


I am truly amazed at Nigel’s knowledge of modern technology 
and his insight as how to integrate those elements which will 
enable any company to maximise their marketing process.

 Keith Hubert - KHDB Management Systems

I recently read Nigel’s book and found his writing style 
surprisingly easy to follow and understand and definitely 
appeals to entrepreneurs - a very interesting read. 

I would thoroughly recommend “The Business Technology 
Handbook” to anyone who wants more out of their business 
and wishes to keep sales people at bay!

Paul Horwitz – Internet Entrepreneur

“For those of us old enough to remember the format of the Haynes manuals for cars, 
this is the business book equivalent.  Clear chapter listings allow you to get to the 
section of interest with ease and the sections are well constructed, thought through 
and presented.  Nigel demonstrates his clear experience and expertise of his subject 
and this is a great book for small business looking to develop but not sure of all the 
help, options and technology in the market”.  A real must have!

Clive Mulligan – Business Coach & Advisor

The idea of the ‘technology coach’ is an important but ignored 
part of business management.  The book is very comprehen-
sive, covering all aspects of technology and it is well struc-
tured and thought out.

Very valuable content with sound practical advice – although 
bordering on quite technical in places.

Karen Swindon – The Hot Hive



The book is full of good stuff … a real toolkit!

Gary Evans – Action Coach

“In this increasingly noisy world, the job of navigating the ocean of 
business related technology remains a huge challenge for compa-
nies. That’s where this new handbook from Nigel Maine can help. 
Think of it as a compass designed to steer business owners and 
decision makers on a journey of learning. Informative and intelligent 
content leaves room for questions and acknowledges that there 
isn’t necessarily just one answer. Very comforting to have on the 
desk.”

Stuart Brooks MCIPR – Blackbird Communications

A good book for the small business.

Stephen A Yarrow - Driver Information Systems Ltd

It certainly establishes a level of credibility in Nigel Maine’s exper-
tise.  It also does what it says on the cover, it is a handbook, which 
for me means something to be dipped into as a reference rather than 
something to be read from cover to cover. 
Ivan Newman - Living Inside the Brand®
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Introduction

For over 30 years, I have been a consultant to businesses large and small, helping 
them to improve their effectiveness in regards to technology.  Although it was not 

apparent in the early days, I wish there had been a clear path that everyone was to 
follow and a set of guidelines or rules that enabled and empowered business owners.

With so many books available that delve in to your subconscious and help expose 
your passions and inner most desires (along the lines of Tony Robbins’ The Giant 
Within)  in business it became apparent that there were virtually no books available 
that exposed how technology could help a business.  

It’s all well and good changing your habits, awakening the person within or being 
a principled success, but knowing how to automate your business using state-of-
the-art technology and creating that all important money-making-machine has got 
to be a priority.   

For a business to thrive, it must identify and facilitate the implementation of the right 
tools.  Many business owners can become distracted with other matters and the focus 
on generating cash can be lost from time to time.  

The ultimate objective for any business is to implement a structure that can almost 
manage itself and provide reports for senior management to make adjustments in 
order to increase profits, year on year.

I can probably guarantee that you are an expert in what you do in your chosen profes-
sion.  But there is an expectation that you are also to be an expert in the procurement 
of technology which we both know is unlikely, why would you?  Therefore, this book 
is structured around three distinct areas:  

ff Consultancy; to help you identify what processes can be applied  
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ff Recommendation; advising on the technologies available that will affect your 
bottom line.

ff Project Management; to aid the supply, implementation and training of any 
equipment required.

As you will see later the approach ensures all information is analysed so that the most logi-
cal strategies are implemented – and you can come out ‘on-top’ as the expert buyer, with a 
sufficient understanding of what you expect the outcome to be for your business.  The goal 
is to provide a complete illustration of how to review your business from the perspective 
of carrying out the ultimate technology review.  

About The Book
By design this is not a highly technical book dealing with the digital infrastructure of com-
puters and communication systems.  Nor is it a business management book telling you how 
to run your business.  It is a book about how ‘off-the-shelf’ products can revolutionise the 
way you run your business. Because the fact is, there are no business books available that 
correlate technology and business processes to help companies make money.

As business owners our objectives are pretty much the same; we want to increase revenues 
with the least amount of expenditure.  However, knowing how to achieve this can be dif-
ficult.  For an SME, using a management consultant can be expensive, time consuming, 
and the results may not be worthwhile.

Our personal ability to create and generate new income may be exceptional; however 
when it comes to employing staff, replicating or cloning top performers or even ourselves 
is impossible!  

As a result, a vast proportion of companies seem to settle for a lower level of performance 
from its staff, simply because of they are unable to accurately gauge activities and perfor-
mance in order to train more effectively.  INTEGRATE! will give business owners a better 
understanding of how technology is expected to work, which means you will be able to 
convey more fully your business requirements to the IT/Telecoms department, rather than 
the IT department having to interpret the business needs and getting it wrong.

This book will also put you, the business owner/manager, in the driving seat because once 
you are fully aware of the financial benefits that integrated systems can offer your company, 
it will empower you when you have to deal with sales companies.  Those of you that have 
had to endure “closing techniques” in the past should now be able breathe a sigh of relief. 
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How The Book Is Organised

I take a simplistic and logical approach to implementing technology.  Each of the consultative 
processes is followed up by establishing a return on investment prior to implementation 

and installation.  However this is not management consultancy in the form of taking your 
watch and telling you the time! My approach is wholly quantifiable and backed up with 
hard, fast, financial facts, based upon company data which makes this process a winner.

In the first instance we review how your company works and the systems already in place.  
You are then able to evaluate your business to make any adjustments, which could dramati-
cally impact on your net profitability.

I want to help your business by sharing information and my experiences.  I know how 
frustrating it can be to have salespeople continually contact you in order to try and sell 
you products you are not convinced you need, especially as you may already have fully 
functioning equipment working within your business.  

The analogy is that of a car mechanic telephoning a car owner and requesting him to bring 
his car in to establish if he can carry out some maintenance work or a doctor telephoning 
a patient to book a time for a consultation to see if there is anything wrong.  Either way, 
the call is not welcome and therefore the business person is not going to feel warm and 
friendly towards the salesperson.

Our objective is to pull together all of the strands that make up an effective business oper-
ating system through the best use of technology, regardless of the industry you work in.  
We also hope to illustrate how the effective use of technology can help your company to 
maximise its profits and reduce its overheads.

Let’s face it, if your technology is not making you money, it must be called furniture.  Back 
to the book! It is divided in to seven sections which are as follows:

Part I: Company Review 

To identify your existing equipment, how it is working and who it is managed by.

Part II: Finance Review

To confirm your current technology costs and identify any potential savings.  In the ROI 
sections marked Phase 1, 2 and 3 helps identify all current operating costs.  This forms the 
basis of the Return on Investment analysis.
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Part III: Technology Review 

To identify the specific products that could be instrumental in assisting your company to 
maximise the profit from technology.  Information is provided which illustrates how these 
products integrate with each other, and when used properly will make you money and not 
cost you money.

Part IV: Business Review 

Whilst you are in the process of evaluating infrastructure, it is an ideal time to evaluate 
your business.  To assist you, some basic business analysis tools have been provided, along 
with access to an example company manual index that can be downloaded from www.
marketandmotivate.com/resources.

Part V: Marketing Review 

We are not in the business of teaching anyone to “suck eggs” however; we have included a 
section that complements the technology infrastructure.  Few businesses have the budget 
to advertise on television, therefore companies must be more innovative and creative when 
it comes to finding that all important new customer.  

Part VI: Marketing Technology

To compete in today’s economy’s it is imperative we all have a handle on what technology 
is available and how it can affect our businesses.  People are an expensive commodity and 
if we don’t apply the right strategies, we can fail.  This section includes an overview of the 
latest marketing automation solutions that will be instrumental in redefining your business 
marketing and overall business strategies.

Part VII: The Business Plan

Once you have read what you feel is necessary, the final part of the book presents a logical 
appraisal of how you can apply information and data to your business and will help you 
determine which components(s) are to be prioritised in order for your business to generate 
the maximum  profit from technology.







Part I: Company Review





Chapter 1

Getting to First Base

The New Business Landscape

Business keeps changing; what with new techniques and guidelines so you can 
improve yourself, be happier, more focused and so on, but to the majority it just 

doesn’t make sense.  So much effort and not enough reward.

Take a minute to consider why you got started in the first place. Your dreams, ambi-
tions and goals seemed almost within reach, but why has it become so drawn out, 
so technical.

Let’s start with what it takes to get a business firing on all cylinders? 

ff Do you want more profit from your business?

ff Do you want business to be easier and less stressful?

ff Do you want customers to be happier?

ff Do you want to build your organisation?

ff Do you want to let someone else take on the burden?

ff Do you want to take more holiday time and work less hours?

ff Do you want to choose when you want to work?

ff Do you want to take time to plan your goals for the future?

ff Do you want to determine your own destiny?
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Business was simpler, but now, in order to compete, business owner must be multi 
skilled and very proficient.  If not, he/she is destined to endure a frustrating busi-
ness life. 

Working practices, the Internet, technology, PR and marketing, and sales all require 
significant awareness.

Working Practices now include:

ff Home Workers

ff Mobile Workers

ff Cloud / Networked Offices

Marketing now encompasses:

ff Automation Workflows

ff Conversion Optimisation

ff Articles, Blogs, eBooks & Copy writing

ff Search Engine Optimisation & Management

ff Websites, Landing Pages & Content

ff Web Chat & Support

ff Video

01

02
03

The Cycle
of

Business
Progress

Re
vi

ew

Action

Planning
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Sales technology is more varied than ever...

ff Telecoms (Internal Office Systems & Mobile)

ff Software; From Productivity to Collaboration to CRM

ff Customer Support & Contact Centre Working

All the above practices require a new-found integrated knowledge of technology and 
technique; one element cannot properly function without the other.

Many people know that search engine optimisation could have an effect on the number 
of people you connect with via the internet, but not just browsers, it can also impact 
the number of people you physically speak to.  Or that a business could expand its 
expertise by employing staff in other countries whilst maintaining its current base in its 
original country, even telephone calls can be transferred without cost to anywhere in 
the world.  The boundaries have been broken down and are now virtually nonexistent.

To compete we must all use the resources that the competition has at their disposal, 
however, “he who is the most creative” wins.  Today we have to understand that it 
is the technology that will prevail and aid your success.

We must all ensure that the systems we use can work together and that they can be 
stretched to capacity and exploited for your benefit.  This must be the overriding 
factor all businesses should pursue.

Technology was designed to make our lives easier and to help us make money.  Most 
businesses have a website, telephone system and a PC network.  With a few adjust-
ments any business can be helped to thrive.  

The skill is to combine technology to create a business process as well as achieving 
success as a manager and motivator of staff.

Is Coaching a Solution?
Business, executive and corporate coaching has expanded over the past fifteen to 
twenty years into a multibillion pound industry.

It is possible to conduct coaching sessions at work, home or even at holiday des-
tinations and in some cases, the not so welcoming, boot camps.  But, nevertheless 
coaching is here to stay.
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But, does typical coaching mean admitting defeat or does it mean that you’re ready 
to take your business to the next level?

Either way, when it comes to coaching, the business owner must expose an amount 
of information about his or herself and their business.  This presents a situation that 
the problems which are prevalent within the business are due, on the face of it, to 
the personality of the owner and his or her business acumen.  And I’m not sure many 
people are comfortable with this expose.  

Reviewing Business Systems
Perhaps it may be down to personalities why the business is experiencing problems, 
however, there is one major factor which is never looked at or reviewed, and that is 
the technology.  This is mainly due to the lack of expertise in this field and by that 
I mean a combined awareness of technology and how it affects business processes.

Every business man or woman is expected to be fully aware of all of the connotations 
and implications of technology, irrespective of any training.

What makes matters worse is that many businesses are virtually shamed into not 
buying new technology and the common excuse is that the company is too busy or 
can’t be bothered to investigate new equipment.

This negative relationship between “business and technology” will continue as there 
is no expressed correlation between weighing up business process in conjunction 
with technology process.

Get them while they’re young

The problem seems to start quite early in life i.e. At school.  IT studies and Business 
Studies are two separate qualifications however in reality the crossover is immense.

One only has to look at the role of the IT Manager; his job description states he is to 
ensure the smooth running of IT systems etc..  It does not state that he must present 
financial solutions to business problems, nor does it state that he must redefine the 
business processes of the organisation in order to increase profitability, if it did the 
IT manager would be running the business!  
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I accept that large organisations may have IT and Operations Directors who are 
capable of undertaking such a task; however, in the main, smaller companies do not 
have the personnel who would be capable of such a task simply due to inexperience.

Our view is that before a business decides to employ the services of a business, 
executive or corporate coach, they first review their technology.  There are many 
beneficial reasons to do this, however perhaps the main one is that the emotional 
strain of admitting or accepting that there is a personal problem can be hard to come 
to terms with!

Technology has no feelings!
If a business can be assured that their technology is working at the optimal level along 
with productivity and performance, then it may be a great opportunity to take your 
business to a new level by engaging an executive or corporate coach.  But before 
you do, consider the following:

ff According to Vodafone, not responding to an e-mail within two hours can 
cost a business £18,000 per annum

ff Home workers are 21% more productive than office-based workers

ff Technology training increases knowledge by 21%, minimises errors and 
saves approximately 1 hour per day

ff Integrated solutions, i.e. CRM, telephone systems and contact centre 
software can increase productivity by as much as 100%+

The statistics are endless about the return on investment relating to technology and 
training, however the only person the businessman has to rely upon to provide him 
with advice and information is a salesman, selling his product(s) to ensure he reaches 
his targets!

Over the years a mutual distrust has evolved between those who know and those 
who need to know i.e. the salesman and the customer.

Because of this distrust, there is a reluctance on behalf the business owner to investi-
gate the possibilities of technology due to (a) no one has enough experience or time 
and (b) the resistance to believe the salesman.

There needs to be a general change in the approach from the vendors.  Whilst this 
would be difficult at first there is a win-win scenario.  
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If a change in the relationship does not occur, then the long-term impact of poor and 
uninformed decisions will prevail.

It has been said many times that the rise of technology is no different or dissimilar to 
that of the industrial revolution, and today this means that organisations must accept 
the importance that technology plays in affecting financial results.

Technology Performance Coaching (TPC)
As mentioned earlier, there is an expectation for business owners to know what 
technology can do and how to implement it and merge it into a business process.  A 
pretty tall order if no training has ever taken place.  

It is a well-known fact that training an individual is effective and delivers results.  
Therefore, understanding the benefits of coaching staff it is an important part of 
business life and is becoming more important.  I want to stress that the objective is 
to concentrate on coaching your staff and not you as the Executive! 

Before you decide upon a course of action that involves executive or corporate coach-
ing, seek out businesses that are capable of evaluating your technology infrastructure 
first.  A technology coaching organisation should be able to offer your business a 
formulated and structured approach to evaluating systems and those who use them, 
combined with recommendations on how to improve performance and productivity.

It may appear to be somewhat new age thinking, but taking a holistic approach to 
technology is the first step to ensuring peak performance.  It also ensures that your 
business processes are in order before you potentially feel you need personal coaching!

Creating a work life balance assumes that you can prioritise and manage your work-
load.  If your technology is wearing you down you will never be able to separate/
differentiate between different issues you’re experiencing and be sure about the 
factors that can help your business change.

Typical TPC Programme
To illustrate our approach to Technology Performance Coaching (TPC), detailed 
below is an overview/schedule which will help you visualise the structure: 
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Department Review
ff Marketing (who, what, when, where, why)

ff Sales (as above)

ff Admin (as above)

Technology Review
ff ROI analysis Parts I, II & III

ff Technology vs. Productivity (Marketing, Sales & Admin)

ff Mystery Shopper (telephone evaluation)

Areas for Improvement by Department – Marketing, Sales & Admin) e.g. Technol-
ogy Analysis Circle.

Long Term Management
ff Technology Teams – identify members

ff Review of Business – Technology vs. Productivity (internally with staff)

ff Production of Company Manuals

ff Site Document

ff Corporate Manual

ff Technology Manual

ff Training Manual

ff Certification

ff Investors in People
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The Cycle of Business Progress
By applying an ongoing process of evaluation to the various actions undertaken, a busi-
ness is able to keep pushing forward, creating the potential required to grow profits.

