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Overview
Catalyst
Due to demand for a better understanding of the competitive landscape in the IP contact center (IPCC) market, Datamonitor has developed the IP Contact Center Decision Matrix. This report explores the competitive dynamics within the IP contact center market and helps businesses select a vendor based on its technology strength, reputation among customers, and impact in the market. Datamonitor provides a complete view of vendor capabilities and advises on those you should explore, consider and – most importantly – shortlist. 
Summary
Datamonitor believes that the competitive landscape for IPCC is characterized by the following factors:
· Vendors facing few greenfield opportunities in the large enterprise market in mature geographies have begun to change strategies, focusing much less on the benefits of the transition from TDM to IP and much more on topics such as unified communications (UC) for the contact center and ways to connect the enterprise with the branch and the contact center;
· IP contact center vendors have begun to offer unified product lines, aiming for common administration and reporting, common user interfaces and functionality far beyond basic routing. This could create new competitive dynamics as IPCC providers begin to encroach on the traditional domains of workforce optimization vendors or CRM and other enterprise application providers;
· In order to offset markedly slower growth in the large enterprise market, IPCC vendors that had traditionally sold technology for very large contact centers will continue to try to find ways to package and sell products for smaller customers. This means increased competition for companies that have already created small and mid-sized enterprise products. It also means increased competition for technologically and business process-savvy channel partners from which smaller companies typically buy such products.
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Market Developments
In its simplest definition, an IP contact center is any contact center that does not use traditional circuit switching; that is, all calls are voice-over-IP or are converted from TDM to IP. An IP contact center leverages the intrinsic benefits of IP communications, including the fact that either or both voice and data communications can be efficiently routed to any agent with access to an IP connection. Through the use of SIP, IP contact centers can detect and route customer communications based on SIP-controlled presence management in place of the traditional automatic call director (ACD). 

That definition, however, leaves significant room for interpretations. For example, IP-enabled deployments—extensions of an IP backbone to provide a private network that provides IP services for TDM locations—are often counted as IP contact centers. The distinction may seem academic, but in a highly competitive market, vendors quibble over what is truly an IP contact center.

NB: This Decision Matrix takes the vendors at their word; to determine some elements of the Market Impact score, for example, Datamonitor used vendor provided shipment data for IP contact center seats and systems. In essence, if a vendor called the seat an IP contact center seat, so does Datamonitor.
Market trends
Strategies are changing

As few as four years ago, the IP contact center space in the mature markets was still dominated by a shift in customer thinking from ‘whether to transition from TDM to IP’ to ‘when to transition from TDM to IP.’  Vendors had education campaigns galore on the benefits offered by IP technologies and the mindset did eventually shift. The question became not ‘when,’ but ‘how.’ The discussion, at least in North America and Western Europe, was, however, still around transitioning from older technology to IP-based systems. Geographies with less built-infrastructure—APAC and CALA—were able to skip over this discussion and implement IP-based contact centers from the outset. The biggest seismic shakeups in the IP contact center market were really caused by vendor consolidation, not really major directional changes.

But, in the past few years, the strategies of vendors in this space have started to change and diversify. In just late 2008 and early 2009, for example: 

· Avaya brought in numerous new executives, started work to streamline and simplify both its internal organization and its product list and began an ambitious program to change its sales model to a much-more channel-led approach;
· Aspect Software, which had been talking quite a bit about unified communications (UC) for the contact center, started rejiggering its language and began talking about UC applications and services. The distinct lack of ‘for the contact center’ shows significantly broader enterprise ambitions.

These types of strategy shifts will become more common as large enterprise vendors find it more difficult to win the competitive displacement deals that are now the bread and butter of that market and also as enterprises begin to see customer interactions as core to enterprise value. Because these shifts in strategy may be subtle (increased focus on distributed deployments that might include branches and work-at-home-agents) or more clear (enterprise-focused UC that just happens to include the contact center), enterprises must be sure to fully understand the vendors’ directions, and more importantly, be comfortable with these course changes. 
The economy changes the rules

Any piece of research or commentary published in early 2009 must inevitably include some notes about the impact of the economic downturn / recessionary environment. Enterprise spending on technology, especially in some key sectors for the IP contact center technology providers, has slowed appreciably and, in some regions and markets, has disappeared as suddenly as a voice on a radio when it is switched off. Enterprises have decided to make do with the technology they have already implemented; in the contact center sphere in the mature contact center markets, this has meant a slowing in the timeline of TDM-to-IP transitions. 

