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WE EMBARKED ON A FUN LITTLE 
SURVEY THIS SPRING TO GATHER 
INPUT ON THE FUTURE OF THE 
CONTACT CENTER. Our focus was 
on which technologies are expected 

to have the greatest impact and what that impact 
might be. Of course, artificial intelligence (AI) is 
a hot topic, so we asked those with “transforma-
tional” expectations of AI to share more input on 
this widely hyped enabling technology. 

The results should provide useful insights to 
those who sell technology, those who analyze and 
write about it, those who try to make the business 
case to invest in it, and those who implement and 
use it.

THE FUTURE OF THE 
CONTACT CENTER: 
OPTIMISM WITH A 
DOSE OF CAUTION
BY LORI BOCKLUND 
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ARE YOUR CONTACT CENTER 
AGENTS INCREASINGLY LATE FOR 
WORK OR CALLING IN SICK? Are 
quality and productivity declining 
while error rates and customer 

complaints escalate? Do bad moods and negativity 
dominate the contact center? If this is happening, 
your culprit may be BURNOUT. 

Burnout is defined as “a state of emotional, 
physical and mental exhaustion caused by exces-
sive and prolonged stress” (“Burnout Prevention 
and Treatment,” Helpguide.org). Stress is a com-
mon ailment in many contact centers at all levels 
and impacts both agents and management. The 
fact that we call this a “demand environment” is

BEWARE… FIVE 
SIGNALS OF CUSTOMER 
CARE BURNOUT!
BY KATHLEEN M. PETERSON

...p16

Say what you will about the gig economy, the concept holds high appeal for contact 
center agents who crave more control over their schedules. Although recent reports 
suggest that the size and rate of growth of the gig economy have been overinflated, the 
growing emphasis on flexibility and better work-life balance indicate that on-demand 

work will be increasingly in demand in future work environments. 
The prevailing assumption is that digitally savvy younger workers are at the forefront of the 

gig movement; however, studies show that the ability to work flexible hours remotely appeals 
to older generations, as well. Aspect Software’s 2018 survey of 500 customer service reps 
revealed that, while just over half (51%) of young millennials and Gen Z reps were interested 
in moving to an on-demand job, 41% of all survey participants between the ages of 18 and 
55 also expressed interest. ...p04

https://www.aspect.com/globalassets/landing-pages/aspectagentsurvey/2018_agent_experience_survey_gig_economy.pdf
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ON-DEMAND
IS IN 
DEMAND
ONLINE TALENT 
PLATFORMS ARE 
SHAPING THE FUTURE 
OF WORK.

model differ from traditional outsourcing? 
“We manage the process and the goal, as 
opposed to trying to micromanage the peo-
ple,” Houlne says. Working Solutions’ on-de-
mand approach matches the work to be done 
with the agent’s skills, rather than based on 
the job function or past work experience. Its 
virtual talent pool transcends geographical 
boundaries for a more precise alignment of 
expertise and capability to the work. 

Although the contractors providing cus-
tomer support may not have a contact center 
background, per se, they’re able to deliver 
exceptional customer service because they 
have the appropriate skills and are enthu-
siastic about the work. Houlne points to a 
retired GM engineer who recently came on 
board as an example. “This gentleman wanted 
to do something new and perform work that 
was challenging and fulfilling. The program 
that he works on has nothing to do with 
engineering. However, we find that when the 
agent is there by choice and not because it’s 
their only option, their passion drives higher 
performance.”

instance, by partnering with contingent talent 
agencies that can provide access to a broader 
range of skills and expertise.

To get a better sense of where this model 
can be highly effective, I 
turned to KIM HOULNE, 
Chief Executive of 
Working Solutions, an 
on-demand contact cen-
ter outsourcer based in 

Dallas. Houlne is a pioneer in the on-demand 
model. Her firm, founded in 1996, was one of 
the first virtual workforce companies. It pro-
vided brands with on-demand, remote-work-
ing customer service contractors long before 
the phrase “gig economy” was coined.

For contact centers, the on-demand mar-
ketplace dovetails nicely with companies 
whose call volumes are cyclical, such as 
those in the retail, healthcare, travel and util-
ities sectors, Houlne says—those that don’t 
have a steady state of business throughout 
the year, and which are continually staffing 
up or down to manage volume spikes and 
valleys. 

How does an on-demand outsourcing 

While companies have been slow to adopt 
gig work models as of yet, it’s an approach 
that the majority of business executives are 
currently considering. According to Mercer’s 
2019 Global Talent Trends report, 79% of 
executives say they expect contingent and 
freelance workers to substantially replace 
full-time employees in the coming years. 
For their part, more than half (54%) of the 
employees surveyed said that managing their 
work-life balance is one of the top five things 
their company can do to help them thrive at 
work (compared to 40% in 2018 and 26% 
in 2017), and the majority (82%) said that 
they would be willing to consider working on 
a freelance basis to gain the flexibility they 
desire.

Outsourced On-Demand: 
Agents as Contractors
As more companies rethink their approach 
to work, Mercer reports that many are experi-
menting with methods of intelligently match-
ing the work to be done with the supply of 
skills. This includes pulling from talent pools 
both inside and outside the company—for 

Continued from page 1

BY SUSAN HASH,  
CONTACT CENTER PIPELINE

https://workingsolutions.com
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Continued from page 4

can complete training on any device and from 
anywhere. In other words, they can do their 
training at their desks or on any connected 
device in just a few minutes a day without 
impacting productivity.

“With regards to making training memora-
ble, science shows that human brains aren’t 
designed to process and retain large amounts 
of information at one time. In fact, people 
forget 90% of what they learn if it isn’t rein-
forced in 30 days,” she explains. “To combat 
this, microlearning delivers training in small 
chunks and reinforces it repeatedly over time. 
This helps agents to not only remember what 
they were taught but also put it into practice.”

Combining gamification techniques with 
microlearning can ensure that the learning 
experience is more engaging, Leaman adds. 
“Making the learning experience fun hooks 
people and keeps them coming back for 
more, so they’re always learning, which helps 
them to perform at their full potential.”  

Upskilling Agents  
in an Era of Automation
A recent McKinsey Global Institute report 
estimates that, by 2030, roughly 14% of the 
global workforce may need to switch occupa-
tional categories as digitization, automation 
and advances in artificial intelligence disrupt 
the world of work. Companies that develop a 
gig economy culture—one where employees 
are provided with opportunities to expand 
skills, expertise and interests through internal 
“gigs”—seems like a step in the right direction.

In the near-term, as more companies rely 
on bots and automation to handle basic cus-
tomer service transactions, frontline agents 
will need to expand their skill sets to handle 
increasingly complex calls and to deliver a 
high-touch customer experience.

“In a world of self-service, talented reps 
matter more than ever,” says Houlne. “Even 
though people are becoming increasingly savvy 
about using technology, they still desire human 
contact. Machines can undoubtedly enhance 
service delivery, but our human agents pick up 
where technology leaves off.”

Developing an  
Internal Talent Market
As the Mercer report points out, the on-de-
mand environment is not an either/or prop-
osition. Forward-thinking companies are 
finding ways to blend contract workers with 
permanent staff to make it easier to access 
the right skills at the right time. Many are also 
developing internal gig economies to provide 

full-time employees 
with opportunities 
to work on different 
projects and teams, 
to help employees 
who are on tempo-
rary leave maintain 
their skills, and to 
retain those who 
may be nearing 
retirement age and 
may want to work 

part-time on a project-by-project basis. 
In organizations where the contact center 

acts as the hiring portal for the rest of the 
enterprise, an internal talent marketplace 
allows contact center leaders to tap former 
agents who have moved 
into other roles but who 
have the knowledge and 
expertise to help with 
unexpected workload 
spikes, such as weath-
er-related emergencies. In addition, offering 
permanent staff the ability to opt into projects 
that interest them and which allow them to 
apply underutilized skills and knowledge 
enables the organization to optimize its 
internal talent pool while increasing staff 
motivation, engagement and retention. 

To ensure that employees can expand 
their skills and pursue the work that interests 
them, training needs to be targeted and per-
sonalized for the individual. “Training content 
should be hyper-relevant to an agent’s role 
and focused on their learning and knowl-
edge priorities,” says CAROL LEAMAN, CEO 
of Axonify. 

The microlearning approach is ideal for 
an on-demand model in which agents are 
accountable for their own growth and devel-
opment. “It makes training accessible, memo-
rable and engaging,” Leaman points out. “The 
quick and mobile nature of microlearning 
makes training incredibly accessible. Agents 

Profile of an  
On-Demand Agent
Not every agent aspires to be an indepen-
dent contractor or is cut out for a virtual, 
on-demand type environment. Houlne says 
that there are a few core characteristics that 
successful remote-working on-demand agents 
have in common. 

Naturally, empathy and emotional intelli-
gence are essential 
for working with 
customers, she 
says. “Beyond that, 
we look for candi-
dates who are truly 
passionate about 
the work. They also 
need to be reliable 
and responsible. 
We find that agents 
who have had some 
professional experience and professional 
training—those who are in their 40s and 
50s—tend to be a little more disciplined and 
focused on setting their schedules, getting 
things done and balancing the work with their 
personal lives. Many younger agents may not 
have figured out their patterns or how they 
need to maneuver through their day. It takes 
some time—some life experience, if you will—
to figure out how you want to operate.”

From a skills standpoint, the possibilities 
are wide open. While Working Solutions’ pro-
prietary technology provides the foundation 
that allows Houlne to fine-tune the fit between 
the agent and the work, the on-demand 
model allows agents to find assignments 
where they apply their expertise and gain new 
skills. “They can choose their own destiny,” 
she says. While not a traditional career path, 
“we’ve found that, by expanding their skills, 
agents are more marketable in whatever they 
choose to pursue longer term.” 

Importantly, the on-demand environment 
provides employees with the opportunity to 
find work that is meaningful to them—another 
top employee expectation. Having a sense of 
purpose at work is highly valued by American 
workers. So much so that 9 out of 10 employ-
ees are willing to trade a percentage of their 
lifetime earnings for greater meaning at work, 
according to a study reported in the Harvard 
Business Review.

Susan Hash is the Editorial Director of 
Contact Center Pipeline magazine and 
the Pipeline blog.  
(susan@contactcenterpipeline.com)

@susanhash 

 The on-demand 
marketplace dovetails 
nicely with companies 

whose call volumes  
are cyclical.

https://www.mckinsey.com/featured-insights/digital-disruption/harnessing-automation-for-a-future-that-works
https://axonify.com
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THE FUTURE OF 
THE CONTACT CENTER: 
OPTIMISM WITH
A DOSE OF CAUTION
Survey results reveal enthusiasm for employee and 
customer impacts, but tempered expectations for timing 
and the bottom line

BY LORI BOCKLUND, STRATEGIC CONTACT

Demographics
A broad spectrum of players shared their 
perspectives on the future of contact center 
technology. Nearly half of our 330 partic-
ipants are CC leaders such as managers, 
directors or VPs. We slice some of the results 
into three main categories to explore their 
different viewpoints:

1. Corporate and other (“Corporate”): 
Corporate Executives, Corporate IT/Telecom

2. CC Professionals (“CC Pros”): Contact 
Center Leadership (e.g., Managers, Directors, 
VPs) and Contact Center Frontline Staff (e.g., 
Supervisor, Team Lead, Agent), and Contact 
Center Operations Support Managers or 
Analysts (e.g., Reporting/Analytics, WFM, QM)

3. Industry Experts (“Experts”): Industry 
Consultants, Industry Analysts and Vendors/

Continued from page 1

FIGURE 1: CC Participants Represent a Variety of Sizes
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Continued on page 10
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ON-DEMAND IS IN 
DEMAND
Online talent platforms are shaping the 
future of work.

