
home working. They complement traditional
corded designs for desk-based staff and
wireless models for those who need to multi-
task and roam around and motivate their
workforce.

UC adds another dimension, but it’s not as
new as some people think.

Converged communication has been
around in call centres for quite some time,
from big organisations right down to 10-15
members of staff – not necessarily computer-
based soft phones or VoIP but on-screen
dialling. 

Agents can go into a customer contact, click
the number and have their notes on screen to
process an order. That’s a very early form of
converging technologies; integrating computer
and voice. It’s been around for many years, as
have elements of “presence” to identify
whether a particular person is contactable.
Functionality such as call waiting, diverting to
another agent and hunt groups have been a
glint in the UC eye.

Today, UC is very much a mixed bag,
depending on the type of call centre operation.
It’s not a one solution fits all, but call centres
can cherry pick the most effective elements for
them.

Home working is another growing area
where technology is playing a major role in
changing the face of call centre operations. 

We’re getting a plethora of enquiries from all
types of users, where rather than asking for a
telephony solution for the office, they are looking
to use technology to deploy more and more
home workers. At a recent contact centre forum,
every enquiry we received was all about how we
can ensure home workers have all the tools they
need to maximise productivity. For us there’s
been a big increase in migration to home
working and the many benefits generated.

There’s flexibility in terms of working hours
and cutting operational costs, from heating
and electricity to smaller offices. People work
in comfortable familiar environments with few
distractions. Combined with UC, people can
see when a person is available or busy. In
addition the next generation of headsets will
further improve presence capabilities.

It opens the opportunity to take on staff who
weren’t available before; mothers with young
children, for example. Twenty to 25 years ago,
there wasn’t a choice. People came to work,
sat at a desk all day and then went home. But
there’s a new generation now who can be just
as productive at home – available beyond the
standard 9-5 to cater for the needs of
customers.

In headsets, audio performance is critical.
Lower grade models can leave a bitter taste
when customer service suffers. Agents have to
repeat themselves, resulting in a bad customer
experience and lower staff morale.

You can have the most expensive and
sophisticated telephone system the world but
if your end point – such as the headset – is not
up to the job, everything else falls down. A
headset remains one of the most important
tools in any workplace. Happy staff makes
more productive people. External and internal
customer experiences should be of equal
importance.

Jane Craven, head of corporate sales, Rocom;
jane.craven@rocom.co.uk
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WHILE delivering good quality
service and a posit ive
customer experience is
generally regarded as an end
in itself, the last year has seen

increased pressure on call centres to
demonstrate their ability to generate revenues
and boost the bottom line.

When your customer service operations
include an outsourced element, the challenge
can become even more complex. 

Not surprisingly, today’s economic
conditions are leading many organisations to
look closely at outsourcing because of its
potential to move some of the costs
associated with their call centres off balance
sheet.

However, we believe that the decision to
outsource shouldn’t be taken l ightly –
particularly given consistent research from
analysts that show that a significant proportion
of outsourcing projects fail.

In 2010, for example, Aberdeen Group
found that nearly 50 per cent of engagements
either fai led outright or didn’t meet
expectations; while only a quarter of those
surveyed felt their project costs didn’t
escalate. Key reasons for these discouraging
findings stem primarily from
false initial assumptions
and poorly
s p e c i f i e d

requirements or
business plans.

So it ’s
important that
firms consider
t h e i r
o u t s o u r c i n g
i n i t i a t i v e s
carefully. Of
c o u r s e
o u t s o u r c i n g
isn’t a risk-free
option, but i f
you design your
p r o g r a m m e s
carefully – and
take ful l
account of the
impact that any
o u t s o u r c e d
initiative might
have on the
o v e r a l l
c u s t o m e r
experience they
provide – then
there’s a real
opportunity to
deliver a
positive impact

on the balance
sheet.

C l e a r l y
t h e

If you’re thinking of
outsourcing, our
expert advice will help
to make it a success

Outsourcing

something as vital

as customer

management

might be fraught

with difficulty, but

the rewards for

success can go

far beyond the

balance sheet

Outsourcing is not just to control costs…it must also
deliver to the bottom line. Helen Murray, of Verint
Consulting, explains how to meet these twin challenges

Please turn to next page ➲

“The right outsourcing partner can help to
provide your business with access to the
technologies that you need today”


