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Introducing Tele IP — agents can now
take advantage of Customizing Hosted Services

Telegration agents can now take
control of their customers with
Tele IP, private branded Hosted PBX
services. Telegration’s certified
sales engineers and project
managers work with our agents to
design a hosted solution that meets
the needs of the customers and
the agent’s desires for customized
rate plans, leading edge
equipment options and feature
benefits. Tele IP - yet another
reason why it's better here.

THE 3¢ ALLIANCE
PARTNERS

1-888-TEL-GRTN

Tele IP comes with the Tele IP
Portal which allows our agents
to manage and change their
customer’s hosted design, ensuring
total control. Telegration agents
can also determine pricing and
margin. In addition to Tele IP, we
help your customers compare
pricing and solutions from

other leading providers, such as
Star2Star, Fonality and Vonage,
to meet the most basic or
complex customer solutions.
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www.telegration.com

Even better...Telegration’s pre-
and post-sales support help
solve your customer issues,
make moves, adds and changes.

Telegration
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Jenne, Inc. is a leading value-added distributor of technology products and solutions
focusing on voice, video, data networking, premise security and the cloud, including
equipment and software for the Enterprise and SMB markets.
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Operational Support and Excellence

- Jenne provides unparalleled operational support—we are experts in distribution.

- Same day shipping from Jenne’s large on-hand, in-stock inventory for orders placed before 7 p.m. EST.

« An industry-leading order rate of 99.98 percent.

« On-time shipments rate of 99.89 percent.

- Staging and provisioning services, such as preliminary configuration, licensing, and upgrades.

Request information on Jenne’s value added programs and services, and manufacturers which
Jenne partners with in Cloud Solutions and Unified Communications.
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800.422.6191 - sales@jenne.com « 33665 Chester Road, Avon, OH 44011 - www.jenne.com
Jenne is a registered trademark of Jenne, Inc. - Jenne LLC is a WBE (Women's Business Enterprise) certified business.



http://www.jmpext.com/ITEXPO17/
http://www.jenne.com/
http://jenne.com/
http://www.jmpext.com/ITEXPO17/
mailto:sales@jenne.com

=a
UCaa$S expected to drive next adoption wave

By Martin Vilaboy

he need for unified communications
is fairly ubiquitous. Across just about
every vertical and SIC code organiza-

tions are faced with sprawling employ-

ees and devices, fast and agile com-
petitors, empowered and demanding customers
and a need to control cost, be it in real estate or
telecom expenses. Tools that unify communica-

UNIFYING

tions and facilitate collaboration specifically ad-
dress all those issues.

Yet unified communications as a packaged
service, despite its relative maturity, remains far
less than universally adopted, particularly outside
of larger enterprise accounts. A recent survey of
more than 400 enterprise and SMB IT decision-
makers, performed by UBM Tech for XO Commu-
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nications, found that only one-third of
organizations had fully embraced UC.
On the other side of the spectrum, a
separate survey performed by Oster-
man Research for ConnectSolutions
found that about as many IT decision-
makers (26 percent) and business
decision makers (39 percent) are
either “somewhat” or “very fearful” of
migrating to UC. Nearly half of those
surveyed admitted that they don’t fully
understand the full impact UC would
have on their organizations. These
fears and trepidations come despite
the fact that 71 percent of those
surveyed by Osterman believe there
are “significant” or even “enormous”
benefits that can be realized from the
deployment of UC.

Once again, the cloud comes to
the rescue.

Of course, cloud or hosted UC is
nothing new either. The concept of
cloud communications and the basis
of UC-as-a-service (UCaaS) go back
at least 15 years. But it’'s only more
recently that UCaa$S has hit perfor-
mance and feature levels rivalling on-
premises solutions. And many pundits
and proponents believe the cloud is
ready to push a powerful second wave
of UC adoption.

“Private and public cloud-based
UC-as-a-service solutions are ex-
pected to fuel the next phase of
growth,” says BCC Research analyst
Nandita Bhotika. “The cost efficien-
cies and operational flexibility of
these shared services are proving
a potent model for market players.
Although challenges in its adoption
are still a concern, UCaas is ex-
pected to give the UC&C market its
needed boost.”

BCC researchers expect the mar-
ket for UCaaS to total nearly $18
billion by 2020, up from $6.5 billion
in 2015 and reflecting a five-year

UC&C Market Size and Expectations

CAGR of 22.5 per-
cent. Much of the

Hosted UC seats made up 22% of the unified communication
services market in 2014, growing to 46% in 2019

growth, say BCC, will
be driven by wider
adoption among
SMBs, which tend
to find cloud-based
services more acces-
sible due to smaller
capital outlays.
According to Di- 0% L
ane Myers, senior

70% T

35% -

Global Seats (Millions)

e

Hosted UC
Hosted PBX

2014 2019

research director at
IHS, Inc., hosted UC
seats, which made up 22 percent of
the unified communications market
in 2014, will jump to 46 percent of
the market by 2019. Myers says
hosted PBX and UC services are be-
ing pitched alongside SIP trunking
as more multi-site businesses seek
out hybrid solutions. Markets and
Markets, meanwhile, makes an even
more ambitious forecast, putting the
UCaaS market at $24.88 billion by
2020. Here again, the research firm
attributes much of this growth to
SMB adoption as these buyers look
to update and simplify communica-
tion processes at an affordable cost.

