a way to 
streamline and consolidate 
its contact center operations 
from several external vendors 
down to one. At the same 
time, it wanted to outsource 
its financial aid contact center. 
The university was looking 
for one hosted contact center 
provider that could provide all 
support services for students, 
from financial aid and bursar 
services to help desk.

The university staff trained 
the agents of the chosen 
hosted provider so they 
would understand the culture, 
brand and needs of the 
university and its students. 
At the same time, financial 
aid specialists were trained 
to serve the needs of the 
student population. The 
system includes extensive 
performance reporting 
and feedback to improve 
service delivery, as well as a 
centralized communication 
process to manage student, 
parent and faculty queries 
through phone, web, e-mail 
and chat contacts. 
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Virtual contact centers aren’t 
technologically complex. With a 
minimal setup (a desktop or notebook 
computer for the agent, a fast Internet 
connection, a headset and access to 
the contact center network), remote 
agents can have the same functionality 
as onsite agents. With UC and a phone 
system or predictive dialer system, 
supervisors can monitor calls and 
communicate with agents as required. 

Remote agents offer a host of benefits. 
Organizations suddenly have access 
to a much greater pool of talent, often 
at a lower cost. The agents who work 
remotely often are more satisfied 
with their work environment and 
are likely to remain employed longer, 
reducing turnover and training costs. 

Organizations also have much more 
flexibility for managing spikes and 
reductions in agent demand, and they 
save money both on real estate costs 
and by maintaining fewer public switched 
telephone network (PSTN) trunks. 
In the event of a disaster scenario, 
agents can keep customer contact 
afloat if the main contact center goes 
down. The Telework Advisory Group 
for WorldatWork (the association 
of human resources professionals 
worldwide) predicts that remote agents 
can save organizations $25,000 per 
teleworking agent when compared 
with traditional staffing alternatives. 

Getting Started
The best way to determine the 

most appropriate upgrade path is by 
assessing the current state of the 
contact center. Although it’s possible 
to conduct an assessment internally, 
a fresh look from a consultant with 
experience in overhauling contact 
centers can help bring to light options 
that otherwise might not be considered. 

A full assessment will evaluate how to: 
•   Increase the effectiveness and 

efficiency of contact center services 
•   Perform better against competitors 

•   Improve customer loyalty 
and engagement 

•   Eliminate waste and reduce costs 
•   Develop agent skills 
•   Benchmark and analyze 

contact center operations 
•    Integrate social media and social care 

in the customer interaction strategy 
•   Create a 360-degree view of  

the customer 
•   Meet service-level targets 
An experienced consultant can 

perform this type of comprehensive 
assessment by using a framework 
that combines a mix of analytic and 
reporting tools, industry best practices 
and assessment techniques. 

By the end of the assessment, the 
organization will understand which 
contact center processes should be 
reengineered, how far the contact 
center is from its goal of handling 
its workload, the performance risks 
associated with weak areas of the 
contact center, and what actions should 
be taken to reduce those risks. The 
process should result in a customized 
plan that will improve productivity, 
service quality, customer experience, 
technology and agent satisfaction. 

One of the most important 
determinations of an assessment will 
be whether an organization should 
manage an on-premises contact center, 
outsource the management of the 
contact center in a hosted model or move 
the entire contact center infrastructure 
to the cloud. There are pros and cons to 
each choice, and the ultimate decision 
will depend on the specific needs and 
requirements of the organization.

Traditionally, contact centers have 
been managed in an on-premises 
environment. This method allows the 
organization to keep close control 
on operations, but also puts the 
burden of management, uptime and 
technology upgrades on in-house 
staff. It is a viable model if it is working 
well and the organization has the 

IT staff to manage the system.
But it can become expensive as 

legacy equipment and systems need 
to be upgraded and maintained. Keep 
in mind that on-premises contact 
centers can also be cost-effective, 
because instead of paying a monthly 
fee indefinitely, equipment and systems 
are owned by the organization. 

On-premises solutions also are a 
good choice for situations that require 
highly customized applications because 
it’s much easier to modify systems 
that are managed in-house. Finally, if 
security is a major concern, managing 
the contact center internally can help 
ensure that data is stored securely.

Many organizations are moving 
to hosted contact centers, generally 
through cloud-based providers. An 
organization can opt to use a cloud-
based contact center that integrates 
everything including CRM, reporting and 
advanced contact center functionality. 
Another option is to select just the 
contact center itself, hosted in the cloud, 
while integrating customized back-end 
CRM and reporting systems with the 
hosted system. Or the organization 
can choose to source different hosted 
applications from different providers. 

Market researcher Frost & Sullivan 
notes a trend toward fully integrated 
contact center solutions because of 
the levels of efficiency they provide. 
Hosted contact center providers can 
include support for social media, chat 
and mobile communications; analytics; 
CRM; and salesforce automation.

In addition to preintegration, many 
organizations turn to the hosted or 
cloud-based contact center model 
because they incur lower upfront capital 
expenditures and organizations can pay 
as they go. In addition, there’s much less 
IT maintenance and faster application 
deployments and upgrades. Cloud 
hosting also allows for easy scalability 
and makes it simple to provision 
multiple sites and remote agents. n
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On the Receiving End 
Incoming customer interactions can be improved 
with new efficiency-driven features.

The contact center tools that deserve 
the most attention and planning are 
those that allow for the greatest breadth 
and depth of interaction with customers. 
Some areas with the most touch 
points include those pertaining to call 
treatment and routing, agent desktop 
integration, IVR and self-service. 

Call Treatment and Routing 
How an organization engineers call 

routing indicates the importance it 
places on the customer, and that calls for 
integration with customer relationship 
management systems. CRM-driven call 
treatment and routing directs incoming 
calls to agents based on information 
from CRM software. For example, if a 
customer calls for a price quote on a 
service, that query would be routed to 
sales agents who specialize in that area.

A customer-focused enterprise 
considers any touch point with clients 
to be a top priority. That means 
ensuring customers receive answers 
to their questions and concerns in a 
timely manner. Accomplishing that 

goal calls for routing callers to the 
best resource quickly and efficiently. 
Useful features in this arena include 
custom greetings, custom menu 
options, skills-based routing, queue 
prioritization, last-agent-handled 
routing, custom queue announcements 
and even queue music preferences.