BY SUSAN HASH, CONTACT CENTER PIPELINE

TECH LINE | THE FUTURE OF THE CONTACT CENTER

Value Added Resellers (VARs)
Importantly, the CC Pros represent a wide 

range of sizes as shown in FIGURE 1. This 
input enabled us to look at differences in 
perspective by size as well. Our industry seg-
ments were not as diverse. I share some input 
specific to the financial services industry, as 
they represented about 39% of our inputs 
(SEE SIDEBAR). 

Note: To download the survey graphics, 
including the breakout by perspectives and 
sizing, visit www.strategiccontact.com/survey/ 
contact-center-technology-future/

 
Impact of Automation  
on Frontline Staff
We started with a general look forward 
into the expected impact of automation on 
frontline staffing levels. Nearly 50% expect 
automation to reduce frontline staffing in 
three or more years. Approximately equal 
numbers (a quarter of participants) sit in the 
pessimist and optimist camps represented by 
no change and change happening soon (1-2 
years). (SEE FIGURE 2.) 

IMPACT ON STAFFING  
BY PERSPECTIVES
CC Pros are on the more pessimistic end 
of the spectrum, with one-third expecting 
no impact of technology on staffing levels. 
Only 10% of Industry Experts and 20% of 
Corporate share that view. Not surprisingly, 
more Corporate respondents expect results 
sooner (in 1-2 years)—33%. Perhaps most 
interestingly, nearly 75% of Experts have these 
impacts pegged for three or more years out.

IMPACT ON STAFFING BY SIZE
Slicing our data by size, we find great skepti-
cism from the smallest centers; almost 50% 
of <25 seats and 31% of 25-50 seats expect 
no staffing change. Large centers (501+) are 
betting on impacts but in the 3-5 year time-
frame. The largest (1,000+) generally expect 
impacts (only 9% say it won’t change frontline 
staffing), with about 35% pegging the time-
frame at 1-2 years and 52% at 3-5 years. 
Mid-size (251-500) are the most optimistic, 
with 46% expecting impacts in 1-2 years.

Top 3 Technologies
We asked participants to select the top three 
technologies they believe will have the great-

FIGURE 2: Expectations of Technology Impact on Frontline Staffing Varied Greatly*

Q: IMPACT OF AUTOMATION ON FRONTLINE STAFFING?

Financial Services Perspectives
A high percentage of participants were in the financial services vertical; it is the 
only one with enough input that we feel comfortable sharing a few specific points 
about how they differed from the overall input. 

 z  Nearly 40% expect automation won’t change frontline staffing needs
 z  Participants shared an interesting balance on their perspective of AI, with 39% 
indicating they think it will be transformational and 33% saying it will not live up 
to the hype

 z  Financial Services was the only vertical that indicated AI may drive revenue
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FIGURE 3: Bots Is a Big Winner in the Top Technologies List*

* Visit www.strategiccontact.com/survey/contact-center-technology-future/ to get the survey results graphics, including 
the breakout of perspectives and sizing.
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Continued from page 8
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est impact on contact centers of the future. 
Unsurprisingly, Bots, which were defined to 
include voice, chat, or text, are number one by 
a good margin. Robotic Process Automation 
(RPA) to provide agent assistance follows 
with Analytics and Mobile Apps on its heels. 
Routing and Workforce Management (WFM), 
which are bread-and-butter tools for centers, 
rated pretty low, perhaps indicating people 
are not looking for as much change here. 
Knowledge Base has high expectations for 
about a third of participants. (SEE FIGURE 3.)

TECHNOLOGY BY PERSPECTIVES
Experts had a higher view of Analytics than 
others, with 57% selecting that option, and 
RPA, with 56%. Authentication was the choice 
of 35% of CC Pros, many of whom are in 
financial services where authentication plays 
a huge role and offers great challenges and 
risks. Over half of CC Pros also chose Mobile 
Apps, showing they are counting on them to 
have a big impact in the future. (SEE FIGURE 

3A for a breakout of the top four technologies 
by perspective.)

TECHNOLOGY BY SIZE
All sizes of centers favored Bots, with three 
bands over 70% (26-50, 501-1,000, and 
1,000+). Only the smallest (<25) did not rate 
Bots at the top, giving a slight nod to mobile 
apps (59%) over Bots (58%). The smaller 
the center, the greater the expectations of 
mobile apps (ranging down to 24%-30% 
on the largest bands). Perhaps that shows 
the bigger centers (which are often part of 
bigger companies, with more IT resources and 
greater budgets) already have made more 
progress in that category. The bigger the cen-
ter, the more they are looking for an impact 
from RPA, ranging from 29% of the smallest 
up to nearly 70% for the largest. This makes 
sense given the volumes and opportunities 
created to shave seconds on many contacts. 
(FIGURE 3B shows the breakout of the top 
four technologies by center size.)

CC Goals Impacted  
by Technology 
Next, we wanted to know what types of 
changes people expect technology to deliver. 
We focused on the top contact center goals 
around cost, service and revenue to see what 

FIGURE 3B: Breakout of Four Top Technologies by CC Size*

FIGURE 3A: Breakout of Four Top Technologies by Perspective*

* Visit www.strategiccontact.com/survey/contact-center-technology-future/ to get the survey results graphics, including 
the breakout of perspectives and sizing.
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22% chose this goal. The mega-centers have 
higher expectations of reducing AHT (39%) 
and volume (30%). The smallest centers had 
the highest percent interest in revenue at 
12%.

Impact of AI
In the overall technology question, we asked 
respondents to temporarily set aside AI as it 
can play a role in any of these technologies. 
Then, we asked people to weigh in on what 
impact they think AI will have on contact cen-
ters in the next five years, so that we could 
then dive a bit deeper into that enabling 
technology with those that are the most 
enthusiastic. Less than one-third see it as 
transformational, and the others displayed a 
fair amount of cynicism. If you are familiar 
with the analyst firm Gartner’s technology 
hype cycle, perhaps the 47% who indicated 
AI will drive benefits but not live up to the 
hype are in or heading to the “trough of disil-
lusionment.” In contrast, only about 10% say 
they expect minimal or no impact in the next 
five years. (SEE FIGURE 5.)

 
AI IMPACT BY PERSPECTIVE
Interestingly, Experts are noticeably more cyn-
ical about AI, with almost two-thirds indicating 
it will not live up to the hype. CC Pros are the 
most optimistic with about one-third viewing 
it as transformational.

AI IMPACT BY SIZE
We found more cynicism about AI at larger 
sizes. Since these centers are arguably the 
early adopters, that may show some learned 
(and earned) perspective. In line with that 
hypothesis, those indicating they don’t know 
enough about AI to give an opinion were 
much higher for small centers (37% for <25, 
16% for 25-50, vs. 3%-9% for the other 
sizes), and chances are they are less likely to 
have pursued AI projects or pilots. The view 
that AI will be transformational was balanced 
across sizes, with a range of 24%-40% mak-
ing that choice. The cynicism range is much 
wider with 24%-67% expecting benefits won’t 
match they hype. 

Applications Impacted by AI
We then asked those in the “transforma-
tional” camp which applications will be most 
changed by advanced AI. Similar to automa-

FIGURE 4: Service Tops the List of Expected Impacts*

Q: KEY CC GOALS IMPACTED BY TOP TECH?

Improve service 

Reduce call volumes 

Reduce handle time 

Increase revenue

0% 5% 10% 15% 20% 25% 30% 35% 40% 45% 50%

45.57%

25.38%

22.02%

7.03%

FIGURE 5: AI May Be Transformative… or a Disappointment!*

* Visit www.strategiccontact.com/survey/contact-center-technology-future/ to get the survey results graphics, including 
the breakout of perspectives and sizing.

Q: IMPACT OF AI IN THE NEXT 5 YEARS?

0% 5% 10% 15% 20% 25% 30% 35% 40% 45% 50%

31.21%

46.97%

6.36%

3.03%

12.42%

It will be transformative to 
contact centers

It will drive benefits, but 
not live up to the hype

The impact will be minimal

AI will not impact contact 
centers in the next 5 years

Not familiar enough with AI 
to give an opinion

participants expect will be impacted the most.
Almost half showed a focus on service, and 
all the top technologies could help deliver on 
that goal. The high-ranking technologies like 
Bots and RPA allude to reducing handle time 
and volume; those each earned around 25% 
of the participants’ vote. Revenue change is 
an expectation only for a small percentage. 
(SEE FIGURE 4.)

GOALS IMPACTED BY 
PERSPECTIVES
It will likely come as no surprise that 
Corporate people showed more interest in rev-

enue, nearly doubling the overall percentage 
(13% chose revenue). CC Pros rated volume 
reduction higher than the others did at 31%, 
while Experts showed a different weight on 
reducing handle time (26%). These inputs 
correlate a bit with the top technologies (e.g., 
mobile apps could reduce volume, analytics 
could help identify ways to reduce handle 
times).  

GOALS IMPACTED BY SIZE
One variation by size jumped out: Service 
improvement is the highest expectation for all 
but the largest centers (1,000+) where only 

Continued on page 14
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tion technology in general, Bots is highest and 
RPA is second, but we see an even stronger 
focus on Bots. Expectations on routing took 
the greatest leap, nearly doubling from rout-
ing without AI. (SEE FIGURE 6.)

 
APPS IMPACTED BY AI  
BY PERSPECTIVE
Experts showed a higher belief in RPA (63%) 
and routing (37%). Corporate (40%) and 
Expert (37%) perspectives both show more 
belief (or hope?) in Analytics. No Experts 
pointed to Mobile Apps while 25% of CC Pros 
and 22% of Corporate did. 

APPS IMPACTED BY AI BY SIZE
Similar to the views of RPA overall, the larger 
centers again have more hope and faith in 
RPA with AI. Beyond that, there are no vis-
ible trends aligning sizes and applications 
impacted by AI.

AI Drives Change
Our last question on AI looked at where the 
changes driven by AI will be most evident, 
focusing again on the key business goals. 
Even fewer are looking to AI to drive sales or 
revenue impact. Volume and AHT impact are 
fairly balanced, although with a wider gap in 
favor of volume reduction. (SEE FIGURE 7.)

 

FIGURE 6: Bots Is a Big Winner in the Top Technologies List*

Q: TOP 3 APPS MOST IMPACTED BY AI?

Bots (voice, chat or text)

Robotic Process Automation  
(agent assistance)

Knowledge Base

Routing

Authentication

Analytics

Mobile Apps

Workforce Management (WFM)

Other

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%

FIGURE 7: Service Again Tops the List of Expected Impacts*

* Visit www.strategiccontact.com/survey/contact-center-technology-future/ to get the survey results graphics, including 
the breakout of perspectives and sizing.

Q: WHERE WILL AI DRIVE CHANGE?

Improved 
 customer service 

Reduced 
 contact volumes 

Reduced 
 handle time 

Increased sales

0% 5% 10% 15% 20% 25% 30% 35% 40% 45% 50%

0.97%

AI CHANGE BY PERSPECTIVE
The Experts focused more on volume (42%) 
than AHT (5%), and significantly differed 
from the others in these categories. CC Pros 
exhibited balance on the two cost-reduction 
elements (27% on reduce handle time, 28% 
on reduce volume), and were a bit lower on 
service than others at 44%. We might expect 
Corporate to have more focus on sales and 
cost factors but they are instead the highest 

on service improvements, with 60% selecting 
that expectation of AI’s impact. 

