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The Interaction Issues

No linkage or co-ordination
between channels –

fragmented channels

Cost-to-serve
is not matched to

interaction / transaction
value

Inability to provide
differentiated

customer service
based on customer value

Fragmented responsibility for,
information related to,

and resolution of
customer queries

and service

Proliferation
of channels

Peers and
industry leaders
are increasingly
customer-centric

Call Centres
have not overcome

functional silos

Proliferation of devices
used by customers

High cost of
servicing customers

Fragmented
organisational ownership

of channels
Bad

customer service
levels

Low-cost channel
alternatives
requirement

Lack of effective
24 x 7 x 365

service availability

Calls not resolved
first time

No single view
of the customer

Organisations are faced with a multiple of customer interaction related 
issues
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The need to integrate 

Customers expect the 
organisation to be able to 
track and respond to 
interactions over multiple 
channels, for example:
• A customer can begin a 

transaction with an e-mail;
• Follow-up with a fax,

and finally
• Call in to check the status 

of the request

All of these interactions 
must be seamlessly 
integrated to provide best-
in-class customer 
interaction 
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• Follow-up with a fax,

and finally
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of the request

All of these interactions 
must be seamlessly 
integrated to provide best-
in-class customer 
interaction 

Customers demand service any 
where and any way, on their own 
terms

Customers demands

Organisations have developed 
several (generally) separate 
channels for customer 
communication

Organisations have 
developed Call Centres to 
deal with telephone queries

Often they have increased 
functionality to include faxes

Company websites have 
become integral to the 
organisation, but very often 
have no link to the Call 
Centre

E-mail communication from 
customers is increasing and 
requires allocated 
resources to respond
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Channel Proliferation+

Organisations are challenged to 
balance contact load against 
cost in a multiple channel 
environment

The introduction of new 
interaction channels has 
added additional costs to 
those already incurred in 
servicing customers, for 
example

E-mail interaction must be 
supported though it is not a 
low cost channel option 

Organisations are under 
pressure to 

Reduce the costs of 
servicing customers

Match service levels to 
customer and interaction 
value
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Match service levels to 
customer and interaction 
value

Cost Optimisation+

Leading players differentiate 
themselves with increasingly 
integrated and customised 
interaction

Service excellence is a 
moving bar that is 
constantly being raised by:
• The Customer,

and
• The best service providers 

in any industry

Organisations must 
constantly improve 
customer interaction quality 
just to maintain the status 
quo and their market share

It is increasingly difficult to 
provide differentiated 
customer interaction

Service excellence is a 
moving bar that is 
constantly being raised by:
• The Customer,

and
• The best service providers 

in any industry

Organisations must 
constantly improve 
customer interaction quality 
just to maintain the status 
quo and their market share

It is increasingly difficult to 
provide differentiated 
customer interaction

Service Differentiation

The interaction issues, combined with various trends are driving the 
need for contact centres to become fully integrated elements of the 

business
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The growth of non-voice 
channels

* Source : Merchant’s Global Contact Centre Benchmark Report 2001
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While voice remains the predominant channel for communication, 
contact centres are increasingly supporting and interacting with

customers through multiple channels
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The shift in organisational 
focus

* Source : Dimension Data Proactive Insight  South Arfrican Cotnact Centre Benchmark Report 2002

Which are the major developments planned? - 2002
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Creat ing a virtual call centre by linking exist ing national centres to
act as one

Creat ing a virtual call centre by linking exist ing call centres across
the world

Other

Developing your call centre into a mult iple channel contact centre

Rat ionalising call /  contact  centres which perform the same
funct ion

Consolidat ing call centres which perform dif ferent funct ions

%

Planned in next 2yrs Carried out in last 2yrs

In response to changing customer and business needs, organisational 
focus has shifted from consolidation to developing the contact centre to 

integrate multiple channels across multiple sites
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Building an integrated  
technology capability

Telephony /
Call Centres

Fax and e-mail
Services

Web / Mobile
Services

Value Group
Management

Customer
Management

Channel
Integration

Type of
Development

• VPN capable
• IP
• Speech recognition
• Virtual centres

• E-mail management
(auto-response, etc) • Interactive e-mail

• Automated chat
• Simultaneous browsing
• VOIP

• Advanced data
management and
analysis

• Multi-channel
• Multi-phase
• Real-time

• Customer value
management

• Customer level
strategy

• Rules driven
customer interaction

• Fully integrated
technology

• ACDs

• Campaign planning
• Simple segmentation
• Basic data

management

• In-house switch centric
bespoke telephony based
development

• IVRs
• Skills based routing

• CTI
• Multi-site integration
• Predictive dialer

• Fax

• Web service
• FAQs

• Advanced analysis
• Multi-channel

campaigns

• Off-the-shelf CRM point
and enterprise solutions

• Systems centric

• Soft ACDs
• Web-collaboration
• Multi-media centres

• E-mail
• Integrated fax

• Integrated web
service

• Searchable
knowledge bases

• Web chat
• SMS and WAP

support

• Proactive channel
migration

• Operational CRM

• Desktop unified
• CC modules

integrated
• Multi-channel routing

and integration

• Template based CRM
integrated solutions

• Web and customer centric

Initial Developments
1980s

Current Developments
From late 1990s

Future Developments
2001+

At the heart of the integration challenge is the contact centre technology 
capability, which is continually evolving