Most contact centers rely heavily 
on skills-based routing, which 
refers to the ability to route calls in 
a way that makes the best use of 
contact center resources. Skills-
based routing directs a call to the 
most appropriate agent available at 
the time based on the agent’s skills 
and the caller’s requirements. 

To implement this type of routing, 
organizations evaluate each agent 
and assign them a designated level 
that indicates the agent’s degree of 
expertise in particular skills. When 
agents log in to the system, they’re 
automatically logged in to all of 
the queues that tap those skills. 

Skills can be categorized in 
many different ways. For example, 

agents may excel at working with 
specific groups of customers, such 
as business customers or those who 
speak specific languages. They also 
may be proficient at certain parts 
of the business process, such as 
collections, problem solving or sales. 

Skills-based routing offers 
many benefits. First, it tends to 
shorten the length of calls and 
agent training time while increasing 
productivity. There are several 
examples that highlight its potential 
effectiveness in the contact center. 

In one case, a hospitality company 
dramatically increased its call answer 
rate by dividing callers into several 
segments and matching the best 
available agent with calls in each 
group. In another case, a retailer 
reduced costs by segmenting its 
customers and agents. That company 
also improved customer service by 
routing calls based on agent skills. 

And in a third scenario, a healthcare 
provider was able to personalize its 
interactions with patients  by using 

Call Treatment and Routing

Integrated Agent Desktops

IVR and Self-service
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skills-based routing. Such a system 
improves staff productivity while 
reducing call times and abandoned calls.

Many other call treatment and routing 
features can improve the customer 
experience. For example, queue 
prioritization allows priority calls to 
move ahead of other calls — usually to 
handle preferred customers or specific 
problems. This capability can also be 
used to handle urgent matters. 

For example, a hospital contact center 
might implement queue prioritization 
to ensure that urgent matters are 
addressed before follow-ups or routine 
queries. Priority queuing is extremely 
useful for engendering loyalty and 
improving customer response.

Custom greetings, the ability to 
answer a call with the caller’s name or 
develop a series of greetings to use 
based on a customer’s category, can 
also help improve the client experience. 
One way to use custom greetings is by 
recording one for each type of caller — 
unknown callers, existing customers, 
contractors and internal staff. 

Another useful feature combines 

automatic load balancing and 
conditional routing. The goal is to 
assess queue conditions before 
routing calls so as not to overburden 
agents. Based on queue conditions, call 
routing may vary from what is usual. 

A major appliance manufacturer 
has used these capabilities with 
great success. By giving contact 
center managers the ability to 
balance agents’ workloads and 
distribute calls more evenly, the 
company has been able to retain 
agents for longer periods of time.

Organizations also seek call center 
systems that can use the estimated 
wait time or the average speed of 
answer to make routing decisions. 
Sometimes called estimated wait time 
routing, this feature estimates the 
wait time based on various agent skills 
and uses that data to match the right 
agent with the right caller. This helps 
organizations minimize wait times.

A related feature ensures that 
an agent will receive a call matching 
his or her primary skill set ahead of 
more general calls already in queue. 

It works by specifying which agents 
should receive specific calls based on 
their skill level or the greatest need.

The last-agent routing feature 
ensures that customers are 
reconnected to the same agent they 
spoke to previously, which provides 
continuity of service and better 
resolution. Working with the same 
representative adds value in finalizing 
a purchase, reconnecting after a 
dropped call or resolving a billing 
issue. Customers end the encounter 
more satisfied because they don’t 
have to start over and repeat their 
query or problem to another agent. 

Finally, some features make waiting 
for an agent to pick up more pleasant 
and informative for customers. 
Custom queue announcements 
allow contact centers to prerecord 
dozens of announcements to redirect 
calls, assure that an agent will come 
on the line as soon as possible or 
provide valuable information and 
news. A companion service is queue 
music preference, which enables the 
contact center to vary the music 
being played according to information 
they may know about the customer.  

Integrated Agent Desktops 
Modern contact center systems 

offer many capabilities to make agents 
more productive and responsive to 
customers. These are integrated with 
the agent’s desktop computer and 
CRM system to provide a single view of 
a customer across multiple channels. 
For example, in an insurance company, 
an agent could view customer profiles 
that are populated with their policy 
information and claim history.

“Screen pop” is perhaps the most 
well-known feature. As soon as 
a caller is on the line, the agent’s 
screen populates with the caller’s 
information, including identity, 
account number, call intent, history 
with the organization and call-type 

ContaCt Center Hospitality

New cAll treAtmeNt AND 
routINg feAtures make for a 
smoother experience for all.
Queue prIorItIzAtIoN  Pushes designated “priority” 

calls ahead of other calls

custom greetINgs  Answers call with customers’ names 
or other categorized unique greeting

coNDItIoNAl routINg  Assesses queue conditions before 
routing calls to avoid burdening agents

lAst-AgeNt routINg  Ensures that customers are reconnected 
to the same agent they spoke to earlier

Queue musIc prefereNce  Varies the wait music being played 
according to customer information
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classification. Screen pops 
improve the customer experience 
by eliminating the need to repeat 
information multiple times. 

This feature also allows the 
agent to provide faster service. 
For example, a utility provider  
matched automatic number 
identification information with 
customer records and displayed it 
to agents via screen pops, reducing 
the average customer call by more 
than 30 seconds and resulting in 
a productivity gain of 8 percent.

As the Internet becomes an 
important customer contact 
channel, the click-to-call feature 
has grown in importance and 
popularity. Click-to-call allows 
customers to launch live voice 
conversations with customer 
service agents by clicking on 
a button on a website, which 
initiates an immediate call-
back to the phone number they 
input via VoIP. This mode of 
communication eliminates wait 
time and provides immediate 
gratification to customers. 

Click-to-call also allows 
organizations to track online 
sessions and collect valuable 

trends and metrics. In one case, 
an airline deployed click-to-call 
functionality to prevent customers 
from abandoning the process of 
booking reservations online. The results 
were impressive — the airline was 
able to reduce website abandonment 
due to customer frustration.

