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7 Top Priorities for the Future of Customer 
Engagement
by Tom Goodmanson 

�e “smart” technology that revolutionized our cell phones is 
finding its way into just about everything: medical devices, 
baby monitors, smoke detectors, thermostats, running shoes, 
even cows. Yes, cows: A company in the Netherlands 
developed a sensor that attaches to a cow’s ear, monitors its 
vital signs and transmits the data to a computer, which 
reports back to the farmer via email or text.

�e pace at which technology marches forward is just 
incredible. �e researchers at Gartner estimate that nearly 
12.5 billion devices are connected to the web, a phenomenon 
industry folks refer to as “�e Internet of �ings” (IoT). By 
2020, the number of connected “things” is expected to rise to 
30 billion. �at means more devices will be connected to the 
Internet than people. Should we be worried? Are computers 
finally taking over? Probably not, experts say, like Carlos 
Dominguez, a technology evangelist with Cisco. Reassuringly, 
he predicts that, although machines will be automating more 
and more processes, humans will still be in control—and 
responsible for the outcomes.

When it comes to the power of IoT and data, it’s high time 
customer engagement gets involved, and it all begins with the 
contact center. Here are my 7 predictions and key advice on 
where the contact center is going in 2016 and beyond.

PREDICTION #1: BRANDS WILL BE MORE “PROACTIVE.”

By the year 2020, your washing machine breaks down. It’s a 
relatively new model, equipped with sophisticated sensors 
that automatically alert the manufacturer if the appliance 
needs service. �e manufacturer then notifies you (via email, 
which it recognizes as your preferred method of contact) that 
the machine needs repair.

A virtual agent initiates a service call by accessing your 
Outlook or iCal calendar to set up an appointment. On the 
scheduled day, the tech gains access to your home by entering 
a one-time passcode into your front door (which is outfitted 
with a smartlock), completes the repair, and triggers an 
automated confirmation email to you and to the 
manufacturing center. �e ticket is closed. Your washing 
machine is up and running before you even missed it.

For contact center leaders, however, this vision of the future 
might seem daunting. A service environment with this level 
of automation, one that blurs the line between agents and 
distributed “experts,” doesn’t just establish itself, and it 
certainly doesn’t happen overnight.

PREDICTION #2: VIRTUALIZATION WILL BREAK DOWN THE 
“WALLS” OF THE CONTACT CENTER.

As more agents are working remotely, in di�erent countries, 
di�erent time zones and in di�erent languages, the contact 
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center’s systems—for workflow, CRM, analytics—will have to 
be more tightly integrated.

PREDICTION #3: SELF-SERVICE IS THE KEY TO SUCCESS.

�e expansion of self-service options—from the traditional 
IVR to website help to community-based tech support (what 
some call “social customer service”)—will also increase, 
enabling customers to get fast answers to their questions, 
especially routine ones, without human interaction. 
Remember that however service is delivered—by a human or 
by a machine—the customer is still interacting with your 
brand. Is that interaction positive or negative? Does it 
strengthen or weaken your reputation? Understanding these 
touch-points and how they shape your customer’s experience 
will be more important than ever.

PREDICTION #4: EVERYONE MUST BE AN EXPERT – IN 
SOMETHING.

If self-service and automation are the norm in 2020, what 
does that mean for agents? People’s roles will certainly 
change, and the need for specialized care from subject-matter 
experts inside the enterprise is likely to rise.

In the future, the first point of contact for the customer whose 
problem is not routine might be a subject-matter expert. 
Ideally, contact centers will know enough about who is calling 
(or emailing or texting) and why the customer is reaching out 
so they can automatically direct the customer to the right 
person right away. �e boundaries between agent and 
external expert will blur.

As customer service becomes more specialized, it will also 

broaden, making everyone in the organization a 
customer-facing “agent.” In order to solve customers’ 
problems swi�ly and e�ciently, every customer-facing 
employee must be able to access the same service processes 
and technologies.

PREDICTION #5: CUSTOMERS LIVE AND BUY IN AN 
OMNI-CHANNEL WORLD.

Twenty years ago, customers had basically one channel: the 
phone. But call centers obviously aren’t just for calls 
anymore—you have email, chat, social media, even texts to 
manage, too. In 2020, you’ll probably have more channels, and 
your contact center must be flexible enough to support all of 
them.

Machine-to-machine (M2M) communication, a term referring 
to technologies that enable wireless and wired systems to 
communicate with each other, will be the channel of the 
future. We saw that in the washing machine scenario, where 
the sensors in the machine “talked” to another machine—a 
computer—and set the whole process in motion. Touch-points 
are going to multiply and standards will become critical.

As the Internet of �ings marches on, sensors and smart 
technology will be built into more and more products (many 
of which we can’t even imagine yet). �e problem is that 
today these things are created with their own protocols, for a 
specific purpose, to function in one specific 
environment—meaning they may not be compatible with 
other things. As standards are developed by the technology 
community, this vast network of connections will become 
incredibly useful. But it also means that much more data 
must be aggregated to transform it from information into  



knowledge and then, ultimately, into wisdom.

PREDICTION #6: SECURITY WILL BE A PRIORITY WITH DEEPER 
CUSTOMER ENGAGEMENT.

With all this virtual connectedness and emerging channels 
comes the need for tighter security—not only at the network 
level, but also physical security at the end point. Of course, 
security is not a new concern for contact centers. You’ve 
always had to worry about protecting customer data, from 
credit card numbers to medical records. �e Internet of 
�ings creates many new layers of vulnerability.

