OPTIMIZE YOUR
SERVICE DELIVERY
APPROACH
USING EMERGING
TECHNOLOGY
INTEGRATIONS
Integrating emerging technology with your
Customer Relationship Management (CRM)
system can create a highly personalized
experience, if done right.
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Executive Summary
Most executives in the contact center
industry understand the importance
and value of a quality CRM system to
their business, but they question whether
the CRM has enough of the key functionality
needed to support their service delivery
goals today and into the future. The solution
is integration; integrating the right
technologies over time will save time and
money, while providing the functionality
that meets your needs.
Delivering the right user experience is
dependent on several core technologies:
Customer Relationship Management (CRM),
Knowledge Management (KM), Business

Gartner reports that
[technology] suite that
meets all global and
cross-industry needs”
and that “by 2022, 20%
of all customer service
interactions will be
completely handled by
AI” and “70% of customer

(AI). The right combination of technologies

interactions will involve
an emerging technology,
such as machine learning
applications, chatbots,
or mobile messaging.”

customer data and their support incidents,
while leveraging your existing knowledge
experience for your agents and customers.
Knowledge analytics will enable KM authors
needs of each user group. The systems
will also have a robust set of analytics
that allow you to identify and derive ROI
of your contact center operations. Further,
the right combination of systems will
support your needs well into the future, as
new technologies are introduced in the
marketplace.
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Which technologies should
we consider integrating?

4. BI– the analytics engine that generates
intelligence between your systems above
and presents actionable information that
helps organizations make informed business
decisions

Your service delivery approach should consider
integrating several technologies to achieve the
best user experience possible. These include:
Customer Relationship Management (CRM),

of-use and customer experience, such as web design.
However, for the purposes of narrowing the scope of
this discussion, we will focus on these capabilities.

Intelligence (AI), and Business Intelligence (BI).
Contact centers utilize CRM systems as a central hub
for capturing sales, support, and service interactions
tions across communication channels. Regardless of
whether a customer calls, emails, chats, or engages
using other digital channels, the goal is to create a
seamless omni-channel experience for the customer
and agent; one that never requires them to repeat
themselves and that allows them to choose when
and how they reach out for help.

Why isn’t CRM enough?
Most executives in the contact center industry
understand the importance and value of a quality CRM
system to their business. Many organizations start with
one CRM only to be persuaded to migrate to another
solution that has more robust feature functions,
which are designed to better support the customer

The ideal customer experience relays the correct
information at the right time and on the
communication channel preferred by the customer.
This demonstrates the following:

decisions, the criteria for selecting a CRM solution is
limited to the business requirements of sales and
marketing and, only later (often after signiﬁcant
investment) they discover that the use cases necessary
to handle customer support are diﬀerent, resulting in
extensive systems’ customization.

• We know who you are (customer data)
• We can predict why you might be contacting
us (by analysis of past incidents or searches
performed in the recent digital session)

The leading CRM vendors have expanded their
portfolio to include much of the functionality a contact

• We have the answer for you (contextual
knowledge)

executives are whether this CRM has enough of the key
functionality needed, and whether the architecture

Today, delivering the optimum experience is
dependent on several core technology solutions:

communication channels and technologies emerge.

1. CRM – the system that stores and presents
customer data and the contact history,
regardless of source

Whether you are just starting out or are looking for a
replacement CRM, it is critical to explore the challenges
many organizations encounter when deploying a
CRM with embedded KM, AI, and BI capabilities, so
that you understand why one system may not be
enough. To realize the true potential and maximum
value, the system needs to encompass customer
insights to drive sales and marketing, along with
critical customer care capability.

2. Enterprise KM – the database(s) that stores and
presents the answers to customer questions
3. AI – the system which indexes all your
content, applies machine learning algorithms
to understand the intent behind search terms
input by the customer or agent, and produces
relevant results
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KM

K NOW LE D GE M A N AGE ME N T

CRM technologies are
embedding KM capabilities
– but are they enough?
CRM systems provide organizations the adaptable
ability to support customer interactions across
multiple channels, such as voice, chat, email, and
other digital options. Most provide a basic built-in
knowledge base which stores articles that are used
to resolve inquiries. However, organizations that have
complex KM needs, such as those with multiple-use
cases (many products or services and numerous
operational or geographically-dispersed teams),
will often outgrow the built-in KM capabilities of their
CRMs quickly. This results in increased handle times,

and quickly authored and maintained, and that it is
shared consistently with various end-users
regardless of how they reach out to your organization.

Below are a few of the pain points that top executives
often share, along with the corresponding capability
needs:

KM functionality in the CRM...

I need the CRM to…

Doesn’t provide adequate functionality for
our authors

Provide full-featured authoring capabilities
of articles

Doesn’t provide adequate functionality for
our agents

Allow agents to provide written feedback on

Doesn’t provide adequate functionality for
our customers

their issues as part of the lifecycle for creating
and managing online tickets/cases

Doesn’t allow us to segment content out to

Permit segmentation of content to a variety of
user groups, including geography, skill (novice
versus power user), audience (internal versus
external), product types, agent tiering models,
etc. This segmentation should not be mutually
exclusive; instead, it should easily support any
combination of the above.
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AI