Automatic call logging of inbound and 
outbound calls also can prove useful. 
This capability stores call histories and 
notes the duration and subject of calls, 
along with agent comments. Automatic 
call logging can help organizations 
categorize calls and find ways to improve 
customer service. Most automatic call 
logging tools also record calls, which 
can help contact center managers find 
and fix weak spots and ensure that 
compliance requirements are fulfilled. 

A variety of state-of-the-art 
contact centers tie features together, 
but some organizations want to take 
integration to the next level by finding 
ways to leverage their CRM systems 
within the contact center. Systems 
makers have answered this need 
by offering contact center solutions 
that are fully integrated with leading 
CRM systems such as E.piphany 
(now Infor Epiphany), PeopleSoft, 
Salesforce.com, SAP and Siebel. 

Technology 
Business 
StandardizeS 
itS ContaCt 
CenterS
A large technology company with 
dozens of contact centers around 
the world needed a way to simplify 
management and operations. 
Multiple acquisitions had resulted in 
the organization’s contact centers 
running different systems with 
different reporting capabilities. The 
result was expensive and inefficient 
call handling, hit-or-miss customer 
service, inconsistent reporting 
and limited operational flexibility. 
The goal was to standardize all 
contact centers so that service 
levels and agent performance 
could be consistently measured.

The first step was migrating to 
one technology platform. That 
meant replacing a traditional PBX,  
automatic call distribution (ACD) 
and interactive voice response 
systems, along with applications 
for call handling and call center 
management. This multiyear 
project involved implementing 
new call routing capabilities; 
combining traditional ACD and 
PBX systems into a single, 
redundant architecture; migrating 
to IP telephony; and implementing 
contact center interaction tools 
such as URL sharing and text chat.

The results are impressive. Today, 
the organization handles more than 
10 million transactions per year, 
routing calls globally based on agent 
availability and skills. The company 
has enjoyed a 23 percent reduction 
in average call time and higher 
customer satisfaction ratings.
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Most major CRM makers offer all-
in-one solutions designed to provide 
everything a contact center needs 
for efficient customer interactions 
along with comprehensive metrics. 
Preintegrating an organization’s 
CRM system of choice with the 
contact center makes a great deal of 
sense. Unlike previous generations 
of contact centers that required 
integration by the IT staff or a third-
party systems integrator, those that 
come integrated out of the box ensure 
that all the contact center and CRM 
functions work together seamlessly. 

For example, tight integration ensures 
that the right caller is routed to the 
right agent and provides agents with 
valuable data gleaned from the CRM 
system. Preintegrated systems also 
save the IT staff a tremendous amount 
of time in deployment and reduce 
the expense of licensing and of daily 
operations and maintenance because 
there’s only one vendor involved.

IVR and self-service 
All contact centers rely on some type 

of voice portal anchored by an inbound 
IVR system, a type of automated 
platform that enables customers to 
access information and services over 
the phone. IVR works via a series of 
prompts that direct customers to 
key in a response or speak it in order 
to route the call to the right agent. 

IVR systems generally offer ASR 
and text-to-speech (TTS) capabilities, 
along with speaker verification and 
standard speech interfaces that 
support the Media Resource Control 
Protocol (MRCP). Increasingly, they 
also tap VoiceXML, a voice browser 
standard. A voice portal uses 
these technologies to help collect 
information and combine it with data 
from back-office systems, such as 
knowledge management systems. 

IVR systems improve customer 
service by routing calls quickly. But 
perhaps the biggest benefit is that 
IVR allows customers to, in essence, 
route their own queries to the right 
agents. This model, called self-service, 
frees up agents to handle important 
issues with customers instead of 
spending time finding the right agent 
for the customer to speak with.

With ASR, customers can speak their 
requests into the phone rather than 
entering information on a touch-tone 
keypad. The technology interprets 
human speech and converts it to 
text, which then appears as a screen 
pop on the agent’s screen. It does 
this by breaking sentences down 
into digital strings or phonemes, and 
then analyzing them individually. 

ASR systems are able to recognize 
yes/no, a series of digits and limited-
to-large vocabularies. Using natural 
language, advanced ASR systems 

learn the speaker’s voice patterns 
and then apply that knowledge 
to act on what has been said. 

The accuracy of speech recognition 
technology has improved significantly 
in the past few years. The latest 
generation of ASR tools can convert 
speech to text with nearly 100 percent 
accuracy, despite having to contend with 
many accents and languages. Speech-
enabled self-service systems are useful 
for many contact center activities, 
such as placing orders, scheduling 
payments and answering queries. 

ASR can greatly enhance productivity 
and customer service. Take the case of 
a major healthcare provider that was 
growing so fast that it couldn’t keep pace 
with customer calls. A speech recognition 
system was able to drastically reduce 
the volume of calls handled by agents. 

It did this by allowing callers to connect 
their own calls or access information 
by following voice prompts instead of 
relying on agents for help. This change 
resulted in a much larger percentage of 
calls being transferred correctly, and a 
significant reduction in live operator calls.

TTS functionality performs the 
inverse of ASR. Instead of converting 
voice to text, the technology converts 
text to voice. Also called speech 
synthesis, the technology converts 
text to words, then assigns each word 
a phonetic transcript. The phonetic 
transcript is used to produce sound. 

There are several ways to achieve 
the natural sound of human speech. One 
method uses prerecorded bits of speech 
by humans, while another produces 
speech based on mathematical models. 
The second method produces a more 
robotic sound, but is easier to produce 
and less expensive. Some engines 
use a combination of both processes. 
TTS can be used for many tasks in a 
contact center, including translating 
names and addresses, product names, 
and messages to customers. n

Case study
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One of the roles of a contact center is 
to attract and retain customers. Doing 
this successfully requires a combination 
of business processes and technologies 
that focus squarely on these tasks. 
Every customer contact should result in 
a satisfied customer — one who has been 
attended to quickly, whose issues have 
been resolved satisfactorily, and who 
feels that he or she has been listened to. 