In a bit of a twist, the optimism
around future cloud UC adoption
has a lot to do with the reasons why
businesses have not adopted UC up
to this point. And, not surprisingly,
the top barrier to UC adoption, at
least according to UBM Tech'’s find-
ings, has to do with perceived costs
and subsequently getting an ROl on
those expenses, both of which were
named by about three-quarters of re-
spondents. For more than two-thirds
of non-adopters, UC implementations
are perceived as posing a risk of
disruption to the business, while 62
percent cited a lack of in-house tech-
nical expertise.

“The cloud may well provide one

possible answer,” say

UBM Tech analysts.

Service Type 2015 2020 CAGR Indeed, more
Global UC&C market total | $26.5 billion | $62 billion 18.5% than half (54 per-
On-premises deployments | $18.2 billion $37.8 billion | 15.7% cent) of respondents
Hybrid deployment $1.8 billion $6.2 billion 28% who don’t yet have
UCaa$ $6.5 billion | $18billion | 22.5% UC in production

Source: BCC Research

believe cloud can

Source: IHS, Inc.

help overcome their top obstacle to
implementation: cost, while about the
same percentage (53 percent) see the
cloud as offering more flexible scal-
ability — a key concern for incremen-
tal UC rollouts, say UBM analysts.

In addition to addressing objec-
tions about upfront capital invest-
ment, the as-a-service model also is
known to alleviate issues with internal
IT skills shortages, while allowing
firms to bypass technical implementa-
tion issues and, in turn, start deliver-
ing results to the business sooner.

A cloud-based deployment also can

Next Wave of UC

Which of the following do you perceive as advantages

of cloud-enabled UC?

y ital cOStS
Reduction of major capital C
N\!re flexible scalability

b
ional managemer\t

. \ rall
Avoidance of ongoing ope
Faster \'\me—m-befef\t

ency

o i
Greater reliability Of res!!

Source: UBM Tech, XO

facilitate the kind of smaller-scale
pilot that can provide the proof-of-
value executives need to green-light
broader enterprise adoption, UBM
Tech researchers point out.

“These advantages, combined
with ongoing advancement in cloud
technology and market acceptance
of the cloud model, are making it
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more likely that future adopters
will opt for some type of UC-as-
a-service offering,” says the UBM
Tech study.

Among respondents who made
their decisions to implement UC a
year or more ago, for instance, only
35 percent even considered the
cloud, and just 19 percent wound
up going with a cloud-based solu-
tion. Of respondents who are still
contemplating their UC implemen-
tations, on the other hand, more
than half say they are now likely to
consider cloud. “In fact, 15 percent
have already made up their minds
that if and when they implement
UC, it will definitely be cloud-based,”
found UBM Tech researchers.

Of course, a cloud delivery mod-
el, in and of itself, is not enough.
UCaasS providers also have stepped
up their games.

“UCaasS offerings are increas-

ingly functionally competitive with their

premises-based alternatives,” write

Gartner analysts Daniel O’Connell and

Bern Elliot in the firm’s most recent
Magic Quadrant report on the cat-

egory. Key improvement in 2015, says

Gartner, include an improved UCaaS
user experience, API connectivity with

leading cloud applications and mobile-

How much of an obstacle is each of the
following to your organization’s adoption

of UC?

How much difficulty did each of the

following present during your organization’s

UC implementation?

with Vidyo has improved Mitel’s
video capabilities, says Gartner,
while also enabling integration

Choosing on-premises or cloud

with Polycom and Cisco video.

45% 27% % 2% RingCentral likewise contin-
Choosing UC vendor(s) ues to expand its capabilities
- 45% 23% 13% 29 andin 2015 added integration
Solutions did not work as promised with GOOgI.e Apps for Work’. Mi-
crosoft Office 365, and a Ring-
o1s% 40% 26% 14% 2%
Central-branded contact center
Cost or time overruns developed with inContact.
36% 29% 11% 4% The good news for all pro-
End-user adoption viders and resellers of unified
L% 3% 37% 14% 3% communications: UC adopters
Funtional problems during pilot are seeing reSl.J]tS.' Accordmg
- 29% 44% 9% 29 LO UBM Tech findings, 82 per-
cent of adopters reported they
Technical complexity their UC deployment met or
0, 0, 0, . .
8% 2% S 16% 4%  oxceeded their expectations for
= Don’t know Iaiﬁtff!e (}{ no Moderate difficulty improved team collaboration,
ifficulty .
Significant difficulty ~ Almost derailed which was the number one ex
the project pected benefit. Eight in 10 said

Source: UBM Tech, XO

first user deployments.

