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Introduction
Extend unified communications over time and
channels to optimize the performance of your
business-centered community
Introduction
Shifting market dynamics and a tough economy
worldwide are radically altering the way
companies do business. With companies chasing
ever fewer consumer dollars, tremendous
competition has ensued and business-as-usual no
longer works well today. Given the uncertainty
in consumer spending, most companies are now
operating in a context of a “new normality”
where organizational cost control efforts will be
key.
Companies are carefully watching their bottom
lines, and those already facing profitability
pressures are seeking new strategies and tools
that will help them do more with less. Along with
a focus on “top line” growth there is a continued
push for cost containment while also exploring
new paths to productivity as a means for
boosting profit margins. The challenge for most is
determining how to react and plan thoughtfully
and efficiently while reducing expenses and
optimizing outcomes. However, this leads to
the age-old problem of how to keep costs low
without negatively impacting customer service,
sales, and innovation.
Success in this complex business environment
requires creativity and a firm commitment to
optimal employee and operational efficiency
across the enterprise. Most companies have
already made investments in effective business
processes and tools and have probably reached
a point where they have maximized their cost

effectiveness. For example, telephony and
unified communications (UC) solutions – as well
as CRM, ERP, and similar tools – are already quite
sophisticated and will continue to grant cost
savings (directly or indirectly), thus any latency
that remains in these areas is quite likely only
due to the human factor.
Companies also need to break down
communication silos and optimize crossfunctional efforts, and align investments in new
technologies and service delivery with business
objectives to help achieve the highest level of
organizational efficiency. Management must
ensure that employees understand the overall
strategic directives of the company, and where
and how they can contribute value in their
respective roles. As a key concept in value-based
management practices, this depends largely on
a dynamic relationship between the business
and employees at all levels, and an assurance
that employees remain engaged, focused, and
committed.
The challenge, therefore, lies in ensuring better
connectivity between all individuals and fostering
an environment that supports innovation through
employee engagement across organizations,
business units, and companies, and this is where
a new generation of communications applications
can help.
Source: Alcatel-Lucent
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The Importance of Employee Engagement
During these challenging times, a typical reaction
is to cut spending on internal processes and
head count; however, this is the last area where
companies should be cutting corners. In this
environment, human capital investment is not an
option – it is an imperative – because companies
that continue to invest in their employees will
not only have a better chance of growing market
share than their competitors, but they are also
more likely to offer innovative solutions to
customers, provide better customer service, and
reduce operational costs by improving overall
efficiency.
Human capital is therefore essential to enterprise
performance and the bottom line. For example,
when job satisfaction ratings are low and
attrition rates are high, coupled with increased
competition for highly skilled employees, the
detrimental impact on the business becomes
undeniable. Employees who are not fully
engaged with the enterprise generally have low
performance and output, which can ultimately
affect the end-customer.
It is common knowledge – and common sense –
that employees who are actively engaged in their
jobs are highly productive workers. Companies
that neglect to take the pulse of employee
satisfaction risk having a substantial majority
of employees who feel actively unengaged, and
are therefore not as productive – or committed
to the company’s bottom line – as they could
be. When employees are truly engaged, they

become a vital resource that helps differentiate
the company in the minds of the customers, and
which enables business growth and profitability.
While human resources strategies and an ethical
business culture are key to improving and
sustaining long-term employee engagement, the
quality of collaborative working relationships
with peers, superiors, and subordinates is just
as important, if not more so. To that extent, IT
managers can contribute to worker engagement
as well by ensuring better connectivity
and reducing latency in interpersonal
communications. Employing efficient IT tools
will reduce employee frustration and make
their contribution to the overall enterprise
performance more constructive and positive.
When employees are engaged, they are more
likely to:
• Actively contribute to higher operating profits
• Over-perform compared to your competitors
• Better serve customers and partners in
business situations
• Experience diminished frustration and
increased loyalty to the company
Source: Alcatel-Lucent
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Shifting Priorities for a Competitive Advantage
In the context of economic recovery, CEOs
are shifting priorities to focus on new ways of
distinguishing themselves from their competition
through innovation. Creativity and innovation,
along with exploring new paths of productivity,
will become the new drivers for enterprises.
To this end, reducing costs and growing the
top line will contribute to revenue growth,
while improving employees’ engagement with
customers and the company as a whole will
become a critical key performance indicator.
For this strategy to be successful, companies
need to eliminate communication silos and
improve cross-functional efforts. They further
need to foster a corporate culture that drives
innovation through employee engagement
across departments, business units, and the
integrated value chain by allowing discussions
beyond the traditional organizational borders
and mobilizing smarter competencies where ever
they are. Easy and convenient collaboration in
a team environment must be ensured, as being
successful requires working at top efficiency.
Optimal employee performance clearly
depends not only on behavioral factors such as
confidence, trust, and loyalty, but also on how
easy it is for workers to access the required