AI CHANGE BY SIZE
The smaller and larger centers chose reduced 
volume at a lower percentage (14%-20%) 
while the three mid-range size bands for cen-
ters between 51 and 500 seats were 30%-
50% in the volume camp. The 251-500 band 
was the only one where service improvement 

78.64%

49.51%

32.04%

29.13%

26.21%

24.27%

18.45%

14.56%

1.94%

48.54%

21.36%

29.13%

Continued from page 12

https://www.strategiccontact.com/survey/contact-center-technology-future/


JUL 2019  ❘  ContactCenterPipeline.com     15

and driving additional revenue. A line can 
often be drawn from service improvements 
to these more tangible and measurable 
outcomes. As centers pursue bots, RPA, 
and a variety of AI-enabled capabilities, it is 
imperative that we consider the people and 
process changes that go hand-in-hand with 
these powerful tools. 

employees, not customers. (SEE FIGURE 8.)
Within these questions, we find a few inter-

esting variations by perspective and center 
size (SEE TABLE 1).

Where to From Here?
No matter your center size or vertical, or what 
perspective you bring to the crystal ball of 
contact centers of the future, the way to drive 
value from technology is to recognize it’s 
not all about the technology! Undoubtedly, 
some of the cynicism expressed is flavored by 
past experiences with technology that didn’t 
deliver on its promises. And while we all want 
to improve the customer and agent experi-
ence, the reality is that technology pays for 
itself by reducing volumes and handle times, 

was not the highest, with volume reduction at 
50%. The largest centers rated reduced han-
dle time and service improvements equally at 
43%. Sales did not register at all except for 
5% in the 25-50 range. 

Impact on Employees, 
Customers & the Company 
Finally, we presented participants with three 
sets of binary choices to gauge optimism or 
concern for the future impact on three import-
ant constituents of technology: Employees, 
Customers and the Company. While overall 
optimism is strong, two interesting insights 
jump out: Participants expressed a signifi-
cantly dimmer view of technology’s impact 
on the company and the highest hopes are for 

Lori Bocklund is President of Strategic 
Contact, an independent consulting 
firm that helps companies optimize 
the value of their customer contact 
technology and operations. 
(lori@strategiccontact.com)

TABLE 1: Variations by Perspective and Center Size

CONSTITUENTS DIFFERENCES IN PERSPECTIVE DIFFERENCES BY SIZE

Employees The optimism is greatest with CC Pros at nearly 90%

The Experts are most skeptical (20%)

The skepticism is higher among larger centers, up 
to 22% for the 101-250 band and 12%-14% for 
the higher bands

Customers Skepticism among Experts is much higher at 35% 
(vs. under 20% for others)

Skepticism is greater for smaller centers than the 
largest (range up to 31% for 101-250, while only 
10%-13% for three largest bands)

Company Skepticism among Experts is much higher at 37% 
(vs. under 27% for others); as we might expect, 
Corporate is the most optimistic (75%) 

Skepticism is greater for smaller centers than the 
largest (range up to 39% for 101-250, 10%-14% 
for the two largest bands)

FIGURE 8: More Hope for Employees and Customers than the Bottom Line?*

* Visit www.strategiccontact.com/survey/contact-center-technology-future/ to get the survey results graphics, including 
the breakout of perspectives and sizing.

Q: WHAT IMPACT WILL TECHNOLOGY HAVE ON CCs OF THE FUTURE?

Employees

Customers

Company

86.36%

77.88%

71.52%

Positive Impact

Neutral/ 
Negative Impact

Will improve frontline employees’ jobs

Will create better personalization and make service easier for customers

Will improve bottom line and deliver better service to customers

13.64%    Will not improve frontline employees’ jobs

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

22.12%    Will reduce personal contact and make service harder for customers

28.48%    Will spend money on technology that doesn’t deliver expected results

https://www.strategiccontact.com/survey/contact-center-technology-future/
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IDIOM INSIGHTS | KATHLEEN M. PETERSON 

BEWARE… 
FIVE SIGNALS OF  
CUSTOMER CARE BURNOUT!
Managing demand is vital for a healthy, thriving 
operation that delivers on the brand and  
customer experience. 

BY KATHLEEN M. PETERSON, POWERHOUSE CONSULTING

1. EVALUATE THE  
“COGNITIVE LOAD” 
“Cognitive load” is a term generally used 
by information architects and instructional 
designers to keep at top of mind that there 
is only so much the human brain can grasp 
and absorb on any given subject at any given 
time. I view cognitive load as a measure of 
what is being asked of the front line. Many 
organizations today agree that “human cap-
ital” in the contact center is reserved for the 
more complex, problem-solving demand. 
Alternative channels continue to absorb the 
lower complexity transactions. But there are 
limits. Current trends have customer service 
staff (who previously handled customer orders 
or inquiries) providing technical support to 
customers that use alternative channels such 

sible—from management to frontline agents.
Contact centers continue to have many 

demands placed on them. Managing that 
demand is central to a healthy and thriving 
operation. This, in turn, is central to delivering 
on the brand and the customer experience. 
Few other parts of any enterprise encounter 
customers with as much frequency as do con-
tact centers. They also take on a never-ending 
list of demands with varying levels of fre-
quency and complexity… be it new channels 
(e.g., text, chat, email, voice) or new services. 

Five Burnout Indicators  
and Tips to Remedy
The following are five solid indicators of burn-
out and some helpful tips for alleviating them.

telling. The word “demand” is defined as “an 
urgent or peremptory request.” (I confess I had 
to look up “peremptory.”) Peremptory means 
“bossy,” which fits given the fact that we are 
talking about stress. Let’s face it; no one 
likes to be bossed around. That is stressful! 
Contact centers are sort of “bossed around” 
by the very demand they are handling. 

The stability and foundation of any contact 
center is where demand is mitigated. A sound 
operational infrastructure sees to it that the 
right numbers of people are in the right 
place, at the right time, doing the right thing. 
A sound organizational infrastructure sees to 
it that strategic and budget needs are met. 
When the contact center is short-changed in 
either category, the stress of trying to meet 
objectives is distributed among those respon-

Continued from page 1

The greatest weapon 
against stress is our 
ability to choose one 

thought over another.

 —William James, American 
Philosopher and Psychologist
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TIP

Contact us today and take custody of these critical CX touch points. 
With the right creative and the right production, you can turn these 
otherwise frustrating experiences into something that actually offers 
value to your callers and builds equity in your brand. 

Contact us today about our 3CX Platform designed 
specifi cally for The Enterprise Contact Center 
Community.

DOES YOUR CX STRATEGY 
INCLUDE BRANDED VOICE
AND CUSTOMIZED
ON-HOLD MEDIA?  

866-989-MUSIC ext. 102         
info@goMusicWorks.com

TIP

3. BEWARE OF ADDING, RULES, 
RULES AND MORE RULES
Do you find yourself adding rules to resolve 
performance issues? Well, the likelihood of 
it working is slim to none. Today’s unem-
ployment rate ought to frighten leaders 
into providing environments that generate 
enthusiasm, learning and contribution rather 
than rules-driven dictatorships. Think about 
adherence; so many organizations flub this 
up. It doesn’t take an MBA to know that hav-
ing staff adhere to a schedule is required to 
meet service level objectives. The tricky part is 
how you go about achieving those objectives. 

If your organization is already on fire and 
someone says, “Let’s get serious about mea-
suring adherence,” the implication is punitive 
in nature. “Measuring” is simply code for 
“punishing”—find the guilty and bring them 
to me. But then what? Late adoption of mea-

The stress of compassion fatigue occurs 
when there is no compassion shown to the 
front line. If not enough staff are hired (100% 
a management problem), the effect is relent-
less demand put upon those who show up for 
work. If Contact Center management under-
staffs the operation, yet continues to take on 
additional work, the results can be damaging. 
Those charged with assisting customers will 
likely be stressed without the compassion to 
care about the experience the customer is 
having. 

Hard work is not the culprit. People are 
happy to work hard when it is necessary. 
But when it is constant, there is no time for 
renewal. Stress replaces compassion!

Staff the contact center to 
meet your demand; schedule 
to match demand. Provide 

ongoing support and acknowledgment 
to the front line. Make emergencies 
short-lived. Be a compassionate leader!

as websites, mobile apps and patient portals. 
These skills barely line up on “What the Agent 
Needs to Know” chart. Yet, in come the calls. 
Often, the stress factor occurs when little if 
any real training has been provided. (Keep in 
mind that stress is not always related to the 
task; it may also stem from a lack of confi-
dence in performing the task.)

Train for all tasks assigned to 
the front line. Don’t take on 
activities without analyzing 

the skill sets required and determining 
how well they match to available staff. 

2. CONSIDER “COMPASSION 
FATIGUE” FACTORS
“Compassion fatigue” is a term generally 
applied to nurses and caregivers. I believe 
it can be applied easily to contact centers 
in which the front line constantly deals with 
“problems” (another word to describe “com-
plex”) and there is no relief. Someone once 
told me that compassion fatigue is like being 
emptied without filling up again. 

Continued on page 19
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AGILITY FACTOR | JAY MINNUCCI

REVISITING  
SCHEDULE ADHERENCE
It’s time to build a more customized 
approach that meets the needs of today’s 
contact center teams.

BY JAY MINNUCCI, SERVICE AGILITY

sured on an individual agent basis. An objec-
tive is set, and everyone works toward the 
same goal. In a world where all agents work 
40 hours a week, plan the vast majority of 
vacation days in advance, consistently show 
up for work before the scheduled start time 
and are conscientious about following sched-
ules regarding off-phone time, this traditional 
approach works well. Behaviors are aligned 
with performance objectives, schedules are 
a reliable indicator of future phone coverage 
and service level performance is consistent 
across time.

Changing Times
Enter the new reality. Today’s contact center 
still has some of those “Steady Eddies” from 
yesteryear, but they are far fewer than in the 
past. Many of our agents now have other pri-
orities in their lives that impact the amount of 
hours they can give to the job, the timing of 
the hours and/or the amount of notice they 
can provide regarding schedule changes. In 
this environment of intense competition for 
the agent’s time, consistently high levels of 
traditionally measured adherence are a thing 
of the past.

Enlightened contact center leaders have 
seen this play out over the years and have 
reacted accordingly. They realized that if they 
continued to pressure staff for high adherence, 
agent attrition and engagement would be jeop-
ardized. Faced with what seemed like a choice 
between higher adherence or better attrition/
engagement, most leaders correctly chose 
the latter. Adherence standards were lowered, 
restrictive rules about schedule changes were 
altered and in some cases adherence was 
removed from the balanced scorecard alto-
gether. To say that adherence was “sacrificed” 
for better attrition/engagement may be too 
dramatic, but it is also fairly accurate. 

Modernizing  
Schedule Adherence
Herein lies the conflict. Adherence is too 
important to be ignored, but our traditional 
approach to measuring and managing it does 
not fit the reality of today.

It’s time to build a more customized 
approach to schedule adherence. Rather than 
viewing it as simply a casualty of the times, 
we can redesign our approach to get the 
best of both worlds. By changing our focus 

an Uber” lifestyles don’t match very well with 
permanent, fixed, standard schedules locked 
down three weeks in advance. Something’s 
gotta give. 