Among specific providers,
Star2Star recently introduced
StarBox CCM 2.0 to facilitate
onboarding and support for
large enterprises with special-
ized or complex dialing needs.
The company also introduced
StarBand to its UCaaS offer-
ing, which supports
primary and second-
ary circuit support,

Cost

5% 26% 37%

Lack of in-house technical expertise
20%

29%

Management not sure about benefits or ROI

23%

traffic prioritization
and automatic failover
and service quality
monitoring. Recently
added capabilities also
include Android mobile

13%

10%

8% 8% 27% 379% 10% ;upport, screen shar-
ing and an automated

Perceived risk of disruption quoting tool.

B o BN In 2015 Mitel, for its

Confusing choices or conflicting vendor claims
11% 34%

IT not sure about benefits or ROI
15%

30%

Previous bad experiences
41%

]
o
S
=)
~
=
>
=1
=

Not an obstacle
Significant obstacle

27%

29%

16%

Moderate obstacle
Deal-breaking obstacle

part, acquired Mavenir to
enhance its mobility ca-
pabilities. The Mitel Open
Integration Gateway (OIG),
meanwhile, supports inte-
grations with Salesforce,
SugarCRM, Google, Micro-
soft, NetSuite and Zoho,
as well as custom integra-

8%

6%

13% 5%

Source: UBM Tech, XO

tions. And a partnership

UC met or exceeded expecta-

Over the next 5 years, hosted VolP and
UC will be the segment with the largest
growth in the global VolP and

unified communications market

$90

$80
$70 -
N
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2015
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Global Revenue (US$ Billions)

M Residential/SOHO VolP

Business VoIP - Managed IP PBX
i Business VolP - IP Connectivity
m Business VolP - Hosted VolP & UC

Source: IHS, Inc.

tions in terms of improved user pro-
ductivity, while three-quarters said
the same about lowering technology
ownership cost. All told, 87 percent
of adopters say UC met or exceeded
their expectations.

And even more good news for
UCaasS providers, according to UBM
Tech findings, whereas 47 of current
users opted for on-premises UC, only
13 percent of future adopters are
likely to choose on-premises. A

8
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Omni-
CHANNELING

The pitch for intelligence
in the contact center

By Martin Vilaboy

early six out of
10 businesses re-
cently surveyed by
Aberdeen Group
say they use at least eight channels
of communications when interacting
with customers who are looking to make
a purchase. A separate study from Adobe
Digital Index likewise found that 79 per-
cent of people admit to switching devices
during a single online interaction.

It's largely why the term “call center”
no longer adequately describes today’s
customer contact center, and it speaks to
the complexity today’s omni-channel busi-
nesses face in terms of customer commu-
nications and interactions, from marketing
to sales to support.

“The contact center is the nerve center
of the business,” writes Omer Minkara, Ab-
erdeen Group research director. “Much like
how the human brain functions, it collects
and interprets numerous signals.” While
the human brain collects signals through
five sense, “the contact center collects data
through channels of customer interaction.”

Of course, how a company uses that
structured and unstructured data can be
the difference between strategic success
and failure, as Aberdeen research suggests
those that have grasped the notion of intelli-
gent contact centers are reaping enterprise-
wide rewards. Indeed, the research firm
identified numerous key performance
indicators where performance of intelligent
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Performance of Intelligent Contact Centers Outpace “All Others”

14% -
12% -
10% -
8%
6% -
4% -~
2% -

12.7%

Year-over-year percent change

Annual
company
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Customer
retention

[l Best-in-Class Il All Others

8.5%

8.3%

-1.8%

Customer Number of
lifetime value

met

quality SLAs

-1.0% -1.1%
Improvement Improvement
in number of in average cost

customer per customer
complaints contact

Source: Aberdeen Group

contact centers, depicted as “best-
in-class,” outpaces all others, includ-
ing year-to-year improvements in
revenue, retention, satisfaction, cost
per customer contact, first call reso-
lution and number of SLAs met.

All told, Aberdeen cites three main
categories of performance benefits
that intelligent contact centers pro-
vide. For starters, they enjoy superior
customer experience results indicated
by the ability to decrease the number
of customer complaints year over year
(7.9 percent for best-in-class vs. -1.0
percent for all others).

“As such, they observe substan-
tial annual growth in customer re-
tention rates and customer lifetime
value,” argues Minkara.

Secondly are the benefits that
relate to operational results, includ-
ing metrics such as agent utilization,
number of quality SLAs met and aver-
age handle time. “Managing opera-
tions to improve these KPIs ultimately
help contact centers reduce customer
service costs,” continues Minkara.

Aberdeen figures show “that
intelligent contact centers maximiz-
ing operational efficiencies reduce
service costs by 5.2 percent year-
over-year, compared to 1.1 percent
increase by all others,” said Minka-
ra’s research report. Put together,
the results suggest that intelligent
contact centers improve the cus-
tomer service experience while
simultaneously lowering customer
service costs.