Review Existing Business
ff Overheads

ff Approach

ff Statistics

ff Costs

ff Performance

Planning for the Future
ff Productivity

ff Efficiency

ff Reporting

ff Development

ff Future 

ff Action

ff Equipment

ff Appraisals

ff Appointments

ff Sales

ff ROI Evaluation

Marketing, Sales & Administration
I am aware of the pitfalls and problems that can beset most companies.  In order to 
get a genuine feel for how your business functions, I need to get to know your busi-
ness first. Therefore the initial analysis process is in-depth to ensure that everyone 
involved in reviewing your business understands it properly.  
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The typical format would be to begin with a general discussion about your business 
and your approach to generating profits.  Listed below are some typical questions, in 
no particular order of priority; some you may have heard before and some that may 
be more relevant to your business than others.  

The prime objective is to draw out aspects of the sales/business process that you 
may not have considered before and to give you the opportunity to look at your 
business afresh:





Chapter 2

Eighty Questions!

Important Notice:
These questions are provided as an illustration and guide to help the staff members 
you appoint to evaluate your business.  If you use them personally, then they will 
simply be a quick reference list to save you time!  It is not a prerequisite for you to 
work through these before reading the next chapter!

Primary Questions
1. What exactly does your company do?

2. How competitive are you in that market and where do you want to be in 
say 12 months?

3. What are your needs right now as a business; what is your biggest 
problem?

4. Do you have any other offices or home workers?

5. What can we do specifically to help you reach your objective?

Sales & Marketing
6. Who is your target market? Have you got a clear profile of your 
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prospective customers?

7. Why do you think this market audience is best?

8. Does your company do a lot of business in that area?

9. Why do you think that is? Marketing, Advertising, Sales Penetration?

10. What trends do you see in your business?

11. Where do see this moving towards in X amount of time?

12. How would you measure productivity?

13. Could you give an example of more productivity?

14. How are your summer sales, say in August?

15. What does your product/service really do for your customer?

16. What could annoy your customer about your product/service?

17. How does your product/service affect your customers?

18. Is quality control a major concern?

19. How many people are involved in the sales process?

20. How long does it take to train these people?

21. What type of training are they given?

22. How many staff do you have in the company?

23. What kind of employee turnover do you have?

24. Are you planning to add staff or lay them off?

25. Do you think that employee turnover is high for this department(s)?

26. What does it cost to train them then lose them?

27. What role do you think employee satisfaction plays in overall 
productivity?

28. Do you have many product returns?

29. Is this quality control, customer error or staff error?

30. How do you handle and quantify personnel issues?

31. What are your customers’ key concerns after they have purchased from 
you?

32. How can the customer get into trouble after they have purchased from 
you?
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Your Company’s Position
33. Do you feel that customer satisfaction increases profits?

34. What’s your company’s position in the market right now?

35. Have you defined your niche in the market? Or % of the total market?

36. Who are your main competitors?

37. What is your competition doing?

38. How competitive does your company want to be?

39. Have you ever watched a company fail? Do you think it was because of 
poor management?

40. Are you trying to grow your business?

Your Company’s Objective
41. What are your needs right now? What is your biggest problem?

42. What do you really want to accomplish?

43. What can be done to specifically to help you reach your objective?

44. What one thing would you like to not have to bother with again?

45. If the world were perfect, what would you want my product to do for 
you?

46. What changes would you want to see?

47. What do you hope will happen this time?

48. What’s the next thing you’d do if you could?

49. What is the worst thing you think may happen?

50. What problems do you absolutely want to avoid?

51. So improving that is your main concern right now?

52. What do you think will happen next?

53. Why is that important to you?

54. Can you explain in more detail about the above?

55. Is this a decision that you are going to make now or later? If so, when? 
What would you suggest?

56. What do you think is a better way?
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Your Finances
57. What is more important right now, gross revenue or net profitability?

58. Is it important to save money on annual maintenance?

59. What is your company turnover?

60. You say your budget is limited, how limited do you mean?

61. Who has the money; is the project funded i.e. has a budget been allocated 
for this financial year?

62. When is the money going to be made available?

63. When will you need this information?

Your Suppliers
64. Are you satisfied with your present service from you suppliers?

65. What criteria will you use to decide on a new supplier?

66. What would motivate you to change suppliers?

67. What kind of service do you expect?

Your Phone System (or other technology!)
68. Who is the manufacturer of telephone system and how long has it been 

installed?

69. How many lines/extensions do you have?  How do you know if that is 
adequate?

70. Will you use this equipment at this office or do you intend for it to be 
used elsewhere?

71. Do you have other offices in the UK or globally?  How do you connect 
to those offices?

72. Do you have a special application or is it for general use?

73. What are your plans for using this new system?

74. What would represent success to you in terms of implementation of 
systems, equipment?

75. Is downtime a problem for you (telephone system or network); how 
would you handle it?

76. What do you like the least about your current telephone system; and the 
most?
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77. What do you feel is the biggest problem with the current system?

78. What do you intend to accomplish with the new system?

79. What results do you expect by installing a new system?

80. What do you think this is going to do for your company?

81. What is your time frame for setting up and completing the implementation?

82. What do you think you need to get the job done to your satisfaction?

83. When you went through this process last time, how did it affect your 
business?

84. Was it difficult to get the process moving last time; this time?

85. What role will “higher ups” have in deciding how many are involved in 
the decision?

86. Who will make the final decision?

87. Who else are you speaking to regarding new systems?

Mystery Shopper
To complete an appraisal of your business, you need to know firsthand how customers 
are greeted and handled on the telephone.  As a suggestion, get a friend to telephone 
your business.  

Arrange for a series of test questions and tasks such as requesting brochures or further 
information and find out how your staff come across on the telephone and indeed 
how they conduct themselves when confronted by a “mystery shopper”.  

The results of the mystery shopper will be used later in the book.

Applying the Logic
Next, it is important to determine how your existing systems are functioning inde-
pendently and in relation to each other before embarking on a potential programme 
of change.

It is rare that a company does not have at least some of the required business applica-
tions in place; it is often the case that these applications or systems are not working 
together as efficiently as they could be.  
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It may be that when you first bought a product you were not told of its full potential 
as the salesperson did not appreciate the extent to which the integration of new 
equipment into your existing infrastructure could benefit your business financially.

As you will see throughout this book, every aspect is dedicated to ensuring that any 
equipment, software or services – new or otherwise - are geared towards generating 
gross profit.

The analysis process ensures a complete understanding of exactly how you use your 
existing equipment and systems.  

Management of Existing Systems
In the initial stages, it is important to understand who within the business is expected 
to manage the various existing systems.  It is not uncommon to have one person or 
department managing the telephone system, another managing the IT infrastructure 
and another dealing with training.  In addition, a variety of personnel will produce 
sales, manage marketing, take care of customer support/service and run the accounts.

Whilst each individual member of staff or team may be extremely capable of doing 
their job and producing results, they are often not expected to understand the rela-
tionship between their job function and how technology can help them to optimally 
perform and be the most productive.

In the first instance it is important to place an emphasis on the working and manage-
ment of existing systems as they need to be functioning at an optimal level.  Redundant 
equipment could be costing you money. In reality, it is very much like a mechanic 
maintaining a sports car; the engine constantly needs small adjustments in order to 
achieve optimal performance.

We understand what is required in to attain the highest level of sales and support 
without eating into the profits. So we concentrate on the sales and other departments 
naturally fall into place.
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Part II:  Finance Review





Chapter 2

The Cost of Technology

Before we take a look at the various areas of business costs and how they can be 
reduced, it is important to visualise where your business from a financial view 

point.

Owner Managed Businesses

In many cases, these businesses are financed by the owner and perhaps through loans 
(bank and other).  So when it comes to funding capital equipment or software solu-
tions, these businesses can be quite ‘canny’ and get themselves good deals.

One of the main drivers is that the Owner is very aware that he/she is spending bottom 
line profits and can be reluctant to invest time and money in new systems due to 
the necessity of extracting the most value out of existing systems and in many cases 
sticking with the familiar. 

Post Financed Businesses

Once the business plan has been accepted and funding has been received, it is quite 
common for there to either be a bit of a spending spree or worse, the decisions made 
are done so without any long term understanding of the financial impact.  
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As the business grows, staff change and previous plans are dismissed in favour of 
the incumbent specialists’ ideas of how things should be done.

Time is money and decisions need to be made, but unfortunately, without proper 
planning and analysis, many businesses (and this applies to everyone) are at the 
mercy of the sales person, for better or for worse, they are needed, but they need 
to be kept “in check” as they’re interested in their targets and commission and  not 
always your wellbeing!

Corporate Organisations

The larger the business, the more restrictive the procurement process, simply because 
more people are involved.

Procurement by committee might seem like a good idea, but can only be really 
successful if they all investigate and review the required new product as if it were 
their own money!  People are influenced by many factors but the main one, in my 
opinion, is how the new “XYZ” fits in to the overall business structure and impacts 
other departments.

Buying well is, I believe, an art as well as a science.  It helps if the decision makers 
have a grasp on all the component parts.  This book will help and especially Chapter 
4 where we talk about ‘One System’.

Overheads
Before you embark upon any changes, it must be established if it is possible to reduce 
your costs.  There is no point attempting to restructure the technology within your 
business if you are not aware of your current costs.

Identifying costs can lead to savings in many areas and should be relatively easy.  
For this purpose, the following few pages should help you easily direct your staff to 
investigate existing costs and identify potential savings.
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Administration

Stationery

Many suppliers offer a level of discount that applies to most of the items in their 
catalogue.  It’s worth shopping around to see what other suppliers are willing to offer. 

Consumables

Printer cartridges, toner, colour ‘sticks’, laser printer drums are only the tip of the 
iceberg when it comes to consumables.  Suppliers are as eager as ever to win your 
business so don’t just stay with the old supplier.

Photocopier Maintenance

As with any type of on-going maintenance if the terms and conditions allow for the 
contract value to increase year on year, it probably will.  

Phone around to obtain three quotes and then present your findings to your current 
supplier.  Everyone is being squeezed for that extra discount, so if you’re happy with 
your supplier, then there’s no harm in expecting them to maintain their competitive 
edge along with the competition. 

Bandwidth Brokering
Bandwidth brokering is a new term to describe the selection of the most appropriate 
provider for any given application when connecting to the outside world.  And your 
business applications must be considered carefully before making any decisions.  

It is essential that you choose a company that is able to offer a broad spectrum of 
carrier services/information in order that they can help you identify the most finan-
cially attractive strategy.  

I would suggest that you ask your supplier to present their recommendations to you 
whilst including all of the possibilities and explaining why they would dismiss one 
over another.
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Any company with more than one office or who has extensive use of the internet 
may have any number of voice or data network facilities provided by BT or any 
other network supplier. Only when all of the fixed connections are combined can 
you establish what is achievable. 

Brokering empowers companies to structure the best overall deal for rental costs 
combined with centrally placing business with one company.

Complete this task once and you can be guaranteed that all future costs will be kept 
at a minimum.

Consider this, not so long ago it was easy enough to order a few telephone lines.  
But now a business has to consider whether to choose analogue or digital telephone 
lines and with the variety of connections available to the Internet, including ADSL, 
broadband, SIP, leased lines, microwave, laser, private broadband and MPLS - the 
choices can be quite perplexing!  

For businesses with more than one office, establishing the most effective method of 
connectivity can also be difficult, especially with the availability of Voice over IP 
(VoIP) and SIP trunks which we will cover later.  

It is easy to understand why many companies are reluctant to change suppliers due 
to the complex nature of connectivity to the outside world.

Broadband 
Every Internet Service Provider (ISP) is vying for market share and as a result, as 
always, deals can be had everywhere, however, there’s a catch. Not with the ISP, 
but with most companies. That is, most of us don’t want to change because of the 
thought of creating a problem with the network and losing email or internet access.

So, how can you save money in an area that businesses view “if it’s not broken, 
don’t fix it!” Try this for starters, get the last three bills from your ISP and look at 
the cost. Then, go on to the Internet and compare your current costs against what’s 
on offer online.

Once you have compared your costs, find the cheapest price and then telephone your 
existing ISP and tell them that you have received a quotation that is “X” and ask them 
what they intend to do about it! The chances are, they’ll drop their prices without 
objection. Don’t forget, you already know the cost of acquiring a new customer 
versus retaining an existing one!



26  | INTEGRATE - The Essential Business Technology & Marketing Handbook Chapter 2 - The Cost of Technology | 27

Carrier – Low Cost Calls
To most people, when the phone rings and it’s another company offering low cost 
landline calls, the immediate response is to put the phone down without even speaking. 

Because of the sheer number of companies offering cheaper calls, the market appears 
to be flooded, however, when it comes to business rates, there is an automatic assump-
tion that the company offering the “deal” knows about telephony - this is where the 
problems start. 

Sadly, the person on the end of the phone may well be quite oblivious of factors 
needed to structure a telephone system, you’re looking for a supportive company 
and they’re looking for some additional revenue. The result is you hang up - never 
knowing if there was a better deal to be had.

Consultants & Freelancers
Investigate using freelancers or consultants to create a virtual team, drawing on their 
expertise when you need it.  Costs may be a little higher per day, but nowhere near 
as high as an annual salary and all the trimmings.

Websites like www.peopleperhour.com, www.elance.com or www.odesk.com are 
a great place to start, especially as you can hire someone for a few hours at a time.

Equipment & Hardware
Again, the term “if it’s not broken, don’t fix it” comes to mind for a lot of people 
regarding technology, especially when referring to office equipment such as telephone 
systems, laptops, servers and cloud services etc..

What appeared to be a great deal when you signed on the dotted line could well be 
costing you a small fortune, not just in terms of capital outlay but the fact that new 
technology is supposed to improve efficiency and if that’s the case you could be 
losing out in terms of your profitability as a business.

Reviewing your internal technology systems, business processes and business software 
can be quite a daunting thought, however, I truly believe that if you are in business, 
you have a responsibility to all parties to ensure that you have the very best infra-
structure in terms of what is does for you versus your actual return on investment.
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It doesn’t necessarily mean a wholesale change of everything, but if you knew what 
affect certain changes would have on your year-on-year performance and if that affect 
was an increase in profitability, I guess you would make the change!

Finance, Seeking Alternative Sources
Recently the business community has seen growth in alternative funders such as Fund-
ing Circle, Finpoint, Funding Tree, Market Invoice and Platform Black to name a few.

These alternative sources of crowd funded finance or exposure platforms means that 
decisions to review your infrastructure can be complemented by sourcing competi-
tive finance.  The banks have been very slow to help businesses grow; however, the 
outlook is quite promising when a business case can be justified from all aspects of the 
proposition, i.e. it all makes sound commercial sense to change because of the ROI. 

Green Directives

Getting your staff involved

Don’t rely on one person to drive your costs down, get everyone involved.  Ask for 
company wide suggestions on how to reduce costs and waste.  These factors will 
have a direct impact on your bottom line.  

If you haven’t done so already, put up small signs above light switches reminding 
your staff to “SWITCH OFF”.  

Make sure absent staff have turned off their PC and screen and any other unused 
electrical items, including mobile phone chargers.  Remind your staff that a warm 
charger is using electricity and you’re footing the bill.  The same goes for any other 
type of unused item. “SWITCH IT OFF”. 

I know you know; but just in case, also consider LED to replace halogen lights and 
motion sensors that turn lights on and off in your offices. 
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Home Working
This probably wouldn’t be the first thing you would think of, but nevertheless it is 
an important factor for companies either expanding or those planning to restructure 
the way they work.

In a move to provide a balance between home life and office life, or because busi-
nesses want wider geographical coverage without office set-up and running costs, 
many companies are adopting policies whereby staff can work from home.  If this 
is the case with members of your staff, controls and facilities need to be put in place 
that ensure work time is optimised whilst members of staff are at home. 

With the availability of broadband, VoIP and SIP technologies, there are some excep-
tional methods which can save a company a considerable amount of money.  

If the methods are well implemented with the right controls in place they can also 
help to increase productivity.  According to JD Edwards home workers are 20-25% 
more productive that office based workers. In a recent analysis by Vodaphone, they 
say that an employee based in Central London will typically cost approximately 
£6,500 per month.  A home worker will in the region of £2,000 per month.  So it is 
well worth considering.  

It is possible to implement a local or nationwide business centric infrastructure that 
is both exciting and easy to manage. You don’t need to be a software engineer to 
manage or install it either as the suppliers will take care of that.

If you want to employ local staff, nationally, for sales, support or any other func-
tion, this is the answer and don’t be put off by thinking that you lose control over 
staff working from home, they’re not all watching daytime TV or washing the car!

Also, the recording technologies now available can monitor computer activities 
as well as telephone conversations (for training purposes of course!) helping your 
managers monitor staff where ever they may be.

Maintenance
The telephone system and computer hardware maintenance is often overlooked as 
this can be viewed as more trouble than it is worth to change.  However, it is worth 
considering that most maintenance contracts have a specific clause that allows the 
maintaining company to increase the annual cost by somewhere in the region of 10% 
to 12.5% per annum so costs can soon escalate if not reviewed regularly.  
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This is definitely where the saying “better the devil you know” is applicable. But, 
companies do not apply that logic when it comes to changing suppliers. There is 
complacency within the telecoms market to keep companies on a maintenance con-
tract for years and to keep increasing the cost year on year. 