Comprehensive outbound dialing 
technology can help ensure that 
customers are satisfied with every 
action. Organizations use outbound 
dialing when they initiate the contact 
or reach out to the customer, such as 
for marketing campaigns, surveys and 
sales follow-up. Outbound applications 
typically combine automated dialing with 
intelligence that assigns calls efficiently 
to agents and can be used to fill in 
times when agents are not otherwise 
occupied, increasing overall productivity. 

The 3 P’s of Outbound Dialing
There are three basic types of 

outbound dialing: preview, progressive 

Reach Out and 
Touch Someone
Outbound contact technology has improved 
tools for efficient, effective outreach. 

The 3 P’s of Outbound Dialing

Campaign Management

Multichannel Enablement

Social Networking Integration

and predictive. Preview dialing populates 
the agent’s screen with customer, 
product, billing and other information 
needed prior to the call. This ensures that 
customers aren’t bothered by requests 
for information they expect the agent 
to already have. These systems also 
help ensure that organizations are 
meeting Do Not Call requirements, 
as well as privacy and nuisance laws 
that vary by country and state.

An offshoot of preview dialing, 
progressive dialing continues to make 
calls automatically, instead of only when 
agents indicate they’re ready. Agents 
have a set amount of time to study a 
screen with the caller’s information. 
Also, progressive dialing enables agents 
to leave voicemail messages for patrons, 
unlike other outbound dialing methods.

Predictive dialing is particularly 
useful when contact centers want 
to make large numbers of calls, a 
common requirement for tasks such as 
telemarketing. This mode automatically 
dials groups of phone numbers and 
routes them to agents as they become 
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available. The system then monitors 
the call to see how it was answered and 
takes actions based on that information. 

For example, if the call goes to 
voicemail or hits a busy signal, the 
call is immediately ended. If a person 
answers the call, it is routed to an 
agent. Predictive dialers have replaced 
the autodialer, which has some of the 
same functionality but none of the 
intelligence of predictive dialers.

Predictive dialing increases 
agent productivity because agents 
talk only to live humans and don’t 
encounter hang-ups, busy signals or 
voicemail messages. Here’s just one 
example: At a large bank’s contact 
center, hundreds of agents handle 
telemarketing and collection services. 
The bank implemented a predictive 
dialing system to increase the number 
of successful calls. It worked — 
agents’ contacts-per-hour indicator 
increased by 46 percent, and staff 
productivity rose by 28 percent.

While outbound dialing and the 
inbound techniques discussed in the 

previous chapter are essential to the 
contact center, some organizations 
have found that blending the two 
produces the best results. A blended 
contact center allows agents to make 
calls to customers and prospective 
customers and also field inbound 
calls. The system manages the 
inbound and outbound calls in a way 
that keeps agents productive and 
bases assignments on priority. 

There are several ways to use 
blending. One method routes inbound 
and outbound calls based on agent skill 
sets according to those who are most 
suited to specific calls. Another option 
is threshold-based skill blending, which 
assigns some agents permanently to 
inbound calls and others to outbound 
calls, with a third set handling both 
inbound and outbound work. If all 
outbound or inbound agents are busy, 
the third set will be prompted to step in. 

The benefits of blending inbound 
and outbound dialing functions have 
been proven over time. Organizations 
can better handle fluctuating call 

PReview Dialing

Agents receive customer 
contact information prior 

to manually dialing out

PROgReSSive Dialing

Agents get customer information 
prior to automatic outbound 

calling by the system

PReDicTive Dialing

The system automatically dials 
numbers and routes them to 

agents when a call is answered

PReview

PROgReSSive

PReDicTive

OutbOund dialing 
OptiOns

volumes and use downtime to 
prompt agents to initiate calls. 
What’s more, these systems enable 
contact centers to increase their 
revenue per agent, per hour. 

In one case, a company turned to a 
blended inbound and outbound sales 
program to improve its standing against 
the competition, increase conversion 
rates, reduce call handling times 
and improve customer satisfaction. 
The program did the trick, and the 
company achieved all of its goals.

campaign Management
Whether a contact center uses 

an inbound, outbound or blended 
strategy, the ultimate goal is to 
successfully manage campaigns while 
maintaining customer satisfaction. 
Achieving those goals requires a 
contact strategy that makes the best 
use of skilled agents and automates 
campaign management and execution. 

It also calls for a solution that 
encompasses marketing messages 
from every channel used by an 
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organization’s customers. Finally, it 
means being able to measure customer 
experience and ROI across channels 
and make improvements on the fly.

Satisfying all of these requirements 
is possible only by deploying a single 
campaign management system. 
These systems provide a single point 
for administration, management and 
reporting; coordinate the marketing 
for all channels; and capture, record 
and organize responses. Other 
important features for a campaign 
management system include the 
ability to manage agent workflow, 
agent and call prioritization, call flow 
and data collection — all based on 
the organization’s business rules.

Done right, a campaign management 
system can improve campaigns in 
a variety of areas — collections and 
telemarketing, service and support, 

notifications and alerts, and blended 
inbound and outbound campaigns. 

In one case, a public-sector 
organization charged with gathering 
information for a survey turned to 
a campaign management system 
to manage hundreds of thousands 
of calls during a short time period, 
in addition to e-mails, faxes and 
letter responses to the campaign. 
The campaign management system 
successfully managed call and 
back-office workflow, maintaining 
appropriate service levels.

Multichannel enablement
While some customers still prefer 

standard methods of contact such 
as phone, fax and e-mail, a growing 
number prefer to communicate with 
an organization via newer methods, 
such as website-based click-to-
talk, chat, text, mobile app or some 
form of social media. Keeping in mind 
that everything revolves around the 
customer, contact centers must find 
ways to communicate with customers 
using their preferred method.

The problem today is that 
although many contact centers 
have the ability to communicate 
with customers via their chosen 
method, each of those skill sets 
stands alone, and the information 
often isn’t fully integrated. The risk is 
that customers begin to experience 
inconsistencies or a decrease in the 
quality of service they receive from 
the organization. However, there are 
many ways to avoid these problems.