But it has not meant a dead stop in contact center spending altogether. While core infrastructure—especially the replacement deals swapping in newer technology for old—has become less of a hot item, other areas are still seeing some life. Analytics, workforce optimization tools and outbound communications are now higher up on technology spending stack for their abilities to help contact centers do more with less and for their abilities to help build customer intimacy. For IP contact center vendors with very broad product sets that include all of these areas, the newly moving markets can help offset any slowdown in traditional businesses. But it also means an increasingly competitive playing field, as both traditional rivals and pure plays from these other areas compete for the accounts that are still spending. Although downward pricing pressure has not yet started to heavily depress average deal sizes, this is also a possibility in the near term.
The value of IP transformation has been rising

The value that enterprises derive from their transition to IP-based technologies improves as those technologies become more high value (see Figure 1). Enterprises began the transition to IP by moving their telephony networks from TDM to IP driven by increasingly solid reliability, quality and security from business-focused VoIP services. While the concerns over voice quality made the overall transition slower than expected, it is no longer unusual for enterprises to look to IP-based telephony as a key business objective. The primary driver and benefit of this move was a clear reduction in telephony transport costs. And while it is hard to dispute the value of cost-savings to an enterprise, IP at this level was not truly a game changing technology.
Once IP telephony was in place and proven successful within enterprises, the contact center began to experiment with the technology. IP endpoints – primarily IP phones, but also softphones and USB headsets – began to spread into contact centers. But again, the primary driver was cost reduction; the IP endpoints reduced an enterprise’s equipment and infrastructure overhead. The value of IP to the enterprise did, however, increase in the case of true IP endpoints which reduced or eliminated the need for complex and expensive CTI projects. This cut costs while also providing agents with better information, reduced key metrics like average handle time and, theoretically, provided a richer and more satisfying customer experience. 

Contact centers and enterprises have, however, started to explore some truly higher value benefits of IP: virtualization of disparate inhouse contact centers into single organizations with unified administration and a virtual queue that could incorporate numerous agent pools; work-at-home agent models; improved scalability; expanded reporting capabilities; and easier integration of multichannel interactions into a customer interaction organization. Additionally, presence engines and enterprise-wise unified communications solutions offer the promise of having a unified enterprise, that includes the contact center, as well as branches, in a single, IP-centric environment, as seen in Figure 1. To achieve these high-value business benefits, enterprises continue to need business transformation services and this is an area where IP contact center vendors can differentiate themselves over the next few years..
	Figure 1:
Transformation of value from IP over time
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The poor economic situation has led to an increased focus on customer service and retention

The sluggish economy has led to a change in strategy in the contact center: the focus has shifted from customer acquisition to customer retention. Clients' budgets are tightening and consumer confidence is in decline along with consumer spending. This is making it difficult for enterprises to gain new business, and they are concentrating on current customers, improving customer service and seeking out contract renewals and upgrade opportunities. Customer service quality and customer intimacy are becoming increasingly important to achieve good customer loyalty rates. 
The other key objective for contact centers is cost reduction. Rather than making large infrastructure upgrades to IP, enterprises are looking to squeeze out the most from existing investments. These market trends are reflected in enterprises’ deployment and use of self-service solutions. Although large scale investments will taper off slightly, enterprises will continue to invest in self-service solutions. Speech applications can be used to provide more personalized interactions, and outbound IVR provides customers with additional information while allowing enterprises to retain costs; these factors make it an attractive technology in this climate. 
These trends spell a shift away from core infrastructure spending in favor of self-service and optimization technologies. But, IPCC vendors have begun to refocus their marketing—and likely the development roadmaps—towards this desire to build customer loyalty and customer intimacy. Improved accuracy in routing, for example, makes the likelihood of better first call resolution rates higher, and customers that get their problem solved on the first go-round are likely to be happier customers.
Mid-market applications and channels have become prime prospecting territory 

Most of the legacy technology providers for contact centers have focused their attentions on very large companies that run very large contact centers. But due to sheer demographics, contact center technology providers are playing a competitive displacement game when trying to sell into larger enterprises—and in hard times, those enterprises are more likely to be resistant to such a sales pitch. In 2009, the prevailing mood among the very large enterprises that have been the biggest consumers of contact center technology will be, ‘if it ain‘t broke, don‘t fix it.‘ This means that mid-market and small-to-medium-sized enterprises (SME) will become prize targets as technology vendors look to break into new customer markets. Datamonitor sees the mid-market contact center as one with between 31-100 agents, while the SME contact center is a vaguer term that usually refers to centers with between 100-250 agents. Neither moniker refers to the size of the enterprise measured by employees or revenues—some very large companies have numerous SME or mid-market-sized contact centers, often at the regional or divisional level. But this is an already significant market, accounting for more than $1.6 billion in revenues for technologies for inbound and outbound contact routing alone. 
Technology vendors hoping to tap into these smaller contact centers require a dramatically different sales model for such efforts than the traditional named-account / major accounts, direct sales model that is essentially a requirement for large enterprise sales. Mid-market customers are much more likely to buy their technology through channel partners, companies with which they have existing relationships and who are capable of understanding the customer‘s overall needs. These customers are also more price sensitive than their enterprise brethren, nevermore so than during a credit crunch. Mid-market companies also desire the same types of functionality that help drive larger enterprises, but more often desire such technology in an easier-to-deploy and easier-to-use package. 
Limited resources will increasingly push smaller enterprises towards contact center suites that include technology for routing inbound and outbound contacts, as well as workforce optimization tools and agent-facing applications. As many of the smaller companies are deploying a full set of contact center technologies—including routing engines with routing rules more advanced than the basic hunt groups, for example—for the first time, the unified suites will provide a simpler set of deployment options than if the same technologies were each deployed on their own. 
Outbound technology has undergone a rehabilitation 