Even better, the third area of
benefits is financial results. Aber-
deen figures suggest that companies
with best-in-class contact centers
enjoy more than twice the year-over-
year growth in annual company rev-
enue than the all others group (12.7
percent vs. 5.6 percent).

THE CORNERSTONES
OF INTELLIGENCE

So how does a company deter-
mine the 1Q of its customer support
resources? Aberdeen researchers
have identified four building blocks
that businesses can use to help
construct a performance-enhancing,
intelligent contact center.

Being that customer support
resides in an omni-channel world,
where multiple systems (CRM, ACD,
IVR) and channels (phone, SMS, live
chat, email) are integrated across
the enterprise and experience to
provide a unified view of the cus-
tomer, it’s no surprise that the first
building block is the seamless flow
of data across the organization, or
workflow optimization. And one of
the primary upsides of workflow
optimization is a personalized cus-
tomer experience.

In turn, intelligent contact cen-
ters are 31 percent more likely to
use customer contact data to direct
customers to the appropriate chan-
nels, show Aberdeen surveys. “This
is done by using ACD data in com-
bination with account data within

the CRM system to optimize cus-
tomer routing,” Minkara explained.

Companies also can build spe-
cific workflows so clients within
higher-spending categories are
quickly connected to a high-touch
channel (i.e. phone) without having
to go through IVR, or a workflow
can route clients to a preferred
support channel, assuming that
information is available within the
CRM platform. Companies with
intelligence contact centers also
are 61 percent more likely to route
support interactions based on com-
plexity, showed Aberdeen.

Beyond customer interaction,
optimized data flows can help busi-
nesses streamline operations, such
as with agent scheduling. Aberdeen
found that intelligent contact centers
are 77 percent more likely than all
others to use self-service data when
forecasting agent demand across all
channels, meaning companies active-
ly monitor the number of customers
using self-service portals such as a
website, IVR or an online community,
and apply this insight when project-
ing agent demand across channels.

The next principal component
of intelligence in the contact center,
says Aberdeen, is the empowerment
of agents.

“Data shows that intelligent contact
centers truly understand the impor-
tance of empowering employees with
timely and relevant insights needed to
do their jobs,” said Minkara.
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Personalize the Customer Service Experience
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Source: Aberdeen Group

Best-in-class firms, for instance,
are 17 percent more likely than all
others to have access to detailed
historical account data, often pre-
venting the need for agents to ask
more exploratory questions or for
customers to provide and repeat
basic information — an issue that
often tops lists of customer support
complaints. Likewise, intelligent
contact centers provide workers
with unified desktop capabilities,
whereas, on average, contact cen-
ter agents traditionally have used
three screens to find relevant data
needed to serve customers.

“This consumes 15 percent of
agent time,” said Aberdeen. “Hence,
a 300-seat contact center with a fully
loaded annual labor cost of $50,000
incurs $2.25 million each year in un-

necessary costs due to poor informa-
tion management practices.”

Customer service reps in an
intelligent contact center also are
empowered with easy access to
relevant knowledgebase articles,
said Minkara. “Such easy access to
relevant insight ultimately helps the
intelligent contact center reduce
handle times and improve first con-
tact resolutions.”

Empowered agents lead to hap-
pier customers, and improving cus-
tomer experience results is a top
objective for 96 percent of contact
centers surveyed by Aberdeen. Here
again, intelligent contact centers are
known for allowing executives to man-
age performance through the lens of
the customers. In other words, the
top-performing companies use a mix

Focus on the Agent Desktop to Create Happy Customers

& Minimize Costs

8% 7.3% 7.2% M Companies with agent desktop
optimization programs
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Source: Aberdeen Group

of activities to track customer experi-
ence outcomes and ensure agents are
meeting and exceeding client needs.

Best-in-class contact centers, for
instance, are 28 percent more likely
to enable supervisors and execu-
tives with real-time views of activity
results. This provides decision mak-
ers with the ability to detect posi-
tive or negative trends in a timely
fashion and take corrective action
when necessary, say Aberdeen ana-
lysts. The best-in-class also are 30
percent more likely to use customer
feedback when measuring and
managing agent performance, and
are 37 percent more likely to use
voice of the customer (VoC) data as
a way to build agent competency
profiles, compared to all others.

So far, we have seen how in-
telligence in the contact center
improves agent interaction with cus-
tomers and upper management, as
well as their own performance. The
forth building block involves smarter
interaction between customer care
and IT departments. Aberdeen sur-
veys found that best-in-class com-
panies are 44 percent more likely
to have a formal process where cus-
tomers care executive and the CIOs
work closely to manage customer
data. (Incidentally, they are also
significantly more likely to regularly
back up customer data.)