Blending channels seamlessly 
within the contact center allows 
agents to interact with customers 
via a variety of methods, sometimes 
during a single session. For example, 
an agent talking to a customer on the 
phone could also send an e-mail with 
directions or information. Not only 
will that customer feel well served, 
but he or she won’t have to repeat 

information when initiating a different 
mode of contact during an interaction. 

Collaborative browsing provides 
another means of blending channels. 
With this method, customers and 
agents can view the same thing on their 
respective screens. That way, agents 
can help customers through a series 
of steps they may find confusing. In 
both cases, agents must have a single 
interface for all contact center channels. 

Of course, none of these features 
will work without agents who are 
well-trained in multiple channels. That 
is a major area of concern for contact 
centers that spend valuable resources 
making sure that agents have areas 
of channel competency. The goal is for 
agents to be able to multitask between 
voice calls, social media, chat and 
e-mail interactions with customers.

The first step is to assess an agent’s 
core skills. Chances are good that most 
agents are well versed in phone and 
e-mail transactions, but that may be 
the limit of their specialization. With 
the right evaluation, contact center 
managers can determine which channels 
are most appropriate for specific 
agents to learn. For example, younger 
agents may be more competent with 
social media or texting, and therefore 
more amenable to learning how to use 
those channels in the contact center. 

On another level, some agents may 
be more able to think outside of the box. 
Such agents may be better-suited to 
the problem solving and analytical skills 
necessary for dealing with unstructured 
technologies such as social media, 
which requires more thinking on the fly. 
Similarly, agents with strong writing 
skills may be best deployed to channels 
such as e-mail and text, while those 
with good verbal and listening skills 
may want to stick with voice calls. 

Finally, integrated administration, 
reporting and analytics are crucial. 
Integrated administration ensures 
that agent profiles, skills and routing 
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are being performed properly 
and in line with business rules. 

Integrated reporting and analysis 
enable contact centers to measure 
and assess agent and organizational 
performance across channels. With 
this information, the contact center 
manager can determine how to improve 
performance in a variety of areas, 
such as performance in a specific 
channel or with specific agents.

For one large organization with 
millions of customers in many 
countries, the goal was to add new 
communications channels to the mix 
to improve the customer experience 
and encourage repeat business. The 
company implemented a multichannel 
strategy that added live chat and web 
self-service to its existing phone 
and e-mail channels. The result 
was a major decrease in incoming 
phone calls, a significant reduction in 
average resolution time and a healthy 
increase in agent productivity.

healthcare 
company  
MOdernizes 
cOntact center

A healthcare benefits management company that specializes in 
managing medical tests and treatments was looking for ways 
to continue providing services in a timely manner. Traditionally, 
referring physicians communicate with the company’s contact 
center, where medical professionals decide if the procedures 
are necessary. The company eventually added a second contact 
center, and at the same time expanded its pool of home-
based staff, all operating in a Health Insurance Portability 
and Accountability Act (HIPAA)-complaint environment. 

By using modern contact center features and routing options, such 
as speech recognition, the company was able to optimize call  
routing and self-service applications. Today, the system routes  
calls faster and more accurately, improving the average answer  
speed and abandonment rate.

Social networking integration
There’s no doubt that the use of 

social media is growing fast. A recent 
survey by the research firm Nielsen 
Online revealed that social networks 
are now the most popular online 
activity, ahead of personal e-mail, 
gaming and search. The survey also 
noted that more people over the age 
of 55 are joining social networks, and 
that trend is expected to continue.

The ubiquity of social media means 
that organizations that truly want to put 
customers first must integrate social 
networking into their contact center 
strategy. That requires using social 
media to listen and respond (customers 
often use social media to complain about 
customer service) and to communicate 
with customers via social media if that 
is their preferred method of interaction. 

There are many other benefits as well. 
Social networking has a ripple effect 
— the more contacts an organization 
makes in social media channels, the 

more the organization’s reach extends. 
Other benefits include cost (using social 
media is free, although agent time 
isn’t) and the ability to gather valuable 
ideas for the business from customers. 
What’s more, social media chatter 
helps organizations further understand 
their customers, especially when 
paired with a sentiment analysis tool. 

But perhaps the most important 
reason to integrate with social media 
is the potential danger it poses to 
organizations that ignore it. For 
example, if a customer chooses to 
complain about something on his or 
her Facebook page or on Twitter, the 
post can go viral quickly. That’s why it is 
imperative that agents become aware 
of such postings immediately and be 
trained in how to respond to them. 

There are many ways to integrate 
social networking into the contact 
center. While some incorporate social 
media into a multichannel strategy, 
others prefer to dedicate agents 
to social media interaction. In both 
cases, contact centers benefit by 
implementing technology that helps 
undercover what customers are 
saying about them on social media. 
Armed with that data, organizations 
can develop a viable strategy.
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One of the challenges of social 
media in many organizations is who 
owns it — the marketing group, 
or customer service? In most 
cases, the answer is marketing. 

A workflow and a set of policies 
that spells out which issues should be 
directed to customer service must be 
laid out, including which issues go to 
marketing and which go to the legal 
department. It also means developing 
a social media response policy that 
clearly explains how agents and other 
organizational representatives should 
respond to various complaints.

Organizations are integrating social 
media into their contact centers 
with great success. In one case, a 
major multinational corporation 
wanted to incorporate social media 
to help build its brand. It branched 
out in a big way, posting scores of 
videos on YouTube and Flickr and 
becoming active on Facebook, 
Twitter and blogs. The business’s 
contact center now uses social 
media to engage and interact with 
customers, partners and employees; 
make announcements; and post 
value-added material. The company’s 
customers are using social media to 
state concerns and ask questions. 

In another case, a healthcare 
organization wanted to incorporate 
social media conversations into the 
contact center to both broadcast 
marketing content and reply to 
customer issues. The system now 
works extremely well. Agents 
receive an e-mail alert every 
time they are needed to reply to 
a social media communication.

Yet, despite the clear importance 
of social networking integration, 
relatively few organizations are 
doing it right. According to Ventana 
Research, fewer than one-third of 
companies currently have an active 
social media presence that they view 
as a benefit to customer service, 
while 18 percent plan to establish 
one in the near future. However, 40 
percent of respondents have no 
such plans. Ventana predicts that 
corporate interest in social media 
integration will grow over time. n
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Hardware Dials 
In the Future
Additional enabling technologies bring improvements 
across the entire customer-contact center interaction.