The Do Not Call registry in the United States and equivalent privacy initiatives in other countries aimed at quelling overzealous telemarketing operations were supposed to have tolled the final death knell for outbound dialing. And, the technology did suffer a downturn for a few years. But, as the current economic predicament picked up steam, the collections business began a resurgence that drove renewed interest in traditional predictive outbound dialers. But, this revival will be tied directly to economic conditions—when conditions inevitably improve, the collections business will slow, as will demand for outbound dialers used specifically for collections. 
But, outbound technology has also found new life as a tool explicitly aimed at customer satisfaction and customer intimacy, all in the service of customer retention. Proactive contact, as it is sometimes known, allows companies to reach out to customers to provide them critical information at a time when the information will actually provide some utility to the customers. Although some of these proactive contacts can be accomplished via automated systems, many companies will find increasing uses for proactive agent-assisted interactions. Examples where such technologies would greatly enhance public safety are common, but even more mundane cases such as power outages and appointment reminder and reschedule are myriad. Vendors must concentrate their messaging on the customer intimacy built up when a company proactively contacts a customer with information that is useful, actionable and timely. Such interactions form the basis for improved customer retention.

Contact centers break into the enterprise 
One of the major trends in enterprise communications over the past three years has been the advent of first unified messaging and then of unified communications. Those changes have infiltrated through many large organizations, to varying degrees depending on definitions of what exactly makes up UC. When it comes to adoption of new technologies, contact centers typically lag behind enterprises as a whole (the cliché is that contact centers are always three years behind the enterprise) and this has definitely played out in the world of UC. Contact center managers and industry analysts alike have been also been discussing the eventual breaking down of the walls of the contact center, but this has often been seen as a long-term idea. Much of the near-term hullabaloo around UC in the contact center has focused on the pervasive availability of presence information, both for agents and non-contact center employees who might be able to assist in customer interactions, be they knowledge workers or back office employees such as accounts receivable clerks. But, there are broader implications for contact centers based on widespread adoption of IP networks and UC technologies, and recently one specific concept related to breaking down the walls of the contact center has started to take hold in enterprises.
New market entrants

For the most part, this Decision Matrix covers vendors that have long histories in building enterprise communications and contact center technology. Cisco stands out as an exception; its heritage is in the data networking world, but it moved heavily into the voice communications realm several years ago. But the shift to IP networks has opened the possibility that new market entrants could attempt to shake up the contact center infrastructure market. If software-only solutions for contact center functionality become the norm, software specialists make natural market participants. 

CRM and enterprise applications vendors, for example, have started to look for ways to add routing to specific features within their applications. As evidenced by Oracle's takeover of Telephony@Work, and SAP's 2007 deal to acquire Finnish Internet telephony startup Wicom, these deals could create alternate contact center-like or customer interaction-focused competitors. At the moment, Oracle and SAP, as well as Salesforce.com, remain focused primarily on the customer service tracking and service resolution applications that are used in contact centers. But that could well change.

Additionally, while consolidation in the highly competitive workforce optimization technologies (WOTS) segment has, so far, mainly been internal, it would not be inconceivable that one of the growing powers in the WOTS market could move into inbound contact routing through acquisition. This seems less far-fetched when one recalls that many of the IPCC vendors have been bulking their own WOTS-like applications.

The IP Contact center Decision Matrix

In order to understand the competitive dynamics in the IPCC market, the following vendors have been profiled (see Table 1). Please note that this list in not exhaustive, and Datamonitor has created short profiles for IPCC vendors that have some presence in the IP contact center sector but have not provided enough data for full profiles and ratings. Datamonitor believes that these vendors are the leading providers of IP contact center suites and represent a balanced view of the IPCC market, ranging from traditional switch and enterprise infrastructure vendors to pure-IP suite providers with a networking heritage to switch-independent routing application providers.
	Table 1:
The leading IP Contact Center vendors (in alphabetical order)

	

	Alcatel (ALU) / Genesys

	Aspect

	Avaya

	Cisco

	Interactive Intelligence

	Mitel

	Nortel

	Siemens
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In the Decision Matrix, Datamonitor provides a summary of IP contact center vendors’ capabilities based on a quantitative assessment of their market impact and end-user sentiment, as well as the technology features that they offer. The detailed scores underpinning the Decision Matrix can be found on individual vendor radars and in Table 3 in the Appendix. Datamonitor also provides guidance for enterprises looking to deploy IPCC solutions and whether they should immediately shortlist, consider or explore solutions from these vendors.
The following definitions are used for each of these recommendations:

· Shortlist – These vendors’ products and services should always be place on an enterprise’s shortlist for IP contact center technology selection. This category represents the leading solutions that we believe are worthy of a place on most technology selection shortlists. The vendor has established a commanding market position with a product that is widely accepted as best of breed.

· Consider – The vendors in this category have good market positioning and are selling and marketing the product well. The products offer competitive functionality and good price / performance, and should be considered as part of the technology selection process. 
· Explore – Solutions in this category have less broad applicability, and may have limitations in terms of the product’s functionality, or the vendor’s execution capability. However, they will still be suitable to meet specific requirements, and are worth exploring as part of the technology selection process. 

