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Develop Long-Lasting and Positive Customer Experiences  

by Transforming Workforce Optimization (WFO) to  

Customer Experience Management (CXM) 
 

It’s not about customer service anymore. It’s about the customer experience resulting from it. It’s about developing 

a long-lasting, positive customer experience and not just transitory customer satisfaction which can only be achieved 

by acquiring knowledge and trends related to both customer sentiment and the entities providing services to customers 

and finally, by making decisions and taking actions through experience and reasoning. 

 

Today’s enterprises all strive to develop long-lasting and positive customer experiences. However, the multitude of 

channels used by today’s customers (such as calls, emails, chat, website, desktop transactions, social media, customer 

surveys, etc.), the big data and media captured from those channels, and extracting actionable knowledge and 

insightful trends from such massive depositories of data, are all major challenges in the true management of customer 

experience. 

 

Traditional WFO solutions alone, though fundamental in creating a base platform to manage customer experience, 

have demonstrated their inadequacy in providing resolutions to CXM challenges. Furthermore, CXM requires certain 

fundamental paradigm shifts in serving and interacting with today’s customers. Hence, CXM is truly achieved when 

the following concepts are considered in its implementation: 

 

Transition from an “Inside-Out” Method to an “Outside-In” Approach 

 

For years, enterprises have utilized a variety of workforce optimization (WFO) and workforce management (WFM) 

solutions to better serve their customers and to develop customer satisfaction. They have trained their employees and 

agents, recorded and monitored their customer interactions, and conducted a variety of quality assurance methods – 

all driven by their internal business processes with the intention of externally creating customer satisfaction, an 

approach we call an “Inside-Out” method.  

 

Unfortunately, this traditional “Inside-Out” method is inadequate to enable enterprises to successfully implement true 

CXM that can deliver a positive customer experience. It does not use the true understanding of customer sentiment 

and voice of customer from outside in order to drive their internal WFO/WFM activities. Therefore, an “Outside-In” 

method is needed, in which enterprises would first focus on the understanding of customer experience and customer 

sentiment and then use such experience and insight to determine their internal optimizations. The Outside-In approach 

is essential especially when today’s customers extensively use digital and social media to communicate, interact and 

express themselves. 

 

Capture All, Analyze All 

 

Customer experience management can be far more successful when: 

 

• 100% of the customer journey is captured at every touchpoint and every channel used by customers, due to 

the fact that sampling practices do not provide sufficient insights 

• A systematic analysis of all captured interactions is conducted in order to produce actionable knowledge and 

trends obtained from “outside” that could determine the internal actions and optimizations necessary to create 

a positive customer experience.  

 

Capturing all interactions and transactions from every customer touchpoint creates big data, and that requires big data 

management technologies. Multichannel analytics, such as speech analytics, desktop analytics and text analytics must 

be used collectively to convert the massive amount of data to specific insights and actionable knowledge. Text 

analytics by itself can process and analyze a broad range of customer interaction channels when adaptors are used to 
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convert email, chat, social media content, customer surveys, and structured-unstructured documents to standard text 

formats useable by the text analytics. 

 

Produce a Holistic View of Customer Sentiment across All Channels 

 

Multichannel analytics can greatly assist the management of big data by automatically analyzing captured data from 

each channel and producing actionable knowledge. Nonetheless, the resulting actionable knowledge is channel-

dependent and does not provide holistic action across all channels. There remains the challenge of associating and 

encapsulating relevant data from multiple channels to a unified and cohesive actionable knowledge base. This latest 

challenge can be resolved utilizing advanced cross-channel analytics solutions, in which the results of each channel-

dependent analytics are further analyzed for commonality with respect to certain subjects or trends; hence, producing 

a holistic view across all channels. 

 

Holistic Views for When You Know and When You Don’t Know What You Are Looking For 

 

Enterprises can be caught off guard with trends and events that occur related to their customers when they use multi- 

and cross-channel analytics to merely look for specific subjects that they know about. In other words, they will miss 

out when they do not know what they are looking for. Cross-channel analytics that are equipped with systematic trend 

analysis is required to automatically discover the “build-up” or the “diminishing” of certain trends over time. The 

discovery of trends is extremely critical in understanding the tendencies and the inclinations of customer behaviors 

or relevant events in order to forecast the outcome and take actions in a timely manner.  