�ink back to the washing machine scenario. Imagine the 
security risks at every point in that process (access to the 
customer’s calendar, physically entering the home, having to 
trust their home’s network security, and so on). For folks like 
Carlos Dominguez (the guy who assures us that people will 
still be in control), security is one of the biggest challenges we 
face in the future.

“Intelligence and security at the edge will be critical,” he says. 
“We’re moving from millions to billions of connections, and 
as more things connect to the network, the requirement that 
intelligence and security work at the local edge will have a 
profound impact on product and network design. Identifying 
what is connecting, how to protect it and how to manage it 
will be critical.”

PREDICTION #7:  DATA DOESN’T MATTER WITHOUT POWERFUL 
ANALYTICS.

Without a doubt, analytics will be absolutely vital for the 
multichannel contact centers of 2020. It will be more   

important than ever to have systems in place to handle all 
that data, organize it and mine it. And once you’ve mined it, 
you must also be prepared to act on it based on best practices.

With the right analytics systems, you can take huge volumes 
of data and pick out the important patterns and 
trends—without having to know the right questions to ask. 
With the right analytics, you can tap into one of the single 
most powerful competencies in the contact center: real-time, 
root-cause analysis. And with the right analytics, you have a 
reliable decision-making engine, providing directional 
guidance for the road ahead.

HERE’S MY ADVICE FOR THE FUTURE:

START SIMPLE. LOOK AT 2016. What incremental changes can 
you make in the next six to 12 months? In terms of security? 
Analytics? Automation? Channel readiness?

SECOND, DO YOUR HOMEWORK. While it’s hard to find the time 
when you’re putting out fires le� and right, it’s essential to 
make an e�ort to research new tools and technology. Find out 
which ones could help improve performance and service and 
catalyze top line growth. My advice may sound obvious, but 
seek out systems that are easy to use and clear as crystal; the 
more complex your systems are, the simpler your interfaces 
must be. Some call it “simplexity”—the idea that a simple 
interface can dramatically improve the usability of complex 
systems.

If the future looks to be anything, it’s complex. �e good news 
is that the right tools—ones that are flexible and 
extensible—can make all the di�erence. With the right tools, 
you’ll be able to keep up with the data, the billions of  



connections, the myriad channels customers will use to reach 
you. And these complex systems will harvest more data, 
which will enable pure analysis, and ultimately lead to better 
decisions.

FINALLY, GET READY TO CHAMPION THE CAUSE.  Prepare to open 
the eyes and minds of other leaders in your business, 
advocating where necessary for investments in new 
resources and so�ware. �e consequences of not keeping up 
with changing technology could be dire. I think about 
Kodak—how, in the same month that Facebook bought 
Instagram for a billion dollars, the camera pioneer filed for 
bankruptcy. Either Kodak never saw the changes coming or 
didn’t ready itself for the future.

THE MORAL OF THAT STORY? INNOVATION IS IMPERATIVE.  In 
fact, I think it’s one of the two essential survival skills for 
2020. �e other one is being customer conscious, which will 
be one of the few ways companies can di�erentiate 
themselves in a highly automated environment. Marry the 
two—innovation and service—and you’re likely to keep your 
customers happy long into the future.



If there’s one thing I’ve learned from being in this industry for 
more than a decade, it’s that when things change, they change 
very quickly. At Calabrio, we like to stay ahead of the curve so 
we can meet our customers where they want to be tomorrow, 
instead of where they were yesterday. We do this in many 
ways, one of which is staying up to date on industry research.

One of the places I look for trends is in the 2016 Dimension 
Data Global Contact Centre Benchmarking Report, the most 
extensive global contact center survey in the industry. Below 
are the top three insights from the report and what you can 
do to make sure your business stays ahead.

1.  DIGITAL CHANNELS NOW ACCOUNT FOR 42% OF ALL CONTACT 
CENTER INTERACTIONS.

Not only have digital interactions gained substantial ground 
in 2016, but digital interactions, like chat, email, social media, 
SMS, etc., are on track to overtake phone interactions by the 
start of 2017.

WHAT YOU CAN DO: Establish an omnichannel strategy. 
Millennials are overtaking older generations as the dominant 
purchasing and decision-making group. �ey want to be able 
to reach your business on the channels where they feel most 
comfortable. If your business isn’t currently using these 
channels e�ectively, now is the time to start.
 

2.  80% OF ORGANIZATIONS NOW VIEW CUSTOMER EXPERIENCE 
AS A COMPETITIVE DIFFERENTIATOR.

Consider the following scenario:  Michelle is thinking of 
opening a new checking account, but she’s not sure if she 
wants to go with Bank A or Bank B. A�er researching each 
one to learn more about account o�erings, she realizes both 
banks provide basically the same o�er. However, Bank A put 
her on hold for a long time, never addressed her by name, 
wanted to sell her services she wasn’t looking for and seemed 
to be in a rush to get her o� the phone. It’s that experience 
that ultimately makes Michelle decide to go with Bank B. 
While this anecdote might seem overdramatized, the truth is, 
your customers face similar customer service experiences 
every day.

WHAT YOU CAN DO: Invest in analytics tools and technologies 
that will help your company measure customer satisfaction 
and track it over time. Not only will this data help you 
recognize problem areas (i.e. average hold times are too long), 
it will also help you connect customer experience to other 
important aspects of your business such as sales, customer
 loyalty and employee engagement. 

3.  OVER 60% OF ORGANIZATIONS ARE NOW PLANNING FOR THE 
CLOUD.

Top 3 Insights from the 2016 Global Contact 
Center Benchmarking Report  
by Brad Snedeker

GO TO POST

http://calabrio.com/blog/top-3-insights-2016-global-contact-center-benchmarking-report-2/
http://dimensiondatacx.com
http://dimensiondatacx.com


�e benefits of the cloud are many. On top of reducing costs, 
in many instances, cloud solutions provide access to new 
functionality without the costs associated with maintenance 
and upgrades.