Because realizing the value from a IP contact center deployment is critically dependent upon the solution’s ability to execute the institution’s overall IPCC strategy, a decision to purchase one solution over another should be based on a broad array of factors, including – but not limited to – the degree of alignment between the solution’s features and functionality and the specific objectives of enterprise IP contact center strategy. As a result, Datamonitor’s recommendations of shortlist, consider and explore should be taken only within the context of an enterprise’s specific solution requirements. 
	Figure 2:
The IP Contact Center Decision Matrix
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	Table 2:
The IP Contact Center Decision Matrix

	

	Shortlist
	Consider
	Explore

	
	
	

	Alcatel / Genesys
	Cisco
	Aspect

	Avaya
	
	Nortel

	
	
	

	Vendors listed in alphabetical order for each category
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Market leaders: Alcatel-Lucent / Genesys and Avaya
Datamonitor’s ‘shortlist’ category features two very different vendors: Avaya, with a long communications equipment history, and Alcaltel-Lucent / Genesys, a parent company that merges two different enterprise and carrier communications vendors and a subsidiary that has been successful by upending the switch-dependent paradigm for contact centers. As evidenced by Figure 2, there is little space between these market leaders, an indicator of the intensely competitive nature of the contact center industry and of the wide-ranging, but differing, appeal of the two companies’ approaches. Although both were selected as leaders, Alcatel-Lucent / Genesys (abbreviated as ALU / Genesys in many of the figures) and Avaya have very different priorities and roadmaps and will not necessarily always directly compete for the same client accounts.
While a more detailed overview of each will be provided later in this report, the following summaries encapsulate the highlights of each of these companies from a competitive perspective.
Alcatel-Lucent / Genesys – From a product perspective, these organizations could be seen as two separate entities with a joint solution. Alcatel-Lucent has a contact center solution, OmniTouch Contact Center, built atop the company’s popular switches that targets contact centers up to about 150 agents. On the Genesys side of the house, the company’s Customer Interaction Management (CIM) Platform sits at the heart of the company’s contact center and enterprise interaction routing and management family of technologies. A switch-independent solution, CIM captures, processes, routes and reports on customer interactions. Those interactions can be voice, e-mail and Web, or emerging channels such as third-party media. 

The two organizations’ joint solution, OmniGenesys, combines Genesys’ advanced customer interaction management technology and Alcatel-Lucent’s OmniPCX platform. This joint product has helps Alcatel-Lucent technology gain a foothold into the large enterprise market, while allowing Genesys to capitalize on the Alcatel-Lucent channel and strengths in specific geographies where it previously had low penetration rates.

The two organizations appear to be working much more closely together, not just on product development, but on creating a unified culture of innovation. In the past few months, Alcatel-Lucent has reorganized several units, including Genesys, into the Applications Software Group (ASG). Paul Segre, formerly the top man at Genesys, was placed in charge of ASG, a clear sign that Alcatel-Lucent values both the sales and marketing strategies that have helped Genesys continually beat the broader contact center market in terms of growth, but also the enterprise-attracting feature list that has set the company apart from the pack. While it is still very early days for ASG, Datamonitor believes that the very existence of the group bodes well for both Alcatel-Lucent and Genesys, as well as for their joint product offering.

Alcatel-Lucent / Genesys received the top overall score in the Technical Assessment rankings, receiving especially high marks for solution features and capabilities, reliability and scalability, and vendor strategy. Those top marks combined with relatively strong User Sentiment and Market Impact rankings pushed the company clearly into the Shortlist category.

Avaya – Avaya has been the market leader in the core contact center infrastructure market globally for several years and, therefore, operates from a position of clear strength. Its revenues in the IP Contact Center market are two to five times that of most its competitors. That strong position was reflected in the company’s top ranking in the Market Impact categories, a score that would have been even higher had the current economy not slowed Avaya’s IPCC growth. 

Avaya has a rich and broad product set for customer interactions and enterprise communications, including contact center solutions, IP telephony and IVR platforms. The company has solutions based on these technologies for SME and large enterprise customers across the spectrum of vertical markets. Avaya is in the process of serious internal change—after being taken private by private equity firms Silver Lake and TPG Capital in October 2007, the company brought in a host of new management faces and has begun a shift to a much more channel-friendly focus. 
In the contact center, Avaya has traditionally been extremely strong among large enterprise accounts, offering a rich feature set and broad services that helped the company score very strongly in the services and solution breadth and depth categories. It also garnered above average scores in the financial stability, client engagement and end-to-end solution ratings in the End-User Sentiment category. The combination of all of these strong scores made Avaya another clear vendor for Datamonitor’s Shortlist.

The challengers: Cisco
Cisco – Cisco has been the rising star of the contact center infrastructure market over the past few years. It has been the leading proponent of the value of IP technology for contact centers, as well as the need for the contact center to be considered as part of a UC strategy. Those themes helped drive rapid growth for Cisco over the past four years. 

Cisco scored higher than average rankings in several Technical Assessment categories including interoperability, reliability and scalability, administration, SIP services and unified communications and enterprise interaction strategy. Its user sentiment scores were only fair compared with other vendors, but Cisco topped the scale in the recognition category.  