 

Omnichannel Customer Experience Means Seamless Customer Experience across All Channels 

 

Customer experience across all channels when interacting with an enterprise must stay consistent and positive. 

Consistency across all channels, sometimes called omnichannel customer experience, is a major driver in developing 

positive customer experience. Omnichannel customer experience means that customers may start with a self-service 

channel such as the enterprise’s website and then transition to an assisted-service such as chat, email or an agent with 

no reduction in the quality of their journey, with the full transfer of information between channels whereas each 

channel is fully aware of what the customer wanted to do. 

 

This can be accomplished when the general behaviors of customers are understood while using each individual 

channel. Therefore, seamless perspective of an omnichannel engagement starts with capturing and analyzing 

interactions via multichannel capture and analytics, but finalized, assessed, unified and presented utilizing analytics 

from which insights and trends can be determined across all channels in order to view holistically the customer’s 

experience, with the ability to drill-down for more specific information. Such insights can then be utilized to align 

each channel to offer a seamless customer experience. 

 

Unification of Enterprise Silos Leads to Unified Views of the Customer Journey  

 

Omnichannel customer experience requires the unification of the enterprise. Enterprise data silos need to be merged 

in order to capture the customer experience at every touch point, analyze and continuously improve customer 

experience throughout their journey. Customer touchpoints usually include telecom platforms (PBX, IVR, Voice 

Mail, Internet Access, etc.), customer interaction and transaction applications such as CRM, as well as WFO 

applications that monitor, record and analyze customer interactions in the background. Unification of data across 

these dispersed platforms and applications can directly benefit the enterprise in, a) the productivity of various 

functions (such as transaction validation, utilizing one unified data from a single depository source instead of 

laborious and manual collection and unification of the data from various places), b) discovery and the resolution of 

problems related to the internal processes, and c) discovery of true customer sentiment and voice of customer (VoC) 

when interacting with a variety of platforms and organizations within the enterprise. 
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Are These Initiatives Enough? 

 

The simple answer is “no”. Let’s assume that a given enterprise has effectively utilized all of the above initiatives 

and has fully aligned its internal agents and back office employees to deliver omnichannel customer experience and 

is on its way to develop positive customer experiences. Now let’s assume that a customer, before given a chance to 

interact with an agent that is fully equipped to provide an excellent service, is routed to an unskilled agent or a wrong 

center or is placed in a queue for a long period of time. Regardless of all other initiatives in place, this specific 

customer is already impacted by a very negative experience. The fact is that all initiatives related to improving 

customer interactions when the customer is actually connected to the source of the service (such as an agent) are only 

half of a complete solution.  

 

The other half is provided by optimizing the service routing and all the entities engaged in the routing of the service 

to the best supplier of the service as efficiently as possible. Entities such as network routing elements, ACDs, IVRs, 

PBXs, service centers with specific capacity, skill sets or capacities to process customer service requests. Key 

performance indictors automatically collected and analyzed in real time from each entity can provide actionable 

knowledge related to how and where the customer service request should be routed. A combination of actionable 

knowledge obtained from both the customer interaction analytics and the routing data analytics can then be applied 

to Adaptive Intelligent Real-Time Routing (AIRR) to determine and route the customer service request to the best 

and most optimized source of service. In other words, a final solution needs to utilize the analytics for both the 

customer interactions and the data from service routing entities. 

 

A Final and Ultimate CXM Solution – Cognitive CXM 

 

The overall initiatives introduced in this article can create a foundation for developing a true CXM solution. However, 

such solution can be continuously and automatically improved when operating as a “learning machine”, in which it 

continuously, and over time, saves the experiences obtained from each routing or interaction and utilizes them to 

improve the next decision made by the CXM solution for service request routing and interactions. Such a process of 

continuous acquisition of knowledge and trends related to both customer sentiment and the entities providing services 

to customers (such as service routing), development of experience, and making decisions and taking actions through 

experience and reasoning is called a cognitive CXM solution. The addition of software technologies in 

compartmentalization of the acquired data, so it can be used as data experience, and decision-making engines to the 

above initiatives will form the ultimate CXM solution. 