level of knowledge and resources to perform
well and deliver on their goals. Organizations
must go beyond traditional communication
connectivity tools and promote engagement
through collaborative conversations in the most
convenient manner, whatever the business
situation or context.
Companies that can transform employee
relationships and connections into enriched
conversations spanning the whole enterprise
via a variety of convenient communication
applications (including voice, instant messaging,
video, and collaboration) – while also positioning
expertise in an enlarged business community of
partners, customers, and providers via a variety
of convenient communication applications – will
empower employees, optimize the company’s
performance, and gain a competitive edge.
What’s more, collaborative conversations
will help employees to better leverage the
processes and the business model, and to access
knowledge and interact with other colleagues
and customers. In short, the knowledge is stored,
shared, and easily accessible to all – making
employees more engaged and empowered.
Source: Alcatel-Lucent
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The Benefits of Collaborative Conversations
Problems arise in the enterprise when knowledge
and accountability are diluted into silos across
organizational units and employees only get
partial information on a subject. For example,
the pace of business execution is slowed by
information retrieval delays and sluggish internal
and external communication, which results in
frustrated customers and employees.
The advantage of collaborative conversations
is that they span an organization’s front and
back office so that the whole company engages
with a customer as one unit. Collaboration
across boundaries can help give employees a
360-degree view on any topic, providing them
with the knowledge and confidence to resolve
customer issues, making them more engaged
towards customers, and enabling them to provide
a more consistent customer experience.
Alcatel-Lucent believes that successful
organizations will surpass their competition by
building a business-centered community where
collaborative conversations that extend over
time and channels become the new paradigm of
enterprise communications.
Collaborative conversations are multi-party
conversations that:
• Span the entire organization – and reach
beyond the traditional boundaries of an
enterprise to connect core competencies and
tie together employees, partners, customers,
and other relevant expertise from the
“community”
• Enable seamless multi-channel
communications allowing, for example, a
conversation to start on IM, escalate to a Web
conference (app sharing) session, and then
add video and audio
• Occur on any device, across any network –
public or private
• Provide a rich context such as extended
presence information, historical data, and
location base
Context awareness
Collaboration is more than just simple document
sharing. True collaboration relies on contextual
communications – threading the business

context and valuable data across interactions/
devices/networks to the integrated business
value chain of employees, peers, partners, and
the community at large – in order to leverage the
power of conversations.
Context awareness will help dynamically connect
the workforce, and allow employees to select
the most relevant resources to participate in a
conversation based on the particular business
need. In essence, collaborative conversations
combine unified communications and
collaboration (UCC) with the richness of contextaware computing. Collaborative conversations
boost employees’ trust and confidence in their
ability to effectively solve business issues and, by
extension, increase their engagement.
Companies that seek to employ context
awareness to collaborative conversations need
not make extensive additional investments. In
fact, most already have applications in place
and are not looking to rip-and-replace what
is currently installed. Instead, they need to
integrate their existing collaborative applications
with UCC tools that ensure that real-time
communications are enabled everywhere, and
always-on. UCC and contextual awareness
guarantee that no business interaction remains
unresolved, and no opportunity unseized.
Communication-enabled business processes
Continuing to differentiate and innovate by
enriching the way people access communications
and interactions will increase speed of execution
and boost productivity. Communication needs
to be tightly integrated and streamlined with
business processes to improve engagement and,
ultimately, the performance of the employee
and the company. Therefore, adding rich
presence and historical data, as well as instant
communications and escalation capacity over any
media across the value chain, is key.
A communication-enabled business process
(CEBP) is intended to optimize business
processes by reducing the human latency that
exists within a process flow. CEBP leverages
unified communications (UC) capabilities/
services – such as reminders, alerts, notifications,
escalations, etc. – by embedding them into the
business process flow to eliminate response
latency. CEBP can be applied horizontally across
various lines of business and different industries.

“Context-aware
computing can help by
improving workforce
effectiveness by
ensuring that associates
have the information
they need to support
current tasks and
actions. For example,
providing social
networking information
enables customer
service staff to identify
associates with the
required expertise,
integrated with rich
presence information
that indicates their
availability and the best
medium by which to
contact them.”
(Gartner Research, in
“Context-Aware Computing:
Four Questions CIOs Should
Be Asking,” 21 August 2009,
Anne Lapkin)
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The result is a more efficient, more automated
closed-loop which creates measurable business
value.
“Contextual Presence in
a Business Application:
In this scenario, an
individual can be
contacted by name,
skill, location, and/or
presence based on the
context of the problem/
issue. For example,
a person may be
talking to a client and
require the advice of a
subject matter expert.
Knowing the skill
required, the person can
determine the location,
presence, availability,
and/or name of the
nearest expert and
communicate with that
person directly.”
(Gartner Research, in
“UC Vision Scenarios:
Communications-Enabled
Business Processes,” 31 July
2009, Bern Elliot, Bob Hafner,
Isabel Montero