“A collaborative data manage-
ment process includes determining
the roadblocks in making better use
of data, mapping data flows, and
determining how to incorporate new
channels within the current customer
interaction channel mix,” Minkara
stated. “While each business will face
unique issues at different points in
time, it is regular collaboration that
ultimately helps the intelligent con-
tact centers outpace all others and
drive maximum results through effec-
tive use of data.”

Ultimately, in the era of the em-
powered consumer, who typically is
armed with a single device by which
they can communicate with a busi-
ness in multiple ways, an intelligent
contact center becomes less a differ-
entiator and more a necessity. 4
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Unifying IT assumptions with
user experiences

their UC systems for improved pro-
ductivity. All the while, IT believes

t's fairly well-established, including in
numerous surveys and studies, that unified

communications capabilities improve

worker productivity, and workers like using them.

Indeed, satisfaction levels are solid
among both users and IT departments.
Even so, a survey by Unify Square sug-
gests that IT departments lack accurate
insights into the UC end user experi-
ence. IT departments, it turns out, have
some misconceptions about the type of
tools being used, the degree to which
UC tools are employed and the strug-
gles users face.

“This discrepancy shows early signs
of a lack of understanding on the part of
IT regarding how end users are using UC
and common challenges they face in fully
integrating the system into their day-to-
day,” surmised the study.

Perhaps it’s not surprising. UC is a
complex area, with lots of fast-moving
and quickly changing parts, plus the add-
ed complexities of BYOD and distributed
workforces. At the same time, IT depart-
ments are largely going at it alone. Near-
ly two-thirds of enterprises default to
what Unify Square calls the “brute force”
method of assigning dedicated IT staff
to manage the UC system. Only one in
10 of those surveyed leverages a third-
party partner, while 6 percent leverage a
managed service and just 4 percent have
access to any type of operation software
to help with the overall management,

monitoring and analytics of UC systems.

Considering the disconnect uncovered
by Unify Square’s survey, IT departments
may not only see the need for increased
attention and investment in UC enable-
ment but also may admit they need more
help from partners and providers.

For starters, user productivity due to
UC systems and satisfaction levels may
be higher than IT departments think.

While nearly three quarters of IT depart-

ments surveyed believe their users are
more productive due to UC systems, a

Resolution Time for UC Issues

that only slightly more than 1 per-
cent of users are “very satisfied” with
the UC system. Among those that
have been surveyed for satisfaction,
however, a full quarter of end users
report to being “very satisfied,” while
only about half as many users are
dissatisfied as IT believes.

Incidentally, 70 percent of users
have never been surveyed, or don’t
recall being surveyed, about their
UC system satisfaction, so here’s one
area where solution partners can
quickly help.

“If IT isn’t taking the pulse of both
system and end users on a regular
basis, how are they supposed to
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effectively train end users or spot is-
sues?” asked Scott Gode, vice president
of product marketing at Unify Square.
“By not looking deeply enough into UC
system health and user satisfaction, IT
is acting as their own worst enemy. But
lucky for them, visibility is easily attain-
able and can fast-track UC ROL.”
Satisfaction levels are somewhat
surprising when looking at percep-
tions versus realities in instances
where there are problems or issues

P —

vices at the first sign of trouble, while,
even worse, 21 percent will ignore
the issue entirely and not even try to
fix it. Further complicating matters,
more than a quarter of users admit
to using other communications apps
in combination with their UC system
more than half the time.

“This ‘dual use’ makes it easier to
give up on the UC system should things
not function as expected,” concluded
the study.

Training Availability Awareness for UC Systems
Option End User IT
Don’t Know 29% 3%
Nothing 23% 17%
Online videos 21% 23%
Reference materials 26% 44%
Online tutorials 36% 45%
Instructor led 15% 35%

Source: Unify Square

with UC components. IT departments,
for instance, believe that 85 percent
of end users will notify IT when they
need assistance, and just 10 percent
will try to fix the problem themselves.
In actuality, only about half of end
users will turn to IT when they need
assistance, while nearly a third of
users will try to fix matters on their
own. What’s more, nearly a quarter
of end users will simply “give up” and
turn to alternate applications or de-

When assistance is requested, and
users are on the phone with IT help
desk, the disconnect continues, shows
the survey. IT executives surveyed,
for instance, believe that nearly half
of help desk calls are resolved within
four hours or less, but only about a
quarter of end users claim they expe-
rience such a quick resolution. And
nearly a third of users “have no idea
how long a resolution takes,” said the
Unify Square study.

————
- - f

The good news is, more than 40
percent of UC users say they never
encounter any issues that need to be
pushed up to IT troubleshooting.

It's possible that rate could be even
lower if users took better advantage
of training resources, something both
users and IT departments believe is
directly related to healthy adoption. Yet
maijorities of workers aren’t even aware
that various training opportunities
exist, show Unify Square’s survey.

“The silver lining is most organiza-
tions do have a myriad of training op-
tions,” said the study, “so the process
of simply connecting users to training is
a fairly low bar for IT and could lead to
large returns.”