Cisco has leveraged that superbly strong brand equity in the data communications market as an entrée into the contact center space. It has been a disruptive force in the contact center market; that success, however, means that Cisco faces increased direct competition from large enterprise vendors which now seek to replicate Cisco’s success selling into not just large enterprises, but also midmarket accounts.

The prospects: Aspect Software and Nortel
Aspect Software – As the smallest vendor in the Decision Matrix in terms of IP contact center revenues, Aspect Software received relatively low Market Impact scores. But, the company showed very strongly in the User Sentiment area, where it nabbed the top overall score in six of the ten categories, as well as the highest overall average score. 

Aspect has had particular market success with Unified IP’s outbound and predictive dialing capabilities. This trend has only accelerated as macroeconomic conditions have made the climate more favorable for outbound contacts, either for collections or for increased customer intimacy through relevant notifications. Unified IP provides numerous dialing options, including basic predictive, precision, preview, blaster, manual, agent-less and goal-based quota control. This strength, in conjunction with a strong Microsoft UC focus, makes Aspect Software worthy of exploration for enterprises looking beyond just basic core routing capabilities.

Nortel – Nortel has a long history in the contact center space and has a very large, global installed base of more than 60,000 contact centers, making it one of the premiere presences in the contact center market since the inception of the very concept of a contact center. The company currently finds itself amidst large-scale reorganization as part of its recent filing for protection from creditors. The uncertainty about its financial state hurt Nortel’s User Sentiment scores, but Nortel’s technology, nevertheless, remains comparatively strong and received high marks in our Technical Assessment in both the solution features and capabilities and reliability and scalability categories.

Nortel’s contact center suites feature rich reporting functionality: its large enterprise IP contact center suite, for example, provides more than 110 standard reports through a graphical Report Creation Wizard. This puts easily actionable information directly in the hands of contact center managers and makes the continuous improvement process something that does not require IT department involvement.
Market Leaders

As the competitive landscape may vary significantly across the three areas covered by Datamonitor’s Decision Matrix – Technology Assessment, User Sentiment and Market Impact – it is important to consider these categories separately in order to develop a more complete understanding of each vendor’s particular strengths and weaknesses, and why it has been assigned a Shortlist, Consider or Explore rating. In the following section of this report, Datamonitor will present the market leaders for each area and then discuss how they vary across the sub-criteria within the assessment areas. 

Market leaders: Technology Assessment

Figure 3 shows the leading vendors in each of the technology assessment categories. Three leading vendors are presented for each category unless multiple vendors have received the same mark, in which case all vendors sharing the same score are displayed.

As one would expect, the two vendors with ‘Shortlist’ ratings are chief amongst the technology assessment market leaders. Alcatel-Lucent / Genesys, in fact, is among the market leaders in all ten categories, showing well across all technical areas. Avaya, meanwhile, appears as a leader in nine of the ten categories. 

However, the fact that all of the vendors appear as a leader in at least one category in this figure shows technical strengths are not just the domain of the largest IP contact center vendors. That said, the technical assessments favor the companies with the most experience deploying advanced routing techniques in multisite deployments with thousands of agents. For example, the solution and features capabilities category saw Alcatel-Lucent / Genesys, Avaya and Nortel—all companies with numerous very large deployments—outscore their rivals. Alcatel-Lucent / Genesys has made something of a specialty in providing myriad methods for companies to create and implement routing strategies and this differentiation accounts for their top mark in the category.

Because IP contact centers in the most established and mature markets require enterprises to transition from TDM-based switches and networks, a vendor’s capacity to provide training, implementation and professional development services is fundamental to the value of its solution. Four of the five vendors showed extremely well in this category. With its established services organization, praised by respondents in the user sentiments category, Aspect Software was a standout in this category. This is an area in which Aspect Software seems to expanding its capabilities, pushing into deeper UC-focused services and so is likely to continue to measure up well in this category in the future. Other notable vendors include Avaya and Nortel.

Alcatel-Lucent / Genesys easily topped the interoperability category based chiefly on Genesys’ switch-agnostic approach to contact center technology. Other vendors, such as Cisco, saw their scores buoyed by pre-built integrations to CRM and other enterprise applications but this was the category with the lowest average score and clearly shows an area where all of the vendors could focus their future development efforts.

	Figure 3:
Market leaders analysis: Technology Assessment
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Market leaders: End-User Sentiment

The end-user sentiment radar is based on scores from a survey of vendors’ customers. Respondents were asked to rate vendors whose technology they have currently deployed; or vendors they have evaluated; or vendors whose technology they have previously deployed but no longer use. The scores derived solely from each vendor's current customers are also briefly discussed in the vendor profiles.

Aspect Software dominated the market leaders for end-user sentiment, garnering the highest rating in six out of ten categories, ranging from product quality to client engagement. In the four categories where it did not capture the top rating, Aspect Software was always a close second. This extraordinary degree of customer support bodes well for the company as it attempts to expand its mandate to include more UC-focused applications and services in its mix.

	Figure 4:
Market leaders analysis: User Sentiment
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As shown by Figure 4, Avaya and Alcatel-Lucent / Genesys were also highly regarded by their customers and both appeared in the leader’s column in all ten of the categories. Avaya, a multi-billion dollar company with extremely broad product lines across numerous communications categories, unsurprisingly scored very highly for financial stability and end-to-end solutions. Alcatel-Lucent / Genesys, another communications industry giant, also rated highly for financial stability, as well as in customer support and client engagement.