The Traditional Approach
For those new to the concept, adherence is 
a measure of actual manned time to sched-
uled manned time. It is a common metric in 
larger centers, especially those using a com-
mercial workforce management system. The 
systems themselves do all the heavy lifting 
of calculating and reporting. The WMT might 
make some adjustments and supervisors will 
provide coaching, with the amount of effort 
dictated by the importance placed on adher-
ence compared to other measured metrics.

Traditionally, adherence is viewed and mea-

When you find someone in a contact 
center who is passionate about 
schedule adherence, it’s a good 
bet he/she is (or once was) a 

member of a workforce management team 
(WMT). That’s because all of the forecasting 
and scheduling and planning done by anyone 
in a WMT is useless if no one actually follows 
the plan. Yes, agents and supervisors on the 
floor also care about adherence and want to 
meet the objective. But in the WMT, it goes 
beyond just wanting it. Good adherence is 
vital to the WMT’s survival.

Full disclosure here. I’ve spent many years 
creating, working in and consulting for WMTs. 
So yes, I am passionate about schedule 
adherence. But times change, and today’s 
fast-paced, react-in-the-moment, “just grab 
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TIP

TIP

metric comparing the amount of staff required 
for the interval to the amount manned. 

A Compromise  
That’s Worth the Effort
It’s just a little too easy to think of adherence 
as something that is “old school” and needs to 
be removed to keep up with the times. Doing 
so might make some staff happy, but ignor-
ing mathematical realities is seldom a good 
solution. By changing our approach, though, 
we can keep the accountability that optimizes 
performance while still maintaining a culture 
that meets the needs of today’s team member. 
That’s a compromise worth the effort.

agent? Schedule them as a single entity, and 
make them accountable for splitting up the 
hours in a way that will generate the high 
adherence that is needed. In their case, that 
might mean having Crystal and Connie take 
all the scheduled hours, with Carlos filling in 
at the last minute when something happens. 
Or maybe they all take some hours and cover 
for each other when needed. However they 
decide to do it, they own the accountability 
and adherence results. 

If that is too difficult, or if you don’t have 
enough staff with non-traditional schedules 
to do this, you could always just go with team-
based adherence. In this approach, the WMT 
schedules a certain number of people per 
team throughout the day for phone coverage. 
The team, usually through a supervisor or 
other designated coordinator, then assigns 
enough people to cover the number. The 
adherence measurement is now a team-based 

from an agent-based measure to a full-time 
resource measure, we get the opportunity 
to meet today’s needs while still expecting 
accountability from our teams.

And what is a full-time resource? In the 
case of Brenda, the “Steady Eddie” who has 
been meeting all performance objectives 
for the past 12 years, she fits the bill all 
by herself. So nothing changes for her. But 
what about Carlos, who works in the quality 
monitoring team but is required to provide 
five hours of phone time a week? Or Crystal, 
who wants to go back to school but still work 
around 15 hours a week? Or Connie, who 
helps with a non-profit so often that any 
schedule commitment over 20 hours a week 
is questionable? In the traditional approach, 
we schedule them and measure their adher-
ence separately. 

Why not create a Carlos/Crystal/Connie 
resource that does the work of one full-time 

Jay Minnucci is Founder and President 
of the independent consulting firm 
Service Agility. 
(jaym@serviceagility.com)

IDIOM INSIGHTS | BEWARE…FIVE SIGNALS OF CUSTOMER CARE BURNOUT!

Build Trust and Engage  
with Your Staff
When you begin to “lead” instead of “manage,” 
the path to positive action and calm emerges. 
Leaders must work very hard to build trust 
with the front line if burnout is or has been 
an issue. Engage with your staff; invite and 
respect their opinions on both conditions and 
solution options.

Take care of your people and take care 
of yourself. Take the pulse of your operation. 
Watch for billowing embers and avoid ignition 
by engaging as a collaborative team with the 
front line to identify and help resolve issues. 
Stress issues must be mitigated before busi-
ness issues can be resolved. 

Solve the problems that 
contribute to stress. Hold 
off on adding new people or 

programs until stability is restored. 
Fight for budget; make intelligent 
arguments for investing in the contact 
center. Continue to provide free food/
snacks, but make them part of “bigger 
picture” training initiatives.

5. KNOW THAT MANAGEMENT 
SUFFERS, TOO
Remember that burnout signals go both ways 
and agents are not the only victims. Contact 
center leaders also suffer. It is a dicey combi-
nation when burnt-out leaders try to improve 
the attitudes and behaviors of burnt-out 
agents. 

Directly acknowledge the 
state of affairs. Do some-
thing—almost anything—to 

demonstrate that improvement efforts 
are being made whether they be new 
technology, training or quick-reference 
job aids. 

sures like adherence is an attempt to fill the 
poor staffing gap by pressuring those already 
burning out. The result is the potential loss of 
valuable resources. It is the “not-so-valuable” 
resources that often remain. 

Change your language. We 
use “contribution to capac-
ity.” After all, you are building 

a capacity model and agents are a 
critical factor. Train, inform, align and 
educate the front line in all they need 
to know.
 

4. STOP GIVING ICE CREAM  
TO COMBAT TROOPS
When things go wrong in contact centers, 
there has always been the “free food” option 
as a way to rally the troops. This works, but 
only under the right conditions. If free food 
is the only action taken by management to 
resolve negative factors within stressful oper-
ations it may be more like “giving ice cream to 
combat troops.” Given the choice, staff would 
much rather have the conflict resolved and 
daily stress reduced than have a free snack. @PowerHouse603 

Kathleen M. Peterson is the Chief Vision 
Officer of PowerHouse Consulting, a 
call center and telecommunications 
consulting firm. (www.powerhouse1.com)

Continued from page 17
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THE VIEW FROM THE SADDLE | PAUL STOCKFORD

a chat option, I was number one in the queue. 
Within minutes the problem was solved with 
the chat agent and, like any good consumer 
today, I went to Twitter and posted my opinion 
of this particular airline and suggested that 
they should perhaps consider implementing 
scheduling software. 

The Twitter response to my posts was less 
than satisfactory as the social media agents 
tried to blame the problem on everything 
from the TSA to my failure to manually add 
data that has been on my profile with the 
company for years. I am happy to say that 
other tweeters who follow customer service 
jumped into the fray, supporting my position 
and questioning said airline’s response.

But here’s the crazy thing. I’m still a cus-
tomer of that same airline. As I write this, I 
have two more flights currently booked with 
them. I think it’s because members of my 
generation are more-or-less hardwired for 
loyalty. You can mistreat us, insult us, ignore 
us and disrespect us, and it seems we still 
come back for more.

If I were a member of the millennial gener-
ation or Generation Z, chances are the loyalty 
outcome would be completely different. These 
generations have little tolerance for poor cus-
tomer service and they are not afraid to leave 
a company after one bad customer experi-
ence. Generally speaking, these generations 
do not possess the same degree of brand 
loyalty as previous generations. For them, 
customer service is also a social experience. 
They have no problem going to Twitter, Yelp, 
Facebook and other social media channels 
to share their unacceptable customer service 
experiences.

Millennials and Gen Z’ers grew up with 
information retrieval at their fingertips—fast 
and efficient. An 83-minute wait for voice 
customer service or having to search multiple 
devices to find a chat option would likely send 
them running in the direction of the nearest 
competitor company. These are individuals 
who have a set of expectations for customer 
service, among other things, that are based 
on their life experience. Practitioners of old-
school, defensive, inefficient customer service 
need to wake up.

I contend that the Generational Expec-
tations (GX) that millennials and Gen Z’ers 
bring to the Customer Experience (CX) will be 
the most disruptive force the contact center 

Southwest, er, I mean southwest, is an airline 
I’ve flown on for many years, typically once 
or twice a month. I had an hour before I had 
to leave for the airport so I thought a quick 
phone call would solve the problem. I dialed 
the toll-free number and got a recorded greet-
ing telling me that the wait time to speak to 
an agent was 83 minutes.

Yes, you read that right. 83 minutes. I tried 
calling again and selecting their priority cus-
tomer option and again received a greeting 
telling me the same thing. 83-minute wait to 
speak to an agent.

No problem, I thought. I’ll webchat with an 
agent and solve the problem that way. So, I 
went to the airline website, and guess what? 
No webchat. With time now not on my side, I 
went to the mobile app and not only did I find 

Let me start by once again offering a 
real-world experience, such as the 
one I described in my April 2019 col-
umn, “CX Pundits vs. CX Practitioners: 

Real Life or Fantasy?” In it, I described the 
wonderful world of the customer experience 
as described, written about, and generally 
fawned over by contact center industry pun-
dits, and how that wonderful world compares 
to the real-world that I often experience 
when it comes to customer service. In the 
end, the problem I described in that column 
was solved and I’m still a customer of that 
company.

Last month, I was getting ready to leave 
for a business trip on a Sunday afternoon 
when I noticed a problem with my airline 
boarding pass. This airline, based here in the 

CX VERSUS GX:  
WHEN WORLDS COLLIDE
Generational expectations for  
the customer experience will be  
a vastly disruptive force for  
the contact center industry.

BY PAUL STOCKFORD, SADDLETREE RESEARCH
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Paul Stockford is Chief Analyst at 
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(pstockford@saddletreeresearch.com)
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and Gen Z’ers are as open to new customer 
service experiences as they have been open 
to using new devices and software updates 
throughout their lives. Not only are they not as 
resistant to change as previous generations, 
they welcome change if it improves perfor-
mance and process.

In case I haven’t yet made it clear enough 
in this column, there is a degree of urgency 
to this. Contact centers that believe they can 
wait this one out and maintain business as 
usual until it blows over are in for a rude 
awakening. Those businesses simply won’t 
survive. The changes I’ve described in this 
column are not going to be optional. When 
CX eventually, inevitably collides with GX, 
everything in the contact center, including 
technologies and best practices, will change. 
It will be a case of adapt and act, or suffer a 
painful industry demise. 

native generation, meaning they have never 
known a world without the internet. Their life 
experience has been information at their 
fingertips, quickly and easily accessible with 
a user-friendly, intuitive interface. Similarly, 
millennials grew up while technology was 
evolving and developing at warp speed. Theirs 
is a world of new experiences, self-reliance, 
and multiple devices.

Being self-reliant, both generations will 
gravitate toward self-service as a first option, 
but not the kind of self-service we’re used to 
today. Painfully slow, complex, tree-based IVR 
menus are about to go the way of the buffalo. 
NewGen customers simply won’t put up with 
this antiquated method of information access 
when smartphones are the norm for them. 
Self-service will have to be conversational, 
accelerating the development and deploy-
ment of bots. 

By extension, all customer-facing technol-
ogies will have to be intuitive. If it’s harder to 
use than a smartphone, don’t bother deploy-
ing it. Also becoming obsolete is the whining 
and moaning of older generations whenever 
new contact center technologies are deployed 
or existing processes are modified. Millennials 

industry has experienced since the advent of 
the PC platform over 30 years ago. The last 
time the industry was disrupted with such 
power, technology was in the lead. This time, 
technology will be following in compliance 
with GX.

The influence these generations will have 
on CX is undeniable. THE CHART illustrates 
generational representation in the population 
of the U.S. As the chart shows, Generation Z is 
now the largest population group in the U.S. 
While only about 5% of Gen Z’ers are adults, 
their force as future consumers should not 
be underestimated. Millennials are all adults 
and are making their mark on the contact 
center industry as both workers and consum-
ers. Generation X is holding steady while the 
boomers are beginning to shrink. In fact, more 
than 10,000 people in the U.S. turn 65 years 
old every day. As the consumer influence of 
millennials and Generation Z grows, the influ-
ence of boomers and Gen X recedes. So, what 
will GX mean to CX?