How often does a telephone system need repairing. The “mean time between fail-
ure” is no longer looked at except within very large installations where invitations 
to tender (ITT) are required. Again, it is possible to significantly reduce your annual 
expenditure by switching provider; you only have to ask the question.

New companies are the most vulnerable as they can spend considerably more than is 
necessary for what is in effect, very little or no work at all on the part of the maintaining 
company.  Of course it is essential for peace of mind to have all equipment covered 
however; there are ways of reducing costs which could negate changing supplier.  

One suggestion is to cease maintenance on all telephone system handsets.  A small 
number of replacement handsets can be purchased to keep in stock so that they are 
immediately available should a handset fail.  Over the life of the telephone system 
you could save hundreds of pounds.

Another ruse is to tell companies that their maintenance contract is about to cease 
due to the manufacturers decision to stop manufacturing parts.  Whilst this may be 
true, the fact remains that spares will be available for years to come.  

The same is applicable to computers.  By keeping some hardware spares in-house 
that you know are in complete working order, such as base units, keyboard, mice 
and screens, a company can save potentially thousands of pounds in unnecessary 
maintenance costs.

In any event it is an extremely sound practice to obtain regular competitive quotations 
for the maintenance of all internal systems.  

Marketing & Advertising

Printing and Letterhead

When was the last time you got a competitive quotation for your printed stationery?  
The same applies to all your suppliers – keep them trimming their prices.  It may 
also be an ideal time to review the format and layout to make sure you’re promoting 
your business on every communication you send out, including business cards – are 
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you using the rear of your card or is it blank?  What appears on your letterhead, is it 
just the company logo or do you already promote your business?

Outbound & Inbound 

Join forces with noncompeting companies, i.e. those who also sell to your vertical 
market but don’t compete with your products, share your databases and produce a 
single combined mailing list.  

Each company provides articles and relevant useful information for a joint newsletter.

The Result; your customers and prospects receive varied and interesting content 
that they accept due to the fact of knowing about you as part of the new marketing 
group.  You also get to present your business to the customers and prospects of the 
other businesses.  

Because your customer trusts you, he will be more likely to trust the other suppliers. 
You can increase your exposure to new business by up to 400% without incurring 
prohibitive costs.  For more information, visit www.salesxchange.co.uk 

Mobile phones
Most people in the UK are aware of the staggering number of mobile phone offers 
that are available from the main carriers such as EE, Vodafone and 02.  Many of 
the offers advertised are applicable only to the consumer; however there are deals 
available for businesses which are equally varied.  When combining your require-
ments, along with Carrier and Bandwidth Brokering, it can be possible to build in 
more savings when combining all three.

Premicell Connections

Consider this; if you make a high number of calls to mobile phones, it is possible 
to install a product in your office called a Premicell. This device connects to your 
telephone system and, with little programming, routes all calls to mobiles through 
the mobile provider and not via your carrier who charges a higher tariff. 
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Free Call Contracts

As you may be aware, some mobile phones under the same contract can have free 
or low cost calls to each other. This enables you to keep in contact with your mobile 
staff at a reduced rate.

As is often the case, carrier companies are always attempting to attract your business 
and so a plethora of deals are available that may simply use your least cost routing 
programming on your telephone system to achieve the same result.  But it’s worth 
know this the next time you look at your bill as invariably, calls to mobiles constitute 
the highest cost. 

Software

User Licenses

It may seem obvious, but it’s worth saying all the same; based upon your staff turnover, 
it is essential that you know what you’re paying for in terms of software licences.  I 
know that they tend to be billed annually, however, I have come across companies 
that continue to pay for licences for staff who have left or been made redundant.

This tends to happen especially when new senior staff are appointed and they may 
wrongly believe that everything is in order or they’re not completely comfortable in 
making changes that might question senior management.

Software Support

Any form of support contract needs to be reviewed at least on an annual basis.  Certain 
specialised software products will require telephone support; however, it is equally 
important that a business has in-house expertise for other members of staff to draw on. 

In-house expertise falls into the same category as having a mechanic tending to a 
machine and investing in Administrator Training can help to reduce costs and system 
down-time in the event of failure.
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Staff - 80:20 Pareto’s Law
Once every relevant aspect of the business has been reviewed, it may well be unsur-
prising to discover that the bulk of work is performed by 20% of your staff.  The 
systems recommend will in most cases identify the 80% who may either need to be 
retrained, redeployed or let go.  Staff appraisals are essential to ensure that those who 
are being paid a salary are performing at their optimum level.

As you will see in the marketing section, automation can dramatically reduce the 
head count on people attempting to manually interact with customers and prospects 
during the mid section of the buying process.

These members of staff can be redeployed to assist at the top end of the buying 
process or funnel i.e. marketing.

Train to Retain Staff
Apart from enhancing your business profits, training is proven to give employees an 
increased sense of personal worth.

As you probably already know, it costs more to acquire a new customer than it does 
to keep an existing one, naturally the same applies to recruiting and training new staff.

However, whilst staffing issues are easier said than done, when it comes to staff that 
have to use the telephone, voice recording and quality management of staff comes 
in to its own.

Recording systems allow sales staff to listen to themselves on the telephone whilst 
speaking to prospects, customers or service users.  This tool makes voice record-
ing the single most effective method of improving performance as recording fares 
better than telling a member of staff that they did not perform to a required stand-
ard.  Recording enables you to set and uphold standards by employees listening to 
examples of the ideal call.

Voice recording systems can be obtained very cheaply, from simple hand-held record-
ers to complex integrated solutions that connect between your telephone system 
and database.

For more information see the Chapter on Voice Recording.
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Utilities
Over recent years there have been many companies who have established themselves 
as consultancies offering businesses advice on reducing their overheads. At first glance 
this appears to be a sensible method of reducing costs however the trouble lies in 
how these consultancies receive their profit – by skimming off part of the savings 
from the unsuspecting company.  In many cases this can be as much as 50% of the 
total savings, month on month, year on year.

However, as a business, do not misunderstand advertisements on television that they 
only relate to reducing electricity and gas bills in the home, this is not the case.  By 
simply going online, it can be possible to save hundreds of pounds by reducing the 
cost of your utility bills.  Log on to www.uSwitch.co.uk and see for yourself.

Gas
Many providers now offer savings for combined gas and electricity tariffs and pay-
ment on direct debit with online billing. 

Electricity
As above.  Have you changed your light bulbs or halogen spots to the new energy 
saving type?  The larger your office, the higher the saving!

Are your PC’s completely switched off at night or do they go in to standby mode or 
hibernate when they’re not used – this can still draw electricity?

Are your mobile phone chargers actually unplugged when they’re not needed (or any 
other charger for that matter) If a light is glowing, it’s drawing electricity.  Multiply 
all the red or green led lights glowing in your office during the day or over night!

Monitoring Equipment

Consumer Usage

For as little £50 you can purchase a device that will monitor your electricity so you 
can see exactly how much money is being used or wasted. 
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Commercial solutions

For offices and larger premises, computer/web based solutions are available which 
connect wireless loggers to the premises units/hardware and transmits the data to a 
receiver.  

The receivers then transmit the data via the internet to a central server.  The data is 
then monitored and reports are compiled to provide a profile of your energy usage 
and CO2 emissions.  These solutions are becoming invaluable to businesses that are 
required by law to reduce energy usage and emissions.

Depending on the size of your business and your current carbon footprint, rebates 
can be obtained against investment in energy monitoring solutions.  In addition, most 
energy monitoring solutions will qualify to be 100% off-set against Capital Allowances.

Virtual Staff

Receptionists

You may be happy with simply using voicemail to take messages when you’re busy 
or when the office is closed. But there are some significant advantages of using a 
Virtual Receptionist.

ff Customers like to speak to a person not a machine

ff Personalised Customer Interaction

ff Relaying of important information

ff Carrying out certain telephone based tasks

ff 24/7 service available so you never need miss another call from a 
customer

ff Overflow operator service on a call by call basis if need be

ff Save on human resources by not having to employ or deploy additional 
members of staff to cover the phones

If you’re a small organisation, you’ll give an impression of being larger and for 
larger organisations you’ll benefit from increased efficiency and lower staff costs.
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Virtual PA’s

In a similar way, Virtual PA’s (VPA’s) can also provide an essential service whilst 
your business does not incur the full cost of a salary. VPA’s can be appointed to work 
for small teams or individuals, depending on their respective workloads.

A boom area is appointing VPA’s from abroad, India, Asia & the Philippines.  Apart 
from the savings in actual cost per hour, the other significant benefit is that they are 
working when you’re asleep!

There are so many tasks that a VPA can carry out from arranging diaries to booking 
restaurants and from web/blog research and maintenance to market research.  The list 
is as long as your imagination, as long as the task does not require a physical presence.

For a really interesting read, get a copy of the book called ‘The Four Hour Work 
Week’ by Time Ferris, it’s a real eye-opener.  Check out his blog that features other 
individuals who have followed his lead.
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Chapter 3

Return on Investment Analysis 
(ROI)

Time vs� Money

The following illustrations are to help businesses understand the correlation between 
the decision to buy equipment and the impact your staff have on your business.  It 

is generally accepted that each member of staff, regardless of the job function, must 
contribute to the business.  A typical calculation is for each employee to contributes in 
the region of £100k to company turnover each year.  So a ten person business would 
turnover £1m.  With a profit margin of 35%, you will make £350,000 GP before you 
pay salaries and overheads.  

Some business forecast a higher revenue per person but to be on the safe side we’ll 
go with the above.  Any less and you’re heading for trouble! 

Then, as an employer you have to factor in the cost of Employer’s National Insur-
ance and all the other associated costs relating to each member of staff - desk, chair, 
heating, lighting and so on.  Staff soon begin to look like a luxury!

As an employer you also have to consider the frail human condition.  I was once 
told by an old friend that in the 1960s he employed eight members of staff, only to 
pay for one person to be off sick, on holiday or away from their desk virtually all the 
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time.  He paid for eight staff but only had seven people doing the work.  This still 
remains a constant statistic today.

Show Me The Money!

Whenever a sales person tries to sell something by claiming that it can “save you 
time and money”, the business owner’s first reaction is often one of scepticism. This 
is because they do not want to save time or money, they want to make more money 
and more importantly not lose it or waste it.  

This is based upon his or her experience of being bombarded by hollow promises 
from companies who cannot or will not take the time to establish how the business 
functions before establishing whether savings can be made.

It makes good commercial sense for a company to regularly review all the costs it 
incurs and the contracts that are in place to make sure they are tangible and quantifiable.

Any decision thereafter to incur further potential costs on new hardware or systems 
can be considered within the same framework of analysis.

This section therefore is the most important as it forms the basis of this book of 
making a “Profit from Technology”.  In other words, and I know I’ve said it before, 
but if it’s not making you money for your business then it must be called furniture!

Finance Review Checklists
There are three sections to this process which is designed to help you focus on the 
practicalities of cost reduction as a means to acquire new technology that will boost 
your revenues.

In the same way heating, lighting and telephone bills are an essential ingredient to 
running a business, the same as paying taxes, it is also imperative that your technol-
ogy is correctly “priced and billed” as well as being fit for purpose.

The spreadsheets are available to be downloaded from our website: www.market-
andmotivate.com/resources 
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Phase One 

The first spreadsheet forms the basis of your financial analysis.  This deals with 
hardware, support and other revenue expenses. This is the objective of a Cost Reduc-
tion Agency; however, it is up to you if you want to facilitate the cost reduction 
exercise yourself.

It is extremely rare that savings cannot be made!

Phase Two

Finally, we look at the real sales costs, not just the revenue you attribute to the sales 
person and respective gross profit (GP), but the real costs associated with generating 
revenue for your business. 

Phase Three

Review the human resource costs, not simply the salaries, but the cost of human 
resources on your business.  As you will see, further data builds up a picture of the 
true cost to the business.

The Goal is to Justify Expense

Once all of the above data has been compiled, it is then possible to extrapolate the 
necessary information. As we have said, we are attempting to identify problem areas 
within a business in order that the purchase of new systems can be justified.

In reality, every company can afford new systems when the common goal is to make 
money.  It is simply a matter of choosing to do so.  The ROI analysis will determine 
if new systems are actually needed, however the objective overall is to create an 
accurate illustration that depicts the functions of your business. 

Then, rather like a technical diagram, together we can adjust certain areas to create 
a formula to help your company focus on effectiveness and profitability.

In simple terms, you may need to step outside your comfort zone in more ways than 
one if you want to succeed.
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What to do next?

After you have saved money in various areas, the next stage is to decide which 
systems need replacing or installing.  The “spare cash” can then be attributed to a 
finance agreement.  However, before you do anything rash, make sure each vendor 
can show you different ideas to generate additional profits and can also show you an 
accurate return on investment.
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Phase One – Annual Cost for Technology

Per Month Per Annum

Telephony Costs

Line Rental

ISDN30 (Inc DDI, CLIP and CLIR) £

ISDN2 £

Analogue £

Broadband £

Leased Lines £

Total Monthly Cost £

Total Annual Cost £

Telephone Calls

Month 1 - Excluding (Line Rental) £

Month 2 £

Month 3 £

Month 4 £

Month 5 £

Month 6 £

Month 7 £

Month 8 £

Month 9 £

Month 10 £

Month 11 £

Month 12 £

Total Annual Cost £

Home Working Costs £

Telecoms Hardware Finance Cost (if applicable) £

Telecoms Maintenance Cost £
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Per Month Per Annum

Tick

Schedule of Equipment Maintained

Service Level Agreement

IT Costs

Hardware Support - Servers, PCs etc. £

Software Support - Telephone & On site £

Training - Online & On site £

Leasing/Finance Costs (if applicable) £

Total £

Tick

Schedule(s) of Equipment Maintained

Schedule(s) of Software Supported

Service Level Agreement(s)

Office Costs

Licence or Rental Sq Ft £

Business Rates £

Gas £

Electricity £

Service Charges £

Total £

Total Current Fixed Costs per Annum £
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Phase Two – Sales Costs 

Turnover Item Per Month Per Annum

Target Per Salesman £

Average Sale Value £

New Business Total £ £

Repeat New Business

Average Sale Value £ £ £

Residual Business

Average Sale Value £ £ £

New Business Sales Per Annum (A) £

Phase One - Current Fixed Costs £

Phase Two - Human Resources Costs £

Salaries

Sales £

Sales Support £

Telesales £

Customer Services £

Field Support £

Marketing £

£ £

Marketing

Artwork & Design £

Couriers £

Delivery (Flyers, Inserts etc..) £

Direct Mail £
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Turnover Item Per Month Per Annum

Email shots £

Exhibitions/Roadshows/Seminars £

Networking Events £

Newspaper/Magazine/Inserts £

Postage £

Printing £

Software £

Telesales (External) £

Total £ £

Customer Complaints

Number of Support Staff £

First Contact £

Second Contact £

Escalation Procedure £

Resolution £

Follow up £

Lost Business £

Total £ £

Cost of New Business (B) £

Net New Business Per Annum (A - B) £

Average No. Sales Per Year
Average Value of Each Sale £
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Phase Three - Human Resources

Per Month Per Annum

Agency/Recruitment

Telesales £

Sales £

Sales Support £

Customer Support £

Field Staff 3

Marketing £ £ £

Time Allocated to Recruitment

Time to prepare job description & brief £
Time to prepare advert & review CVs £

Time to interview short listed applicants £

Time to train new recruits £ £ £

What are the typical reasons for leaving

Loss of productivity when staff leave £

Loss of income when staff leave £ £ £

Training Costs

Internal £

External £

Continuous Professional Development £ £ £

Total Human Resource Cost £

Documentation Tick

Timetable for Sales & Support Staff

Sales Process Explanations

Job/Work Description

Appraisal Format





Part III:  Technology Review





Chapter 4

Making a Decision

Let’s face it; nobody wants to change their systems especially if they’re thinking 
“if it’s not broken, why fix it?”  Unfortunately, marketers within the technol-

ogy industry have a different opinion. Their livelihoods depend on change, so they 
adopt a scatter gun process - if enough businesses know a vendor/reseller of a given 
product then one day you might just ask them to supply you or perhaps a vendor 
will come across a sale via a cold-call simply because someone is actually in the 
market there and then.

For the reseller, in the absence of a dream marketing department, businesses will just 
have to put up with the typical cold call.

You probably will not be amazed at the number of companies that ring your recep-
tionist throughout the week to find out if you want to change one system or another.  
Yet the answer is always the same, “no thanks”, and they always respond, “OK, I’ll 
just keep your name on file and call you back in three to six months”.  