Market leaders: Market Impact

Market impact was determined by a combination of IP contact center seat shipments and estimated IP contact center revenues. The vendors with the greatest global market share scored the highest in this radar, with Avaya, the worldwide market leader, dominating most of the categories. Its revenues far outstripped the other vendors and this gave it high marks for customer size, geographical diversity and vertical diversity. But as a general rule, the larger the company, the harder it is to sustain high growth percentages and revenue growth was the one category in which Avaya did less well.

Alcatel-Lucent / Genesys did, however, show significant growth in its IP contact center revenues and topped that category. The company also received high marks in the other revenue-related categories: customer size, geographical diversity and vertical diversity. Cisco was also among the leaders in these categories and was ranked by customers as the most recognized name in the space, likely due its household brand name status across enterprises of all sizes. Nortel also scored well in the revenues category, as well as in recognition.
	Figure 5:
Market leaders analysis: Market Impact
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The market impact scores focus mainly on the size of the vendor. While that should be a consideration for customers looking for IP contact center solutions, it should obviously not be the only factor. Vendors with niche functionality or a deeper vertical focus could provide a better fit, as could startup players. And, as the financial services and retail crises of late have shown, bigger does not always translate into more stable.
Vendor Analysis 

Alcatel-Lucent / Genesys: IP Contact Center Radars

Genesys and its parent company Alcatel-Lucent have historically operated in different segments of the contact center market. Alcatel-Lucent has sold high-performance, proprietary switches that have driven the communications and contact center needs of enterprises primarily focused on voice-centric call center environments across EMEA, APAC, CALA and, to a lesser degree, North America. Genesys initially made a name for itself as a provider of open CTI functionality that worked atop any switch and has evolved into one of the leading providers of advanced routing technology to large enterprises globally. Now, the two companies each have standalone offerings that address a variety of markets, as well a joint product that combines Genesys’ routing and customer interaction management with Alcatel-Lucent’s OmniTouch family of switches.

Alcatel-Lucent goes to market with the OmniTouch Contact Center offerings. OmniTouch comes in a Standard Edition, chiefly targeted at companies that primarily rely on voice-based interactions in their contact centers. This edition can also be embedded within the OmiPCX Enterprise PBX, which allows enterprises to manage their contact center functionality within the call server. There is also a Premium Edition of OmniTouch which offers extended functionality, including improved SIP-enablement (greater SIP device support, use of SIP for internal communications via instant messaging, etc.) and the ability to extend collaboration out from the contact center into the broader enterprise. This solution also offers pre-built integration to both Alcatel-Lucent’s OmniTouch 4625 CC IVR, as well as Genesys’ Voice Portal solution. Because of Alcatel-Lucent’s strengths in broader enterprise communications, OmniTouch contact center customers can utilize other Alcatel-Lucent technologies to ensure excellent service to their customers—for example, to ensure voice quality of service, enterprises can use Alcatel-Lucent’s VitalSuite applications.

On the Genesys side of the house, the company’s Customer Interaction Management (CIM) Platform sits at the heart of the company’s contact center and enterprise interaction routing and management family of technologies. CIM captures, processes, routes and reports on customer interactions. Those interactions can be voice, e-mail and Web, or emerging channels such as third-party media. With its business process routing concept and Intelligent Workload Distribution (iWD) product, Genesys can also route and manage off-line work items (catalog orders, address updates, etc.) based on enterprise-configured processes and strategies. Genesys has also been a market leader in providing enterprises the flexibility to use advanced routing strategies, going beyond skills-based routing into areas such as cost-based routing and value-based routing. 

Genesys' approach to SIP allows customers to manage their customer interaction organizations independently of the type of technology used by the contact center agents. This means that agents in the contact center (operating on either a TDM- or an IP-based switch) can be in the same routing strategy as any distributed resources. 

OmniGenesys, the product that combines Genesys’ advanced customer interaction management technology and Alcatel-Lucent’s OmniPCX platform, has been adopted by more than 500 customers. The key to OmniGenesys is the Routing Service Intelligence (RSI) CTI link that connects the Alcatel-Lucent and Genesys technologies. The Genesys suite, for example, controls internal Alcatel-Lucent OmniPCX Enterprise voice prompts through RSI. This advanced level of functionality has helped push Alcatel-Lucent technology into the large enterprise market, while allowing Genesys to capitalize on the Alcatel-Lucent channel and strengths in specific geographies where it previously had low penetration rates.

	Figure 6:
Alcatel-Lucent / Genesys radars
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Recommendation: Shortlist

As evidenced by their industry leading Technical Assessment scores, Alcatel-Lucent / Genesys provides some of the most advanced and high-value contact center functionality available to enterprises from any source. That statement alone makes it clear that, for any large enterprise that recognizes the crucial role customer interactions play in its continued success, the company should be on the shortlist for any major contact center project. 