Many benefits arise by enabling collaborative
conversations within a CEBP application. For
example, deploying contextual presence in an
existing business application is advantageous
for individuals who rely extensively on this
application to perform their primary job
functions. The main barrier to adoption of
new communication tools is the reality that,
historically, tools are piled on top of tools or
processes on top or processes – without linkages
or integration – thus, in effect, creating more
work for employees.
Presence indicates whether an enterprise
user is available on the network and able to
communicate with colleagues and, possibly,
agents and customers. User presence capabilities
give employees real-time access to subject
matter experts, back/branch office workers,
and field sales. Presence management has the
potential to enable significant improvements in
customer service delivery by allowing experts
across the enterprise to intervene in the service
process in real time.
Customer-centric organizations are increasingly
extending customer service operations beyond
the boundaries of the enterprise so that the
conversation is always routed to the best
available resource through the most effective
channel.

By transforming knowledge workers across the
enterprise into on-demand experts, organizations
are able to more effectively meet the challenges
of increasing productivity, improving the
customer experience, and contributing to the
enterprise’s bottom line.
Presence of enterprise knowledge workers
with access to UC platforms provides a crucial
asset – linking workers from diverse back
office departments with the front office point
of service operations – in order to facilitate
effective routing of real-time communication
and collaboration across sites and functions.
Productivity and satisfaction increase as frontline
employees gain expanded access to information
and support – and overall enterprise effectiveness
improves as formerly disjointed processes operate
according to a well-coordinated flow.
Source: Alcatel-Lucent
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From the Gartner Files:

Context-Aware Computing: Four Questions CIOs
Should Be Asking
Although the rudiments of context-aware
computing have been around for some time, it
is a disruptive technology that has the potential
to be a “game changer” in terms of competitive
advantage. CIOs should use these four questions
to begin to frame their approaches to this
important technology.

technology providers. Enterprises are looking to
harness context information to provide a wide
range of benefits – from increased associate
productivity to better customer intimacy
and better-targeted marketing. This research
highlights some of the questions CIOs should be
asking.

Key Findings

In Gartner’s 2009 CIO survey, we polled more
than 1,500 CIOs regarding their most critical
business priorities (see Figure 1).

• CIOs are beginning to express interest
in context-aware computing to increase
efficiency and customer intimacy;
however, most do not recognize that early
implementations of context-enriched services
are already in play.
• Current implementations of context-aware
computing may be quite sophisticated, but
they are typically limited in scope and scale.
Organizations that gain early mastery of
the information and technology challenges
presented by unfamiliar information and
sophisticated federation requirements will
find it easier to implement more-sophisticated
context-aware services in the future.
Recommendations
Look for opportunities to pilot context-aware
computing in areas identified as strategic
priorities by management.
Investigate how existing context sources,
like portals or rich presence engines, can be
integrated into business applications to enrich
existing business processes with context
information.
Make sure that context-aware implementations
are complex enough to provide experience in
federating information and technologies.
Address concerns about the collection and use of
end-user information proactively.
ANALYSIS

Overview
As we approach the end of Gartner’s third year of
coverage of context-aware computing (see Note
1), we are beginning to see significant interest
from CIOs in a variety of industries, as well as
increased interest and investment from large

Questions CIOs Should Ask
Why Is Context-Aware Computing Worth My
Time and Attention?
Context-aware computing has the potential
to contribute to seven of the top 10 business
items on the list. With such a high correlation to
business expectations, context-aware computing
is a natural place to invest time and effort
as business leadership responds to turbulent
economic conditions and positions the business
for future growth. Context-aware computing can
help by:
• Improving Business Processes – By providing
information appropriate to an associate’s
context to improve the speed and quality of
decisions.
• Reducing Enterprise Costs – By increasing
efficiency and effectiveness. For example, by
using context information such as weather
and road conditions, vehicle location, and
on-hand inventory, in addition to traditional
information about skill levels and service
agreements, the business can improve its field
service dispatch process, and optimize parts
inventory levels, workforce utilization and
customer satisfaction.
• Attracting and Retaining New Customers –
By using information about the customer
to target markets and products more
effectively. For example, some early pilot
implementations in retail stores used
radio frequency identification (RFID) tags
in products and loyalty cards to tailor the
messages on in-store signage to the buying
history, location and preferences of a
particular shopper.
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Figure 1

Top CIO Business Priorities From the 2009 Gartner CIO Survey

Business Expectations
Ranking

Ranking of business priorities
CIOs selected as one of their
top five priorities in 2009
2009