Although upgrades and improvements 
in contact center technology revolve 
around applications and infrastructure, 
there have been major changes in 
hardware-related areas that can foster 
significant benefits for contact centers.

Mobility has changed the fabric 
of the contact center, affecting both 
contact center staff and customers. 
For agents, the trend toward working 
remotely has created the need for more 
flexible technologies that improve the 
off-campus working environment.

Remote Upgrades
For example, softphones have 

made remote work easier and more 
productive. A softphone is an integrated, 
multimedia telephony application 
that runs on an agent’s desktop 
or tablet. Because softphones are 
application-based, they offer a more 
cost-effective way of outfitting remote 
agents while delivering the same 
functionality as traditional phones.

In addition, softphones have on-
screen controls and take up less 

space on the desktop than standard 
phones. They also integrate easily 
with other contact center capabilities 
such as IM, e-mail and presence.

Consider the wireless IP phone 
a distant cousin to the softphone. 
Wireless IP phones resemble standard 
phones, but use a wireless network to 
connect to the organization’s phone 
system or VoIP service. The devices 
also tend to have myriad features, such 
as unified communications capabilities, 
integrated barcode scanning, the 
ability to handle custom applications 
and support for Bluetooth headsets.

Some wireless IP phones offer 
extension mobility, which allows a 
unified IP phone to be temporarily 
assigned to a contact center worker 
simply by logging in to that phone. Once 
logged in, the phone accesses the user’s 
device profile. This enables users to be 
reached at their own extension on any 
phone within the extension mobility 
cluster, regardless of physical location.

The network appliance obviates the 
need for remote agents to use their own 

PCs. Instead, the appliance connects 
the remote agent to a screen that is 
directly controlled by the employer 
and has no native storage. Agents 
can plug handsets, headsets and 
monitors into the appliance. Because 
nothing is stored on the agent’s 
equipment, network appliances are 
extremely secure. Other benefits 
include a smaller desktop footprint 
and reduced energy consumption.

Supervisor Gains
In the contact center itself, while 

agents have some use for mobile 
technologies, it’s really in the 
supervisory capacity where mobility 
is taking off. Supervisors have begun 
relying on wireless headsets, tablets and 
smartphones to increase both their own 
and the contact center’s productivity.

With the right apps, supervisors can 
use tablets to walk the floor untethered 
while monitoring phone calls; coaching 
agents; keeping an eye on the schedule; 
monitoring metrics or call recordings 
in real time; reviewing agents’ screens; 

Remote Upgrades

Supervisor Gains

Mobility and the Customer

The Power of Video
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modifying queues; and sending and 
receiving e-mails, texts and IMs. They 
can also respond quickly to events 
such as call spikes or employee 
absences. In short, untethering contact 
center supervisors allows them to 
multitask and spend time with agents 
who need help or supervision.

To realize these benefits, 
organizations must devote the time 
and effort to integrate mobile devices 
with their CRM systems, workforce 
management systems, and other 
important data and applications. This 
kind of integration puts everything 
supervisors need to run the contact 
center right in their hands.

Mobility and the Customer
With the explosive growth of mobile 

device deployment worldwide, people 
have come to rely on mobile technology 
for everything. Providing customers 
with mobile access that enables 
self-service and fast interaction with 
sales, service and support will keep 
customers coming back. And providing 
mobile access to customers today 
doesn’t limit them to voice and IVR 
interactions. It allows them to also use 
text, social media, web and even video 

chat to interact with organizations.
But mobile devices are just the 

enabler. They aren’t very useful 
without good apps. A study by voice 
and language solutions provider 
Nuance Communications found 
that 80 percent of smartphone 
users believe an organization 
is innovative if it provides a 
mobile app for its customers.

The same survey found that 40 
percent of users liked that mobile 
apps are always available, unlike 
agents, while 25 percent liked 
the fact that mobile apps reduce 
hold time. Other popular features 
customers sought from mobile 
apps include an effortless transition 
to a live agent and ease of use.

The type and breadth of mobile 
customer service apps grows 
every year. The most successful 
ones capitalize on mobile 
devices’ native capabilities such 
as GPS, camera and video.

For example, an insurance 
company might develop a mobile app 
that allows policyholders to access 
agent and policy information, pay 
bills and submit claims complete 
with photos. A retailer could 
use the text alert feature on a 
smartphone to alert consumers to 
sales that are customized based 
on their shopping history. Such an 
alert could direct consumers to a 
mobile app they could use to make 
a purchase or ask questions.

Some of the most innovative 
mobile apps tap locational awareness 
to personalize the user experience. 
For instance, location can be used 
to help customers find the closest 
branch or store, or to note the 
scene of an accident for insurance 
purposes. Personalization also 
entails sharing a customer’s past 
history with the organization, 
account information and reason for 
contact between the mobile device 

and the enterprise customer service.
The key to innovation and success 

with mobile customer apps is to make 
them easy to use and powerful. The  
apps should work on most (if not all)  
mobile platforms and be fully integrated 
with the multichannel contact center  
environment. They should easily 
transition from self-service to a 
live agent when necessary.

In addition to benefiting the 
customer, mobile apps offer a significant 

////  40%
 

of smartphone 
users like that 
mobile apps 
are always 
available,  
unlike agents.

 Source: Nuance  
Communications survey

the  
Virtual  
agent
The growth of mobile apps and video 
enablement have ushered in the 
concept of a virtual agent — that 
is, a digital persona, an animation, 
or a 2D or 3D hologram that can 
answer customers’ questions and 
solve problems. These intelligent 
agents can provide customers 
with better, faster service at a 
lower cost to the organization.

There are many ways to use virtual 
agents. For example, in airport 
terminals they could help guide 
passengers through check-in and 
security. One online technology 
provider uses virtual agents to assist 
customers with product selection 
and purchasing. Since implementing 
the concept, the company has 
increased its customer support 
resolution rate while decreasing 
call center inquiries and e-mails.