The company has also experienced the highest growth amongst the leading contact center technology providers, with Genesys on its own seeing a 16% compound annual growth rate over the past five years. While growth on its own is not enough to recommend a specific vendor, in this case its shows that Genesys’ open approach to contact center infrastructure and its tight focus on customer interactions as the driver of its business resonate with enterprises worldwide. 

The company’s increasing interest in expanding beyond the contact center into the enterprise has always been within the context of customer interactions; unlike some other contact center market participants, Genesys has not attempted to become a standalone UC powerhouse, for example. For enterprises that plan to use customer service as a competitive differentiator, the combination of Alcatel-Lucent’s deep enterprise relationships and broad experience in communications with Genesys’ industry-leading technology presents an option well worth exploring.

That is not to say that Alcatel-Lucent / Genesys are ideal for every situation. Genesys’ technology, for instance, comes with a price tag high enough to cause most small enterprises to shy away. The company has been looking to build out the channel distribution relationships required to sell into smaller accounts, and it has also expanded into a hosted and managed services model that presents more appealing pricing for smaller enterprises. Similarly, Alcatel-Lucent’s family of contact center products will most likely to appeal to enterprises that have already invested in Alcatel-Lucent enterprise communication infrastructure.

Those issues aside, Alcatel-Lucent / Genesys received the highest Technical Assessment scores in this Decision Matrix, while also receiving high end user sentiment ratings and strong market impact scores. This puts the company firmly in the shortlist category.
Customer rankings

Alcatel-Lucent / Genesys was very highly rated by its own customers, across most categories. The company’s customers gave it high marks for end-to-end solutions, where it scored 9.3 out of 10. The company also ranked highly for client engagement, garnering a rating of 9.1 out of 10. 
APPENDIX
Summary scores
	Table 3:
IP Contact Center Decision Matrix – vendor scores summary

	

	Vendor
	Technology assessment
	End-user sentiment
	Market impact

	
	
	
	

	ALU / Genesys
	8.7
	7.2
	5.3

	Aspect
	7.0
	7.9
	2.5

	Avaya
	8.5
	7.7
	8.0

	Cisco
	7.8
	6.6
	4.5

	Nortel
	7.3
	6.1
	3.5

	
	
	
	

	Average
	7.9
	7.1
	4.8

	Minimum
	7.0
	6.1
	2.5

	Maximum
	8.7
	7.9
	8.0
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Datamonitor ratings

· Shortlist – These vendors’ products and services should always be place on an enterprise’s shortlist for IP contact center technology selection. This category represents the leading solutions that we believe are worthy of a place on most technology selection shortlists. The vendor has established a commanding market position with a product that is widely accepted as best of breed.

· Consider – The vendors in this category have good market positioning and are selling and marketing the product well. The products offer competitive functionality and good price/performance, and should be considered as part of the technology selection process. 

· Explore – Solutions in this category have less broad applicability, and may have limitations in terms of the product’s functionality, or the vendor’s execution capability. However, they will still be suitable to meet specific requirements, and may be worth exploring as part of the technology selection process. 

Definitions

Contact center – Datamonitor defines a contact center by the following features:

· an ACD or PBX with equivalent functionality overlaid (or soft ACD);

· 10 or more agent positions;

· agent positions are desks from which agents make and/or receive telephone calls to and/or from internal or external customers (this is taken to imply that the call in question involves communication between the agent and the customer).

IP Contact Center – In its simplest definition, any contact center that does not use traditional circuit switching; that is, all calls are voice-over-IP or are converted from PSTN to IP, usually through a media gateway. An IP contact center leverages the intrinsic benefits of IP communications, including the fact that either or both voice and data communications can be efficiently routed to any agent with access to an IP connection. Through the use of SIP, IP contact centers can detect and route customer communications based on SIP-controlled presence management in place of the traditional automatic call director (ACD). 

IP-enabled – Essentially an extension of an IP backbone that provides a private network providing IP services for TDM locations.
Non-switch software – IP-based communications platform, essentially a soft-ACD, which does not require a proprietary switch. Usually delivered as part of a unified contact center suite.

Session Initiation Protocol (SIP) – this is a signaling protocol, used for setting up and tearing down multimedia communication sessions such as voice and video calls over the Internet. SIP was accepted as a 3rd Generation Partnership Project (3GPP) signaling protocol and permanent element of the IMS architecture for IP-based streaming multimedia services in cellular systems.
Switch dependent software – software from a vendor that provides their own proprietary PBX or switch with ACD functionality.
Switch independent software – software from a third party that provides proprietary PBXes or switches with ACD functionality.
TDM (Time-Division Multiplexing) – A digital multiplexing technology which transmits multiple signals simultaneously over a single transmission path. The signals appear to travel simultaneously, but are, in fact, interleaved.
TDM Switch – A large-scale switching server used in a circuit-switched phone network or an PBX that supports circuit-switched lines (i.e., a traditional PBX with no IP capability).
VoIP (Voice over Internet Protocol) – A digital transmission technology for delivering telephone service using the public Internet, as well as private packet-switched networks or backbones, in lieu of the traditional telephone network. 
Extended Methodology

Datamonitor assesses IP contact center vendors based on three core criteria, each of which consists of between six and ten specific criteria. Taken together, these criteria serve as the basis for Datamonitor’s positioning of vendors as Shortlist, Consider, or Explore in the competitive landscape.
Technology Assessment
Datamonitor analysts assign vendors a score from 1 to 10 for each of the ten assessment criteria, whereas the overall technology assessment is determined by taking the average of these ten scores. The ten technology assessment criteria used for the IPCC market include:

· Solution features and capabilities – vendors’ breadth of features in routing engines, multimedia support and location support.