WHAT YOU CAN DO: While it’s clear that cloud technology is 
here to stay, you don’t have to move everything over at once. 
Hybrid cloud solutions that can combine legacy systems with 
cutting edge technology are a perfect and increasingly 
popular option for businesses that are unsure about or 
unable to switch over completely. Additionally, if upfront 
migration costs have been holding you back, I recommend 
taking a look at Calabrio’s most recent ebook on the Total Cost 
of Ownership. It’s full of tips for thinking about the costs of 
your contact center tools more holistically so you can make a 
fully informed decision.

http://calabrio.com/total-cost-of-ownership-ebook/
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Providing the best customer experience possible is at the top 
of every company’s priority list. Brands know that customers 
want personalized, proactive service that validates their 
purchase decision. Customers want brand interaction to be 
seamless and easy, and brands know that they risk losing 
their competitive advantage if they fail to deliver.

With this pressure mounting, it is important to realize that 
you can—and should—lean on your vendors to provide you 
with the tools and services you need to both meet and exceed 
customer expectations. In the contact center, it’s your job to 
respond to customer queries in a timely manner—and we 
believe that your contact center systems providers should do 
the same for you.

If your vendor isn’t hosting user groups or soliciting your 
suggestions, it may be time to start shopping. �is feedback 
should roll right up into innovation. Two-thirds of Calabrio 
product enhancements are a result of direct customer 
feedback.

�e WFO space has been traditionally characterized by 
high-cost systems accompanied by poor service. If this isn’t a 
business model you would use for your own organization, 
there is no reason you should accept this from your vendor. 
�e best relationships are partnerships based on trust and 
commitment earned through actions, not just words.

Even when some vendor relationships don’t feel much like a 
partnership, many contact centers feel there is no means of 
escape because of complex upgrades or expensive contracts. 
If this describes your organization, the best course of action 
may be to conduct a Total Cost of Ownership analysis to truly 
understand both the hard and so� costs of your vendor 
relationship. You might find that switching vendors, even 
mid-contract, may actually be more cost-e�ective in the long 
run – even if the upfront costs seem daunting.

�e key is to gather the right information and insights needed 
to make the right decision for your organization. �at’s why
we’ve created this TCO ebook. We like to think of it as a first 
step in showing our commitment to you so you can start 
asking the right questions and getting the answers you 
deserve.

At Calabrio, we believe our customers are our greatest assets. 
We truly want to earn your business each and every day, so 
by equipping you with this tool, we hope you’ll feel you can 
rely on us the way your customers rely on you.

The Vendor Experience: Why You Should Want More 
by Brad Snedeker
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broaden, making everyone in the organization a
customer-facing “agent.” In order to solve customers’ 
problems swi�ly and e�ciently, every customer-facing 
employee must be able to access the same service processes 
and technologies.

PREDICTION #5: CUSTOMERS LIVE AND BUY IN AN 
OMNI-CHANNEL WORLD.

Twenty years ago, customers had basically one channel: the 
phone. But call centers obviously aren’t just for calls 
anymore—you have email, chat, social media, even texts to 
manage, too. In 2020, you’ll probably have more channels, and 
your contact center must be flexible enough to support all of
them.

Machine-to-machine (M2M) communication, a term referring 
to technologies that enable wireless and wired systems to 
communicate with each other, will be the channel of the 
future. We saw that in the washing machine scenario, where 
the sensors in the machine “talked” to another machine—a
computer—and set the whole process in motion. Touch-points 
are going to multiply and standards will become critical.

As the Internet of �ings marches on, sensors and smart 
technology will be built into more and more products (many 
of which we can’t even imagine yet). �e problem is that 
today these things are created with their own protocols, for a
specific purpose, to function in one specific 
environment—meaning they may not be compatible with
other things. As standards are developed by the technology 
community, this vast network of connections will become 
incredibly useful. But it also means that much more data
must be aggregated to transform it from information into  

Many of us rely on GPS navigation while driving to avoid getting 
lost on our way to a destination. However, a good GPS isn’t static; 
it will o�er up alternate routes depending on things like tra�c 
and road closures. Essentially, it knows that there is never just 
one way to get somewhere and it adjusts its strategy accordingly.

In the same way, customers choose to use di�erent channels to 
meet specific needs they have (conflict avoidance, convenience, 
speed/immediacy, etc.), just like GPS systems o�er di�erent 
routes to meet specific needs (e.g., convenience, fastest route, 
avoid tolls, etc.). With companies increasingly adopting this 
omnichannel approach, new levels of importance are now 
placed on the contact center’s ability to analyze the data coming 
from all of those channels in one comprehensive package. By 
doing so, the contact center can go beyond traditional 
interaction—it can truly gain a holistic view of their customers 
and become one of the most e�ective customer engagement 
tools in a company’s arsenal.

Given the breadth of modern technology, it only makes sense 
that customers are interacting with companies using the same 
channels they use for personal purposes—and that doesn’t 
always include the telephone. It has evolved to include email, 
social media and text messaging, so now companies can analyze 
data from multiple avenues to understand customer behavior.

However, if a contact center looks at each channel’s data in a silo, 
in turn, the organization has no choice but to look at the contact 
center’s fragmented data in a silo. If both the contact center and 
the larger organization continue to take the silo approach, 

they will miss valuable insights that can drive customer 
engagement strategies. By failing to make adjustments and 
changes based on those insights, they risk poor interaction with 
customers and, ultimately customer churn.