I think it’s safe to assume that an 83-min-
ute wait time to speak to an agent will quickly 
become unacceptable and, by extension, 
obsolete. Generation Z is the first digital 
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future of work.
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BY SUSAN HASH, CONTACT CENTER PIPELINE

with deep insights into the daily challenges 
faced by program providers, as well as how 
to leverage technology, training and the power 
of innovative thinking to optimize processes.

“When I came back to the contact center 
in August, I found that a lot of things had 
changed over the years, but our mission 
remained the same,” she says. “First and 
foremost, our role is to reduce the burden 
on the Medicare providers that we service so 
that they can get the information they need 
about the program.”

Identifying sources of burden and coming 
up with solutions to simplify, streamline and 
improve processes is a perpetual topic of 
discussion for Pigg-Shoemake, her manage-
ment team and frontline staff. “I want us to 
be forward-thinking as a Medicare admin-
istrative contractor. We continually ask our 
team to consider how our actions impact 
our customers. For instance, we may have 
certain performance goals, but how do those 
translate to the provider’s needs? We have to 
look beyond the day-to-day issues, identify 
the problems that exist and be innovative to 
come up with new ideas to solve them,” she 
explains. “We always emphasize to our staff 
that the providers are more than just a voice 
on the other end of the phone. They are the 
crux of our business, and it’s up to us to see 
how we can serve them better. That’s why 
we’re here.”

It’s a continuous cycle, she says, adding 
that it doesn’t end when you’ve achieved your 
goal—there is always room for improvement.

Leading by Example
Pigg-Shoemake is a proponent of innovation 
and team engagement—two key themes that 
are intertwined and woven into the contact 
center culture. To promote innovation, she 
regularly engages one-on-one with individual 
agents and encourages them to apply cre-
ative thinking to process improvement. At the 
same time, she strives to maintain a strong 
team-based environment in which everyone 
is in sync, driving toward the same goals and 
working together for the team’s success. It 
can be challenging, she says, to find the right 
balance.

Not surprisingly, Pigg-Shoemake is a firm 
believer in leading by example. “I’m not the 
type of manager who sits from afar and 
delegates—I’m closely involved in the work. 

Running a contact center is not a new role 
for Pigg-Shoemake. She is an accomplished 
leader and was recently recognized by ICMI 
with its 2019 Global Contact Center Award 
for Best Contact Center Manager. The WPS 
Government Health Administrators contact 
center also received ICMI’s Best Small 
Contact Center Award. I had the honor of 
speaking with Pigg-Shoemake to learn more 
about her approach to contact center lead-
ership. 

A Continuous  
Cycle of Improvement
Pigg-Shoemake is passionate about the prac-
tice of continuous improvement. Her tenure 
in Medicare administration has endowed her 

In the complex world of Medicare admin-
istration, no one understands the need 
to deliver quick, accurate and up-to-date 
information to program providers better 

than JERRI PIGG-SHOEMAKE. A 35-year vet-
eran of contracted Medicare administration, 
Pigg-Shoemake has expertise in various 
aspects of the program having worked in 
claims adjustment, customer service and 
appeals management. In August 2017, 
she stepped into her current position as 
customer service manager overseeing the 
contact center for WPS Government Health 
Administrators, a Medicare Administrative 
Contractor (MAC) which provides claims pro-
cessing and customer service to the Centers 
for Medicare & Medicaid Services (CMS). 

JERRI PIGG-SHOEMAKE 
WPS GOVERNMENT 
HEALTH 
ADMINISTRATORS



JUL 2019  ❘  ContactCenterPipeline.com     23

face-to-face, they build team relationships by 
helping each other out and keeping that open 
communication going.”

A Rewarding Role
The benefits of building a strong team 
became evident over the past year as the WPS 
contact center rolled out new systems and 
tools to streamline processes and its train-
ing program. Although the project required 
considerable adaptability, staff training and 
change, the center was able to implement the 
technology on time and exceed the project 
goals. Pigg-Shoemake is appreciative of her 
team’s effort in making it happen. “It took all 
of us working together to be successful,” she 
notes. 

Overall, Pigg-Shoemake feels privileged 
to be part of the Medicare program. She is 
proud of the work that her team does every 
day to provide services to beneficiaries and 
providers, and of the opportunity to be a 
resource for her staff. “The contact center is 
not always an easy job. Being on the phones 
every day talking with customers who may be 
upset or who need information quickly can 
be stressful. My job is to make sure that our 
frontline team has the tools and the training 
to be able to perform their jobs well. If I can 
help my staff to do that with a sense of pride 
and with quality, it makes me very happy.”

As a leader, Pigg-Shoemake feels that it 
is important to recognize individuals and 
support their development. “We need to 
coach our staff and hold them accountable 
for the work they do, but at the same time, 
it’s essential to recognize them for their indi-
vidual contributions. We need to give people 
room to grow and projects that expand their 
experiences,” she says. “The more that we 
invest in our staff, encourage innovation and 
provide positive feedback, the more they will 
help our organization to improve and succeed. 
Every organization is founded on its people. 
Working with them and celebrating successes 
with them is key because you learn from each 
other, and you depend on each other.”

the pace for the day. Everyone knows where 
our metrics are, what our hot topics are and 
what needs to be addressed. If there are 
questions or urgent issues, that is the time to 
bring them up,” Pigg-Shoemake explains. “Our 
daily huddles contribute a lot toward bringing 
together a diverse group at different locations. 
You’ve got to have that daily touchpoint to 
keep everyone on the same page.”

Creating Opportunities  
for Team Engagement
With a widely distributed team, you might 
think that it would be challenging to main-
tain a positive work environment. At WPS, 
individual responsibility forms the basis of 
a healthy culture. “People own their actions,” 
Pigg-Shoemake says. “We are customer-fo-
cused so we know that our actions impact our 
customers. We are also driven and passionate 
about the work that we do and are committed 
to it.”

Frequent feedback is also crucial, she says. 
“When you have staff in different locations, 
you have to look for opportunities for engage-
ment.”

One such opportunity is ongoing training. 
Once a month, WPS closes the contact center 

so that all staff mem-
bers can attend training. 
As part of the day-long 
event, Pigg-Shoemake 
holds an open commu-
nications session via a 
conference bridge or 
Skype. Team members 
are encouraged to pose 
their questions about 
work- or policy-related 
issues, soft skills, or 
anything else that may 
be distracting them 
from their work—for 
instance, how to handle 

different call types. 
“Everyone gets to hear the questions and 

answers and to provide feedback, so they 
build upon each other’s input,” she says. “It 
really fosters a great team environment—espe-
cially when discussing the issues that people 
are struggling with, whether it’s certain types 
of calls or parts of the work instructions. Their 
teammates will jump in and offer suggestions 
or shortcuts. Even though they may not be 

You have to know how the work is performed 
before you can make good decisions about it,” 
she notes. “I want to be able to demonstrate 
to my staff what needs to be done and how 
to take action.” 

In addition to modeling the types of 
behaviors she expects from her team, Pigg-
Shoemake strives to ensure an upward and 
downward flow of communication. “I have 
an open-door policy with my staff. They can 
come talk to me anytime with any questions, 
or if they feel like they want to share an idea 
or just get to know me better,” she says. In 
addition to informal communication, Pigg-
Shoemake often holds skip-level meetings 
with frontline staff. “I don’t just interact with 
the supervisors that report to me. I will have 
meetings with their staff so that they can feel 
comfortable sharing information directly with 
me, and they feel like they’re being heard,” 
she says. 

Building an Environment  
of Trust and Transparency
Making sure that everyone stays focused 
on the same goals requires a conscious 
effort when team members are distributed 
across multiple offices located in different 
states. Pigg-Shoemake 
stresses that it’s vital to 
foster an environment 
of trust and transpar-
ency. Doing so means 
ensuring that data and 
information are accessi-
ble and available to all 
team members when 
they need it. “Whether 
it’s work instructions, 
updates or process 
changes, we make sure 
that the information is 
clear and in a place 
where they can access 
it,” she states. “We don’t want our frontline 
staff to have to wait for someone else to give 
it to them.”

Daily huddles also help to keep the 
management team up to date on center 
performance, current issues and progress 
toward goals. “Every morning, we meet for 
30 minutes to go over all of our data, our 
metrics, the things that happened the day 
before, and where we’re going today. It sets 

Susan Hash is the Editorial Director of 
Contact Center Pipeline magazine and 
the Pipeline blog.  
(susan@contactcenterpipeline.com)

@susanhash 

You have to know 
how the work is 

performed before 
you can make good 
decisions about it.
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ANSWERING THE PERSONNEL CALL: 
FOUR WAYS CONTACT CENTERS  
CAN ENHANCE AGENT RECRUITMENT 
AND RETENTION
Align technology with engagement strategies  
to gain the edge in the talent war.

BY KIM WALLACE, HIRE DYNAMICS

also satisfied in their roles, today’s contact 
centers must take more creative approaches 
beyond simply elevating wages. Although not 
necessarily a typical “budget line item,” an 
investment in employees can deliver excep-
tional value by positioning a contact center as 
a destination workplace. In doing so, centers 
can reallocate resources currently devoted 
to recruitment and new employee training to 
other measures that promote growth.

The following four strategies can help con-
tact centers gain an edge in the talent war, 
and attract and retain the agents who can 
best serve their customers.

Empower Performance
A panelist at Hire Dynamics’ May 2019 
Contact Center Roundtable noted the hypoc-
risy of modern centers expecting their agents 
to provide a first-class customer experience 
when they themselves were not delivering a 
first-class work environment to their teams. A 
lack of training, resources and ongoing feed-
back threatens employees’ confidence and 
performance scores, and ultimately can lead 
them to consider a company they feel may be 
more invested in their success.

Contact center leaders can set their agents 
up to shine by providing ongoing, constructive 
feedback. From day one, managers should 
outline how they prefer agents to conduct 
conversations and reinforce the messages, 
questions and protocols that will guide their 
engagement. Advanced monitoring platforms 
also enable managers to review transcripts of 
every call and evaluate each agent’s disposi-

engagement, the agent role demands spe-
cialized skills that are not easily replaceable. 
This reliance makes the annual American 
call center turnover rate, which the Quality 
Assurance & Training Connection estimates 
to be as high as 45% (more than twice as 
high of any other field), even more disruptive.

To ensure that agents are not only fully 
prepared to handle customer needs, but 

While the competition for top talent 
intensifies across the business 
landscape, contact centers often 
feel the impact more than most. 

Top-performing contact centers require 
exceptional agents to lead a memorable 
and impactful customer experience while 
upholding their company’s brand and val-
ues. Whether through direct, chat or online 
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reasonable or attainable, contact centers can 
make great strides in recruitment and reten-
tion efforts by demonstrating that employees’ 
feedback is being taken seriously and making 
efforts to support their requests when pos-
sible.

Create a Culture of Success
Even in the shift to more remote operations, 
contact centers must create and uphold a 
culture that employees believe in. Prospective 
agents can quickly sense whether they would 
be a good fit for a given operation, and cen-
ters can create a favorable image by aligning 
around a consistent mission, vision and brand 
identity. Although the environment is unique in 
that agents address customers independently, 
leaders should still promote an environment 
of collaboration, open idea exchange and 
pursuit of larger goals.