In the hospitality sector, two major 
hotels have designed a “virtual 
concierge” to help guests with a 
variety of requests, such as theater 
and restaurant reservations, 
billing questions and check-out.
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opportunity for contact centers. 
Such apps, for example, can enable 
an organization to easily collect 
transactional data stored in mobile 
devices, such as account numbers 
and sales or service history, along 
with data from other apps, such as 
scanned barcodes or merchant data.

That information is invaluable. 
With the right analytics tools, it 
can be mined and used to create 
targeted ads for specific customers 
or for upselling and cross-selling.

The way a customer uses mobile 
technology to interact with an 
organization also generates valuable 
data. The websites that customers 
visit, what they download and the 
methods they use to contact the 
organization can serve to fine-tune 
that customer’s preferences for 
marketing and sales purposes.

The combination of valuable 
customer data and customer 
satisfaction that mobility generates 
improves service and reduces costs.

The Power of Video
Video technology is seeing explosive 

growth, and contact centers have begun 
to realize its potential. The technology 
has matured greatly and users have 
become much more comfortable using 
video on PCs, tablets and smartphones.

Today’s smartphones have high-
resolution front and rear cameras. At 
the same time, video technologies 
have evolved in the contact center 
with push technologies, video 
queuing and video-enabled IVR, 
sometimes called interactive voice 
and video response (IVVR).

By adding video capabilities to 
a contact center’s IVR system, 
organizations enable agents 
and customers to communicate 
through video-based channels 
and provide richer content. It also 
gives contact centers the ability to 
provide more useful information 

to customers and communicate 
via video if customers prefer.

Video enables not only better 
communication, but better collaboration. 
For example, if a customer is calling to 
complain about a broken product, he or 
she can actually show the problem to 
the agent. This can speed resolution.

There are other benefits as well. For 
agents, being able to see a customer 
can help them evaluate body language, 
which can be useful in solving issues. 
For example, if they see a customer who 
seems visibly upset, the agent might 
offer to escalate the call to a manager. 
On the flip side, customers can be 
reassured by seeing a friendly face.

With IVVR enabled, contact centers 
can implement “agent push.” This 
feature allows agents to send relevant 
video-based information to the 

customer, such as how-to videos or 
videos of a product in use. Agents can 
also send videos to users based on their 
purchase history, or use hold time to 
send marketing videos to customers. 
This can be done for users accessing the 
contact center via any method: web, 
kiosks, set-top TV or mobile device.

There are other useful features that 
can be enabled once video is part of 
the mix. For example, video queuing 
allows contact centers to push relevant 
information to customers while they 
are waiting to speak to a live agent. 
It can also display the user’s place 
in line or estimated wait time. Video 
menus are another bonus; instead of 
pressing an endless series of buttons, 
organizations can provide self-service 
menus that are more easily understood 
and navigable by customers.
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Contact centers are also using 
video on web-based channels; 
for instance, with live video chat. 
Using this feature, customers 
initiate a video chat, which provides 
more personal service along with 
the ability for agents to share 
web screens with the user and 
direct them to specific websites 
that might benefit them.

Tablets and smartphones are 
also driving video. In addition to 
being able to access video via the 
web on mobile devices, customers 
who rely on mobile devices will 
increasingly be able to access video-
based customer service specific to 
those devices. Organizations can 
easily add live video chat to their 
customer-facing mobile apps. For 
example, a hotel group launched a 
mobile app that allows its guests 
to connect with customer service 
via video to search and book 
rooms or speak with agents.

And video-enabled customer 
service kiosks allow customers 
to access information and speak 
directly with contact center 
agents via video. In one scenario, 
a retailer uses kiosks to allow 
customers to see an informative 
video on a particular product, 
or hold products up to a video 
camera at the kiosk and then talk 
to a product expert over video.

These benefits can be applicable 
to nearly any industry. For example, 
a bank with operations in several 
countries attracted a new generation 
of customers by deploying in-branch 
video kiosks and fielding customers’ 
video calls to the contact center.

Because video is a self-service 
technology, calls are routed more 
effectively and handled more 
quickly, enabling the bank to 
cut costs. Customers also have 
expressed great satisfaction 
with the technology.

The motor vehicle department 
in one state allows customers to 
conduct basic services such as 
license renewals, address changes 
and voter registration online and 
seek help with transactions via 
video. A major car rental agency 
installed hundreds of interactive video 
kiosks to help customers through 
the process of renting cars, which 
includes choosing the vehicle and level 
of insurance coverage and making 
other decisions that could otherwise 
require help from customer service.

ATMs represent yet another area 
where video has made inroads. 
Video-based ATMs allow customers 
to perform the same tasks as 
with standard ATMs (deposits, 
withdrawals and balance requests), 
while personally interacting with 
the teller. The teller might then 
discuss promotions the bank is 
running or perhaps call a prospect’s 
attention to low mortgage rates.

Television is another area where 
video-based customer service 
is expanding. Consider the hotel 
industry, which is adding video-
based customer service to televised 
offerings. In addition, IP-enabled 
set-top boxes bridge the gap between 
TV sets and broadband networks to 
enable video-based self-service.

As video matures even further and 
customers and contact center agents 
become more comfortable with the 
technology, it will yield opportunities 
for greater personalization and better 
self-service. For those that create 
innovative apps, there’s also real 
potential in competitive differentiation. 
What’s more, the use of video in the 
contact center will reach outside the 
first adopters — retail, service, finance 
and hospitality — to other segments. n

state agency 
reduces 
costs, 
Increases 
complIance
A state agency with multiple 
contact centers needed to replace 
an aging contact center built on 
traditional telecom technology 
with one that was more cost-
effective. The goal was to deploy 
a secure contact center that was 
fully compliant with state and 
federal regulations, within budget.

Other goals included integrating 
several separate contact 
center operations focusing on 
different constituent needs 
into a centralized system that 
would include live chat and 
encrypted e-mail. The system 
also had to simplify reporting 
and allow for the addition of 
social media over time.