If a contact center can integrate data from all aspects of the 
omnichannel approach, then the company as a whole has the 
opportunity to treat the contact center as another step on the 
customer journey. Post-sale data will a�ect pre-sale strategies, 
and the contact center can adjust its e�orts by using the most 
comprehensive view available of customer engagement data. 
�is will then cement the contact center’s importance to the 
overall organization, not just to the post-sale customer 
relationship. As more and more data is collected and analyzed, 
the contact center will become increasingly critical to a brand’s 
overarching strategy.

While analyzing multiple avenues of communication is a great 
starting approach for the contact center, it’s not the end of the 
journey. �e important part is analyzing that data across those 
channels to develop a complete view of the customer—and then 
rolling those findings up to the greater organization. Not only 
does this allow the contact center to better understand the 
customer, it allows the brand to make more informed decisions. 
By building on their existing omnichannel strategies to include a 
cumulative view of customer data, the contact center can be 
more e�cient, responsive and accountable. �en, just like a good 
GPS, a company can adjust and improve strategies while 
providing the best methods possible for a customer to continue 
along the journey.

Omnichannel is Here: The Case for a Digital Contact 
Center     
by Matt Matsui
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When it comes to making operations more e�cient, most 
executives know they need to leverage data to identify areas 
of improvement. Data collection and storage is manageable, 
but executives can easily find themselves with a mountain of 
information and more questions than answers. How do you 
move from the collection phase to extracting insights and 
driving real value for the company? 

One option is to hire a team of highly trained data scientists 
to dig through the data. While this may net good results, it is 
also quite costly and may not be very realistic for smaller 
businesses. �e other option is to partner with a technology 
provider that has both the man and technical power to 
perform integrated data analysis and derive insights for you, 
the way Calabrio does for our customers.

If you’re in the midst of data deluge, here’s how integrated 
analytics can help.

1. DATA MART: �e more channels from which you collect 
customer data, the longer it takes to aggregate the data and 
view it as a whole. One advantage of using integrated 
analytics to see the big picture is the concept of the data mart. 
Dubbed the “inflatable kitchen” by our analytics team, 
Calabrio’s data mart technology is ready to go, right out of the 
box. In about two weeks, organizations are able to integrate 
data from all of their systems and begin gleaning insights. 
�is is a stark contrast to the months it would take to find and 

train the right team of people or overlay separate pieces of 
bulky analytics so�ware. Instead the rapid installation of the 
data mart means fewer missed opportunities to start making 
sense of that mountain of data.

2.  DATA VISUALIZATION: With integrated analytics, executives 
across the organization—from customer relations to HR—can 
access information about people and products in 
unprecedented ways. Let’s take for example a contact center 
manager that is curious about a particular agent’s 
performance. In a normal situation the manager would have 
to submit an IT request, wait for a custom query to be built 
and then wait again for the information to come back. With 
integrated analytics, they can simply type the agent’s number 
and see everything from how many calls that person has 
taken in the last hour to what kinds of resources are open on 
his or her desktop during calls.

3.  PREDICTIVE INTELLIGENCE: Another major advantage of 
capturing and processing all of an organization’s data in one 
place is the ability to start identifying important patterns. 
Whether it’s recognizing certain words that come from 
unhappy customers, or call lengths that result in high agent 
performance, integrated data can be used to predict answers 
to any number of business questions. Best of all, the more 
data an organization can collect and analyze over time, the 
more they can predict outcomes and take preemptive action 
to get ahead of negative results before they occur. 

3 Ways Integrated Analytics Can Solve Your Data 
Nightmare     
by Matt Matsui
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Last month, Adobe Marketing VP, John Travis, shared insights 
from Adobe’s 2016 Digital Trends report, including which 
opportunities businesses are most excited about this year. 
�e number one response? Customer Experience.

“In 2014, it emerged as a top priority for marketers. In 2015, it 
gained momentum. Now, in 2016, it’s so important, it pulls 
other priorities into its orbit,” explained Travis, drawing 
parallel between customer experience and the sun. But, if this 
burgeoning field is really the center of a business’s 
metaphorical solar system, then the contact center is the 
high-powered telescope through which the C-Suite can zero 
in.

Like a telescope, the basic structure and functionality of the 
contact center hasn’t changed very much since inception: A 
customer calls (or nowadays emails or starts a chat), a 
representative answers, an exchange occurs, then on to the 
next call. On its own, this one interaction may not be so useful 
to the development of corporate strategy, but multiply it over 
a few hundred times a day, 365 days a year, and a substantial 
set of quantifiable data will emerge. Calabrio helps businesses 
focus this lens.

During a 12-month period between 2014 and 2015, Calabrio 
recorded more than one billion calls. �at’s a serious number 
of calls and a serious amount of power when it comes to 
examining how your customers are interacting with you—

and it goes beyond the usual marketing and sales channels. 
However, simply collecting data and storing it is about as 
useful as pointing your telescope at the ground. In order to 
make it actionable, businesses must have the right 
technology in place.

For contact centers, that technology can include anything 
from omnichannel recording and analytics tools to workforce 
management (WFM) solutions or—better yet—Calabrio ONE, 
a comprehensive so�ware suite that handles all of the above. 
With these technologies, businesses can sort and analyze 
data in real-time, revealing clear trends. With this 
information, organizations can both ask and answer 
questions to help drive decisions that improve the customer 
experience. Why are your customers contacting you? Are they 
le� frustrated or satisfied? Do they have to make contact 
multiple times, and if so, why? �ese are just a few examples 
in a limitless list of possibilities, and every company can turn 
the insights gained from Calabrio ONE into tailored, 
empirical, customer-conscious business changes.