A R T IFICI A L IN T E LLIGE NCE

AI is critical to KM success
– but can a CRM really do
this right?
Customer experience executives are ﬁnding it
increasingly diﬃcult to provide access to just-in-time
knowledge to resolve customer inquiries. Content
is often scattered throughout the organization and
in lengthy unmanageable documents, yet many
CRM systems require import and transformation
of KM content before it can be made accessible to
end-users. Add to that licensing constraints on who
can manage the content, and it’s no surprise that
employees and teams get creative and build new
repositories, even when the corporate strategy
mandates there only be one. Federation of content
to external data sources exists in many CRM tools,
but it often requires building a complex taxonomy for
crawling unstructured content. Even then, it cannot

chatbots, or mobile messaging” (Moaz & Manusama,
“Magic Quadrant for the CRM Customer Engagement
Center,” 2018i).

where all results are presented together and ranked
by relevancy regardless of source. The search
results presented are often segmented by data source
and analytics are narrowly focused at best. Gartner
predicts, “By 2022, 20% of all customer service
interactions will be completely handled by AI” and “70%
of customer interactions will involve an emerging
technology, such as machine learning applications,

AI is one of the largest growing areas in technology
and, for KM, its power lies in gathering your content
into one virtual area and presenting it to a variety of
users, regardless of how they reach out to you.
Below are a few of the pain points that top executives
often share, along with the corresponding capability
needs:

Pain Point

Capability Need

Our agents and customers cannot quickly and

Our knowledge content is scattered in numerous
locations/tools, and agents must be trained on
each tool

A fast and single search across multiple
repositories that produces relevant and

Our systems require us to transform content
before sharing it with agents and customers

Search indexing must handle integrating
structured and unstructured data

I’m concerned that our systems will not
support emerging technologies like chatbots or
messaging

Seamless integration and presentation of existing
knowledge content to customers and agents in
emerging technologies
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BI

BU S INE S S IN T E LLIGE NCE

BI is key – but does the CRM
give me complete insights?
Analytics provided by CRM technologies have
evolved over the years and provide substantial data
and insights to determine even the slightest
improvement to eﬃciencies being gained from changes
to people, business processes, or technology. However,
their focus is predominantly on data being derived
from the management of incidents, not from KM or
Search. When out-of-the-box reports exist for these
areas, they’re often limited in scope and variety, and
they don’t draw a correlation between KM or Search
to the core Key Performance Indicators (KPIs) that
the contact center measures. Thus, there isn’t any
understanding as to how knowledge is impacting
operational costs, either positively or negatively.
Below are a few of the pain points that top executives
often share, along with the corresponding capability
needs:

I am unable to …

I need the CRM to …

Access comprehensive reporting for my authors,
so they can manage our knowledge content

Deliver reporting on knowledge gaps, unused
content, most used content, trending content,
etc. This data will allow me to facilitate content
tuning.

Show business value being derived from our

Provide comprehensive analytics around
customer and agent usage (as it relates to
content), along with the ability to determine
how usage impacts contact center KPIs, such
as AHT and escalations.

even usage stats by our agents and customers,
but can’t relate that data to the key KPIs which
impact costs

Ideal solution to
these challenges

Magic Quadrant for CRM Customer Engagement
Center by comparing customer service applications
against multi-channel capabilities, including those
suite that meets all global and cross-industry needs”
(Kraus, Blood, O’Connell, & Harrison, “Magic Quadrant
for Contact Center as a Service, North America,” 2017).

for all these needs, but rather they want solutions
that integrate seamlessly. One CRM system is unlikely
to meet 100% of requirements in each area (KM, AI, and
BI). Gartner has compared numerous products in their

solutions that meets most of your needs.
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Need help?

Some CRM solutions include KM, AI & BI capabilities
out of the box, while others oﬀer advanced modules
that “plug-in” to support additional functionality.
There are also stand-alone systems that focus on
a single area, such as KM or BI, but can be easily
integrated into your technology footprint through
standard APIs.

If you do not have the in-house expertise, it’s
crucial that you select the right specialist to help.
They should not only have deep expertise in the
technologies we’ve discussed here (CRM, KM, AI,
and BI), but they should understand how to build
and transform your user experiences (ideally
they’ve built and run large-scale contact centers
and have been in your shoes).

Pinpointing your exact requirements and determining
the priority for your organizational needs is key.
From there you can identify the appropriate
combination of technologies to integrate, along with
the order in which to phase them in. Consider the
following pointers for accomplishing this:

In the KM and AI space they should have deep
expertise in more than the technology; understanding
how to transform content for use in the contact center
to impact metrics like Average Handle Time (AHT) and
Customer Satisfaction (CSAT), and escalations.

• Be crystal-clear about your requirements in
each area. If you don’t know or aren’t sure,

They should be vendor neutral and keep abreast
of the latest developments in emerging technologies,
and have real-world experience in a variety of
platforms.

(and document) your requirements.
• Understand the order of priority for those
requirements. If you need help building a

Building a multi-year remediation plan, including
ROI, budget and business case takes into account far
more than just the technology. Technology must be
aligned with operations across all your customer
engagement functions. Ensure that you select a
partner who can deliver results.

you establish a viable plan.
• Leverage analytics where possible to
determine the potential ROI from your
technology investments. If you don’t
know how, hire a specialist who can help.
Most technology vendors are willing to set up a proof
of concept, often at no charge. Yet to understand if

Invest in and leverage innovative easy-to-deploy
technology solutions over time. Doing so will allow
you to strategically optimize your resources and
desired functionality, to produce actionable analytics
and business outcomes for your organization and
customers.
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