While a company’s mission, vision and 
values can serve as a foundation for suc-
cess and employee inspiration, they should 
not be permanently rigid. Managers should 
include agents in strategic planning and 
solicit feedback on what they would like to 
see their company become, and how they can 
contribute to making that vision a reality. As a 
result, every agent can feel confident in their 
ability to create a workplace in which they feel 
they can best succeed—and one in which they 
would like to remain.

Contact centers have long felt the burden 
of employee turnover, and the costs and 
productivity gaps that come with replacing 
exceptional agents. Instead of sinking in the 
frustration, centers should accelerate their 
efforts to become an employer of choice. By 
aligning modern technologies with clearer and 
more frequent employee engagement, contact 
centers can build and maintain a dedicated 
team who can serve customers and drive 
company growth for years to come.

spotlighting top-flight work at a team meet-
ing or featuring a top agent on a company’s 
social and internal communication channels 
can strengthen manager-agent relationships 
and fuel a sense of accomplishment among 
team members.

Meet Agents’ Desires
The factors that bear the greatest influence 
on employees’ retention vary by industry, 
company and individual. Unfortunately, busi-
nesses struggle most when they assume they 
understand what makes their employees tick, 
and deliver benefits and programs that fail to 
appeal to their most valuable resource.

Contact centers can better grasp, and 
respond to, the issues that matter most to 
their agents through direct engagement. 
Whether through methods as informal as 
one-on-one conversations or as formal as 
an employee survey, call center leaders can 
show their agents that their voices matter and 
are being heard, and translate feedback into 
offerings more in line with their wants and 
needs.

For instance, flexibility and work-life 
balance are two of the most commonly 

requested employee 
perks in any modern 
workplace. Traditionally, 
such requests would 
be unheard of in a 
contact center envi-
ronment that tends to 
connect employees to 
a desk and phone in 
a single, centralized 
location. However, to 
better retain top-per-
forming agents, many 
contact centers are 
at least exploring 

allowing employees to work remotely on 
occasion. Technological advancements allow 
managers to verify that their agents are not 
slacking during work hours and provide the 
same level of real-time call report feedback 
that they would in the physical contact center. 
Beyond the morale boost, flexible scheduling 
also provides an advantage in that agents can 
serve more customers in widespread time 
zones rather than limiting work to a smaller 
time block.

While not all employee requests may be 

tion, tone and use of keywords and phrases. 
Providing frequent feedback that seeks to 
improve, rather than criticize, performance will 
make agents feel more comfortable in their 
roles and show that their company is invested 
in their growth and development.

An investment in state-of-the-art technol-
ogy also will help agents overcome intangi-
ble challenges and feel better prepared to 
address a host of client requests. Voice and 
tone detection tools can aid contact center 
managers in redirecting calls to agents with 
comparable dialects or language experience, 
eliminating a long-time source of frustration. 
Additionally, noise-masking applications can 
produce clearer and smoother conversations 
free of off-putting distractions.

Reward Performance
Employees may opt to pursue alternate career 
options if they feel that their company does 
not value their efforts and contributions. 
While there is a fine line between supporting 
employees and going over the top, contact 
centers can make themselves more attractive 
to current and potential agents by incentiviz-
ing and rewarding exceptional performance.

It’s no secret that 
contact  centers 
forward their most 
critical conversations 
to the agents they 
consider the best of 
the best. With higher 
profile calls leading 
to more chances for 
conversion, being a 
top performer creates 
more opportunity to 
meet benchmarks that 
dictate bonuses and 
other honors. Contact 
center managers can motivate employees 
at all levels through transparent reiteration 
of their company’s performance policy and 
stating that agents will be given every chance 
to prove themselves and be rewarded accord-
ingly. Agents who see the merits of their work 
will be more likely to stay and grow within 
their companies.

Contact centers also can inspire top-per-
forming agents in other ways that require 
minimal effort, but which can significantly 
boost team morale. An action as simple as 

Kim Wallace has served in the 
Staffing Industry for the last 19 
years. As Executive Vice President at 
Hire Dynamics, she is responsible 
for leading all locations for Hire 
Dynamics and StaffMasters. Kim 

currently serves on the board for the Upstate Alliance 
in S.C., and is a member of the Society of Human 
Resource Management (SHRM), CSCMP, N.C. Regional 
Partnership, and Buckhead Business Association.

Employees may opt 
to pursue alternate 

career options if 
they feel that their 
company does not 
value their efforts 
and contributions.
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FOUR WAYS TO ATTRACT 
AND RETAIN MILLENNIAL 
AGENTS
Leading WFO vendors are providing the 
tools to meet job-seeker requirements and 
capitalize on their unique skill sets.

BY DICK BUCCI, PELORUS ASSOCIATES

essential factor when choosing to join or 
leave an employer. As Chris Lilley, Chief 
Human Resource Officer at electronics 
retailer Crutchfield Corporation, pointed out, 
“This generation really values their separa-
tion of work and home. They value work-life 
balance. They’re also perfectly happy to work 
from home. They value their time at home and 
their social life.” 

When it comes to balancing work against 
pressing personal demands, the latter will 
often outweigh the former. Millennials are not 
careerists. They want to work with a company 
that shares their commitment to work-life 
balance. According to an online survey con-
ducted by Monster.com, 37% of employers 
report that work-life balance and flexibility 
are the most important motivating factors for 
the millennial generation. Telecommuting and 
flextime aren’t seen as privileges, but rather 
requirements. 

Opportunities  
to Learn New Skills
Millennials are realistic. They understand that 
the term “secure employment” is an oxymo-
ron. Their survival plan is to accumulate mul-
tiple skill sets so they can transition smoothly 
should the need arise. Since they are quick 
learners and need to be always doing some-
thing, training periods need to be brief and 
made more hands-on. Employers seeking to 
attract the best of the millennial workforce will 
have a robust training and development pro-
gram. They are used to learning from YouTube 
videos and want the flexibility to hone new 
skills on their own schedules. When asked 
what they’re looking for in a new job, 80% 
cite the opportunity to learn new skills as a 

top factor. 

Frequent and Fair 
Evaluations
Just as they want to know their specific 
duties, they also want to know how they 
are performing. An advantage of contact 
center work is frequent quality monitor-
ing evaluations. However, the traditional 
pattern of conducting a handful of evalu-
ations per month, then following up with 

coaching days or even weeks later after the 
coachable event will not work with this group. 
The feedback needs to occur coincident 
with the coachable event so that millennial 

may travel even faster. Over half say that they 
will leave an employer that no longer meets 
their expectations. 

Work-life Balance  
Is Priority One 
Over 90% of millennials prioritize work-life 
balance, and that makes job flexibility an 

Pew Research Center  defines millenni-
als as anyone born between the years 
1981 and 1996 (ages 22 to 37 in 
2018). Today more than one in 

three members of the American work-
force are millennials, making them the 
largest generation in the U.S. workforce 
and the prime pool for current and pro-
spective contact center agents. 

Because of today’s healthy economy, 
millennial job-seekers can be selec-
tive. They will seek out organizations 
that best meet their vision as ideal 
employers. If they are happy with their 
employer, they will spread the word through 
their social networks and assign positive 
ratings to employee review sites such as 
Glassdoor. If things don’t work out, the word 

Four of the most important requirements 
millennials seek from an employer are:
1. Work-life balance
2.  Opportunity to learn new skills
3.  Access to state-of-the-art technology
4  Frequent performance feedback
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to provide notifications when overtime hours 
are on offer. Infused with natural language 
processing, staff can chat with Grant and let 
him know if they wish to accept the schedule 
options. Grant then automatically manages 
the schedule request for them through a 
friendly real-time conversation. Millennials are 
the most technically savvy generation ever. 
They are very familiar with chatbots and will 
perceive employers that have committed to 
AI-infused automation as organizations they 
want to be associated with.

NICE 
NICE is strongly committed to predictive 
analytics and artificial intelligence. NICE has 
added a new capacity planning solution, 
called NICE Enhanced Strategic Planner 
(ESP), which leverages the artificial intelli-
gence from the core workforce management 
to offer powerful modeling tools that can cal-
culate optimal schedules while considering 
the dozens, if not hundreds, of variables that 
can affect schedules. NICE has incorporated 
over 40 algorithms in its scheduling and fore-
casting engine. Enhanced Strategic Planner 
can easily handle the added complexity of 
millennial scheduling preferences.

Millennials Are the Workforce 
of Today and Tomorrow
Boosted by immigration, the population of 
millennials expected to reach 76.2 million in 
2036, surpassing baby boomers as the larg-
est living adult population. Global outsourcing 
organization TELUS International reports that 
80% of their agents are in the millennial age 
group. 

Millennials are important generation for 
contact centers because they comprise 
both today’s agent labor pool as well as the 
future. This underlines the importance of 
understanding what values they can bring to 
the table and what actions and technology 
are needed to capitalize on their unique skill 
sets. 

Millennials often have more than one job 
or are university students working part-time.  
Their availability is subject to frequent change. 
Aspect’s recent enhancements to its work-
force management software can send text 
alerts to individuals who are qualified and 
have expressed interest in picking up shifts 
on short notice. All communications are via 
smartphones. (No self-respecting millennial 
is ever more than three feet from their smart-
phone.) 

Aspect shared the following case study of 
how this works: Asurion is a global provider of 
insurance services. The company has 17,000 
employees and 280 million consumers. The 
company found that the traditional methods 
of communicating with agents were con-
suming too much time and caused agent 
satisfaction to decline. Agents were missing 
opportunities for voluntary time off and over-
time. Asurion deployed the Aspect Workforce 
Management solution augmented by Aspect 
Inform, which enables mobile communica-
tions to agents. By going mobile, Asurion 
was able to send proactive notifications to 
immediately inform agents of time-off and 

overtime opportuni-
ties. Agents receive 
the messages over 
their smartphones and 
can reply immediately 
through their devices. 
Now agents don’t 
have to miss import-
ant opportunities. 
The solution averages 
35,000 notifications 
per week resulting in 
higher levels of agent 
engagement, higher 

morale and lower turnover.

TELEOPTI 
Stockholm-based Teleopti has long been out 
front on work-life balance. Their latest inno-
vation is a chatbot called “Grant.”  Teleopti 
describes Grant as an organization’s own 
WFM concierge, handling all processes 
related to schedule requests. Grant is 
always available, and “he” analyzes current 
staffing alongside employees’ unique skills 
and schedules to provide notifications when 
voluntary time off is available. If additional 
support is needed, Grant will soon be able 

workers can make the course correction now 
rather than later. 

Access to State-of-the-art 
Technology 
Millennials love technology. Ninety percent 
of them sleep with their smartphones. They 
expect workplace user interfaces to be as 
well organized and intuitive as those they use 
on their smartphones. They expect to have 
access to high-speed internet on the job and 
remotely if they are working from home. They 
know when systems are well-integrated and 
when they’re not. Mobility is very important. 
They are comfortable communicating in multi-
ple modes. Unlike older generations, they see 
advanced technology more as an opportunity 
than a threat.

Leading WFO Vendors 
Respond 

VERINT
Millennials crave frequent performance 
feedback (preferably positive). They want to 
know how they stack up against their peers 
and how they can 
improve. Traditional 
quality management 
is labor-intensive 
and inflexible. Quality 
specialists are often 
unavailable during the 
off-hours millennials 
are working. Verint 
AQM (for Automated 
Quality Management) 
automates the entire 
contact center quality 
process, from scoring 
evaluations to assigning coaching. Automated 
quality scores enable feedback that is accu-
rate, timely, objective and based on the 
agent’s performance across all calls—not just 
a handful. Verint’s user-friendly agent portals 
alert employees to their current and future 
schedules, performance scorecards and 
schedule adherence while providing access 
to assigned e-learning courses and coaching 
materials.