Not a very good use of their CRM system I agree, but why is it they don’t learn?  
You don’t want new kit or new systems; you just want your existing equipment and 
staff to do the jobs they were employed to do in the first place.  Life can be difficult 
enough without changing the tools every five minutes.  As we all know, changing one 
thing leads to another and always ends up with complaints from someone or other.
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In the 80s the bane of every businessman’s life was the companies cold calling who 
sold copiers/fax/franking machines.  The whole process was simpler then.  The 
salesman relied on his ability to “close” the deal and the business owner also knew 
what he was getting – a copying machine, a sent document or a printed stamp on a 
piece of mail.

Nowadays technology affects so many aspects of business that one false move can 
affect every department.

And changing technology always seems to equal “pain”, so keeping with current 
systems actually looks like an attractive and even cost-effective proposition. We only 
have to contend with the same excuses from our sales staff, but hey, it’s comfortable, 
it’s something we’ve all been doing for years. Isn’t it?

There is of course another side of the coin which is for the sales companies to market 
the actual benefits of change! 

It is all well and good being asked “do you want to buy product x, y or z?” But why 
is it that the salesmen never asks us what we really want and then shows us how we 
can get it.

ff As a Managing Director, do you want life to be easier?

ff As an Accountant, do you want life to be more accurate?

ff As an Administrator do you want life to be more organised?

ff As a Customer Services operator do you want life to be happier?

ff As a Sales Director do you want life to be more profitable?

We know all of the above is possible through technology but let’s face facts, not many 
businesses have any intention of changing the way they work unless a solution can 
be demonstrated that will prove it will make more money.  

Saving time, being more efficient, enhancing customer satisfaction and slick processes 
are all part and parcel of the same thing - “creating and sustaining profitability”.  

The trouble is, there is one factor not quite accounted for, and that is the “what if?” 
scenario which plays on in the back of our minds:

ff What if, enhancing what we’ve got could actually make life easier?

ff What if, some of our existing systems could be upgraded and not com-
pletely changed?

ff What if, we could generate more income and chart development?
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ff What if, a different approach was welcomed by our staff and customers?

ff What if, we ignored technology altogether and let our competition take 
pole position?  To find out the answer to this question as to who may be 
a contender, simply type in your business type to a search engine - that’s 
them at the top!

Your business has needs and demands like that of a child.  You want it to grow into 
a mature and sustainable entity.  And with that sustainability, in the same way that 
an engine needs petrol to keep functioning, so your business needs energy, enthusi-
asm and innovation.  But these traits can only come from nurturing staff.  And that 
takes time.  Yet time is a commodity we seem to have so little of and that is where 
technology comes into play.

So many people, when they think about technology they think Bill Gates and all things 
confusing.  The reality is that business owners have not got the time to investigate 
the tools that can make their lives more profitable.

So what’s the answer…?

I have worked within and monitored the technology industry from a position of sales 
person, director and marketer for nearly thirty years, I have a genuine affinity with 
the problems both parties have.  It is not merely ‘poacher come gamekeeper’; it is 
more about absolute empathy.

As a businessman, I too must use technology to exist, compete and be successful 
in my chosen industry.  This, therefore, places me in a unique position to help and 
advise other companies.

You may be thinking, well he would say that, but you’d be wrong.  Whilst there is 
so much technology at the fingertips of the technology vendors it does not always 
mean that people who sell it also use it to run their own businesses.

We have all attended a demonstration of one system or another only to find out that 
something doesn’t work or that the salesman doesn’t know the answer.  That in itself 
is not a problem, but the number of vendors who do not use technology to run their 
own businesses is staggering, which explains why they simply sell a commodity 
for a profit.  

Where is the financial driver to get a technology salesperson to understand business 
process?  Perhaps if they knew enough about running a business, they would be out 
there doing it for themselves!
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Mismatch of Expectations
You need the technology, yet the salesperson needs the sale, what a dilemma!  Will 
you be sold the right equipment?  Will you trust their judgement?  The tension between 
businesses and sales companies arise based upon a mutual lack of trust by both parties.

The onus is placed on the Managing Director to decide on the best strategy for the 
company.  However, the IT Manager focuses on technology and the Sales Director 
on Sales and Customer Services on customers; rarely do they combine their resources 
to evaluate the most profitable direction and then source products that would benefit 
them all accordingly. Selling to each department may work for a reseller; but it is a 
poor strategy for the customer.

We live in a 24/7 society; from buying groceries to banking.  Almost every con-
sumer orientated activity you can imagine is available at our fingertips.  If something 
goes wrong with our television, washing machine or indeed if we had been charged 
something on our account, we know that by simply picking up the telephone we can 
contact the customer services representative or complain on Facebook or Twitter 
with a video or message that goes viral.

As consumers we have all come to expect this, yet we do not have the same mentality 
when it comes to our own businesses.  Take a moment to think if your IT system failed 
or if your telephone system failed.  Naturally you would expect support immediately 
to rectify the problem.  Whether it is gas or electricity or any other consumable when 
we want a response we want it immediately.  But how many businesses offer unparal-
leled customer support and service?  How many companies know exactly what their 
customers’ expectations really are?

The Haves and Have Not’s
In the simplest terms there are two categories - those who are willing to embrace 
technology and those who are not.  In even simpler terms, those who embrace tech-
nology i.e. the early adopters, equate to 25% of businesses in the UK the other 75% 
will only do something when it is absolutely necessary.

Whilst it is easy to identify your competition, via the search engines, you need to 
think about what your customers think of you and how loyal they are when it comes 
to how your efficiency affects their business.  If on a personal level we require instant 
gratification and an instant response to any problem that may occur, why would your 
customers view you and your business any differently?
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During the 80s, when a business received a letter, it was acceptable for the response 
to take at least a week and sometimes longer.  As fax machines became more widely 
available the expectation was reduced to a week.  Nowadays the customer’s expec-
tations have reduced to the time it takes to send and receive an email and then the 
customer expects a personalised response.  

Failure means being exposed on Twitter or for a rant to go viral.  In today’s competi-
tive market place our customers expect us to be using the latest technology in order 
to provide them with the level of service they expect.  

Businesses resistant to deploying new technologies will be overtaken by the busi-
nesses and forward thinking companies who have chosen simply to think differently. 
The organisations that succeed will be those who embrace technology as the catalyst 
to change their working practices and not those who simply deploy technology as a 
means to do the same amount of work only a bit quicker.

Show me the money!
The vendors must stop selling and start learning!  Learning about what matters to 
business, learning about how the business actually makes money and how they can 
help.  All businesses want to know is how to make more money, more quickly, more 
efficiently and with less stress.

The pace of change in business is accelerating and therefore businesses must deploy 
technology for competitive advantage, but only user acceptance will define whether 
a business will use systems successfully or not.

Equally, business owners owe it to themselves to embrace technology and start 
demanding that the salespeople present their wonderful new systems in terms of 
what it can do for their companies and not what it can do for the vendors’ targets.  

Vendors must accurately present the return on investment no matter what the product 
or its features.  The R&D departments designed the equipment or systems to make 
money so press the salesman to come up with the information.  Make their targets 
depend on it.  If they can’t explain the ROI, find another company that can! 

The objective of this book is to take away the time-consuming aspect of researching 
each individual product and how it could benefit your business.  
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To assist you, the list of hardware and software detailed in the following chapters has 
been presented in a specific order so that as you read through the component parts 
you will see that each product builds on the one before. 

Over the next few pages we have specific products which have been evaluated and 
used in typical business scenarios.

What Does It Mean For Business?
At the end of each of the following chapters for technology, there is a final paragraph 
which explains what a certain product will do for your company.  

From our experience, should you decide to install any of these items, your business 
will benefit many times over, however, it is your responsibility to ensure that your 
own needs have been identified and that your preferred method of working is estab-
lished before any company installs new equipment for you.
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Chapter 5

One System

Contact
Centre

Auto 
Dialling

Landing 
Pages

CRM SoftwareWeb Apps

Marketing
Automation

Call
Analysis

Voice
Recording

Telephone
System

Firstly we need to set the scene and picture how your overall business will func-
tion.  The term ‘One System’ is used to describe your internal operating systems.  
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We have coined this phrase as it aptly describes the technology infrastructure of a 
business performing at optimum efficiency and therefore profitability.  

This is the goal you should be looking to achieve, as an integrated workplace will 
deliver up repeated sustainable profits as long as the rules are applied which ensure 
the smooth running of all systems.  This will all be covered later in the book.

In a typical business scenario equipment (hardware or software) is interconnected 
via a network and it is this integration between these different elements which is the 
key to generating the maximum profit.  

How many of the following systems do you have in place already?

ff Local Area Network or Wi-fi, Hubs, Switches

ff RAID Servers

ff CAT 5/6 Cabling

ff Personal computers and Laptops

ff Smartphones and Tablets

ff Telephone system, Voice Recording, Call Management

ff Scanner, Copier, Fax, Printer

ff Accounting, HR, CRM or Business Software

ff Conversion Optimisation Apps

ff Marketing Automation

ff Productivity & Collaboration Apps

The chances are you may have many of the above in place already.  So what makes 
this approach so revolutionary?

As your business has evolved it is likely you have introduced new equipment and 
software as you needed it.  However, it is equally possible that the salesperson who 
supplied your company with one product had no involvement with the product bought 
previously.  Therefore, there was no drive on behalf of the salesperson to ensure that 
each product integrated with the one before.

A little later in the book, we will establish which elements of the technology infra-
structure can and should be integrated.  In addition, we will investigate other products 
that can complement and enhance your existing infrastructure.
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Who is the Office Mechanic?
It is essential that all aspects of the business are kept running at peak performance.  
The most important area of this revolves around your internal systems and making 
sure that your network is running properly.  As mentioned, it is similar to having a 
car mechanic on board.  You must have someone who can continually adjust and 
adapt your internal systems to the most favourable method of working.  

For example, depending on the size of your business keeping up to date with anti-
virus software and ensuring that your systems are running as efficiently as possible 
can be a full-time job.

There are of course various approaches to dealing with this.  The simplest and most 
cost effective way is to contract out this job function.  If you have not already done 
so you may want to consider looking for a local computer company that is familiar 
with all of your software.  If you have any bespoke software this may be a little 
more difficult, but in general terms software support companies can manage 95% of 
typical operating software.

If you are a young company it is imperative that you address this in a logical fashion.  
Computer support companies will have typical operational templates that set out 
exactly how your infrastructure should be planned.  They should be able to guide 
you in aspects such as automated backup, anti-virus and anti-spyware.  

These are low cost elements relating to your network, however, the impact of not 
addressing these matters in the early days can be devastating if you encounter 
a problem.

Spending time early on will not only save time in the long run it may even save 
your company! 

Technology Review Analysis 
As part of the evaluation process, this exercise is to empower you and your staff to 
evaluate each of the areas where technology is used in order to establish whether or 
not it is functioning for you as it should. We’ll use the telephone system as an example.
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Stage Four Stage Five

Stage Six

Stage One

Stage Two

Stage Three

Identify which element of technology needs to be reviewed �rst:
The Telephone System facilitates inbound calls to Sales, 
Marketing and Administration Departments, therefore...

How would you describe a successful inbound call to your business?

Achieving a SaleE�ciency
Competance
Happy Customer

Information Obtained
Information Transferred
Information Recorded

E.g.

What contributed to the 
success of the call?
Was it well trained sta�?
Was it a �uke?

Could it have been better?
Ask better questions?
Answer within preset times?
Same eagerness as outbound?
Accessible information?
Improve message taking?

What have you learned 
from this analysis?
E.g. Identifying call types,
Company policy  and
Number of calls?

What about next time?
E.g. De�ne “script” when
answering or receiving
calls.
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Chapter 6

Telephone Systems

Overview

For over 100 years telephone systems have provided the resource to communicate 
with the outside world.  Until fairly recently they were stand-alone systems with 

no integration with other office products. Historically, manufacturers would leapfrog 
each other with new features and functionality.  However, nowadays, it is rare to find 
a feature that is not common amongst all manufacturers; technology as it stands now 
is comparable across virtually every manufacturer. 

A simple test
The best way for managers to get a true picture of their company or department is 
to phone their own switchboard a number of times and ask to be transferred to key 
departments and personnel.  How a call is handled will reveal more about an organi-
sation than any number of consultants’ reports.

The telephone system has a major impact on potential customers.  It creates the first 
impression of the business:

ff If callers are met with an engaged signal

ff If they are put on hold and then forgotten about
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ff If they are passed from department to department

ff If they are given a dozen options before they are able to speak to a real 
person

ff If they are sent to voicemail without warning

All of these factors contribute to your customers taking their business elsewhere.

The choice of phone system is one of the most important decisions a company can 
make.  Get it right and your customers can look forward to improved levels of service.  
Get it wrong and you run the risk of alienating potential and current customers and 
even your staff.

Current System Checklist

A phone system’s average working life is seven years or more, so it is crucial to assess 
medium and long-term needs.  If you answer “No” to any of these three questions, 
then you might want to think about purchasing a new system or upgrading your cur-
rent equipment as these elements are necessary to connect and integrate with most 
of the peripheral products within this book:

ff Is your system ISDN compatible?

ff Is your system VoIP (SIP) compatible?

ff Is your system CTI/TAPI compatible? 

Depending on the age of your telephone system, you may want to change to a new 
model.  However, the purpose is to illustrate that you may not need an upgrade unless 
there is a genuine reason to do so.

Some Additional Questions 

There are so many questions that can be asked about selecting and purchasing a new 
telephone system but some common factors remain.  

ff Similarly specified telephone systems cost a similar amount of money

ff In most cases, it’s the functionality of the handset that matters and if the 
PC is being used to handle calls the handset becomes superfluous

ff Have you any branch or regional offices which you communicate with 
regularly?
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ff Does your company have a centralised function such as a service desk or 
an order processing department dealing with sales?

ff Would certain staff benefit from cordless handsets so that they can be 
contacted at all times across sites or within your building?

Make sure that you involve all company departments in this analysis and should 
you choose to upgrade your system ensure each department is involved in the selec-
tion process as each department will have their own particular requirements.  For 
example a department heavily involved in telephone use, such as telesales, will have 
different needs to accounts.  Communications between branches or remote offices 
should also be considered.

Stand-alone or IP Hosted Telephony?
To ensure you get the telephone system you need and with the right level of backup, 
it is vital to compile a specification list detailing what you require the new system 
to deliver now and in the future.  

It is becoming more apparent that consideration must be given to both stand-alone 
systems (i.e. on site systems in your office) and IP cloud type solutions (see IP 
Hosted Solutions).  Irrespective of the hardware, you need to ensure that the techni-
cal capabilities to integrate with other products are present in order to derive profit 
from this technology.   

Stand Alone System

100% of new telephone systems are now fully digital and are able to support both 
analogue and digital ISDN lines.  As ISDN is the enabling technology for many of 
the functions described in this book such as CTI (Computer Telephony Integration), 
digital systems are much more flexible and functional than the older analogue PBXs.

When choosing a digital system look for one that has a clear migration path to the 
technology as covered later in this book, such as computer telephony integration 
(CTI), digital networking, data, Voice over IP, unified communications, and so on.

It is also important to look for a telephone system that offers flexibility, growth poten-
tial and security of investment so that it can be upgraded to meet changing business 
needs and accommodate new technologies.  It should support open standards and 
have common components and handsets that can be upgraded on an ad hoc basis as 
new features and system enhancements become available.
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System Size

The size of phone system is given in the number of ports that can be supported: buyers 
can specify a combination of external lines and internal extensions to the maximum 
port sizes.  In most commercial organisations, it is best to work on a ratio of one 
exchange line for every three extensions required.

As ISDN enables callers to dial extensions directly using DDI without going through 
an operator, you do not necessarily need separate lines for voice calls, fax (if you still 
use fax!), data and Internet access, allowing you to optimise line usage and reduce 
overall line rentals.  This can offer potential significant cost savings.

Do not plan just for current capacity.  If you expect your business to double in size in 
the next two years consider what effect this will have on your phone system require-
ments.  It is best to cable for additional extensions at the installation stage even if 
the extra capacity is not needed for some time to come.

Of course, future needs are hard to determine and maximum flexibility is required, 
digital cordless phones such as DECT (digitally enhanced cordless telephony) or Wi 
Fi handsets should be considered for part or all of the system.

A telephone system alone will not provide you with all the functionality to create 
profit.  The added benefits are found in the implementation of peripheral products that 
can be attached to your telephone system and computer network. The first question to 
ask, therefore, is whether or not your telephone system can support these peripheral 
products.  If it can’t, can it be upgraded?  If not, will the return on investment analysis 
determine whether or not you should change your telephone system?

If you are unsure about the technical ability of your telephone system, contact us 
and we will be able to help. 