2008

2012

Improving business processes

1

1

2

Cutting enterprise costs

2

5

4

Attracting and retaining new customers

3

2

7

Improving enterprise workforce effectiveness

4

10

8

Creating new products or services (innovation)

5

4

1

Increasing the use of information/analytics

6

7

9

Expanding into new markets or geographies

7

3

3

Expanding current customer relationships

8

6

10

Managing enterprise change initiatives

9

11

13

Consolidating business operations

10

12

15

Source: Gartner (August 2009)

• Improving Workforce Effectiveness – By
ensuring that associates have the information
they need to support current tasks and
actions. For example, providing social
networking information enables customer
service staff to identify associates with the
required expertise, integrated with rich
presence information that indicates their
availability and the best medium by which to
contact them.
• Creating New Products and Services – By
harnessing new types of information to
support new, innovative products and services.

note 1

• Expanding Into New Markets and Geographies
– By using context information to ensure
that the right product or service is offered
to the right customer at the right time.
RingRing Media, one of the world’s largest
purchasers of mobile media, estimates
that 30 billion mobile ads are delivered to
handsets worldwide each month. With their
low delivery cost, mobile ads are attractive to
business, but most mobile ads are not aimed
at a target demographic or geography. By
applying context information such as identity,
location or even schedule (is this the right
time of day for me to be receiving this ad, or

Context-Aware Computing

This research note is part of a special collection of research on the subject of contextaware computing. Context-aware computing centers around the concept of leveraging
information about the end user to improve the quality of the interaction. Emerging
context-enriched services will use location, presence, social attributes and other
environmental information to anticipate an end user’s immediate needs, offering moresophisticated, situation-aware and usable functions. Enterprises can leverage contextaware computing to better target prospects, increase customer intimacy, and enhance
associate productivity and collaboration.
Source: Gartner
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am I likely to dismiss it as a nuisance because
I am working on a critical project?), ads can be
better targeted and sales increased.
• Expanding Current Customer Relationships –
By using information about the customer to
improve the quality of the interaction with
the customer. For example, using context
information from social media, consumer
forums and sponsored communities detects
and proactively resolves support issues,
which will contribute to a positive postsales
experience for customers.
How Should I Approach My Business to
Propose an Investment in Context-Aware
Computing?
The most common mistake IT professionals
make when trying to convince the business to
invest in a new technology is not justifying the
investment in terms of a business opportunity
that excites management. In the current climate
of economic turbulence, resources are scarce, and
the business is hesitant to invest in something
new, so a compelling business opportunity is
critical. Think about the things your management
has said it wants to do differently to be a more
successful enterprise. For example, your business
might be focused on increasing the prospect-toclose ratio through better targeted advertising,
or increasing customer satisfaction by improving
the quality of call center interactions. Focus your
attention on how context information can enrich
one of those things. We are currently seeing
context-aware computing being applied to a
variety of strategic imperatives, such as:
• Increasing the efficiency of collaboration
by combining information about expertise
with rich presence information to enable an
associate to identify and immediately connect
with a person who has needed knowledge
• Improving the quality of a call center
interaction by gathering context information
about the user to ensure that triggers for a
potentially negative experience are identified
and defused
• Improving marketing efforts by using context
information, such as location and schedule,
to better target prospects and increase the
prospect-to-close ratio
Context-Aware Computing Is Very New –
Why Is It Important to Get Started so Early?
First, it’s worth mentioning that context-aware
computing isn’t new. Many organizations already
employ context, whether in rich presence engines