ASPECT SOFTWARE
Millennials are attracted to contact center 
work because of the promise of flexibility.  

Dick Bucci is the Founder and Chief 
Analyst at Pelorus Associates, which 
provides market research and consulting 
services to the contact center industry. 
(dbucci@pelorusassoc.com)

Millennials expect 
workplace user 

interfaces to be as 
well organized and 

intuitive as those on 
their smartphones.
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LEARNING & DEVELOPMENT | RENEE DAVIS 

THREE WAYS CONTACT 
CENTER STAFFING AND 
TRAINING HAS EVOLVED
A modern approach to learning and 
development can help to attract and  
retain top talent. 

BY RENEE DAVIS, MAJOREL

While a competitive wage and enticing 
benefits are important, organizations also 
have to progress their training and develop-
ment programs to accommodate the aspira-
tions of entry-level employees and empower 
customer service representatives to meet the 
needs of consumers. Below are three ways 
contact centers have changed their strategy 
as staffing has transformed. 

Evolving the Curriculum
As the demographics of contact center 
employees have changed, the way entry-level 
workers learn has also transitioned. Rather 
than sticking with traditional instructor-led 
training, it is critical to shift to a blended 
learning approach. Training programs 
must embrace adult learning and perfor-
mance-based curriculums that encourage 
active participation and job practice. 
Learning has become more interactive than 
lecture-style training, and most learners 
need more hands-on practice to cultivate 
problem-solving skills that are critical in cus-
tomer engagement. Contact center learning 
has shifted from training to facilitation, and 
learners now demand shorter, yet practical 
application during knowledge transfer. 

Integrating Technology
Today, consumers are constantly shifting their 
preferred customer service support channels. 
Keeping pace with evolving customer expec-
tations requires an understanding of technol-
ogy. With the rise of chat, email, social media 
and voice assistants, consumers expect fast 

recruiting to fill positions. Millennials and 
some Gen Z cohorts are looking for employ-
ment opportunities characterized by flexibility, 
community engagement and a sense of pur-
pose. As a result, companies must be more 
agile in their scheduling, hiring and training. 
In fact, according to a study by Bentley 
University, 77% of millennials feel flexible 
work hours would make the workplace more 
productive, and half of millennials are looking 
for their employer to invest in training and 
development. It is also important to under-
stand generational differences when looking 
at your approach to hiring and learning, as 
more recent generations are seeking mean-
ingful work, while less recent demographic 
generations may seek opportunities to learn 
about advanced technologies. 

It seems like every day we learn about a 
new brick-and-mortar retail giant that is 
closing stores across the country. Sam’s 
Club, Toys R Us, Sears and Macy’s are just a 

few retailers saying goodbye to physical loca-
tions. While some are moving to e-commerce, 
others are simply no longer competitive. The 
result is a workforce of retail associates in 
need of work. Many may pursue positions in 
the food service industry or other retail oppor-
tunities, but contact centers are also a great 
fit for these workers’ skill sets. While customer 
service jobs within contact centers are often 
overlooked, they present opportunities for 
career growth and development in a way that 
other alternatives cannot. 

To attract and retain qualified workers, 
contact centers must key in on who they are 

https://s0.hfdstatic.com/sites/the_hartford/files/millennial-leadership.PDF
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As contact centers look to adapt to societal 
trends and find the right talent to deliver a 
high-quality customer experience, training 
and development are more important than 
ever. Whether it is evolving the curriculum to 
better meet the needs of today’s learners, 
integrating technology to support the growth 
of omnichannel customer service or offering 
training that helps entry-level employees 
advance their careers, contact center staff-
ing must progress in order to meet customer 
demands. 

is a value-add for entry-level employees who 
are focused on professional development. 
By attracting candidates who are focused 

on additional education 
and creating a career in 
customer service, your 
employees will be more 
passionate about the 
company. As a result, cus-
tomer service representa-
tives will be willing to go 
the extra mile and share 
improvement suggestions, 
which can improve your 

contact center’s customer satisfaction scores. 
Customer service tasks are also becoming 

more complex. This means more demands 
are being placed on employees. Continuous 
and lifelong learning will become increasingly 
relevant for employee development. To retain 
motivated customer service representatives, 
microlearning and individualized training 
must be integrated.

response times in the channel of their choice. 
To adapt to new communication structures, it 
is imperative that representatives are com-
fortable interacting with 
customers on a growing 
number of channels. 
Furthermore, the increas-
ing use of chatbots and 
AI to automate customer 
service inquiries makes it 
even more essential that 
representatives have the 
technical capabilities to 
manage the transition 
from chatbot to human-human communica-
tion. Given the complexities, employees must 
be given practice using technology in the 
classroom, and training by device is critical.

Making Training Worthwhile
View the learning you provide as a product 
that can attract employees. A strong curricu-
lum that allows people to grow their skill set 

Renee Davis is the Director of 
Learning, Organizational Development 
and Quality for the Americas at 
Majorel. She designs the framework 
and leads a team of contact center 
training and quality professionals 

located throughout the U.S., Canada and Mexico, who 
support companies with their customer relationship 
management interactions, providing top-notch 
customer engagement to some of the world’s largest 
and most respected brands.

View the learning 
you provide as  
a product that  

can attract 
employees.
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performance first
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The new Sennheiser SC 660 ANC USB is designed for 
contact center and office professionals requiring a 
premium wired headset that delivers a high-quality audio 
performance. For improved comfort and productivity in 
noisy open work spaces, the headset features Active 
Noise Cancellation as well as proximity sensor technology 
for seamless call handling. Sennheiser Voice Clarity and 
an ultra noise-cancelling microphone ensure a clear 
communication experience with every call. 
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0519_ContactCenterPipeline_SC660_ANCUSB.indd   1 5/22/19   3:16 PM

https://en-us.sennheiser.com/
http://www.sennheiser.com/century


DIRECTORY

To join the Pipeline Directory, contact: advertise@contactcenterpipeline.com JUL 2019  ❘  ContactCenterPipeline.com     33

8x8
866.446.2067 inquiry@8x8.com www.8x8.com/call-center
8x8, the only provider of Truly Unified Communications, powers over a million business users worldwide. 
The 8x8 suite of products seamlessly weaves together cloud telephony, messaging, meetings and 
contact center solutions with a data analytics platform, helping modern organizations communicate at 
the speed of employee and customer expectations.

BroadSoft
301.977.9440 info@broadsoft.com www.broadsoft.com
BroadSoft works with consumer-facing companies to transform their contact centers into strategic 
business assets. BroadSoft’s cloud-based software improves contact center performance through global 
management, control and advanced analytics across systems and channels.

Calabrio
855.784.2807 info@calabrio.com www.calabrio.com
Calabrio is a customer engagement software company that provides analytic insights to catalyze growth 
through contact centers. The Calabrio ONE® suite empowers organizations with easy-to-use tools that 
provide a better understanding of the customer. Calabrio has been named a “Leader” by Gartner in 
its Magic Quadrant for Customer Engagement Center WFO (2015). Find news and information about 
Calabrio at www.calabrio.com.  

CallShaper
888.276.1370 sales@callshaper.com www.callshaper.com
CallShaper, founded in 2012 and located in Perry Hall, Maryland, is the originator of a cutting-edge call 
center platform for efficiency and compliance-minded directors of inbound and outbound telemarketing 
call centers. CallShaper harnesses the power of the cloud to automate 100% of the telemarketing 
process to keep agents focused on making sales.

Aspect
888.547.2481 contact@aspect.com www.aspect.com
Aspect helps businesses around the world create powerful, personalized experiences for both customers 
and the agents who serve them. Award-winning contact center, workforce management and IVR/self-
service/chatbot cloud, hosted and on-premises solutions are full-featured yet easy to use, quick to 
implement and easy to keep current.

2Ring America
916.426.3790 info-us@2Ring.com www.2Ring.com
2Ring, a Cisco Preferred Solution Partner, is globally known for its suite of Gadgets for Cisco Finesse, 
and for 2Ring Dashboards & Wallboards—a real-time reporting application. 2Ring also provides 
connectors between Cisco Finesse and Salesforce, ServiceNow, MS CRM (Dynamics), and any SQL-
based application. To learn more, visit www.2Ring.com.
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Cameo Global
800.901.0190 exec.sales@cameoglobal.com www.cameoglobal.com
Cameo Global is a Collaboration Solutions Provider with unique capabilities for implementing and 
supporting Cisco Contact Centers.  Our lifecycle services include design, implementation and 24/7 
Managed Services. Cameo Global has an international reputation as a Cisco contact center expert. We 
are also a certified Cisco HCS Cloud provider, delivering Contact Center as a Service (CCaaS) via our 
award winning CloudBlu™ platform.

eLoyalty, a TeleTech Company
512.391.7700 solutions@eloyalty.com www.eloyalty.com
eLoyalty, a TeleTech Company enables a frictionless customer experience by enabling next generation 
customer technologies across mid-size and enterprise organizations. Our solutions include Experience 
and Experience+, an enterprise-level cloud solution for mid-sized businesses, managed services, 
enterprise cloud and premise contact center solutions, workforce optimization, CRM, customer journey 
solutions, and omnichannel capabilities all allowing for a revolutionary customer experience.

Empirix
978.313.7000 info@empirix.com www.empirix.com
A trusted brand for 25 years, Empirix is the recognized leader in end-to-end test automation. We help 
enterprises overcome the complexities of transforming and testing networks and voice applications to 
accelerate deployments and enhance the customer experience. Empirix is uniquely able to provide a 
complete understanding of how customers experience omni-channel applications in a single solution 
optimized for application test automation.

ChaseData Corp
888.739.8218 Sales@chasedatacorp.com  
www.chasedatacorp.com/call-center-software-free-trial
ChaseData’s cloud based Call Center Solution offers leading edge technology and value to clients 
operating inbound contact centers, predictive dialing outbound call centers, in over a dozen industries 
employing thousands of agents. To schedule a free trial, visit www.chasedatacorp.com.

Contact Center Nation
617.935.9040 valerie@avantgardevents.com www.contactcenternation.com
Contact Center Nation is a community dedicated to addressing the professional needs of Call Centers, 
Workforce Management and Back Office Operations. We deliver a wide range of resources including 
events, executive level learning, networking, career opportunities and connections exclusively for a niche 
audience.

Customer Contact Strategies
972.510.8591 mrowan@customercontactstrategies.com
www.Customercontactstrategies.com
Customer Contact Strategies helps companies develop and deploy remote working strategies, with a 
focus on contact centers.  Michele Rowan, President, moved 1000+ positions home with Hilton Hotels 
in both the US and Europe.  She conducts workshops around the country, webcast trainings, and 
customized gap analysis/consulting for organizations around the globe.
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IntelePeer
SALES: 877.336.9171 SUPPORT: 866.780.8639 www.intelepeer.com
IntelePeer has been a leading provider of Voice Services since 2003. Our Atmosphere® Communica-
tions Platform delivers complete business communications solutions including Atmosphere® Cloud 
Contact Center, a full-featured Contact Center as a Service including advanced IVR, ACD, cloud routing, 
predictive dialer, agent scripting, and analytics. In addition, IntelePeer offers Unified Communications as 
a Service through Cisco Spark, Enterprise Voice services and SIP trunking, and Unified Communications 
(UC) Enablement for Carriers and Service Providers. Visit www.intelepeer.com to learn more.