Some Telephone System Manufacturers

Avaya www.avaya.co.uk
Cisco www.cisco.com (Collaboration)
Mitel www.mitel.co.uk
Shoretel www.shoretel.co.uk
Panasonic www.business.panasonic.co.uk
Samsung www.samsung.com/uk/business
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Hosted IP Telephony
Hosted IP Telephony, unlike VoIP mentioned above, means that you no longer have to 
own a telephone system; an IP Telephony provider has already made that investment.  

How does it connect?

The main equipment, i.e. the telephone system main equipment and operating software 
is owned and located at the VoIP providers Data Centre and is directly connected 
to the Internet.  

A broadband connection is required at your business premises.  Depending on the 
number of concurrent voice connections required and the Quality of Service (QoS) 
demanded, i.e. allocated bandwidth for speech, typically 64kbps is required for each 
connection/line but this can be reduced to 32kbps or 16kbps.

A connection is established on existing equipment or a new router to the VoIP com-
pany and also connects to your internal IP network.  

The VoIP extensions can either be supplied by the network operator or they can be 
purchased separately from Polycom, Avaya or any other manufacturer.  These phones 
are then connected directly to your network hub/switch, which needs to be a VLAN 
type which can prioritise voice calls over data traffic.

No additional wiring is required as the handset connects to your current category 5/6 
data socket and your computer plugs in to the VoIP handset.

However there are some caveats; in order to connect an IP handset to your LAN, you 
must ensure that you have a VLAN switch.  Old style network hubs will not work as 
they cannot prioritise voice over data.  

You must then decide whether or not the VLAN switch should also be equipped with 
Power over Ethernet (PoE).  This provides the power for the handset.  With typical 
telephone systems the power supply within the telephone system main equipment 
provides a low voltage through the extension wiring to the handset.  

Your computer at the end of the computer cabling has its own power supply and 
you need to decide if Power over Ethernet is required or, if you will need to pay 
approximately £20 for a power supply for each IP handset.  
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What does it mean for a business?
ff Free calls to all extensions connected to the service, locally, nationally 

or globally. Standard network charges apply to calls to any other type of 
telephone or device such as mobile or normally-connected landline 

ff Staff can be located anywhere in the world and still be part of your stand-
ard visible communications structure

ff Businesses can factor in home workers anywhere in the UK

ff Additional extensions can be added quickly and without the need for an 
engineer

ff Call routing to extensions is managed over the Internet 24/7 and diverts 
to mobiles or any other number can be set up instantly

ff Users manage their own extensions via a web browser, i.e. setting up 
diverts and DND; access to voicemail can be from any telephone

ff Integration with salesforce CRM or Outlook for screen dialling and pop-
ping for increased productivity and customer service. There is no need 
for system speed dials

ff Contact Centre working is available providing reports and statistics on a 
monthly basis

ff No ongoing maintenance charges or restriction on expansion.

ff Retain all existing telephone numbers

ff Blend SIP with existing ISDN or analogue lines on telephone systems to 
achieve maximum efficiency

ff Use Wi-Fi enabled mobiles for greater flexibility, i.e. free connection to 
your office from Wi-fi ‘Hot Spots’ 

How much does it cost?

Hosted IP Solutions = £10 - £20 per month*, per extension, depending on require-
ments, on a 1 – 5 Year Contract.  Further facilities such as dialling from MS Outlook 
are also available at an additional cost.  *Requires ADSL Broadband and a SIP Handset 
(which will cost from about £85.00 to £250.00). 

On the face of it Hosted IP Telephony sounds great, however, there is a downside 
and that is scalability.  I do not mean that it will not scale in terms of size, I mean 
in terms of cost.
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It is imperative that you compare the long term cost of renting an hosted solution 
verses the cost of installing a new telephone system financing it over a three, five 
or seven year period. 

Where to go from here?

Go to the Technology Teams section in this book and apply the suggestions in that 
chapter.  Then, contact a telecommunications supplier and explain what you intend to 
do regarding your business and the application of the peripheral products in this book.   

You will find that the supplying company will be very receptive as you will be able 
to talk their language!
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Chapter 7

Connecting Lines

This section provides a short illustration of what connectivity is required in terms 
of telephone lines.  As technology has changed, so have the connections.  

Analogue Lines
Once upon a time only analogue lines could be connected to telephone systems 
and very expensive they could be too, especially if analogue Direct Dialling In was 
needed.  It meant that a business needed to install one physical copper telephone line 
for ever DDI number required.

Now that has changed as explained below under ISDN, however, there is still a 
demand for analogue lines albeit dwindling.

Whilst copper telephone lines are predominately used for residential purposes, the 
numbers are reducing in businesses.  Smaller companies who have no need for 
additional functionality continue to use analogue lines.  Typically these are for lines 
quantities below No.4.  Above No.4 lines ISDN2 and ISDN30 are applicable.

Single fax lines, modems, alarm systems and legacy private lines are the most common 
use for analogue lines.  However, in days gone by, it was an Oftel requirement that all 
telephones systems be fitted with a power fail fall-back facility whereby, irrespective 
of the type of telephone lines connected to the system, 20% of the capacity needed 
to be available in the event of a power cut. 
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This is no longer a requirement; however, with larger organisations it is worthwhile 
checking to make sure that there are no rogue telephone lines that are still being paid 
for, even though they are not being used.  Note: be sure your system has a back-up 
solution in case of an emergency, this could be an automatic divert to a mobile phone 
or an answering service. 

ISDN (Integrated Services Digital Network)
ISDN has been available for well over 20 years and is provided in the form of ISDN2 
(BRI) and ISDN30 (PRI).  Three predominant benefits of ISDN were speed, quality 
and integration.  Transmission of data was in the region of 26 times faster than a 
normal analogue telephone line and due to the digital technology was less susceptible 
to electromagnetic distortion.  Therefore transmission of data was more accurate.  
Regarding integration, the main advantage with digital communications was that 
voice, data and images could be transmitted on a single network.  This reduced the 
number of different networks that were necessary to subscribe to.

As you will read, the transmission of data over broadband has become commonplace 
and not, as was originally anticipated, over ISDN.

ISDN2

Once ISDN2 became widely available it had a significant impact on the telecoms 
market as it effectively doubled the capacity of the copper lines in the ground.

ISDN2 has given businesses the ability to connect a low number of telephone lines 
whilst at the same time providing a higher level of functionality.  ISDN2 provided 
multiple subscriber numbering, MSN, which meant that an ISDN2 circuit could have 
more than one number attributed to it.  This is more widely known now as DDI.

ISDN30

ISDN30 as the number depicts, relates to the number of voice channels available on 
one circuit.  The minimum quantity provided by British Telecom or Openreach as it is 
more commonly known is eight channels up to a maximum of 30.  In addition to the 
30 channels for voice, two further channels are used for data and synchronisation.  It 
is via the data and synchronisation channels that additional functionality is achieved.
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Direct dialling inwards (DDI) and is now commonplace throughout the UK for most 
businesses.  The main advantage of DDI is that telephone calls can be received by 
individual members of staff and thereby reduce the number of calls answered by a 
receptionist.  

In addition to multiple telephone numbers, ISDN enables a number of important 
technical features such as calling line identity (CLI) which enables users to see the 
telephone number of the person calling. 

In conjunction with CLI and the data channel, it is possible to harness the functionality 
of computer software to control telephone calls.  In simple terms it is now possible 
to make and receive calls via database packages such as Outlook and Salesforce.   

Internet/Broadband Lines

SIP Trunks

SIP mean “Session Initiated Protocol” and in simple terms it means that you can 
configure an ADSL/Broadband connection, via an ISP or Telecoms Provider, to 
emulate telephone lines.

This means that your inbound and outbound calls all get routed over the Internet.

If the person being called from your office is not on the same network, then the call 
will “break-out” from the ISP/Provider and on to the fixed line network and make 
the rest of the “journey” via a main carrier i.e. BT.

SIP seems to be a natural progression for the provision of telephone lines, however, 
depending on your type of business, I would always recommend having a two line 
providers.  That means that you have a “fall-back” position if one of them fails. 

Broadband for everyone!

There are approximately 20 million broadband connections in the UK.  Put simply, 
broadband has become a term referring to the technology that delivers high bandwidth 
connection to the Internet.  That means more speed and more capacity; but why are 
we talking about broadband in the context of a guide to voice over IP?
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ADSL (asynchronous digital subscriber line) is a common broadband service for 
both business and domestic users and is delivered over an analogue exchange line.  
To get the service you require you would need to subscribe to an Internet service 
provider (ISP) or network provider.

However, the most important benefit to business is that broadband provides the 
bandwidth-hungry applications to run more efficiently.  Applications such as accounts, 
financial systems, and databases can all be run, accessed and updated remotely.

Here’s the context

Broadband circuits connected via the Internet can be used to link offices, branch 
networks and home workers to the VoIP enabled telephone system.  Broadband ser-
vices are increasing in bandwidth and reducing in cost; typical downstream speeds 
of 10, 20 and even up to 150Mbps.  ISPs are starting to offer SDSL (synchronous 
digital subscriber line) with broadband services with upstream speeds the same as 
the download speeds.  This all adds up to even greater functionality for businesses 
in the future; a sure-fire recipe for potential cost savings and increased productivity 
of the small to medium-size enterprise.

What does this mean for business?

A travel services company employing around 80 staff, spread over four offices plus 
home workers who require remote access to data, installed broadband in order to 
increase productivity and reduce costs.  By deploying a VoIP enabled phone system, 
a saving of over £6,000 a year in call charges was made, and further significant effi-
ciency gains were made by giving all employees, whether in one of the offices or at 
home, access to one overall telephone system.  

A recent no cost upgrade to a faster service has enabled further functionality to be 
added for both staff and customers.  A real-time online video application to help 
train and inform staff of new travel services which in the past, without broadband, 
would have necessitated a visit to the central office has now been extended to include 
providing customers with travel videos highlighting travel destinations.



70  | INTEGRATE - The Essential Business Technology & Marketing Handbook Chapter 7 - Connecting Lines | 71

Broadband summary

VoIP technology now means that broadband can also be used to carry telephone calls.  
Using an IP Telephone system and broadband can provide full telephone system 
functionality for remote locations.

Applications run faster over broadband, therefore new applications can be considered 
that operate over multiple locations.

Broadband services are increasing in speed, reducing in cost and are available in 
more areas.

ADSL broadband provides faster download than upload.  SDSL broadband provides 
upload speeds that are as fast as the download speeds.

The next step

If you don’t already have Fast Broadband, then contact your telecoms supplier and 
ask them to provide some quotations to get it installed.  This can constitute part of 
the ROI analysis in potentially reducing your current fixed costs.

Voice over Internet Protocol (VoIP)
The admission price to success for all business in the 21st century is the effective 
use of communications and it is crucial for small and medium-sized companies to 
recognise this if they are to be able to keep pace with the new digital economy and 
new ways of working. Today’s successful business knows that work is no longer 
somewhere you go but something you do.

The rapid changes taking place in telecommunications have been driven by two 
factors; broadband access and the ability to transmit voice communications using 
Internet protocol (IP).

The latter has become better known by the acronym “VoIP”, Voice over Internet 
Protocol and has often, and incorrectly, been solely associated with making free calls 
over the Internet.  However there is more to it.

IP networks have become standard within business today, providing the backbone to 
transmitting data across a company’s local or wide area network (LAN or WAN).  IP 
networks were initially and exclusively designed to carry data in small packets from 
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point to point.  However, technology has provided the opportunity of converting voice 
into data packets and sending them over the same, single, IP network.  Hence the 
term Voice over IP – fully integrated and converged voice and data communications.

Potential business benefits of VoIP include significantly improved call handling and 
the ability to streamline communications between sites, remote offices and home 
workers, by delivering enhanced telephone services and network applications, such 
as e-mail, messaging and business databases via the integrated VoIP system.

VoIP can also deliver significant cost savings through more effective use of the com-
pany’s existing or planned network. Sites connected via VoIP can enjoy the benefit 
of free calls between sites and improved internal communications.

As you will see later, companies are now able to take full advantage of the benefits 
and efficiencies of VoIP functionality with the latest telephone systems on the market.

Why use VoIP?

VoIP is an essential part of a worldwide move towards converging voice and data 
communications.  One of the key benefits that may be derived from this convergence 
is ongoing cost reduction.  By running voice and data communications over a single 
network, infrastructure management and line rental costs can be significantly reduced. 
The opportunity to benefit from the installation of a single network is at its great-
est when a business is considering a move to a new location, or a ‘Greenfield’ site.

IP is also an enabling technology that allows telephone systems to be more flexible 
in offering a wider range of applications and often an IP solution can be more cost 
effective than traditional systems when expansion is a possibility. 

Remote workers and satellite offices are fine examples of where IP telephony can be 
cost effective and highly functional.  Connected at their home or branch office via an 
IP extension telephone, staff become an integral part of the overall telephone system.  
They can be logged in and out of contact centres as required and take and make calls 
with full functionality as if they were sitting in the main office.  

What is more, all of this can be achieved over an IP network, without any call charges.  
It also draws home workers into the wider work community fostering a feeling of 
“belonging” wherever the home worker is located.
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What does it mean for business!
ff Free internal calls to all parts of the company that share the computer 

network.

ff Simpler infrastructure: with VoIP, you can simply add telephones and 
capacity without installing new cabling.

ff Reduced operating costs: centralised system resources such as data, 
switchboard operation and network management.

ff Improved productivity: easy desk-to-desk dialling and call transfer 
throughout the WAN.

ff Wireless compatible cordless functionality is available with Wi-fi stand-
ard handsets and IP DECT phones giving staff true mobility between 
sites.

ff Enhanced customer service: simple integration with CRM packages 
providing screen popping and customer database integration across the 
network.

ff Flexibility: you can set up a fully functional office wherever there is a 
broadband connection.

Networking

Leased Lines

Without going into too much detail and getting side tracked, leased lines provide a 
certain amount of data bandwidth between two or more locations.  Historically these 
were supplied as 128k, 256k, 384k, and 512k and so on up to a maximum of 2 Mb.  
However, nowadays leased lines are available from 1Mb to 1Gigabit (1,000Mb).  
Leased lines provided point to point connectivity for organisations that have more 
than one office and need to share data.  In addition, it is possible to connect telephone 
lines between these sites to obtain free calls.  Historically multiplexers were connected 
to the leased lines which enabled the spare bandwidth to be used for more than one 
telephone call at a time; however, these were expensive and unreliable.  

With the onset of the Internet, the usage began to change from leasing lines between 
company sites to leasing lines to connect to an Internet Service Provider.  As traffic 
increased so did bandwidth and eventually broadband came into existence as the 
technology enabled more data to be transmitted along the same connection, evolving 
to virtual private networks VPN’s.   
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Virtual Private Networking (VPN’s)
To explain; if two computers or networks in different locations are both connected to 
the Internet then it is possible to network them to each other directly via the Internet 
using their Internet/Public IP addresses. The problem with this technique is that there 
is no security and sensitive company data is being transmitted on a public network.

VPN is a facility that has software or hardware at each end that sets up a ‘tunnel’ 
across the Internet between the two sites. This tunnel is secure and encrypted. This 
means that once the data tunnel is operating, you can pass any data through it securely. 

Even though the tunnel itself is running through the public Internet, the data within 
the tunnel is secure, which means that you can use it for Wide Area Networking 
(connecting LANs). You can even have several VPNs running simultaneously so 
multiple offices can all be linked. All this can be achieved by using the Internet and 
the costs are minimal when compared to leased lines. 

It is possible to “hire” a VPN tunnel as well as provide the equipment that will allow 
telephone calls and your computer data to be carried FREE between the two sites. 
All costs are typically included on one monthly bill.

What about voice quality over VPN? 

Priority can be given to certain types of traffic such as telephone calls therefore 
ensuring the best possible quality even on the busiest of networks.

What about support?

Typically, providers of these services will monitor their networks via Simple Network 
Management Protocol (SNMP) which enables the network provider to constantly 
monitor their network nodes on a large screen display and respond immediately to 
failures if they occur.

What are the advantages of Tunnelling (VPN)?

ff Link remote offices using the Internet 

ff Across the road, across town or across the world 

ff High-Level encryption 

ff Uses ADSL or Wi-fi  
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ff A fraction of the cost of leased lines 

ff Scalable - support for multiple simultaneous tunnels 
ff Flexible - remote offices can be set up and moved quickly.  Voice and 

data can be carried on same link 

ff Users using Wi-fi from a hotel room can join their corporate network and 
even benefit from free phone calls 

Could your business benefit from installing a VPN:
ff Improved security 

ff Reduced operational costs versus traditional leased lines

ff Free phone calls for remote users

ff Improved productivity 

ff Simplified network topology 

ff Global networking opportunities

ff Provides support to remote users

ff Broadband networking compatibility

Where to go from here?