– which provide details not only on someone’s
availability, but also on the best medium to
contact them – or location-aware applications.
Current uses of context information tend to be
limited in scope and siloed. The real promise of
context-aware computing will be realized when
context information can be federated across
multiple sources and multiple applications – and
when trust and privacy issues are addressed.
These are not trivial challenges, and those
enterprises that begin to explore solutions now
will be better positioned to exploit the “game
changing” potential as context information and
context-enriched services become increasingly
ubiquitous.
A significant challenge will be the integration
of technologies that may currently exist in the
enterprise as individual silos, and the problem
is exacerbated by the proprietary protocols
employed. For example, many organizations
currently employ instant messenger applications
or more-sophisticated unified communications
(UC) engines. These applications provide valuable
context information, presence, availability
and preferred communications channels. In
“Context-Aware Computing: The Rich Presence
Perspective,” we discuss the barriers to
integration of rich presence engines due to the
desire of vendors to create “closed gardens” so
they can add unique value to their customer
bases. Another example is social network
applications that make it easy to find individuals
with specific, needed expertise. If UC and social
networking are integrated into a contact center
application, for example, a customer service
agent can easily identify which associates have
needed expertise and are available, and then
easily connect with an expert through the most
appropriate communications channel. By gaining
early experience in the value that can be added,
enterprises can exploit the advantage afforded
when these technologies are integrated.
Experimentation will be critical to success.
New types of information will need to be
acquired from unfamiliar sources. Much context
information will be available in different versions
from multiple sources – reliability levels
will need to be determined, and duplicated
information will need to be rationalized. As
the discipline matures, enterprises will desire
to share context information across multiple
services and to source context information in
standard ways. Those enterprises that figure
out how to source and manage this information
efficiently and effectively will be the ones that
successfully harness the potential of contextaware computing.
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How Do I Successfully Introduce ContextAware Computing in My Enterprise?
The introduction of any new technology can
be tricky. Keep these five points in mind when
adopting context-aware computing:
1. Choose a current strategic initiative that
can be improved through the use of context
information, bearing in mind that for an
application to be successfully context-aware,
it should conform to these characteristics (see
Note 2):
• Optional – The information should not be
required for the process to complete, but
having it should improve the quality of the
interaction.
• External – The information should be from
an external source, not from within the
existing application.
• Proactive – The application should
proactively seek the context information
and push an improved user experience.
• Automated – The user should not be
required to actively supply context
information, and the application should
proactively enrich the user experience.
2. Don’t make the application too complex,
but don’t make it too simple either. When
any new technology is introduced, the
conventional wisdom is to make the initial
implementation as simple as possible.
However, most enterprises are already
employing context in simple, siloed
implementations. If your implementation
is too simple, you will not be able to
demonstrate the full benefits to the enterprise
(for example, adding location information
in the example described in Note 2 is
better than nothing, but does not have the
powerful impact that adding additional
context information such as schedule and
preferences would). Furthermore, you will not
get the experience in integrating context from
multiple sources, or addressing the proprietary
nature of existing technologies.
3. Weigh the costs of acquiring context
information carefully. This is not just the
pure cost of acquisition (for example,
paying the airline for affinity and schedule

information), but also the cost of federating
that information with other context from other
sources (the schedule data from the airline
with wish list data acquired from a third-party
context provider) and the cost of ensuring the
required data quality to ensure that the user
interaction is actually being enriched.
4. Make sure to address privacy concerns.
Gartner believes that the initial takeup of
context-aware computing will address the
consumer space – for example, targeted
marketing and mobile e-commerce. To
achieve real results, enterprises will
need to utilize significant amounts of
information about end users, and the privacy
considerations are still cloudy. For example,
see the recent concerns regarding the
collection of location and application usage
information on the Palm Pre in The U.K.’s
Register.
There is significant discomfort
about Palm’s collection of user location and
activity without the user’s knowledge and
express permission.
5. Be sure to measure the business benefits. This
sounds obvious, but in practice, it is often
overlooked. Ensure that you can track the
concrete business results associated with your
effort. For example, in the example in Note
2, the enterprise would track the number of
mobile coupons used at duty-free shops with
an eye toward seeing an increase.
Much of the early investment in context-aware
computing is focused on the context of an
individual – more specifically, an individual with
a handheld device. Location, derived from a GPS
device or other sources, is the primary context
material in current products. However, we urge
users to understand that the impact of context
awareness in software spreads well beyond its
initial scope, and to recognize that success in this
new arena will require wide experimentation with
information as well as technologies.
“Context-Aware Computing: The Rich Presence
Perspective”
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note 2 Context-Aware Computing Example

In this example, a manufacturer of luxury goods wishes to increase direct marketing to
individuals who purchase its products. It is piloting an initiative that combines social
computing with targeted marketing by creating affinity groups for its products. Customers will
hopefully create communities of interest around specific products and be attracted by special
purchase incentives.
What optional information can be added to increase the effectiveness of the purchase
incentives? Location information can help – if we know that the potential customer is
near a store that carries the product, or in the duty-free lounge at an airport, we can provide
them with instant coupons, sent to their mobile devices, that will entice them to our retail
location. By offering this incentive when they are in the vicinity, we increase the chances that
they will positively respond. Schedule information can also be pertinent. If we are running
a special promotion in the duty-free shop, we will be interested in potential customers who
are currently in the airport and who have more than an hour before boarding their scheduled
flights.
Is this information required to complete the process? No, we don’t need to know
customer locations to send a text message or coupon to their phones. We know the phone
number. We also don’t need to know that they are waiting on delayed flights. However, if we
do know those things, we increase the chance that the message will be positively received.
Is the information externally sourced? The amount of context information that can
be locally sourced is limited and can be costly. It would be difficult for us to directly
source information about the travel plans of our target market, because it would require
the members of our affinity group to input their travel plans. We can easily acquire that
information from a third party (the airlines), which can tell me which customers are checked
in (which means that they are at an airport or intend to arrive there in time for the flight),
and which ones are booked on flights that are scheduled to board in more than one hour.
Obviously, there are several issues that need to be addressed here – we will need the
customer’s permission to source schedule and flight information from the airline, as well as
the ability to deal with information from different airlines in different formats.
Can I source this information and respond proactively? An application is context-aware if
it proactively seeks out context information and proactively pushes a better experience to the
end user. Our chances of making a sale are greater if we proactively acquire the information
about customer travel schedules rather than waiting for them to tell us they are traveling,
and if we provide them with coupons in the right place at the right time rather than making
them ask for them.
Is the acquisition of information automated? Previous experience has shown us that the
more automation in the process, the higher the chance of success. For example, consider
the “follow-me” phone numbers of the 1990s. A person could be reached by dialing a single
phone number that would ring on the user’s desk phone, car phone or home phone depending
on his or her whereabouts. While these services were widely anticipated to increase
productivity and convenience, they quickly failed. The Achilles’ heel was the requirement for
users to constantly alert the system regarding their whereabouts and which phones should be
used. Successful context-aware applications will source information proactively and will use
that information proactively to improve the customer experience, without any input from the
end user.
Source: Gartner