Bringing Customer Experience into Higher Focus 
by Tom Goodmanson
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The Top Trend to Change Our Industry in the Next 
Five Years
by Brad Snedeker

We think about analytics frequently at Calabrio. We think 
about how to improve the use of data, how best to implement 
analytics strategies, and how to make that data work in 
meaningful ways for businesses like yours. It’s not just 
because we’re data lovers (we are!), it’s because we know 
analytics is the key to unlocking what’s been so close yet so 
out of reach for so long—the voice of the customer.

Every day businesses collect an enormous amount of data 
from their customers from various channelsincluding the 
contact center—with technologies such as Calabrio ONE. Le� 
to sit in a database, the data is not very useful. But with the 
help of analytics, data can be broken down and analyzed in 
ways that highlight relevant trends and outliers.

�is type of data analysis allows companies to deliver better, 
more personalized customer experiences—something 
Forrester argues is a business’s only real competitive 
di�erentiator. As companies compete to gain a more intimate 
understanding of their customers and deliver even more 
personalized experiences, analytics will be at the heart of it 
all.

In fact, analytics was voted as the top trend to change the 
contact center in Dimension Data’s 2016 Global Contact 
Centre Benchmarking Report. Considering how much we love 
customer analytics here at Calabrio, we weren’t surprised. 
However, what was surprising was that, even though the 

advantages of analytics are so clear, the report noted that 
more than 49% of organizations say they don’t share 
customer intelligence outside of the contact center. �at 
means nearly half of all businesses currently investing in 
analytics aren’t getting the full value because they aren’t 
connecting to or collaborating with the larger enterprise.

We see this as an area of immediate opportunity for 
businesses, and a sign that organizations have not realized 
the full potential of analytics. We also believe that the 
businesses who start sharing contact center data across the 
organization will be the companies that create the highly 
personalized journey that customers are looking for. 
Integrated organizations will win the loyalty of customers, 
while those that stay siloed will lose.

It’s time to break down departmental walls and start giving 
customers the experience and service they’re looking for. It’s 
time to integrate contact center analytics with the enterprise.

Learn more about how analytics can help departments from 
across your business extract meaning from customer data.
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To Bot or Not to Bot?  
by Rebecca Martin

Recently, Facebook announced at its F8 developer conference 
that it would allow businesses to build “bot” technology for 
Facebook Messenger. Chatbots are equipped to answer basic 
questions from customers, accept orders, and provide general 
customer assistance. �e theory is that companies can better 
serve their customers using bots because they will be readily 
available when needed. �ere’s even the notion that chat bots 
could replace contact centers at some point down the line. 
However, many of these bots have received lackluster 
reviews, further reinforcing the fact that companies should 
only embrace chat bots as an additional way for a brand and 
customer to communicate, and never as a replacement for 
human interaction.

As companies try to find the balance between traditional 
channels and emerging communication methods, it’s 
important to remember that customers want options beyond 
the phone. Whether those options are mainstream, such as 
text messaging and email—or as advanced as chat bots—they 
all provide additional ways for customers to get in touch. In 
addition to being another communication channel, chatbots 
provide brands with valuable data about customer questions 
and habits.

�at said, when companies tip the scale in favor of those 
other channels and deemphasize traditional voice 
interaction, customer satisfaction scores decrease. In fact, 
51.7% of customers ages 35-54 still prefer to interact with a 

company by phone, and think a phone call is the most 
e�ective way to resolve an issue, especially if it’s an urgent 
matter. While digital channels are set to overtake the phone 
by the end of 2016, companies must still continue to include 
phone capabilities in their omnichannel strategies in order to 
give customers what they want. In a world where customer 
loyalty is low, companies simply cannot a�ord to disappoint 
customers.

Today, the biggest risk in attempting to replace humans with 
technology is that companies fail to deliver the desired 
customer experience. Sure, it may be convenient to hop on 
Facebook Messenger to ask a chatbot some questions, but so 
far many customers have been le� scratching their heads at 
bot responses. �is is because Facebook’s bots are 
pre-programmed with a set of canned responses rather than 
possessing artificial intelligence capabilities, so the bots may 
give customers irrelevant answers or simply ignore them all 
together if they try to engage in a conversation. Even those 
with artificial intelligence can’t consistently deliver the best 
service to customers.

So does this mean companies should abandon the notion of 
bots altogether? Absolutely not. Bots can still be a great way 
to support a business’s omnichannel strategy and gather 
information about customers. When used appropriately, they 
can collect data on what questions customers are asking, 
where products and services can be improved, and what 
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customers really want—just not at the expense of direct 
phone communication with trained personnel.

At Calabrio, we know taking an omnichannel approach is 
imperative to allowing customers to communicate in the 
ways they feel most comfortable. We also know that 
bolstering the contact center with the right people is 
imperative to delivering the personal experience customers 
crave. By keeping customers happy, brands can cultivate 
loyalty and reduce churn—and we’re here to provide the right 
customer engagement solutions to deliver on that promise.



they will miss valuable insights that can drive customer 
engagement strategies. By failing to make adjustments and 
changes based on those insights, they risk poor interaction with
customers and, ultimately customer churn.

If a contact center can integrate data from all aspects of the 
omnichannel approach, then the company as a whole has the 
opportunity to treat the contact center as another step on the 
customer journey. Post-sale data will a�ect pre-sale strategies, 
and the contact center can adjust its e�orts by using the most 
comprehensive view available of customer engagement data. 
�is will then cement the contact center’s importance to the 
overall organization, not just to the post-sale customer 
relationship. As more and more data is collected and analyzed, 
the contact center will become increasingly critical to a brand’s 
overarching strategy.