If  you have more than one office, it is worth investigating the financial implications 
of implementing a VPN as it could save a considerable amount of money each year.
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Chapter 8

Voice Management

Overview

Most new telephone systems are provided with some form of voice processing. 
When used correctly such systems can greatly improve call handling to the 

benefit of callers and businesses alike.  In particular, they reduce the company’s 
reliance on telephone operators to transfer calls and eliminate much of the message 
taking activities staff are required to do:

ff Voicemail provides a message answering service for individual exten-
sions and departments

ff Auto attendant can direct calls automatically to specific staff and depart-
ments by the caller keying in specific numbers 

ff Interactive Voice Response automates routing and tasks via spoken in-
structions or key pad commands

ff Call Management.  Whilst this is an additional piece of software that 
operates on a PC, call management will provide invaluable information 
to help determine the right number of lines and all manner of outbound 
call statistics

ff And finally Music on Hold… 
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If not used properly they can alienate callers and lose potential customers, so it is 
vital to train individuals in all aspects of the system.

Voicemail
The use of voicemail grew dramatically, driven in part by the take-up of DDI (direct 
dial in).  Because DDI enables callers to dial extensions or departments directly with-
out going through the switchboard, it is important to have some form of answering 
system in place so that the call can be answered even if the person called is away 
from his or her desk.

The ability to leave messages in personal mailboxes, even outside office hours, reduces 
demands on telephone system operators and minimises interruptions to coworkers.

It improves customer service by giving callers the assurance that their message will 
be heard and eliminates unanswered, lost or misdirected customer phone calls.

Voicemail, though, is much more than a glorified answering machine.  It can also 
take a message when you are on the phone, alert you when you receive an urgent 
message, send a single message to a group of people and forward a message to a 
colleague.  It is also possible to record different greetings for internal and external 
calls and by time of day.

Most systems allow you to pick up all of your messages remotely wherever you may 
be, though it is important that this facility is password protected.

Voicemail packages vary in both capacity (the number of voice boxes the system 
can support) and sophistication.  Phone system manufacturers normally offer fully 
integrated voicemail options for their own phone systems that are designed to be very 
easy to use, with extended functionality and sophistication.  A number of specialist 
companies also offer voicemail packages that are compatible with telephone systems 
from the major manufacturers.

Voicemail is often installed as the prelude to going over to a fully integrated messag-
ing system such as a unified messaging platform where all messages (voice, (fax, if 
still used!) and e-mail) can be received to one desktop mailbox.
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Auto attendant
Auto attendant systems are designed to improve customer service by directing calls 
to the correct individual or department without the need for a human operator.  Call-
ers benefit from being answered promptly with their calls being directed correctly, 
using recorded prompts such as “for sales please press 1, for accounts press 2, for 
delivery press 3”, and so on. I know you know!

It should be remembered that some callers are uncomfortable using auto attendant 
services, so the option to speak to a human operator should always be made available 
by any customer- facing organisation.

The voice of the operator and the number of options offered will determine the suc-
cess of implementing an auto attendant.  More than three options can confuse or at 
worse, annoy!

Case Study

Using auto attendant an insurance broker was able to maintain a “no more than four 
rings before answer” policy.  The auto attendant asks the caller to select from motor, 
home, travel and other insurance options so that the call can be transferred to the 
correct department, without the need for a dedicated operator.

Interactive Voice Response (IVR)
Interactive Voice Response (IVR) is used to automate routine information transac-
tions.  For example, IVR can be used for the following:

ff Brochure and literature requests or for order-taking, where a caller is 
prompted to leave their contact details and account information. 

ff IVR can also be used to give out routine information such as theatre 
performance start times and seat availability.  IVR systems usually offer 
callers a choice of voice recognition or phone keypad operation.  

ff Systems are also used to securely receive credit card payments in line 
with Payment Card Industry Data Security Standard (PCI DSS).
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Case Studies

Disney Mobile wanted an advanced self-service IVR solution to enable their mobile 
virtual network operator (MVNO) customers to obtain as much account information 
as possible without needing to speak to a customer service agent. The solution needed 
to integrate seamlessly within an Avaya Contact Centre.

Customers were able to retrieve balance information, top up their credit and speak 
to customer service operators, and the solution featured CTI screen pops and live 
radio hold music.

Disney Mobile now has a cost-effective, highly resilient automated customer service 
platform that delights callers and provided a return on investment within nine months.

What does this mean for business?

When IVR voice processing systems were first available there was a reluctance to 
use them or even leave messages.  Nowadays, it is rare to come across a company 
without voicemail and the ability to leave a message on an automated system.  Voice 
processing in business is as commonplace as handing out business cards.

Irrespective of a business owner’s reticence to implement voicemail, auto attendant 
or IVR for fear that customer will be greeted by an impersonal machine, it is the 
perception of the customer that is important and there is nothing more impersonal 
than an unanswered phone or a delay in fulfilment of the customers’ expectations.  

Let’s face it, most people have mobile phones with voicemail so using it for business 
should not be a problem if it is properly planned and implemented.

Call Management Information 

Identification of telephone fraud

Telephone call fraud is big business, the costs of which you are liable for. Fraudsters 
are hacking into telephone systems to generate expensive outgoing calls. For the cost 
of a local call the fraudster may generate calls to anywhere in the world including 
Inmarsat (satellite) and Premium numbers.
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Call Management can be configured to generate alarms when any suspicious activity 
is encountered. You may be notified by a combination of audible, visual or Email 
alarms of such activity as it occurs enabling you to take the appropriate action. For 
example you can:

ff Determine telephone numbers that identify unauthorised calls

ff Specify thresholds for acceptable call times and durations

ff Highlight fraudulent through-dial and trunk to trunk calls

ff Automatically generate email alerts identifying the fraudulent calls

ff Identify illicit calls to competitors

ff Trace malicious and nuisance calls

Maximising operator efficiency

The telephone system is a primary interface for your customers and, consequently its 
efficiency is paramount to your business. Improving the efficiency of your operators 
is one of the best methods of improving the customer’s perception of your business.

There are many factors that can affect the way that your incoming calls are handled. 
The use of carefully designed reports within a Call Management package will provide 
all the information necessary to address any shortcomings such as:

ff Analysing response times and the volume of calls being answered

ff Identifying unanswered calls and the time of day they are occurring

ff Indicating the distribution of calls taken by the switchboard operator

ff Analysing the use of DDI (Direct Dial Inward) codes to reduce operator 
load

ff Monitoring activity levels to identify staffing requirements for different 
time periods

ff Measuring operator performance against set target levels

Telephone system efficiency

The telephone is an essential element of any business and, to minimise the cost, it 
is necessary to maximise its efficiency. Many features of telephone systems enable 
them to be tailored to suit specific applications. 
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Call Management provides an excellent method of measuring the effectiveness of 
your configuration.

With increasing reliance on the telephone system, there is a real danger of its running 
costs spiralling out of control. Call Management can assist in making substantial cost 
savings and give you confidence that you are maximising its potential, for example:

ff Exchange line usage reports identify the number of telephone lines actu-
ally required

ff The detection of abnormal call patterns highlights inefficient system 
programming

ff Selecting the call tariff that is best suited to your call pattern(s)

ff Analysing response times and lost calls to identify shortcomings in your 
operation

ff Identifying any unused or under used extensions and DDI codes

ff Managing the distribution of calls to keep within preset threshold limits

ff Analysis of automated attendant performance to improve customer 
awareness

Tariff Optimisation

Call Management uses comprehensive costing engines that are capable of accurate 
calculations of all call costs. A range of tariffs may be easily created and managed 
by the end user giving full control. The resultant reports provide strong supporting 
evidence to assist in tariff negotiations. 

Once set up with the appropriate tariffs, Call Management will provide you with a 
true impartial picture of how well your tariffs are working for you as well as how 
they fare against one another. 

Setting up and managing your own tariffs within Call Management is normally 
quite simple:

ff Tariff cost comparison will identify the most cost effective carrier for 
your telephone call traffic

ff Tariff analysis will help you negotiate better discounts to specific 
destinations

ff Identification of LCR (Least Cost Routing) access digits enable the cor-
rect tariff to be applied to each call
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ff Call Management constantly monitors mobile traffic with alarms when 
thresholds are reached

ff STD locator calculates the cost of any call to any destination for any 
duration

ff There is no limit to the number of tariffs that be created within Call Man-
agement software

Allocation of telephone call costs

One of the most important aspects of any system is the ability to identify and allocate 
call costs. Call Management costing engines have been optimised to produce accurate 
call costs. A comprehensive selection of reports are available that can allocate call 
charges to the appropriate department, client, extensions or account code.

If your business requires you to allocate call costs to various cost centres using 
multiple tariffs with varying rates for different clients, Call Management can be 
configured to do it all. 

ff Company and department expenditure can be measured against budgets

ff Account codes can be allocated to clients, projects or jobs

ff Authorisation codes can be allocated to restricted phones located in pub-
lic areas

ff Telephone bills can be produced for sub tenants with access to your tel-
ephone facility

ff Check for unallocated resources; extensions, account codes, STD codes 
etc.

ff All calls are logged regardless of whether or not the extension or account 
code is defined

What does this mean for business!

In some cases, it makes business sense to install call management before any other 
telephony product.  Call management provides the data upon which to make deci-
sions, for example:

ff Cost savings can be derived by identifying telephone usage/abuse

ff Identifying the efficient deployment of staff, ensuring that all inbound 
calls are covered

ff Establishing over or under utilised telephone lines
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ff Comparing tariffs and ensuring that your company receives the best deal

ff In short, you cannot control your costs if you do not have access to cru-
cial information about the usage of your telephone system

Music/Prompts/Advertise On Hold
Music on hold; it’s not a matter of love or hate it, it is a necessity to assure the caller 
they haven’t been cut off once they’ve been put on hold or are being transferred.  The 
important element is what do you play to them?

ff The most common formats to play music or announcements on hold is 
via a CD player using a pre-recorded CD with announcements saying 
“thank- for holding, you call is important to us” or MP3 Players

ff Web based services are now coming on line which enable messages, 
news, advertisements or radio to be played
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Chapter 9

Voice Recording

Overview

The main reason to record your telephone calls is that it makes sound, commer-
cial sense.  Don’t wait until you are involved in a lengthy, costly dispute with 

a customer, losing staff because they are not skilled in handling difficult telephone 
situations or your sales people are failing to produce results.

As you will read later, voice recording is one of the single most important tools a sales 
company can ever implement. Whether you are obliged to record for your industry 
regulator or whether training your staff is your priority, voice recording will always 
be a valuable asset to your business.

Call recording protects your company, your customers and your staff.  By recording 
all calls, you know exactly what was said, by whom and when.  This means that you 
can settle queries and disputes based on the facts of the case.

Reviewing recorded calls is a great way of providing feedback and training to your 
team, which leads to better productivity and improved customer service.

However, does finding the right equipment mean navigating your way through a 
minefield of information and, yet still not being confident at the end that you’ve 
found the right product?
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What is a Call Recorder?

Over the last few years Call Recorders have become an increasingly commonplace 
piece of equipment in offices across the UK. Most call recorders are delivered to 
customers in a similar format, as tower or rack mounted servers comprised of mainly 
off-the-shelf hardware components and proprietary third party software. It is increas-
ingly the case that modern call recorders have network capability, allowing users to 
search for calls across the local network or Internet.

Systems may come in a wide range of shapes and sizes, ranging from single line 
analogue boxes that record directly from handsets on the desktop to industrial strength 
rack mounted systems that straddle multiple ISDN 30 telephone lines and capture 
thousands of calls a day. It is important that you choose the right recorder for your 
requirements and that means understanding how your needs might change – you 
might for example need to add more extensions to your telephone system or swap 
out your traditional telephone system for a Voice Over IP (VoIP) solution. 

However large or small the system, certain requirements remain the same – call 
recorders must be robust, easy to use and must provide the user with a range of call 
data by which to search and archive their calls.  These include:

ff Calling Line Identifier (CLI)

ff Called number

ff Time and Date

ff User or Extension Information

ff Call Duration

ff Customer specific information such as case numbers, tickets etc..

Who needs to record calls and why?

Not so long ago the use of call recording was largely restricted to banks, financial 
institutions and government agencies. While these still form a large part of the call 
recording market, the use of recorders has grown significantly over the last few years 
into other market areas such as retail, insurance and healthcare.

There are many reasons why an organisation might decide to record their calls, here 
are a few;
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Compliance

Recent changes to FCA regulations have meant that call recording is becoming 
increasingly commonplace within all companies subject to FCA regulation. This 
extends now to mortgage and insurance brokers.

Telephone Transactions

It has long been the case that any organisation taking financial transactions over the 
telephone have recorded their calls. The recent growth in telephone sales has been 
a major driver to call recording.

Performance

The growth of the call centre has been another major factor for the increase in recorded 
calls. Most mid-large call centres will have a call recorder (and possibly call evaluation 
software too) in place to help with training and development of call centre agents.

Security

Many public institutions, particularly those with a high profile or controversial repu-
tation opt for call recording.

In short there are a huge number of reasons why an organisation might consider call 
recording – if there is an opportunity for fraud, compensation or illegal activity, there 
is a need for call recording.  You may have heard many times on TV or the radio, 
“Calls may be recorded for quality or training purposes.”

In all circumstances it is crucial that calls are securely encrypted for storage, this 
means that calls cannot be tampered with or amended. Please note: call recorders 
that do not provide secure encryption cannot be used for evidence.

Methods of Call Recording
There are several ways to record calls, each of which has its own advantages and 
drawbacks. It is important to understand what options are available to you and deter-
mine which of the various configurations would best fit your needs.  
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Extension Recording

Extension recording or ‘handset recording’ records calls directly from the telephone 
handsets. In an extension recording configuration, calls are recorded at the junction 
point between the telephone system and where the extensions are connected.  This 
could be a distribution point (DP) in the ‘Comms Room’ or a customised Category 
5/6 patch panel that ‘taps’ in to the extension line.

Extension recording allows the voice recorder to record internal as well as external 
calls.  There are three main extension variations namely Analogue, Digital or VoIP.    
If you opt for an extension recording system you are not likely to require any other 
kind of integration to the telephone system such as SMDR or CTI.

Extension devices are wide and varied with a multitude of vendors and devices that 
may be handsets, headsets, analogue phones, turrets, dealer-boards, microphones 
and speakers.  

Trunk Side Recording

Sometimes known as ‘line side recording’; a trunk recording solution interfaces 
directly with the analogue or ISDN telephone lines before they actually connect 
with the telephone system.  

Trunk side recording uses high impedance ‘passive tap’ technology to interface to 
the incoming trunks without terminating the line or impacting on the strength of the 
signal.  In these kinds of configurations the incoming trunks are fitted with ‘T – split-
ters’ or ‘RJ45 doublers’, small pieces of kit fitted to the lines which divert the signal 
directly into the recorder. 

Unlike an extension recording systems, trunk recorders do not always interface with 
the telephone system. This means that a basic trunk voice recording solution will 
not provide the recorder with details such as extension or agent data and will only 
present the recorder with basic information from the data channel such as time/ date 
and caller line identity (CLI). 

It is usual therefore when implementing a trunk solution, to perform integration with 
the telephone system in order to gather this missing extension or agent information. 
This is usually achieved by integrating with the SMDR or CTI ports on the telephone 
system itself. Such integration would also allow specified extensions to be excluded 
from recording – such as the Managing Directors phone or certain personnel.  
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It is important to understand how you wish to search for your recorded calls and 
establish whether SMDR or CTI integration is required to achieve this.  You may 
require an additional licence on your phone system to enable this functionality.

Trunk or Extension Side Recording? 

This is usually the key driver behind which solution you look to purchase and must 
be carefully considered when deciding your requirements.

In terms of functionality, recording at the extension offers a more comprehensive 
solution than trunk recording. Extension recording will allow you to record internal 
calls, track holds and transfers and will also provide a more complete set of data 
on which extension took the call without the need for further integration with the 
telephone system. 

The disadvantage of extension recording when compared to trunk is cost – digital 
extension recording tends to be slightly more costly than trunk recording when 
compared on a channel for channel basis.

Trunk recording allows you to capture all calls that use the recorded trunks so tends to 
be better suited to environments where organisations need a blanket recording solution. 

The downside of this is that without some form of integration (SMDR or CTI) there 
will be no information on the handsets presented to the recording system and all 
handsets, including those for example of management and HR will be recorded. 

SMDR and CTI provide a commonly used work around for this but there are cost 
implications here, particularly with CTI integration, however most phone systems 
offer an SMDR port free of charge.

VoIP Recording

There are a number of ways in which this can be done and the methods vary from 
manufacturer to manufacturer. The information given here should not be considered 
valid for all call recording systems and relates only to recording IP calls.