Gartner RAS Core Research Note G00170267, Anne Lapkin, 21 August 2009
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From the Gartner Files:

UC Vision Scenarios: Communications-Enabled
Business Processes
It is sometimes difficult to understand how
to leverage new technologies in unified
communications (UC) because to best succeed,
users need to create and define new work
methods and business processes. Scenario
creation is one way to illustrate useful new ways
of applying technology. In this research, we look
at communications-enabled business process
(CEBP) scenarios to illustrate useful new ways of
applying the technology that may be appropriate
in your business.
Key Findings
• Multiple scenarios exist for using voice in new
and useful ways within a UC environment.
• Different end users relate to different
scenarios, and in some cases small changes
in wording result in very different users being
able to relate to the example.
• Roles and job titles of users vary greatly for
the same basic scenario, and these need to be
adapted.
• UC functions involved vary, and the terms for
them will vary accordingly.
Recommendations
• Create and/or modify the scenarios we have
provided to reflect your specific company’s
business objectives and specific jobs and roles
to personalize and illustrate the impact of the
scenarios.
• Often, an initial question asked by users is
“what would this cost;” however, specific
cost estimate questions should be handled
separately and distinctly from scenario
creation.
• Users should review the tailored scenarios
with key decision makers and user groups in
their enterprises to refine the use cases and to
understand which offer the most value.
• For high-value scenarios, try to build a
business case to determine whether the
perceived value can be achieved.

STRATEGIC PLANNING ASSUMPTION(S)
Through 2013, 85% of CEBP initiatives will be
limited ad hoc implementations that focus on
a single bounded process involving a small
percentage of the user base.
ANALYSIS
Developing a business justification for UC poses
a particular problem: Planners often must show
value for solutions that are new and involve
change, and for which there aren’t yet clear
metrics. One solution to this conundrum is to
develop a specific vision with examples for
how UC will benefit the enterprise. This vision
illustrates how certain functions can make the
enterprise more effective and competitive. Users
can then extrapolate from the vision to their own
specific environments. Without a vision, however,
planners will either not be able to justify why
anything should change, or they will simply
implement a vendor’s vision rather than their
own. Neither of these alternatives is optimal.
In this research, we take the approach of defining
and communicating a vision via scenarios for
how UC functions enable a range of useful
new solutions. These scenarios provide specific
examples of how individuals and groups would
benefit from UC. They illustrate how unifying
communications provides useful and new
solutions. Enterprise planners should review
these scenarios, and consider how they might
be adapted to fit their enterprise’s environment.
Most midsize and large enterprises have a wide
range of different user requirements, so it is very
likely that multiple scenarios will be useful.
The research in this Spotlight provides example
scenarios for how voice and telecommunication
functions, when integrated with other
communication functions, can provide value.
Many of these scenarios involve multiple
communication and collaboration areas, and
could, therefore, reside in more than one area.
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Each of the scenarios below has the following
structure:
• Title – a short descriptive title for the
scenario.

who must communicate or collaborate as part
of the process. Specific job titles include agents,
sales, purchasing, coordinators, business process
planners, and many others.
Screen Pops

• Description – a brief description of the
scenario. The intent of the description is to
illustrate one way that UC technologies could
be applied in new and useful ways.
• UC functions – provides a summary of the UC
technologies involved in this scenario.
• Roles/job title for this scenario – provides
examples of the types of roles or job titles of
individuals that could benefit from this type of
functionality.