While analyzing multiple avenues of communication is a great 
starting approach for the contact center, it’s not the end of the 
journey. �e important part is analyzing that data across those 
channels to develop a complete view of the customer—and then
rolling those findings up to the greater organization. Not only 
does this allow the contact center to better understand the 
customer, it allows the brand to make more informed decisions. 
By building on their existing omnichannel strategies to include a
cumulative view of customer data, the contact center can be 
more e�cient, responsive and accountable. �en, just like a good 
GPS, a company can adjust and improve strategies while 
providing the best methods possible for a customer to continue 
along the journey.

Our annual Calabrio Customer Connect (C3) event has 
wrapped, and we are still feeling the buzz of excitement. For 
us, C3 is not only a time to share our vision for the future, but 
to hear the business challenges our customers are trying to 
solve and which best practices they are using to get the 
insights they need—and we think we succeeded in both.

Over the last week, we covered a lot of ground, met some 
wonderful people, heard from our incredible customers, 
partners, and industry experts about how Calabrio is helping 
them catalyze growth, and even hosted a Prince-themed bash 
that had everyone partying like it was 1999. We are so grateful 
for every person who planned and attended the event, 
because it was the collective ideas and e�ort that made C3 
worthwhile.

Choosing only ten takeaways was challenging, but here they 
are:

1. CUSTOMER EXPERIENCE HAS NEVER BEEN AS IMPORTANT AS 
IT IS TODAY, AND THAT WILL GROW.

According to a CEI report, nearly 86 percent of customers will 
actually pay for a better experience, which is a huge indicator 
of where your priorities should lie. And don’t forget that 82% 
of customers have le� a company because of a bad customer 
experience. In order to remain competitive, your company 
must deliver an experience that meets or exceeds  

expectations—and that starts in the contact center. By 
aligning your brand promise with your marketing message, 
you can cultivate customer engagement that will ultimately 
lead to growth and future success.

2.  IT’S NOT JUST ABOUT ENGAGING YOUR CUSTOMERS; IT’S 
ABOUT ENGAGING YOUR TEAM.

An engaged team of agents is more likely to build great 
relationships with your customers. Over 80% of customers 
say a happy employee improves the customer experience. As 
with any job, contact center agents need purpose and job 
satisfaction in order to stay engaged. By setting expectations, 
developing a path to success, providing the right tools, and 
publicly recognizing high performers, you can create the kind 
of environment where agents are motivated and engaged 
and, in turn, deliver the level of service your customers 
expect.

3.  CUSTOMER COMPLAINTS AREN’T BAD IF YOU HANDLE THEM 
THE RIGHT WAY.

While complaints are never fun for those who handle them, 
they truly are an opportunity to hear directly from customers 
about the issues they’re experiencing. Complaints are your 
company’s chance to turn those grievances into a positive 
experience. By training your team to listen to customers, 
validate their frustrations, o�er a sincere apology, and fix 

C3 Recap: The Top Ten Takeaways from the Calabrio 
User Conference     
by Tom Goodmanson
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train the right team of people or overlay separate pieces of
bulky analytics so�ware. Instead the rapid installation of the 
data mart means fewer missed opportunities to start making 
sense of that mountain of data.

2.  DATA VISUALIZATION: With integrated analytics, executives 
across the organization—from customer relations to HR—can
access information about people and products in
unprecedented ways. Let’s take for example a contact center 
manager that is curious about a particular agent’s 
performance. In a normal situation the manager would have 
to submit an IT request, wait for a custom query to be built 
and then wait again for the information to come back. With
integrated analytics, they can simply type the agent’s number 
and see everything from how many calls that person has 
taken in the last hour to what kinds of resources are open on
his or her desktop during calls.

3.  PREDICTIVE INTELLIGENCE: Another major advantage of
capturing and processing all of an organization’s data in one 
place is the ability to start identifying important patterns. 
Whether it’s recognizing certain words that come from
unhappy customers, or call lengths that result in high agent 
performance, integrated data can be used to predict answers 
to any number of business questions. Best of all, the more 
data an organization can collect and analyze over time, the 
more they can predict outcomes and take preemptive action
to get ahead of negative results before they occur. 

the problem, you can build the kind of customer trust that 
results in loyal long-term relationships.

4.  THE “THROWAWAY” WORDS TELL YOU MORE THAN YOU 
THINK.

When looking at speech analytics, remember to look at the 
functional—or “throwaway”—words just as carefully as the 
contextual ones. �e way a customer uses pronouns is a huge 
indicator of closeness to or distance from your brand. Even 
the use of the word “the” over “a” expresses a shared 
experience, versus a request. By reading between the 
perceived “important” words, you can gain even more insight 
into customer sentiment.

5.  FLEXIBILITY IS KEY TO THE MODERN CONTACT CENTER, AND 
THE CLOUD WILL GET YOU THERE.

Contact centers aren’t traditionally known for flexibility but, 
in today’s world, it’s important to deliver the flexibility that 
agents want. Whether your team can benefit from flexible 
schedules or working from home, the cloud is delivering the 
right tools and technology to accommodate a global 
workforce. �ese advancements are just the beginning and, as 
the cloud takes over, the modern contact center will be a hub 
of customer engagement that can increase top-line growth for 
the entire company.