It's also another area where partner
providers seemingly could quickly help.

Perhaps most surprising, IT is
underestimating the extent to which
certain UC tools are utilized. Both
video and desktop sharing are being
used at higher rates than IT believes,
while voice and conferencing are used
slightly less than assumed.

“This shows that increased visibility
into how end users are using the UC
functionality could result in even more
dramatic usage and productivity suc-
cess,” concluded Unify Square.

Presented all together, Unify
Square’s findings should make IT deci-
sion makers reconsider the allotment
of resources and investments in UC. It
also seems to suggest they could use a
good UC partner. O
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MAKING

CONTACT

Fusion looks to cloud to transform the contact center market

By Tara Seals

usion, which has a history
of providing innovative
cloud solutions to busi-
nesses of all sizes, is tak-
ing aim at a large, growing seg-
ment with significant pent-up
demand: contact centers for
mid-sized businesses.

The high-priced, prem-
ises-based solutions that
were the norm for decades
have traditionally reserved
the most sophisticated,
feature-rich solutions for the
very largest enterprises. But
the cloud enables the delivery
of enterprise-level solutions to
the mid-market, giving agents,
VARs and other sales partners a
raft of fresh opportunity.

In fact, global cloud service rev-
enues were forecasted to reach $106
billion in 2016, increasing 21 per-
cent over projected 2015 spending
levels, according to Goldman Sachs.

“The cloud is not just changing
the contact center industry but is
instead completely transforming
it,” said Fusion CEO Matt Rosen.
“We saw the opportunity within our
advanced, high-availability service
platform to enable the integration
of cloud communications, connectiv-
ity and analytics for an end-to-end
contact center approach that sales
partners can use to give mid-sized

Flexible cloud
migration
options

Integrated
features and
functionality

Full database
and CRM
integration

Powerful

reporting and

business
analytics

businesses the ability to provide cus-
tomer service that equals or in many
cases surpasses their larger rivals.”
This competitive boost can
be critical, especially in indus-
tries where large market players
dominate the landscape. Fusion’s
Contact360 platform includes the
integration of features such as out-
bound as well as inbound campaign
capabilities; softphone and mobility
options; screen pops; simultaneous
screen transfer; business analytics

In-bound access
and network
solutions built-in

Fully scalable

and customized reporting; and CRM
integration. Taken together, these
give medium-sized companies sig-
nificant productivity and collab-
oration improvements, which
in turn allows them to bet-
ter serve customers.

That means putting
an end to the common
frustrations that cause
customers to move
away, such as long hold
times and the multiple
calls to resolution often
caused by disjointed in-

teractions and re-directs.

To address the former,
customers are offered op-
tions for callback, scheduled
or ASAP, reducing average speed
of answer and abandon rates. To
address the second common frustra-
tion, Cloud360 integrates resources
and information to eliminate swivel
chair responses, and instead allows
for data-driven, schedule-based,
statistics-based, priority-based, mul-
timedia-based, skills-based routing.
In other words, calls are directed to
the right agent at the right time for
faster issue resolution.

There’s another selling point too:
moving mission-critical communica-
tions to the cloud also reduces the
cost, footprint and significant admin-
istrative and IT staffing required to
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maintain supporting systems, commu-
nications, network and data infrastruc-
ture. Ultimately, cloud contact center
solutions reduce customers’ cost of
ownership and deliver new levels of se-
curity, flexibility, scalability and speed
of deployment. Moving the contact
center to the cloud also means that
businesses can scale resources on de-
mand, allowing them to master peak
periods, both planned and unplanned.

“This means that businesses can
re-orient their resources to support
their primary business,” Rosen noted.

Fusion’s cloud-based, single
source solution also is unique in that
it integrates advanced, enterprise
contact center features with hosted
voice, unified communications-as-
a-service (UCaa$S), collaboration,
mobility and the connectivity re-
quired to access the services. It also
includes managed network services
and live, 24x7x365 monitoring,
maintenance and support.

“We have a robust, secure and
diverse national network that deliv-
ers access to fully integrated cloud
communications and our contact
center solutions, which minimizes
the headaches for both our sales
partners and their customers,” Rosen
said. “Access, data and fully man-
aged network services can be built
in: DIDs, toll free and circuit solu-
tions including Internet access and
MPLS to connect multiple locations.
We offer one contact, one contract,
one invoice — and that’s an immense
value for partners looking to retain
and then grow loyal, lifetime custom-
ers. That's the special value that Fu-
sion brings to the table.”