CEBP/Communication-Application
Integration Scenarios
This category includes applications that have
integrated communication functions. Four key
application areas are consolidated administration
tools, collaboration applications, notification
applications and contact center applications.
Over time, however, many other applications will
be communications-enabled.
Modify these example scenarios using your
terminology, applications and roles to make
them familiar and more useful in your planning.
We start with simpler implementations and move
to more sophisticated/complex opportunities.
Integration of UC With a Business Application
In this scenario, integrating UC functions such
as voice, instant messaging (IM), conferencing
or messaging into a business application
allows individuals to communicate directly as
part of the business process without having to
initiate separate communication sessions. For
example, from within a purchasing application,
this scenario would mean having the ability to
click on a supplier name and choosing to call,
IM, e-mail or conference with that vendor from
within the purchasing application. In some cases
it is useful to review an enterprise’s business
processes with managers and coordinators
familiar with the key process in order to more
accurately target how they could be improved.

UC Functions: Voice (fixed and wireless);
IM; conferencing; messaging; application
integration/CEBP tools.
Role/Job Titles for This Scenario: This is
applicable for individuals whose business process
is tied to a specific business application, and

This scenario is normally associated with an
expensive custom feature of a contact center.
However, with the move to software-based UC
for communications, this has become affordable
for a much broader audience. In this scenario,
an incoming call or IM initiates a screen pop
or a toaster on your PC with information about
the individual, such as customer information
(identity, level of importance, last contract and
outstanding order) or last communication (e.g.,
e-mail) with the caller. This capability might be
of use to a sales director, community coordinator,
school administrator, government administrator,
or lawyer.

UC Functions: Voice; IM; application
integration/CEBP tools.
Role/Job Titles for This Scenario: This is
applicable for individuals whose business
processes are tied to a specific business
application. Specific job titles include
administrators, coordinators, and agents of
various sorts, including sales, purchasing.
Contextual Presence in a Business
Application
In this scenario, an individual can be contacted
by name, skill, location and/or presence based on
the context of the problem/issue. For example,
a person may be talking to a client and require
the advice of a subject matter expert. Knowing
the skill required, the person can determine the
location, presence, availability and/or name of
the nearest expert and communicate with that
person directly. Communications can be via
voice, IM or e-mail, as appropriate.

UC Functions: Application integration (often
back-office applications); presence of individuals
or equipment; availability of individuals on
channels for IM, e-mail, voice, application
integration/CEBP tools.
Role/Job Titles for This Scenario: This is
applicable for individuals who must access other
people or must know their status within the
context of an application. Specific jobs titles
include purchasing agents, benefits managers,
sales coordinators and regional managers.
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Hands-Free Directions via Speech Recognition
and Location-Based Service
In this scenario, an application can combine
location information and speech recognition,
and text to speech to allow hands-free operation.
It can be used in manufacturing and shipping
environments. This also allows for real-time
modification of routes to deal with exceptions/
traffic. For example, a person can drive a forklift
and build a pallet load fulfilling an order. The
operator uses a headset with a wireless phone to
interact with a speech system. The directions and
content are communicated via a text-to-speech
rendering of a back-office order database. The
driver also uses speech recognition technology to
control the interactions. The pallets’ contents and
the location of the materials are communicated,
and these are loaded into the truck in reverse
order of delivery.

UC Functions: Voice; text to speech; speech
recognition; location-based services (LBS);
application integration/CEBP tools; business
applications.
Roles/Job Title for This Scenario: This is
applicable for individuals who must follow
instructions but must keep their hands free.
Specific job titles include forklift operators,
storage managers, delivery drivers, hospital
workers, security personnel, inspectors,
construction workers, laboratory technicians and
others.
Conference and Recording Embedded in a
Shared Application
In this scenario, individuals can use complex
applications, such as a computer-aided design
(CAD)/computer-aided manufacturing (CAM)
application or a radiology review application,
and can have communication tools embedded
within the application. For instance, on-demand
recording, presence, voice or video could all
be integral. An example of its use would be
allowing two design engineers to share a cadcam application and to keep a record of their
interactions. Another example is allowing an
architect and a client to share designs and
blueprints while keeping a record of their
interactions.