6.  YOUR CONTACT CENTER ISN’T THE ONLY GROUP OF 
EMPLOYEES THAT IS TALKING TO YOUR CUSTOMERS.

In the age of subject matter experts and specialization, 
customers are engaging with employees outside of the 
contact center more than ever. �is means that contact center 

tools, like speech and text analytics, may apply to other 
departments, such as sales or marketing. When looking at the 
broader organization, take note of where customers are 
touching your brand. You just might find that there’s just as 
much benefit to capturing these conversations as there is to 
capturing conversations inside the contact center.

7.  WHEN USING ANALYTICS, FORMULATE YOUR QUESTIONS AND 
ADJUST TO FIND YOUR ANSWERS.

Building the right queries may seem overwhelming, but 
sometimes it’s just about asking the right questions. Do you 
want to see if there’s a correlation between agent tenure and 
first call resolution? You may not get the queries right the first 
time but, by evaluating and adjusting, you’ll find that the 
answers do lie in the data and that analytics are the backbone 
to any successful contact center.

8. OMNICHANNEL IS HERE, SO MEET YOUR CUSTOMERS WHERE 
THEY ARE.

In the past, phone or voice was the dominant channel for 
customer communication. Today, there are as many as nine 
frequently used channels that customers use to communicate 
with your brand, and you can expect even more options to 
pop up in the future. Whether it’s chat, social media, email, 
SMS or phone, don’t be afraid to branch out from traditional 
communication methods in order to reach your customers. 
However, when you do this, don’t forget to correlate data from 
all channels and measure their success. Otherwise, you could 
be leaving some channels behind in quality, negatively 
a�ecting customer experience. By staying up-to-date on 
preferred communication methods, customers will no longer 
see a contact center as a dial-in department, but as a team of 
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Last month, Adobe Marketing VP, John Travis, shared insights
from Adobe’s 2016 Digital Trends report, including which
opportunities businesses are most excited about this year. 
�e number one response? Customer Experience.

“In 2014, it emerged as a top priority for marketers. In 2015, it 
gained momentum. Now, in 2016, it’s so important, it pulls 
other priorities into its orbit,” explained Travis, drawing 
parallel between customer experience and the sun. But, if this 
burgeoning field is really the center of a business’s 
metaphorical solar system, then the contact center is the 
high-powered telescope through which the C-Suite can zero 
in.

Like a telescope, the basic structure and functionality of the 
contact center hasn’t changed very much since inception: A 
customer calls (or nowadays emails or starts a chat), a
representative answers, an exchange occurs, then on to the 
next call. On its own, this one interaction may not be so useful 
to the development of corporate strategy, but multiply it over 
a few hundred times a day, 365 days a year, and a substantial 
set of quantifiable data will emerge. Calabrio helps businesses 
focus this lens.

During a 12-month period between 2014 and 2015, Calabrio 
recorded more than one billion calls. �at’s a serious number 
of calls and a serious amount of power when it comes to 
examining how your customers are interacting with you—

and it goes beyond the usual marketing and sales channels. 
However, simply collecting data and storing it is about as 
useful as pointing your telescope at the ground. In order to 
make it actionable, businesses must have the right 
technology in place.

For contact centers, that technology can include anything 
from omnichannel recording and analytics tools to workforce 
management (WFM) solutions or—better yet—Calabrio ONE, 
a comprehensive so�ware suite that handles all of the above. 
With these technologies, businesses can sort and analyze 
data in real-time, revealing clear trends. With this 
information, organizations can both ask and answer 
questions to help drive decisions that improve the customer 
experience. Why are your customers contacting you? Are they 
le� frustrated or satisfied? Do they have to make contact 
multiple times, and if so, why? �ese are just a few examples 
in a limitless list of possibilities, and every company can turn
the insights gained from Calabrio ONE into tailored, 
empirical, customer-conscious business changes.

accessible agents.

9.  WHEN EMBARKING ON A NEW PROJECT, CULTIVATE BUY-IN 
AND STAY TRUE TO YOUR MISSION.

�e cardinal rule of any contact center is that you must listen 
to what your customers are saying. However, battling the 
legacy mindset that opposes change can o�en get in the way 
of progress. Remember, when implementing a new project or 
process, stay true to your mission by collaborating with 
purpose and identifying leaders to have on your side. Getting 
this buy-in will pave the way to future success.

10. THE RIGHT TOOLS ARE KEY TO YOUR CONTACT CENTER’S 
SUCCESS.

You can’t have antiquated tools, training methods, and 
processes and expect to have the kind of modern contact 
center that catalyzes growth in the company. It’s important to 
look at both front-end systems and back-end systems and 
processes to make sure you are gleaning the insights you 
need to deliver the best customer experience.



We think about analytics frequently at Calabrio. We think 
about how to improve the use of data, how best to implement 
analytics strategies, and how to make that data work in 
meaningful ways for businesses like yours. It’s not just 
because we’re data lovers (we are!), it’s because we know 
analytics is the key to unlocking what’s been so close yet so 
out of reach for so long—the voice of the customer.

Every day businesses collect an enormous amount of data 
from their customers from various channelsincluding the 
contact center—with technologies such as Calabrio ONE. Le� 
to sit in a database, the data is not very useful. But with the 
help of analytics, data can be broken down and analyzed in 
ways that highlight relevant trends and outliers.

�is type of data analysis allows companies to deliver better, 
more personalized customer experiences—something 
Forrester argues is a business’s only real competitive 
di�erentiator. As companies compete to gain a more intimate 
understanding of their customers and deliver even more 
personalized experiences, analytics will be at the heart of it 
all.