The first thing to establish when considering a VoIP recording solution is whether 
or not the system is IP throughout. It is quite common for an organisation to have an 
IP enabled switch that runs digital telephones; this is particularly common with cur-
rent IP systems, where the relatively high cost of IP extensions leads many people to 
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keep their existing handsets. If this is the case the solution should be treated exactly 
the same as any other digital extension implementation and for the purposes of this 
section, it is NOT a VoIP recording system.

IP recorders work in a very straightforward and cost-effective way. Unlike digital 
extension recording where a physical connection needs to be made to each recorded 
extension, VoIP recording interfaces directly with the IP-telephone system or switch 
via a SPAN or mirrored port. A mirrored port is simply an Ethernet port on the IP 
switch set up to replicate the voice traffic. Implementation of this is the responsi-
bility of the telephone system/switch vendor and is usually a straightforward and 
low-cost exercise.

It should be noted that IP Recording usually requires integration of some sort, usu-
ally TAPI (Telephony Application Process Interface) as this seems to be a standard 
port on most IP Switches. IP calls can be recorded without this but will usually only 
pick up date/ time. 

Management and Training

You can use a call recorder to prevent problems arising.  By regularly listening to 
a sample of calls, you can identify who in your organisation needs to improve and 
then provide training as necessary.  Of course you can also identify people who are 
doing an excellent job and provide positive feedback and rewards.

Who can use call recording

Anyone who uses a phone to conduct business will find a call recorder invaluable.  
Whether your people talk about simple product information and pricing, or provide 
complicated advice call recorders will protect your business.

Call recorders are used by all types of organisations including accountants, call cen-
tres, distributors, doctors, garages, insurance brokers, manufacturers, sales teams, 
solicitors, telemarketing, etc..  

What does it mean for business!

Recording calls can help settle queries and disputes quickly.  When an issue arises 
you can easily find the recorded call, listen to it and make decisions based upon the 
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facts; you can even play the recording back to your customer so that they too can 
hear exactly what was said during the call.

Recording calls gives your people a sense of security and protection because they 
know that they can prove what was said in any conversation.  This means that they 
can talk with confidence and not worry that false claims could be made against them.

Continuous monitoring and training leads to better productivity and increased qual-
ity of customer service.  Well trained people are more motivated and this leads to 
better staff retention.

Utilising call recording in a sales environment is probably the single most effective 
method of providing continuous professional development to all of your sales team.  

The telephone is used to generate interest in your products or services.  And to create 
appointments your salespeople must perform to the highest standards.  Without call 
recording it is impossible to be fully aware of the competence and abilities of all of 
your sales team all of the time.

The implementation of call recording can therefore have a dramatic effect on the 
efficiency and productivity of every member of staff including managers and super-
visors who can prioritise and tailor training around the needs of the individual sales 
team members.

Blame Culture! 

Britain’s claim culture will drive the market for call recording, a sector that could be 
worth a potential £2.5bn in the UK within five years.  This information is based on 
industry estimates from two separate analysts Frost & Sullivan and Data Monitor. 

The future

The demand for call recording is growing and I believe that this going to continue.  
However, if businesses realise that call recording can be used to help staff and not be 
used simply for protection, businesses can reap huge rewards from listening to their 
staff and coaching them to improve their performance on the telephone.
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Agent Evaluation Software
In simple terms, agent evaluation software enables a manager to appraise a member 
of staff based upon their skills and abilities whilst using the telephone.

In the past it was impossible to gauge the performance of a member of staff without 
standing over them and listening into one side of the conversation.  It was also a 
labour-intensive activity as it required the manager to sit with the team member to 
assess the conversation in real time.

By combining the use of voice recording and agent evaluation software a manager 
is able to select either random or specific telephone calls and evaluate them in his or 
her time.  By not sitting next to the member of staff the manager is able to hear a true 
performance and, therefore, has accurate information upon which to base training.

In the case of a new member of staff being requested to work on the telephone, 
they are normally given a script or some form of direction so as to determine their 
performance and activities required.

Historically, to ascertain the ability of an individual it was necessary to sit beside 
them or carry out role-plays.  Again, this is a one-sided and somewhat artificial.  This 
is where agent evaluation is at its most powerful.

Briefly agent evaluation software works as follows:

ff The agent’s script is broken down into specific segments, such as the 
greeting, introduction, explanation, close, cross sell, and so on.  Other 
factors that can be allocated to a segment could include tone of voice, 
volume, speed of delivery and intonation, even paying specific attention 
to the agent coming across as being bright and happy.

ff Each segment is allocated points.  These points could be percentages.

ff The script and scoring structure is entered into the agent evaluation 
software.  

ff A recording of the agent telephone conversation is imported into the 
agent evaluation software.

ff As the supervisor listens to the recording, points are manually awarded 
to each segment.

ff Typically, when the appraisal is carried out, the supervisor will score the 
recordings when the agent is present.

ff In many cases it is the agent who is more critical than a supervisor. 
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The benefit of implementing agent evaluation software is that it is the most effective 
way of performing this task.  With the ability to listen to both sides of the conversa-
tion and allowing an agent to critique themselves is far more powerful than simply 
telling staff what to do.

By retaining evaluation reports from individuals and teams, it is possible to gauge 
their improvement overall.  Any increase or decrease in performance that can be moni-
tored and immediately managed in order that the company is not adversely affected.

What does it mean for business!

Agent evaluation software provides an unparalleled method of assessing your staff 
on the telephone by enabling a supervisor to listen to both sides of the conversation.

Being able to assess your staff accurately means you can determine their suitability 
within a shorter period of time.

In a telephone-based environment it can sometimes be impossible to determine 
exactly how good or bad a member of staff actually is until they start producing – or 
not producing results.  Agent evaluation software allows you to compare what is, in 
effect, the operator’s job description, i.e. their script against exactly what they say.  
There can be no greater measure of assessment.

Recruitment costs have always been excessive, not only in terms of the financial 
transaction, but also in terms of the time spent interviewing and training new staff.  
Evaluation software provides concrete evidence to support decisions for or against 
members of staff.

With so much emphasis on customer service, agent evaluation software also provides 
the tools to identify problematic areas.  It is a commonly accepted view that your 
customer’s expectations of customer service levels are higher than the expectations of 
your staff.  It is unacceptable to lower your customers’ expectations to that of your staff.

Good business practice dictates that we must raise our game and meet the custom-
ers’ expectation of superior customer service.  Agent evaluation software is the only 
sure-fire way of raising your game to meet the demands of your customers.

Financially, it will be for you to determine what level of importance is placed on 
customer service and whether or not your whole sales team are trained, monitored and 
mentored to the best of your abilities and theirs’. Ultimately, it is about determining the 
effect this information would have on their performance and your company’s profits.
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Agent/Staff Evaluation is one of the most important tools a business could ever have 
and it enables management to accurately define performance.
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Chapter 10

Integration & Dialling

Computer Telephony Integration (CTI) 

As you will have read in the chapters leading up to here, CTI plays an essential 
part in the automation infrastructure of telephone systems and computer systems.  

CTI is the “glue” that holds many different systems together.

This integration was termed Computer Telephony Integration (CTI) with the most 
common method of integration being TAPI - the Telephony Application Process 
Interface developed by Microsoft.  A computer is now able to recognize the data 
being transmitted along the telephone line and for that data to be used in conjunction 
with the telephone system in the routing of calls and the simultaneous presentation 
of information to the PC user.

CTI provides a company with the necessary software tools to blend profit-making 
technologies together.

It is this powerful productivity enhancement which enables every employee to see 
who is calling and to manage their own extensions.

CTI also enables you to streamline how your teams work in order to create a faster 
and more personal service.  All this can save significant time on each call and can 
dramatically reduce company overheads.
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Customer Satisfaction

Customer satisfaction is good business.  Providing a first-class service via the tel-
ephone is the first step in creating “that” satisfaction.  That is why CTI is indispensable. 

For customers it is all about waiting, or rather not wanting to wait.  Waiting is the 
enemy.  If customers wait to be answered, wait to be connected to the right person, 
wait for a person to find their details and then have to repeat information, it is not 
good service.  CTI addresses the key requirements for an effective and productive 
telephone service.

If you know who is calling before answering the telephone you will be able to direct 
the call to the most appropriate person to handle the call. It also means that customers 
will feel valued because they are recognised by your staff.

Furthermore handling calls on-screen and having customer data presented instanta-
neously dramatically increases the quality of customer interaction as it eliminates 
repetitive questioning and conveys a sense of competent service.  It is simply about 
linking your telephone to your business application and CTI provides that.

If you know who is calling, you can make your data work for you by previewing 
callers from your database.

When a call is received, CTI can search your databases and show you on-screen, 
who is calling.  Integral intelligence means that when you make a call, CTI knows 
who you are calling; when you receive a call, it knows who it is; and, if you are on 
the telephone when another call arrives, it will tell you who is waiting.  The only 
prerequisite for this last feature is that your handset supports two line calling.

Think of the advantages for your customer service department.  When a call comes 
in on the main number, CTI will tell all the ringing extensions, who the caller is, 
in order that the person best able to help can take the call.  Whoever takes a call is 
immediately in a position to provide the appropriate response.  CTI does not need to 
interrupt what you were doing.  Caller details are shown in a discreet pop-up window 
that appears on your screen without obstructing the application you are using and 
without commandeering the keyboard.

CTI can also manage the challenge that many businesses face in having a number of 
separate databases, perhaps storing supplier details in one location, customer infor-
mation in another and prospects in yet another.  CTI can search all these databases 
simultaneously to ensure that you have the best chance of identifying the caller.
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With CTI customer service runs more smoothly because calls are handled intelligently 
from the start.  Showing customer data on screen enable you to seamlessly integrate 
with your business applications.

Once a call is being initiated, CTI continues to smooth out your customer interaction 
by fulfilling a second key requisite - popping customer data quickly and accurately to 
your computer screen.  As you already know who is calling, having previewed this 
information when the call first came in, CTI can go straight to the caller’s record in 
your database, making all your customer data immediately accessible to the person 
who takes the call.

How much valuable time is lost finding, updating and dialling telephone numbers of 
customers, suppliers and colleagues?

CTI speeds business processes, by making calls from your PC screen.  In many cases, 
CTI will enable you to dial from your application.  Utilising the connection to your 
contact database, CTI populates an address book.  With the address book open you 
simply enter a contact name and click to dial the number that is presented.

Using TAPI, CTI appears as a telephony device to any application that supports dial-
ling.  So, to dial from your application, you simply click the dial button.

Reduced Costs

Half the cost of running a telephone-based customer service department is tied up 
in labour, 40% in communications charges, and less than 10% in capital equipment.  
Saving seconds on each call can make a big difference enabling your people to be more 
efficient, deliver a better service and dramatically reduce company overheads.  In any 
company with a high volume of incoming calls each day it takes many people to handle 
these calls efficiently.  If callers have to wait it can increase costs to the customer 
and be a potential loss of business due to abandoned calls and unhappy customers.

With CTI, you can reduce costs by the following:

ff Shorten the average length and duration of calls

ff Maximise the number of “talk” minutes per hour, thereby reducing the 
required number of staff

ff Maximise and/or reduce telephone line requirements as call duration is 
shortened
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Increased revenue and efficiency

Once the callers’ initial requirements have been satisfied your team can suggest 
further highly relevant services, based on the specific account, thereby creating the 
perfect cross-selling environment.  This is an excellent revenue opportunity allowing 
companies to be reactive to the customer needs and proactive in selling new services.  
Revenue increases, with staff spending less time on the initial enquiry, while provid-
ing better customer service.

With CTI, you can increase revenues in the following ways:

ff Call and service more customers in a given period of time

ff Sell to inbound callers using CLI, DDI input and database information

Enhanced Productivity

Telephone teams who are manually dialling and receiving calls are slow and inef-
ficient.  Teams often work as individual employees not collaboratively.  CTI can 
help you manage your communications and helps you get the balance right between 
personal flexibility and team processes.  It can be the key to dramatic improvements 
in productivity.  Enhanced productivity is increased by handling more calls:

ff Call and application identification performed using CLI and DDI, saving 
time on the discovery phase of the call

ff Avoid the need to request or repeat caller information who has been 
transferred from another department

ff Initial customer information that is available in the database is displayed 
when the call is ringing

ff Outbound calls can be handled hands-free using preview  or progressive 
dialling (see Dialling Software below)

Improved Service

All companies, whatever their business or size, have telephone-based customer-facing 
staff.  CTI offers the ability to improve levels of customer service, productivity and 
responsiveness all at the same time.  A smaller company or team can now be as 
competitive and equally customer-facing as the largest dedicated call centre with 
deployment of CTI.

Often companies or departments are overloaded with phone calls which result in 
customers having to wait and then having to answer a long list of discovery questions 
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before the real purpose of the call is established.  Sometimes callers are transferred 
around departments before reaching the right person.  This type of service results not 
only in errors and inconsistencies in data entry and information related to a caller, 
but also in unhappy frustrated customers and lost time and profits.

With CTI, you can improve customer service in the following ways:

ff Offer a faster, more personalised service.

ff Minimise time spent gathering information from a caller.

ff Retain customer information on call transfer.

What does it mean for business?

CTI is ideal for all call centres, but every organisation has customer facing teams 
that operate as “informal contact centres”.  The volume of traffic or the processes 
may not at this stage dictate a formal call centre, but all these teams would benefit 
from the business benefits that CTI can deliver.

The following functional teams will find CTI invaluable:

ff Lead generation

ff Sales support

ff Sales enquiries

ff Order processing

ff Service desk

ff Support desk

ff IT helpdesk

ff Technical support

ff Helpline

ff Credit Control Team

Dialling Software
Until fairly recently, dialling software was prohibitively expensive.  However, with 
the increase in processing power and reduction in personal computer costs a host of 
innovative software packages are becoming more widely available.
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One such example is dialling software, whether that is single/preview, progressive, 
or predictive.  The differences are as follows:

ff Preview or Singular dialling; the ability to dial one record at a time 
from a database or contact manager such as Outlook or Salesforce.

ff Progressive dialling; the ability for the dialling software to import a 
range of contacts and their telephone numbers and to sequentially dial 
each number in turn.  The agent simply notifies the software that they are 
ready for another call.

ff Predictive dialling; the software imports an extensive range of telephone 
numbers, typically residential telephone numbers, and will dial a group 
of telephone numbers at the same time.  As soon as a line is answered 
it is immediately transferred to an available call centre or contact centre 
agent, along with the corresponding contact record.

Preview Dialling

There are a variety of products available that enable singular dialling via your tel-
ephone system if it is TAPI compliant (see CTI section).

When using a CRM platform such as Salesforce, Act! or GoldMine, once you have 
telephoned your customer a record of the call is automatically placed in the cus-
tomer’s history.

Preview dialling is simple to operate, and normally works both ways.  Click to dial, 
and screen pops when receiving a call.

Progressive Dialling

Progressive dialling increases the productivity of people who make outbound tel-
ephone calls.  It also provides comprehensive management reporting, so that ‘calling 
work’ can be better managed.

By automating the process of dialling calls, less time is spent managing call lists and 
more time is spent talking to customers.  With automation comes reporting and with 
reporting comes management control.
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How progressive diallers work

With a progressive dialler, campaigns can be set up in minutes, typically using some 
form of Campaign Editor.  The campaign editor makes it simple to import call lists 
and set call outcome codes and dialling parameters.  If combined with CTI, you can 
also assign screen pops to activate each outbound call that is dialled.

When the user becomes available, the Progressive dialler retrieves the next call in 
the campaign and dials it for them, assigning the call to the telephone on their desk.  
The computer screen normally shows the user a ‘campaign call’ dialogue box, giving 
information about the call and the recipient.

At any time during the call, the user can select a call outcome code.  The user can also 
choose to reschedule the call for another time and date.  When the call is finished, the 
Progressive dialler gives the user time to do any post call work.  This is sometimes 
referred to as ‘busy wrap-up’, before making the next call.

If the user wants to take a break, they can use a simple “make this my last call” type 
feature and the Progressive dialler will mark them as unavailable until they are ready 
for more work.  

The Progressive dialler, normally in conjunction with the Contact Centre records 
the time a user spends ‘unavailable’, so you can easily create a report showing how 
much time users spend unavailable and how much time talking to customers.  This 
can also highlight the need for more training if an agent is feeling overwhelmed.

A progressive dialler makes the process of outbound calling much easier for users 
than manually working through a list of calls.  Users prefer this way of working, 
which then makes them happy in their work.  It also lets them work faster and more 
accurately, which means greater productivity.  Using a Progressive dialler can double 
the number of calls made per user per day compared to manually dialling calls.