UC Functions: Voice (fixed and wireless);
conferencing; applications; presence application
integration/CEBP tools.
Roles/Job Title for This Scenario: This is
applicable for individuals who must share
complex applications and information
at a distance. Specific job titles include

manufacturing cad-cam applications, medical
radiology analysis applications, architecture
design, marketing program design.
Intelligent Notification Service
This scenario can be very simple or can become
very complex depending on the notification task
at hand. The task can simply be a multichannel
notification service that is made available to
individuals and groups – i.e., when an event
occurs, sending an IM, an e-mail or a textto-speech voice call to an individual. This
allows personalized, group or interenterprise
notifications to be better-managed. But the
notification can be augmented in a variety of
ways:
• Notifications can be role-based (e.g.,
supervisor), cascading (if individual is
unavailable, then try this person) and
escalation (e.g., if not answered within five
minutes, try this person).
• This can be used to notify individuals or
groups of events, alerts or calls via preferred
methods, or can be channel-independent and
integrated with find-me/notify-me functions.
• These can also be combined with location
services and presence to notify the nearest
available person.
• The notifications can be closed-loop, requiring
the individual to acknowledge the event by
either speaking, pressing a number, IM-ing or
sending an e-mail. This, in effect, becomes the
“sign-off” for the event.
• Autoconference setup can be added for
events that require individuals to huddle to
appropriately deal with the event.
There are many examples, including production
environments, where notifications are used
to speed response to alerts, thus assisting in
executing total quality management (TQM)
programs more effectively. Another example is
to provide status notification to individuals or
groups of key events. Another example is to apply
notification to consumer and B2B environments
where the notifications are made outside the
company.

UC Functions: Voice (fixed and wireless); e-mail;
IM; SMS; presence; application integration/CEBP
tools.
Roles/Job Title for This Scenario: This
is applicable for individuals who must be
notified of events. Specific job titles include
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managers, supervisors, medical personnel, repair
technicians, financial service providers and
counselors, rapid-response teams, and disaster
recovery and response groups.

UC Functions: Voice (fixed and wireless); e-mail;
IM; presence; application integration/CEBP tools;
applications, including those with rules about
who should handle what types of interactions.

Virtual Team Reach Contact Routing

Role/Job Titles for This Scenario: This is
applicable for groups and teams who must
coordinate their communications. Specific job
titles include account teams, support groups and
groups of subject matter experts.

In this scenario, contacts of all types can be
routed to groups of individuals based on rules
set up by the individuals or by managers. This,
in effect, creates virtual support teams that can
be located anywhere. For instance, clients can
be assigned a service and support team. When
the client calls, e-mails or IMs, the rules decide
who is available and best-able to handle this
request. An alternative approach is to notify all
team members who can accept the request.
Other examples include support groups, expert
assistance services and department coverage
management.

Gartner RAS Core Research Note G00169883, Bern Elliot, Bob Hafner,
Isabel Montero, 31 July 2009
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Conclusion
Companies are currently facing a complex
financial environment worldwide. As you’ve
discovered by reading this newsletter, to
help recession-proof their business, and to
compete and thrive in a volatile market, savvy
companies are facing and meeting the constant
challenge of finding the right balance between
performance and cost containment – while also
trying to ensure excellent customer service
delivery and satisfaction.

and information to collaborate in real time
to achieve innovative solutions to customer
problems, process bottlenecks, or new product
development. Collaborative conversations
also empower management to ensure business
continuity, appropriately allocate resources, and
align employee and corporate goals with business
processes to increase employee satisfaction and
boost revenue.
Key takeaways are that:

In today’s marketplace, executives and
organizations should strive to get everything
they can out of their human capital management.
Taking the appropriate steps to ensure that
employees are well-managed and equipped
to do their jobs will reap huge business
benefits for your company. The bottom line
is that optimizing employee performance
and engagement will help companies realize
a competitive advantage as productivity is
improved, customers’ needs are proactively met,
and, ultimately, revenues are increased.
An engaged employee leverages business
context and communications with colleagues
and customers to improve performance and align
with the needs or the organization. Therefore,
it is imperative to gain visibility and control
over all aspects of employee engagement
throughout your business and across all channels
and locations, and to tie infrastructure and
communications applications together to deliver
a context-aware communication experience to all
employees.
Continuous and contextual conversations foster
the innovation and customer loyalty needed to
drive business success. Effective collaborative
communication strategies reduce costs and
improve customer loyalty – offering the longterm benefit of increased revenues from loyal
customers, as well as reduced customer churn.
Collaborative communications integrate all
interactions into a single knowledge flow –
empowering employees with the right tools

• Engaged employees will better contribute to
enterprise performance, especially in times
when human capital is becoming increasingly
important to differentiate from competitors
• Being connected and able to collaborate on a
large scale is made possible by UCC
• Contextual-aware communications improve
the efficiency and effectiveness of UCC
• Collaborative conversations are a good
example of CEBP facilitation
Differentiating by optimizing employee
performance and ensuring collaborative
communications across and beyond the
enterprise requires vision and leadership, but
the advantage of deploying these strategies is
clear: those companies that rise to the challenge
will be the winners in today’s competitive
marketplace.
By extending the capabilities already available
today, companies can improve their performance
as measured on current metrics, and also
improve business processes to enhance overall
organizational effectiveness. In so doing,
they are better able to serve as a source of
sustainable strategic advantage and competitive
differentiation.
Source: Alcatel-Lucent
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