In fact, analytics was voted as the top trend to change the 
contact center in Dimension Data’s 2016 Global Contact 
Centre Benchmarking Report. Considering how much we love 
customer analytics here at Calabrio, we weren’t surprised. 
However, what was surprising was that, even though the 

advantages of analytics are so clear, the report noted that 
more than 49% of organizations say they don’t share 
customer intelligence outside of the contact center. �at 
means nearly half of all businesses currently investing in 
analytics aren’t getting the full value because they aren’t 
connecting to or collaborating with the larger enterprise.

We see this as an area of immediate opportunity for 
businesses, and a sign that organizations have not realized 
the full potential of analytics. We also believe that the 
businesses who start sharing contact center data across the 
organization will be the companies that create the highly 
personalized journey that customers are looking for. 
Integrated organizations will win the loyalty of customers, 
while those that stay siloed will lose.

It’s time to break down departmental walls and start giving 
customers the experience and service they’re looking for. It’s 
time to integrate contact center analytics with the enterprise.

Learn more about how analytics can help departments from 
across your business extract meaning from customer data.

Why Random Sampling Alone is Not Enough to 
Ensure Contact Center Quality  
by Mary LaFosse

Having worked in the contact center industry for many years, 
I’ve become very familiar with how important random call 
sampling is to quality assurance. It’s a practice that most, if 
not all, contact center leaders rely on to measure agent 
performance and ensure quality customer service. Still, it’s 
also rather limited in what it can tell you about the overall 
state of your contact center.

With traditional quality assurance programs, interactions are 
selected for review based on certain qualities, such as the 
longest or shortest call, or—you guessed it—completely at 
random. Sometimes, a quality evaluator will catch something 
in a sample, such as an agent going o� script, but 99 percent 
of the time the sample is clean and doesn’t o�er insight to 
improve contact center operations.

�e best way to experience a bigger impact to your contact 
center performance is to supplement your random sampling 
with a powerful contact center analytics tool such as Calabrio 
Analytics. �rough sophisticated analytics engines and 
machine learning algorithms, Calabrio Analytics 
automatically categorizes interactions and can even run 
Predictive Scoring on every customer conversation.

You can also check all interactions for predefined words or 
phrases, providing evaluators with a better sample for quality 
analysis in the following areas:

FIRST CONTACT RESOLUTION (FCR). With analytics, 

evaluators can pinpoint which agent interactions are 
resulting in repeat calls, focus in on what is prompting the 
customer to call back, and coach the agent on how to better 
serve that person in the future; which results in a better 
customer experience.

MANAGING ESCALATIONS. By leveraging phonetic and/or 
speech-to-text transcription technology, evaluators can 
pinpoint customer interactions in which the customer asks to 
speak to a supervisor. By isolating these interactions, analysts 
can uncover coaching opportunities and even policies or 
product issues that are creating frustration for customers.

COMPLIANCE AND LIABILITY.  Noncompliant customer 
interactions can have alarming consequences for businesses, 
including high fines, intrusive audits and, in some cases, legal 
action. �ey can also diminish customer trust if the 
compliance issues are related to customer protection, such as 
making calls to ensure medical prescriptions are correct 
before shipment to the customer. Analytics can help keep 
businesses out of regulatory trouble by picking up and 
tracking noncompliant interactions, saving businesses time, 
money, and their customers’ loyalty.
 
By leveraging analytics technology concurrently with random 
sampling, contact center leaders can ensure they are keeping 
up quality standards. Learn more about how analytics is 
helping organizations improve customer satisfaction.

GO TO POST

http://calabrio.com/blog/why-random-sampling-alone-is-not-enough-to-ensure-quality/
http://calabrio.com/products/calabrio-analytics/
http://calabrio.com/customer-success-stories/contact-lens-retailer/
http://calabrio.com/resource-center-old/white-papers/download-multichannel-analytics-contact-center/


company by phone, and think a phone call is the most 
e�ective way to resolve an issue, especially if it’s an urgent 
matter. While digital channels are set to overtake the phone 
by the end of 2016, companies must still continue to include 
phone capabilities in their omnichannel strategies in order to 
give customers what they want. In a world where customer 
loyalty is low, companies simply cannot a�ord to disappoint 
customers.

Today, the biggest risk in attempting to replace humans with
technology is that companies fail to deliver the desired 
customer experience. Sure, it may be convenient to hop on
Facebook Messenger to ask a chatbot some questions, but so 
far many customers have been le� scratching their heads at 
bot responses. �is is because Facebook’s bots are 
pre-programmed with a set of canned responses rather than
possessing artificial intelligence capabilities, so the bots may 
give customers irrelevant answers or simply ignore them all 
together if they try to engage in a conversation. Even those 
with artificial intelligence can’t consistently deliver the best 
service to customers.

So does this mean companies should abandon the notion of
bots altogether? Absolutely not. Bots can still be a great way 
to support a business’s omnichannel strategy and gather 
information about customers. When used appropriately, they 
can collect data on what questions customers are asking, 
where products and services can be improved, and what 

Here's to your best year yet! 
Thanks for making Calabrio a 
part of your 2016.  

ABOUT CALABRIO

Calabrio is a customer engagement so�ware company that 
provides analytic insights to catalyze growth through 
customer service contact centers. �e Calabrio ONE® 
so�ware suite empowers everyone in an organization, 
from contact center agents to the CEO, with easy-to-use 
tools that provide a better understanding of the customer. 
Every customer interaction yields insights that expand 
customer-consciousness, which is how leading companies 
now drive growth and long-term corporate prosperity. A 
pioneer in its industry for more than two decades, 
Calabrio was named “Leader” by Gartner in its 2015 Magic 
Quadrant for Customer Engagement Center Workforce 
Optimization and "�e Forrester Wave™: Workforce 
Optimization Suites, Q3 2016" report.
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