A new VoIP solution now allows 
for secure transmission and 
real-time communications, 
not only between constituents 
and contact center staff but 
also between contact center 
staff and state program 
administrators. The deployment 
has significantly reduced 
long-distance costs, boosted 
productivity, enhanced continuity 
of operations and strengthened 
compliance with applicable 
mandates and privacy policies.
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Agent push 
This term refers to the ability for 

contact center agents to send relevant 
information, such as documents 
and video, to customers via their 
preferred communication channel.

Automatic call logging 
Automatic call logging is a process 

that stores call histories, noting 
the duration and subject of calls, 
along with agents’ comments. 

Automatic speech recognition
 This technology interprets 

human speech and converts it to 
text by breaking sentences down 
into digital strings or phonemes and 
then analyzing them individually. 

Big data 
This term refers to the fast-growing 

volume and variety of data that is 
inundating organizations today, 
including location data, video, texts, 
chats, social media and other data 
coming into the contact center.

Blended contact center 
A blended contact center follows 

a strategy that allows the initiation 
and reception of calls through multiple 
channels to boost efficiency. 

Business intelligence (BI)
BI is data that is collected by an 

organization for the purposes of analysis, 
data mining, business performance 
management and benchmarking.

Campaign management 
This term refers to the processes 

for managing and coordinating 
inbound and outbound marketing 
campaigns that include multiple 
channels, such as e-mail, social media, 
wireless, video, text and more.

Click-to-call 
This technology allows customers to 

enter their phone number and receive 
an immediate call back from a customer 
service agent, which eliminates hold time 
and improves the customer experience. 

Conditional routing 
Conditional routing is a feature that 

assesses queue conditions before routing 
calls so as not to overburden agents.

Contact center metrics 
These metrics measure contact 

center performance, such as the 
number of calls in a queue, an agent’s 
performance versus objectives, customer 
satisfaction scores versus objectives, 
and average response time, among 
hundreds of other relevant metrics. 

Customer relationship 
management (CRM)

 CRM systems help organizations 
manage their relationships with 
customers and sales prospects by 
collecting, storing and analyzing 
detailed information.

Extension mobility 
Extension mobility is a feature 

that allows IP phones to be assigned 
temporarily to a contact center employee 
simply by logging in to that phone. 

Hosted contact center 
This term refers to an entire contact 

center infrastructure hosted by an entity 
other than the organization itself, either 
at a provider’s site or in the cloud. 

This glossary serves as a quick reference to some of the essential
terms touched on in this guide. Please note that acronyms are
commonly used in the IT field and that variations exist.
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Interactive voice and video 
response (IVVR) 

IVVR technology adds 
video capabilities to a contact 
center’s IVR system. 

Interactive voice response (IVR)
 IVR technology recognizes a 

caller’s touch-tone input or speech 
and responds using voice or text-
to-speech technology. IVR also 
can route calls to agents.

Last-agent-handled routing 
This technology ensures that 

customers are reconnected to 
the same agent they spoke to 
previously, providing continuity of 
service and better resolution. 

Live chat 
Live chat is a contact method provided 

through a website that allows customers 
to get fast answers to their questions 
through back-and-forth interaction. 

Media Resource Control 
Protocol (MRCP) 

MRCP is a method developed by 
the Internet Engineering Task Force 
to integrate speech technologies 
into network equipment. 

Network appliance 
A network appliance is a device 

that connects a remote agent to a 
screen that is directly controlled by the 
organization and has no native storage. 

Outbound dialing 
Outbound dialing is an automated 

method of handling calls in which the 
organization initiates the contact. 

Predictive dialing 
Predictive dialing is a type of outbound 

dialing that is set up to automatically dial 
groups of phone numbers and route them 
to agents as they become available. 

Preview dialing 
This is a type of outbound dialing 

that populates the agent’s screen with 
customer, product, billing and other 
information they will need prior to the call. 

Progressive dialing 
Progressive dialing is a type of 

outbound dialing that continually 
and automatically populates the 
agent’s screens with relevant 
information prior to the call. 

Queue prioritization
This is a technique that moves 

prioritized calls ahead of other 
calls, usually to handle preferred 
customers, specific customer 
issues or urgent matters.

Screen pop 
A screen pop is a feature that 

populates an agent’s screen with a caller’s 
information, including identity, account 
information, call intent, history with the 
organization and call type classification. 

Short Message Service (SMS) 
SMS is a system that uses standardized 

communication protocols for sending 
short text messages from a mobile device 
or the Internet to another mobile device.

Skills-based routing
 This refers to the ability to route 

calls based on the agent’s skills/
knowledge and caller’s requirements. 

Social media
This means of interaction, in 

which people communicate in virtual 
communities, is fast becoming another 
contact center communication channel.

Softphone 
This term refers to Voice over Internet 

Protocol (VoIP)-based software that 
allows users to initiate and receive 
phone calls using a computer. 

Speech analytics 
Speech analytics refers to tools 

that extract and mine information 
from calls made to a contact center, 

and are used to improve customer 
service, marketing or performance.  

Structured data 
This is data that is logically organized 

and searchable, such as data in a 
relational database or spreadsheet.

Text-to-speech 
This technology converts text 

to words and then assigns each 
word a phonetic transcript. 

Time Division Multiplexing (TDM) 
TDM is a method that allows several 

connections to share a link’s bandwidth 
to carry data between points. 

Unstructured data 
This is data that lacks structure or 

does not reside in a fixed location, such as 
images, videos, e-mails and web pages.

Virtual agent 
A virtual agent is a digital persona, 

an animation, or a 2D or 3D hologram 
that can answer customers’ questions 
and solve customer issues. 

Virtual contact center 
This term refers to a contact center 

without a physical location, often staffed 
by home-based or remote agents.

Voice over IP (VoIP) 
VoIP is a communication 

protocol for making and receiving 
calls over the Internet instead of 
through traditional phone lines. 

VoiceXML 
This is a technology for creating 

audio dialogs that feature synthesized 
speech, digitized audio, recognition 
of spoken and keyed input, recording 
of spoken input and telephony. 

Wireless IP phone 
These devices resemble standard 

phones but use a wireless data network 
to connect to the organization’s 
phone system or VoIP service. 
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