Fusion’s solution also helps
contact centers of all sizes record,
measure and improve performance—
another big competitive differentia-
tor for companies. Smart analytics,
when applied the right way, trans-
lates into better customer segmen-
tation, and the ability to evaluate
customer satisfaction and process
effectiveness. In turn, that data can
be used to improve first call resolu-
tions, ensure service levels and drive
better campaign results.

fusion360°

Fusion facilitates this with busi-
ness analytics and advanced real-time
and historical reporting that can be
customized to meet customer’s spe-
cific requirements, including cradle-
to-grave call analysis. This includes
support for integration to other sys-
tems, including CRM, ERP, Workflow,
customer profiles, call recording and
so on, providing access to metrics on
key performance indicators. And, the
analytics engine supports the inte-
gration of telephony, messaging and
customer information data sources to
enable better outcome strategies.

Further, in a boon for channel
partners and midsized businesses
alike, Fusion provides a flexible
migration strategy to the cloud, ac-
commodating existing investments,
adoption readiness and appetite for
change. It also offers a hybrid solution
that can accommodate existing PBX
— Fusion is fully certified with virtually
every premises-based provider.

Channel partners are increas-
ingly recognizing that cloud solution
adoption is a question of when, not
if, thanks to the cost-saving and
productivity-enhancing benefits that
migration provides.

“With service enhancements and
business continuity built-in, eliminat-
ing costly end-of-life concerns and
providing insurance against natural
or man-made disasters, tapping
into the cloud means that partners
can confidently count on Fusion to
deliver a full complement of ser-
vices through our powerful partner
and customer portals, exceptional
24x7x365 support delivered by
highly trained and experienced tech-
nology professionals, and consistent
revenue streams from loyal, satisfied
customers,” Rosen noted.

Going forward, Fusion plans on
increasing investment in sales and
marketing to accelerate its own
growth and that of its sales partners.
To that end, the company recently
hired John Hendler as senior vice
president of sales. Working with Sta-

cy Conrad, the company’s vice presi-
dent of channel sales, Fusion plans
to continue to extend its geographi-
cal coverage with channel sales man-
agers and directors deployed in key
markets. The company is also rolling
out a series of increasing incentives
and rewards with spiffs and promo-
tions, culminating in recognition in
Fusion’s “Power Circle.”

Fusion also offers support and
participation in joint events and
joint marketing activities, a series
of webinars on topics of interest in
cloud thought leadership, as well as
training on new initiatives, products
and promotions.

In addition, Rosen said that Fu-
sion will continue its steady growth
through acquisition: “With six suc-
cessful acquisitions in three years,
Fusion is making sure our partners
will continuously have new products
to sell and new markets to ex-
plore,” Rosen said.

In addition to taking the contact
center to the cloud, the company is
also using its platform to offer virtu-
al datacenter solutions that reduce
IT resource requirements in space
and staffing. That in turn facilitates
the integration of a full range of
cloud-based services and applica-
tions managed in the Fusion cloud,
including storage, and back-up and
recovery integrated with cloud-
based voice, UC and connectivity
for a disaster recovery as a service
(DRaa$) solution.

“Fusion relies on our extraordi-
nary network of partners to help
fuel our growth as the industry’s
leading single-source cloud services
provider,” Rosen said. “That’s why we
are fully committed to advancing our
sales partners’ success with a com-
prehensive and integrated portfolio
of solutions that will help them, and
our mutual customers, benefit from
the many advantages of the cloud. To
achieve that goal, we are committed
to providing the sales and technical
support, industry, product training
and ongoing development that will
help them find new ways to sell,
make money and grow.” 1
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Mobility to Drive Global
UC Uptake to New Heights

By Tara Seals

he global unified communica-
Ttions (UC) market size is ex-

pected to reach $143.49 billion
by 2024, according to a report by
Grand View Research, largely driven
by increasing workforce mobility. The
substantial growth prospects of the
unified communications market also
can be attributed to the rapid interna-
tional expansion of organizations and
an increasing need for real-time and
efficient communication systems that
enhance the inter-organizational ex-
change of information.

The firm also said that favorable
government and institutional initiatives
worldwide supporting the introduction of
UC deployment across various industry
sectors are expected to positively impact
the market during the forecast period.
Grand View also stressed that UC allows
firms to have better operational agility,
better customer engagement and con-
nected employees — all strategic busi-
ness goals that offer a conversation for
savvy channel partners.

Some verticals are particularly
hot right now: Global Market Insights
pointed out that the government sec-
tor has witnessed increased adoption
of UC systems, especially when it
comes to public safety. These solutions
help governments to effectively deal
with emergencies and support effec-
tive crisis conferencing. The report
estimates revenue from this segment
alone to exceed $20 billion by 2023.

RISING TIDE

UC integrates real-time commu-
nication services such as presence
information, telephony, conferencing,
instant messaging and so on with non-
real time services such as SMS, email
and voicemail. As such, Intense Re-

Global UCaaS Revenue by Region
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search said that the sustained growth
of the information and communica-
tions technology (ICT) market overall
is expected to enhance the growth of
UC markets, as it is generating lot of

interest in software and application
development communities as well as
enterprises. In the latter segment,
large investments in communica-
tion and collaborative technologies

Europe UC Market Size, by Vertical 2012 - 2023 ($B)
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by government, telecom and IT, and
financial services sectors are leading
the way.