InGenius
613.591.9002 x3000 sales@ingenius.com www.ingenius.com
InGenius is a computer telephony integration (CTI) innovator that integrates existing phone systems into 
leading CRMs. With features such as screen pop, click-to-dial and automated call logging, InGenius 
Connector Enterprise enables contact centers to quickly and efficiently serve customers, and see a 
360-degree view of call interactions for intelligent analysis.

ICMI
800.672.6177 icmi@icmi.com  www.icmi.com

ICMI is the leading global provider of comprehensive resources for customer management 
professionals—from frontline agents to executives—who wish to improve customer experiences 
and increase efficiencies at every level of the contact center. Since 1985, ICMI continues to help 
organizations through training, events, certification, consulting, and informational resources.

Human Numbers
770.609.6565 info@HumanNumbers.com www.HumanNumbers.com
Human Numbers is passionate about forecasting and scheduling.  We offer workforce management 
services to call centers that can’t afford to purchase WFM software, or who do not have a full-time Work-
force Manager.  Our customers receive the expertise of a seasoned Workforce Manager who takes on the 
weekly duties of ACD data collection, forecasting, and scheduling, without having to hire a full-time staff 
member.

Genesys
888.GENESYS info@genesys.com www.genesys.com
Genesys is a leading provider of contact center and customer service software—with over 20 years of 
contact center innovation and experience. Our software maximizes the value of customer engagement 
and differentiates the experience by driving personalization and multichannel customer service—as well 
as extending customer service across the enterprise.

FrontLine Group
502.472.8361 inquiries@flgfrontline.com 855-591-2163
FrontLine Group is a global business process outsourcing firm that takes the customer experience 
seriously! Our solutions are specifically tailored to fit the needs of each client and we specialize in 
customer care, back office, and first party space. Our footprint includes locations in the US, Canada, 
India, and the Philippines.
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Jacada
770.352.1300 mstorm@jacada.com www.jacada.com
Jacada’s automation expertise and IP within customer operations continues to deliver end-to-end 
customer service automation solutions to global enterprises helping them move further down an au-
tonomous CX path. From guiding the contact center agents and automating their manual tasks to fully 
automated self-service solutions, Jacada automates interactions while improving customer experience. 

Lawson Concepts
317.548.4377 chris.lawson@lawsonconcepts.com www.lawsonconcepts.com
Lawson Concepts aids companies with crafting speech analytics blueprints as well as performance 
support knowledge management to address organizational challenges and harness information. Our 
solutions focus on streamlining the customer-agent interaction to improve operational efficiency, reduce 
agent fatigue, and improve the customer experience through the agent experience. 

National Association of Call Centers
www.nationalcallcenters.org
The National Association of Call Centers’ goal is to advance the call center industry by offering high-
value-added information, research and products to its members for effective decision making.

MainTrax
612.817.4090 scott@maintrax.com www.maintrax.com
MainTrax is a smart, talented team of passionate problem solvers, analysts, and strategists obsessed 
with helping contact centers achieve their short and long-term business goals. Unlike other analytics 
companies, MainTrax shrewdly combines industry-leading technical expertise with industry insight to 
help clients get the most from speech analytics software and customer interactions.

Janet LeBlanc + Associates Inc.
613.730.2709 janet@janetleblancassociates.com
www.janetleblancassociates.com
Janet LeBlanc + Associates Inc. is a team of dedicated professionals who are passionate about 
using the voice of the customer to drive business results. Working with senior management, our team 
integrates operational, customer value and business performance measures to influence strategic 
planning, employee performance management and process improvement initiatives.

MusicWorks
866.989.MUSIC ext. 102 www.gomusicworks.com
MusicWorks is an international on-hold media company providing wall-to-wall CX solutions for the 
Contact Center and Enterprise communities. Our services include call flow design, scriptwriting, branded 
voice options, multi-lingual talent, translation services with a 3-tiered layer of verification, content 
management, production scheduling and trafficking, and secure 3rd party portal management. Our work 
literally speaks for itself. Check us out.
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Proactive Planning Group
443.451.4301 danr@proactiveplanning.net www.proactiveplanning.net
Making Workforce Management work for you! The Proactive Planning Group is a full service contact 
center consulting firm specializing in Workforce Management issues. Our mission is to improve contact 
center performance by focusing on root causes, real world solutions and return on investment.

PowerHouse Consulting
800.449.9904 info@powerhouse1.com www.powerhouse1.com
PowerHouse Consulting, Inc. is an internationally-recognized consulting firm specializing in Contact 
Centers and Telecommunications. Our services include Strategic Planning, Contact Center Assessments/
Solutions, Telecommunications/IT Assessments, Workforce Optimization, Outsourcing Management, Cus-
tom Training, and Procurement Management. Collaborating with more than 350 clients, our seasoned 
consultants work with organizations of different sizes, varying budgets, different industries to bring quick, 
practical, and cost-effective solutions.

Pelorus Associates
434.589.2131 dbucci@pelorusassoc.com www.pelorusassoc.com
Pelorus Associates provides market research, consulting, and marketing communications services to 
over 35 contact center vendors in seven countries.  Engagements include opportunity analysis, market 
potential estimates, market segmentation, acquisition research, white papers, ROI models, regulatory 
analysis,  blog posts, product briefs, and strategic partnering.  Projects are client-driven, conducted 
professionally, and with complete confidentiality.

Panviva
617.917.5336 tryan@panviva.com www.panviva.com
Panviva’s cloud knowledge management system helps contact centers organize critical business informa-
tion to improve employee efficiency, contributing to overall revenue growth, productivity and drive better 
customer engagement and experiences. Panviva combines a proven methodology with its cloud-based 
software to provide lightning-fast guidance of soft skills, scripting, process adherence and application 
navigation skills so employees are trained much faster and fully competent quicker than ever before.

NorthEast Contact Center Forum
www.neccf.org
The NECCF is a non-profit organization dedicated to the professional needs of the Contact Center indus-
try. We are governed by a volunteer Board of Directors who are experienced professionals from a variety 
of backgrounds. We offer four quarterly events to a diverse audience from financial services, healthcare, 
insurance, retail and more.  We pride ourselves in being the largest community of Contact Center lead-
ers in the NorthEast delivering exceptional learning and networking opportunities for the region.

NICE inContact
866.965.7227 www.niceincontact.com
NICE inContact is the cloud contact center software leader, empowering organizations to provide 
exceptional customer experiences with the world’s No. 1 cloud customer experience platform, NICE 
inContact CXone™. CXone combines best-in-class Omnichannel Routing, Workforce Optimization, 
Analytics, Automation and Artificial Intelligence on an Open Cloud Foundation. www.niceincontact.com
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RCCSP Professional Education Alliance
708.246.0320 librarian@the-resource-center.com www.the-resource-center.com
The Resource Center for Customer Service Professionals (RCCSP), celebrating its thirteenth year of 
service to the contact center community, provides access to world’s largest network of call center, help 
desk, and IT support center training and certification providers: the RCCSP Professional Education 
Alliance. Experience the industry’s most comprehensive training curriculum.
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Reflective Keynotes Inc.
905.567.8432 info@reflectivekeynotes.com www.reflectivekeynotes.com
Reflective Keynotes Inc. specializes in helping inbound contact centers improve their sales results. Our 
workshops, webinars and keynote speeches provide key insights to help your Agents close more sales 
and help your Managers coach more effectively towards sales results.

Sennheiser Communications
860.434.9190 Jennifer.orzechowski@sennheiser.com   
www.sennheiser.com/headsets
Sennheiser Communications is a joint venture between electroacoustics specialist Sennheiser Electronic 
GmbH & Co. KG and hearing healthcare specialist William Demant Holding Group. It manufactures 
wireless and wired headsets for mobile phones, contact centers, offices and unified communications, 
as well as PC/Mac-compatible computer headsets for VoIP, entertainment and gaming.

Service Agility
215.679.5250 jaym@serviceagility.com  www.serviceagility.com
Service Agility provides guidance to organizations seeking substantial improvement in customer 
satisfaction levels and in the efficiency of their service and sales operations.  Our expertise is delivered 
through four channels:  consulting, training, speaking, and writing.  We serve call centers and face-
to-face operations.  We offer our clients industry expertise, real-world experience, knowledge transfer 
proficiency, and guidance independent from partnerships with other vendors.

Saddletree Research
480.922.5949 info@Saddletreeresearch.com www.saddletreeresearch.com
Founded in 1999, Saddletree Research provides custom and syndicated industry research covering 
emerging and high-growth contact center technology solutions and markets including Web 2.0 
framework and applications (social networks), analytics, workforce optimization (WFO), and Internet 
Protocol (IP) telephony. Papers and publications feature an emphasis on demand-based end-user data.

Shelf
info@shelf.io www.shelf.io
Shelf is an award winning contact center and help desk knowledge management platform. Shelf offers 
advanced AI automation and the best search in the industry helping agents quickly find, manage and 
solve customer issues on the first call. Used by organizations like Google, Amazon and Nielson, Shelf 
was designed by a Harvard knowledge management expert and data scientist for best in class search 
and organization. Unlike other knowledgebase platforms, Shelf offers pinpoint accurate document 
search, AI automation for maintenance and powerful analytics.

REFLECTIVE
K E Y N O T E S
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WorkForce Management Software Group
877.668.6870 pr@wfmsg.com www.wfmsg.com
WFMSG has emerged as the innovator in enterprise Web 2.0, collaborative, low cost workforce manage-
ment solutions for the contact center. WFMSG’s Community is coupled with an intelligent deployment 
process that results in very rapid installation, product adoption and ROI for our clients.

Verint
1.800.4VERINT info@verint.com www.verint.com
As The Customer Engagement Company™, Verint® helps organizations simplify, modernize, and 
automate customer engagement through market-leading cloud and hybrid solutions.  Our customer 
engagement solutions leverage the latest in artificial intelligence and advanced analytics technology to 
help organizations unlock the potential of automation and intelligence for driving real business impact.

USAN
770.409.2441 sales@usan.com www.usan.com
USAN helps companies engage customers and deliver an amazing customer experience with the 
industry’s best hosted multi-channel customer engagement solution. From telephone interactions to the 
web, social media and everything between, USAN’s communications and optimization solutions gives 
companies infinite flexibility in the way they engage customers across channels.

Telax
888.808.3529 Marketing@Telax.com www.telax.com
Telax offers the leading Cloud Contact Software as a Service solution (CCaaS) combining the most 
robust suite of features, with carrier-grade reliability, and world class deployment and support services. 
Telax also enables Communications Service Providers to enter the lucrative Contact Center market, with 
innovative Turnkey Sales & Marketing solutions that allow them to start selling, now.

Teleopti USA
855.215.1067 info@teleopti.com www.teleopti.com 
Teleopti, a top, global provider of workforce management software, offers a world-class WFM solution 
that is sophisticated, localized and easy to use. As the largest “best-of-breed” vendor, Teleopti focuses 
on helping contact centers, back offices and retail stores improve customer service, employee 
satisfaction and profitability—through optimized, automated forecasting and scheduling with cutting-
edge features to empower and engage employees.

Strategic Contact
866.791.8560 consult@strategiccontact.com www.strategiccontact.com
Strategic Contact is an independent consulting firm that provides objective perspectives based on its 
deep experience in contact centers large and small. The firm helps companies plan for change and 
growth, assess current environments, develop strategies, evaluate and implement new technologies, 
develop outsourced and virtualized center configurations, and conduct business case analysis.
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