© Searle, Van Eeden & Routen (Pty) Ltd trading as Paladin Consulting

The technology investment 
challenge

Contact Centre Investment Hype Cycle

Source: Gartner (2002): CRM in the Contact Centre: Prioritising Investments

Different organisations adopt different approaches to investing in a 
suitable technology capability  
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Assisted and self-service 
channels

~  Self Service Modules  ~

Cost Time to ROI*

Web

IVR

Speech

CTI

WFM

eCRM

KM

Integration and Productivity Enhancements

Agent
Recording

$1000/port

$2000/port

$2500/port

$5000/agent

$2500/agent

$7500/agent

$2500/agent

$2500/agent

12 months

6 months

12 months

6 months

5 years

+5 years

?

?

CRM 5 years
$3000/agent$10 000/agent

*Source: Dimension Data: Time to ROI: Defined as Payback, the time taken to recoup Capital Expenditure through achieved benefits

The relative cost effectiveness and short time to ROI are strong drivers 
for adding integrated assisted service channels to contact centres
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Demand smoothing
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~  Web-Enabled Call / Contact Centre  ~
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E-mail, voice and Web
can be blended to 
smooth demand

~  Integrated Contact Centre  ~

POTENTIAL
SAVINGS

Demand generated by real and non-real time interactions can be 
smoothed in an integrated contact centre through media-blending: the 

intelligent routing and workflow management
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Customer management 

Contact Centre Integration … … has major business impacts

Low value customers receive lowest cost service

High value customers receive best service

Customer profitability is improved

Low value customers receive lowest cost service

High value customers receive best service

Customer profitability is improved

… enables organisations to offer 
differentiated service based on customer 
and transaction value

… enables organisations to offer 
differentiated service based on customer 
and transaction value

Time-to-market is reduced when integrating new business units and products

Effort and cost of integration is reduced

Time-to-market is reduced when integrating new business units and products

Effort and cost of integration is reduced

… provides a Contact Centre framework with 
two integration layers into which different 
platforms and systems can slot

… provides a Contact Centre framework with 
two integration layers into which different 
platforms and systems can slot

Information, data and control of customer interaction is consolidated

Customer sentiment and feedback is centralised and available in real-time

The integrated Contact Centre forms a customer dashboard for the organisation

Information, data and control of customer interaction is consolidated

Customer sentiment and feedback is centralised and available in real-time

The integrated Contact Centre forms a customer dashboard for the organisation

… enables a single, central point to manage 
and co-ordinate customer interaction

… enables a single, central point to manage 
and co-ordinate customer interaction

Customer Relationship Management and Customer Value Management are not 
achievable without an integrated Contact Centre

Customer Relationship Management and Customer Value Management are not 
achievable without an integrated Contact Centre

… forms the basis on which to build a 
complete customer management strategy

… forms the basis on which to build a 
complete customer management strategy

An integrated contact centre capability enables the co-ordination of 
customer interaction across channels and is an essential base for 

effective CRM
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Differentiated service

Premium
Service

Basic
Service

Self Service
(Low Touch)

100% Human
(High Touch)

Self Service Assisted Service

Telephone –
Live Agent

Face to Face

FAQs

Auto Response
Web Forms

IVR

Knowledge
Base

Auto-Routed
E-mail

Text Chat /
Collaboration

Call Through
Call Back

Level of 
Service

Type of Service

An integrated contact centre capability enables organisations to tailor 
and customise service interactions – from basic to premium, low touch to 

high touch – according to customer value
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Contact Centre Integration – the 
likely candidates 

Contact Centre Integration opportunities are most likely in organisations that typically 
have:
– A large customer base that the organisation supports directly (e.g.: the organisation receives in excess of 

500 customer calls per day)
– Divisions who have separate (and/or multiple) channels to customers (functional silos)
– Large and complex IT systems (and internally focused IT)
– Customer interaction that is transactional in nature

Likely Industries / Vertical Markets

Banking

Insurance

Brokerage

Healthcare

Telecommunications

Service Providers

Utilities

Courier Services / Distribution

Travel

Government / Civil Services

Banking

Insurance

Brokerage

Healthcare

Telecommunications

Service Providers

Utilities

Courier Services / Distribution

Travel

Government / Civil Services

Likely Functional / Horizontal Markets

Customer Services

Help Desks

Support Services

Sales (Campaigns)

Marketing

Collections

Authentication and Authorisation

Information Desks / Enquiries

Reservations / Booking Services

Emergency Services

Customer Services

Help Desks

Support Services

Sales (Campaigns)

Marketing

Collections

Authentication and Authorisation

Information Desks / Enquiries

Reservations / Booking Services

Emergency Services

The most likely candidates for integrating contact centres are those 
organisations that directly service a large customer base
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Summary

In summary 

• A multitude of interaction related issues and key 
interaction and business trends are driving 
organisations to integrate their contact centre 
operations into the main stream of their business

• At the heart of the integration challenge is the 
development of the required technology capability

• Building the required technology can be achieved via 
a number of approaches each with a different 
balance between strategic and operational benefit

• The organisations most likely to lead the integration 
drive are those with a large customer base, serviced 
through multiple channels in which interactions can 
be of a transactional nature 