Grand View found that on-premises
UC solutions accounted for nearly 60
percent of the overall market share in
2015 owing to the ease of customiza-
tion and control they offer.

“Moreover, such solutions bring in
a sense of security within the organi-
zation as critical business infrastruc-
ture resides in-house curtailing on
security concerns,” the report noted.
“However, such systems require ad-
equate maintenance and well-trained
IT staff, thereby adding to their op-
erational expenses.”

Hosted unified communications
systems on the other hand accounted
for near 40 percent of the overall UC
market revenue share in 2015 and
is projected to overtake on-premises
systems over the forecast period, ac-
cording to Grand View.

This is a trend that’s echoed
by others.

“Development of cloud-based/
hosted and cloud technology systems

is expected to drive the market,” Hexa
Research noted in a recent report.
“They are easier to maintain, faster and
offers flawless scaling abilities and de-
crease capital expenditure.”
Businesses’ ongoing move to the
cloud is meanwhile driving unified
communication as a service (UCaaS).
Intense Research pointed out that after
a successful implementation of soft-
ware as a service (SaaS) for, say, CRM
purposes, many organizations are more
open to transitioning their mission-
critical communications to the same
model to capitalize on the no-capex,
pay-as-you-grow benefit of eliminating
the need for high upfront investment.

MOBILITY, A
DRIVING FACTOR

Increasing enterprise and work-
force mobility will be the important
factors leading the global unified com-
munications market to attain revenue
of more than $75.5 billion by 2020.

The rising penetration of smart-
phones will augment demand for
UC products, thanks to the fact that

smartphones represent the easiest
medium to use the services offered
by UC technologies. The increasing
acceptance of bring your own device
(BYOD), development of UCaaS and
growing usage of mobile devices on a
global level are expected to boost the
market growth during the next five
years, Hexa Research said.

And, even though high initial costs
for such solutions and interoperabil-
ity issues are presumed to challenge
growth (and in the U.S., ambiguous
VolP-related regulations by the FCC
may affect the industry dynamics in
the coming years), in the globalized
corporate world, workforce mobility
has increased manifold, and UC al-
lows easy connectivity to individuals
anytime, anywhere.

Increasing usage of high speed
broadband and availability of wire-
less connectivity networks is also
expected to drive the UC market
during the forecast period, Hexa Re-
search said. Advancements of tech-
nology such as 4G and, soon, 5G are
also expected to witness substantial
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growth during the next few years.
Conversely, a lack of robust telecom-
munications infrastructure, particu-
larly in the emerging nations, is a fac-
tor that limits the market growth. In
some countries, the regulatory frame-
work restricts connection between
public-switched telephone lines with
VoIP, which is another factor limiting
the market growth.

A GLOBAL
PHENOMENON

The European and North Ameri-
can UC markets are expected to grow
at a significant rate thanks to a ma-
ture penetration of broadband com-
munications infrastructure, according
to Hexa Research. But Asia-Pacific
is likewise expected to grow consid-
erably during the forecast period
thanks to mobility uptake. High-speed
wireless data networks and large
population bases in regions including
India and China will all provide favor-
able opportunities to market growth
in this region, the firm said.

Grand View said that the UC mar-
ket in Asia Pacific region accounted
for more than 25 percent of the over-
all market share in 2015. The firm
also expects the region to witness
substantial growth during the next
eight years. Grand View’s view is that
developing economies such as India
and China from the region are expect-
ed to offer extensive growth avenues,
owing to increasing industrialization
and modernization of business pro-
cesses eventually leading to a surge in
the adoption of UC solutions.

Key market participants include Al-
catel-Lucent, Avaya, Cisco Systems and
Microsoft. Leading vendors are empha-
sizing simple-yet-customized business
communication offerings targeting ev-
erything from small and medium-sized
organizations to larger enterprises.

Enterprise end-use applications
dominated the overall UC system
industry last year. Grand View said
that they accounted for nearly 50
percent of the overall market owing
to the surge in adoption in SMEs

across various industry verticals.
Governments from countries such as
the U.S., Canada, UK, Japan and New
Zealand are investing in the adoption
of such solutions, along with schools,
colleges and universities. The govern-
ment end-use segment is expected to
witness substantial growth at a CAGR
of nearly 20 percent through 2024,
according to Grand View.

Providers are committed to help-
ing channel partners tap this market
as well. For instance, UC vendor Swyx
recently announced its SwyxWare
range is now fully supported by SIP
trunking services provided by BT
Wholesale, extending the choice of
suppliers for voice termination for its
UK channel partners.

“This provides even greater choice
for our channel partners, who in turn
can pass on the combined benefits of
our latest unified communications plat-
form together with cost-effective con-
nectivity services provided by the UK’s
premier carrier,” said Swyx Internation-
al cloud manager Michael Landin. O
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