· Interoperability – vendors’ integration capabilities with other providers’ ACD/PBXs, IVRs, and enterprise applications such as CRM, as well as ability to run on desktop and server operating systems.

· Reliability and scalability – vendors’ depth of reliability and configuration options, and support different hosted deployment environments. Vendors are also rated for size of deployments.

· Administration and monitoring – the assessment of a vendor’s tools for solution administration, reporting, performance reporting, as well as contact recording. 
· SIP services and unified communications – vendors’ ability to provide SIP-based services and integration to leading unified communications platforms. 

· Services – a vendors' ability to provide consulting, SI, road mapping, application development, and load testing.

· Solution maturity – the extent to which the solution has developed in comparison to similar offerings on the market, taking into consideration investment protection for applications, the length of time the solution has been in the market and installed base.

· Enterprise interaction strategy – the vendors’ approach to, roadmap for, and implementations of integrations between contact centers and the broader enterprise.
· Solution breadth & depth – the degree by which an offering meets business requirements from integrated contact center suites, vertical markets strength, hosted services and support.
· Vendor strategy – in this category the many aspects of a vendor’s IP contact center strategy are assessed including global presence, partner, hosted, technical and business strategies as well as messaging and market presence.
User Sentiment

As part of each technical assessment, Datamonitor surveyed 55 users and decision markers of IP contact center technology across North America, APAC and EMEA. These end users were asked to rate the technology vendors they work with; Datamonitor analyzes the results and provides an average rating in each of the following categories.

· Product quality – the enterprise’s perception of the quality of the vendor’s products.

· Customer support – the quality of the vendor’s business/technical support offerings.

· Service capabilities – the quality of a vendor’s particular services offerings (consulting, integration, maintenance, management)

· Vertical specialization – the extent to which the vendor offers industry-specific solutions and expertise.

· Portfolio depth – the enterprise’s perception of the depth of the vendor’s product portfolio.

· Service levels – the quality of a vendor’s service level agreements (SLAs) and its ability to meet them.

· Financial stability – how financially stable the enterprise believes the vendor is.

· Client engagement – the effectiveness of the vendor’s sales-force and the enterprise’s perception of its channel to market.
Market Impact

Datamonitor analysts use data collected through primary and secondary research to determine a vendor’s global market impact. Market impact is measured across six categories, each of which has a maximum score of 10:

· Revenues – each vendor’s global IP contact center revenues are calculated as a percentage of the market leader. This percentage is then multiplied by a market maturity value and rounded up to the nearest integer. The market maturity value is determined in inverse proportion to the rate of global market growth.

· Revenue growth – each vendor’s revenue growth rate over the last 12 months is calculated as a percentage of the fastest growing company in the market. The percentage is then multiplied by 10 and rounded up to the nearest integer.

· Customer size – Datamonitor determines each vendor’s revenue in three company size bands: large enterprises (over 5,000 employees), medium-sized enterprises (1,000–4,999 employees) and small enterprises (fewer than 1,000 employees). These revenues are calculated as a percentage of the market leader in each region, multiplied by 10 and then rounded up to the nearest integer. The vendor’s overall company size band score is the average of these three values.

· Vertical diversity – Datamonitor determines each vendor’s revenue in 11 vertical markets (energy and utilities; financial services; healthcare; life sciences; manufacturing; media and entertainment; professional services; public sector; retail, wholesale and distribution; telecommunications; travel, transportation, logistics and hospitality). These revenues are calculated as a percentage of the market leader in each vertical market, multiplied by 10 and then rounded to the nearest integer. The vendor’s overall vertical reach score is the average of these 11 values.

· Geographical diversity – Datamonitor determines each vendor’s revenue in three regions: The Americas; Europe, the Middle East and Africa (EMEA); and Asia Pacific (APAC). These revenues are calculated as a percentage of the market leader in each region, multiplied by 10 and then rounded to the nearest integer. The vendor’s overall geographical reach score is the average of these three values.

· Recognition – as part of the survey of 55 end-users, respondents are asked to select IP contact center platform vendors they are aware of. The percentage of the vendor recognition is then divided by the highest percentage of the vendor recognition, multiplied by 10 and rounded up to the nearest integer.

Sources
· Financial Analysis – an analysis of vendors’ financial performance or estimated financial performance, taken from annual and quarterly reports, vendor shipment information and investor presentations, as well as a variety of secondary sources.
· Customer Survey – a survey of 55 IT managers and contact center managers.
· Technology Analysis – an assessment of vendors’ technology.
Further reading
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Datamonitor consulting

We hope that the data and analysis in this brief will help you make informed and imaginative business decisions. If you have further requirements, Datamonitor’s consulting team may be able to help you. For more information about Datamonitor’s consulting capabilities, please contact us directly at consulting@datamonitor.com.
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