A progressive dialler also provides real-time and historical management reports.  At 
any time, you can see how much work has been done, how much is waiting to be 
done, how many calls each user has completed and how successful their calls were.  
Typically you can generate historical reports on campaign activity, call outcomes, 
user productivity, etc..  You can even export report data for use in other applications.

In short, progressive diallers provide a whole host of information to help you run a 
successful outbound dialling team.
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Who can use progressive diallers?

Any company that has two or more people making outbound calls will benefit from 
using a Progressive dialler.  The Progressive dialler is ideal for all kinds of outbound 
campaigns, from small, informal team’s right through to large-scale outbound call 
centres and dedicated call centre agencies.

Any user of a CRM package such as Salesforce or a stand-alone product will benefit 
from using a Progressive dialler.

The progressive dialler is used for telesales, appointment setting, debt collection, 
order processing, progress chasing, customer service, etc..

What does this mean for business!
ff Progressive dialling can double the number of effective calls each out-

bound user can make per hour.

ff Increased productivity leads to better profitability.

ff Users/Agents like progressive dialling - it makes their lives easier.

ff Better management reporting leads to better staff management.

Predictive Dialling

Predictive dialling increases the productivity of people who make outbound telephone 
calls to consumers.  Consumers are often out when you call them.  A predictive dialler 
finds people who are available to answer the phone, so your people spend more time 
talking and less time listening to ringing tones.

How a predictive dialler works

The predictive dialler controls dedicated extensions on your telephone system and 
automatically makes outbound telephone calls - the more calls it makes, the more 
chance there is of having a call answered.  As soon as a call is answered, it is trans-
ferred to a user.  This means that the users talk to more people per hour.
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Dialling modes

Predictive dialling leverages the power of making multiple calls per hour.  The dialler 
predicts when the next user will become free and starts to make multiple calls for 
them, based on its prediction.  By the time the user is free, one of the calls is likely 
to have been answered and the user can take that call.

Over dialling leverages the power of making multiple calls per user.  Unlike fully 
predictive dialling, however, the dialler does not try to predict when the user will 
be free: instead it waits until a user is actually free before it starts to make calls for 
them.  This guarantees that when one of the calls is answered a user will be avail-
able to take that call.

Progressive dialling works by using the user’s handset to dial with the user in attend-
ance.  The predictive dialler can have multiple campaigns operating in different modes. 
This means you can choose the best dialling method, based on the exact requirements 
of your outbound campaign.

When you start the predictive dialler in Over dialler or Predictive mode, the software 
monitors your users.  As each user becomes available the predictive dialler starts 
making multiple calls.  

As soon as the call is answered the call is transferred automatically to an available 
user.  The user’s extension automatically answers the transferred call and the user’s 
computer displays a campaign call dialogue, showing the user details of the call, 
such as the name of the person who was called.  Any configured screen-pop is also 
run, presenting the corresponding record in your customer database.  

The predictive dialler provides real-time and historical management reports.  At any 
time, you can see how much work has been done, how much is waiting to be done, 
how many calls each user has completed and how successful their calls were.  You 
can generate historical reports on campaign activity, call outcomes, user productivity, 
etc..  You can even export data for use in other applications

Residential-targeted predictive diallers have been mentioned in the press in recent 
months.  The reason for this is that the diallers have been set up in a certain way 
that inserts an unacceptable delay between the residential customer answering the 
telephone and the call being transferred to an agent.  There is a law which governs 
this and it is important to establish your obligations as a business before embarking 
on this type of campaign. 
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Who can use a predictive dialler?

The predictive dialler is ideal for any company with four or more people making 
calls to consumers.  For example, telemarketing, credit control, appointment setting, 
cold calling, outbound sales, etc..

What does this mean for business!
ff Predictive dialling increases the proportion of time users spend talking 

to customers.

ff Making multiple calls per user reduces the time it takes for users to be 
connected to the next customer.

ff Better management reporting leads to better staff management.

As stated in Feature, Attribute, Benefit section, the increase in productivity can be 
staggering.  Normally it is unheard of to be mentioning statistics that state productiv-
ity can be improved and increased between 50% and 200%, however, these figures 
are borne out by every dialling installation.

If your business depends on making outbound calls, dialling from the screen is crucial 
to ensure the highest productivity; 

ff Manual dialling = 100 calls per day

ff Dial by screen, clicking on a telephone number = 150 calls per day

ff Progressive automated dialling = 200 calls per day

It is easy to calculate that a company with the right tools can be twice as effective, how-
ever, if productivity is increased by 100% - it’s naturally going to affect profitability.
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Chapter 11

Contact Centre Solutions

Contact Centre hardware and software is for Call Centres......Isn’t it?  Your busi-
ness may be part of your family and part of your life, but it is not a child! It is an 

entity that needs to be fed new business to survive. As the entity thrives so do you. 

We all know that businesses want to maintain a competitive edge and keep their names 
at the forefront of their customers’ minds. Whilst advertising on TV is out of reach 
for many companies, it’s easy to understand why a Call Centre would be required to 
answer inbound calls if an advert had just flashed up on a television screen. 

What about us normal business people? How do we become as effective, without the 
£’000’s price tag or attaining the mind controlling powers of a Jedi knight?

A bit of perspective 
Let’s face it; no one likes the thought of Call Centres. Rows of people, rows of desks 
and rows of dialogue, all in a foreign country. Call Centres can conjure up quite a 
negative impression of a working environment as well as the perception that these 
“Centres” only relate to financial services or teleshopping.

What is more, most businesses are not interested in the technology because they 
think it is not relevant to their business - but they’re wrong!
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Telecoms manufacturers have created new methods of “contactability” which benefit 
all areas of customer activity. These areas include calls in and calls out (obviously, 
but the difference is in the detail) but also encompass emails, web activity, SMS, 
chat, Social Media and even fax (but it’s not as popular nowadays). All activities are 
now being viewed with equal importance.

Is a telephone enquiry more important than an email enquiry?

What was once the preserve of the Call Centre industry and Internet savvy busi-
nesses has now become available to everyone with a price to match! Let’s face it, 
it is only software!

This Call or Contact Centre technology enables a business to incorporate all forms 
of communication and apply a bespoke level of importance as to how and when the 
customer is responded to.

The simplest analogy is that of a funnel; as the various “contacts” with your customer’s 
flows in, your staff handle each enquiry in the priority you choose - on the way out!

Consider this; how can your customers be “King” if you can’t see them, let alone 
prioritise them.

The Telephone System

Before we go any further, it’s important to be aware that most telephone systems 
will allow connection of computers which run Contact Centre software. If you are 
unsure, contact your supplier who will be able to tell you whether or not you can 
and secondly how this is achieved.

Take a minute to think about this; if we all have 24 hours in a day and all businesses 
are equal when it comes to generating new business, why are some companies better 
at it than others? 

A great deal of functionality can be achieved from your existing telephone system; 
however, much depends on the creativity of your current supplier. But do not forget, 
they are not responsible for poor sales figures or poor performance. 
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Chicken or the egg!

As the saying goes, running a business without advertising or marketing is like a 
man winking at a girl in the dark, he knows what he’s doing, but the girl doesn’t! 

So the chicken and egg comes in to play. If you are not making the marketing effort 
in whichever guise you deem fit, then this technology is not for you - rather, it would 
be a waste of time, effort and money. The problem is not many sales companies ask 
you what amount of investment go into your annual budget for attracting new busi-
ness, i.e. your marketing.  In the same way you have to pay your VAT quarterly and 
HMRC, your business needs to have a correct level of technology in order to compete 
and to function at its optimum.

It is about cheques and balances. If your staff have their noses to the grind-stone 
every day of the week, how can you be assured that the structure you have can 
accommodate their efforts?

Where to start looking

A good place to start is to get hold of a “Dummies” book published by Avaya about 
Contact Centres which is very helpful, especially if you’re beginning to think that 
this may be a sensible area to focus on.  Search for “Avaya Dummies Books”.

The “art” is being able to interpret the technology and features and put them into a 
constructive method of operation for your business.  But it still boils down to the 
fact that a business must first be aware that the technology exists before it can have 
an effect their operations.

Reading their book will help.

Contact Centres and Media Blending
Once you’ve decided that you want to operate in a way that you can handle more busi-
ness more efficiently there are few stages to consider.  We have included an important 
section on marketing and the available technology, but opted to start with technology!
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Stage One 

Costs - This time, don’t consider it. To some companies taking on another member 
of staff is not given a second thought, especially when someone leaves or if you want 
to generate more business. 

This time concentrate on how much you can increase revenues. Consider if you let 
a member of staff ‘go’, their salary would pay for any new capital purchase in the 
first year. 

By the second year you’re already in front financially. If you lease any equipment it 
is all considered a revenue expense and therefore can be offset on your balance sheet 
(but you knew that anyway) plus you get to keep the cash in the bank.

Stage One 

Based upon your ROI analysis, if you need to change your phone system – do it. 
You’re only adding components to your money-making machine or entity. These 
are one-off purchases so don’t fret about the cost.  You’re not a charity, you’re in 
business to make money – yes?

Stage One 

Establish your business process and put in place a technology team to map out exactly 
how the equipment is to be structured and what your staff are supposed to do.

Stage One 

Marketing; KISS - keep it strictly simple. Start with deciding what you want to focus 
on first; outbound or inbound contact? Set your goals and targets accordingly.

What Category are you in?

Competitive forces are pushing every business, regardless of industry, to look for 
new methods of growing clients and expanding relationships and offerings, whilst 
at the same time managing operational costs. 
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Software solutions are now available which offer enhanced customer communication 
and management information tools to address major business needs. Whether you 
have a departmental workgroup with extensions or a contact centre with agents at a 
single location or dispersed locations, products are now available that offer a wide 
range of customer relationship tools that are suitable for any business type.

The objective is to empower staff with real-time and historical reporting tools, whilst 
using your existing databases to intelligently route calls and e-mails to specific depart-
ments.  It is possible to verify transactions by recording or logging calls and visibly 
manage individuals and team performance right from the desktop.

In this day and age, every business is a contact centre of one kind or another.  We 
are forever fielding and managing e-mails, faxes, phone calls and so on.  Therefore, 
whether we like it or not we are running a contact centre already, it’s simply a matter 
of how effectively we do it.

Whilst this may not come as a surprise, in order to determine which would be the 
most appropriate structure for a company to install, it is important to first understand 
the flow of traffic in and out of an office.

If your company’s focus is making outbound calls, then the technology previously 
described would possibly suit your company.  If on the other hand, you receive a 
significant number of inbound telephone calls or emails, then an alternative product 
or infrastructure would be required that will assist agents manage and receive calls.  
This would be described as an inbound contact centre (not rocket science eh!).

Non-Call Centres

All businesses need to deal with calls, regardless of whether they use a call centre 
or not. Such businesses can benefit from using call management as well as histori-
cal call reporting. If more advanced features are required products can be upgraded 
when required.

Informal Call Centres

An informal call centre where a dedicated team handles customer enquiries would 
benefit equally from call management and reporting tools. Team members could 
apply the features as mentioned above to aid call handling, whilst managers could 
apply the advanced reporting capabilities to monitor call traffic.
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Formal Call & Contact Centres

A formal call or contact centre, where agents log in to one or more groups, would 
benefit from the advanced call reporting capabilities. Such an environment may also 
require a comprehensive multi-media routing mechanism, such as web chat and 
email routing as well as the ability to screen-pop and dial from bespoke or specialist 
applications such as Salesforce or Microsoft Dynamics CRM systems.

Typically, the technology available includes wall boards, which indicate the number 
of calls waiting, calls answered, longest waiting call, and how many unreturned lost 
calls have been received and so on.

The contact centres main objective is to facilitate the answering of customers’ enquiries 
as quickly and as efficiently as possible and it is imperative that customers encounter 
a satisfactory experience every time when contacting your company.

Enquiries could be received in any of the following formats:

ff SMS Text Message

ff Telephone call

ff E-mail

ff Web Chat

ff Facebook Post

ff Twitter post or filtered hashtag e.g. #contactcentre

ff Fax (but who uses fax these days?)

There is also the aspect of self-service to consider.  Could your organisation implement 
a structure whereby the caller can enter digits on their telephone handset in order to 
acquire new information, in a similar way to banks providing access to customer’s 
accounts through telephone banking services? Or could you provide an FAQ section 
on your website? See Web Apps for online Self-Service Help Desk solutions.

It may transpire that speech enabled products would be better suited to your type of 
business. This seems pretty elementary and straightforward, however, in reality it 
is difficult for businesses to determine the most appropriate structure to implement, 
simply because of their lack of knowledge of associated systems and software.

Again these questions can only be answered through discussion and by establishing 
the most effective solution to implement specifically relating to your business. You 
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might groan, but specialist Contact Centre sales people can be worth their weight 
in gold, especially as they will be up to date with all the latest apps and software.  

Inbound Phone Calls

However the telephone call arrives at your telephone system, the speed and efficiency 
with which it is handled is paramount. 

Routing the call:
Only the speed to answer counts. There are four methods of inbound ringing; longest 
idle, hunting, group, and strict cycle order. You or your consultant will decide which 
method is most effective. 

Skills based routing: 
If inbound DDI numbers point to departments it is possible to create overflow groups 
to ensure that the correct personnel handle the calls. 

For example, if a call to the sales department goes unanswered, but a member of 
customer service is fully aware of the sales process, it makes sense to include this 
member of staff in overflow group if the sales team are busy or not available. 

The same principle applies to all departments. Simply because the department is 
busy it does not mean that a call should go unanswered. In simple terms, the call is 
routed to the next best person. 

Media Blending

In today’s modern multi-media communications age the ability to measure and manage 
all forms of interaction is known as media blending. Here, voice calls, emails, text 
messages, and even web call-backs and chat enquiries are received at a single point 
and distributed to the right people capable of handling the enquiry.

Certain solution providers are able to read the text received, analyse the request, tone 
of voice or even the language, and can help route the call to the appropriate member 
of staff.  Personally I think that is quite special!

Forecasting inbound calls and messages is not an easy task. Customers call and email 
when they want to, not when you want them to which inevitably leads to fluctuating 
workloads.  Organisations then have to decide whether to have enough people to deal 
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with the peaks, which means that in troughs you have people sitting idle - or accept 
that at peak times you will keep customers waiting.

Blending lets you automatically manage the work. If you mix inbound calls, outbound 
calls, emails, SMS text, call-backs and chats you can keep everyone busy all of the 
time and still meet all your service levels (SLAs).

Blended Operations 

The reality is that most businesses must create this balance of blending voicemail, 
e-mail, SMS text messaging and phone calls and ensure that staff are deployed in 
the correct measure for both the inbound and outbound activity.

Media Blending in Action – Case Study

A leading metal processing firm got more and more customer enquiries through 
e-mail or other media, than through voice calls. It was becoming quite obvious that 
although their agents were still busy on calls, e-mails were being left unattended in 
the Sales Team mailbox, and customers were not getting dealt with promptly. The day 
they lost a new customer because of this, they knew they had to do something fast.

The answer was to blend together the phone calls and e-mails, so that e-mails were 
dealt with promptly, while not keeping callers waiting. When customers call the 
Sales Team they do not want to be kept waiting, so it was decided that e-mails would 
only be distributed to agents when the number of calls fell below an agreed number.

The results were dramatic. Because agents were now automatically routed emails 
when they were available, response times improved, and the Sales Team became 
more efficient as they had a more consistent workload. Additionally, when a cus-
tomer sent an e-mail to the Sales Team mailbox, an auto response would be sent to 
the customer straight away to let them know that their message had been received, 
and would be dealt with shortly. This overall change in customer contact handling 
increased productivity, customer satisfaction and most importantly sales.

A five star hotel reservation team received 500+ emails a day and were having prob-
lems using Microsoft Outlook as they had difficulty in tracking service levels. It was 
hard to find messages and impossible to track user productivity. The Reservations 
Manager wanted to find a new way to increase customer service. The hotel decided 
to change their business process so that they blended telephone and email work as 
well as dinner and room reservations being confirmed by SMS.
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By implementing media blending the time taken to respond to customer emails was 
reduced by 50%, the centralisation of messages made it easier to handle customer 
complaints and user productivity increased by 100%. Additionally, management 
information lead to better resource planning and confirmation by SMS increased 
customer satisfaction.

What does it mean for a business?

In the same way that any type of work is prioritised, the same applies to the way in 
which your customers contact you.  This also needs to be prioritised.

Applying contact centre methodologies is of paramount importance, as it ensures a 
fair distribution of work and a focused method of answering and dealing with your 
customers.  However, implementing a contact centre can only be justified if the 
number of calls and customer interaction warrants it.  In the first instance it may be 
prudent to install a call management system first and analyse the telephone activity 
data before determining the best course of action.

Contact Centre – Web Integration

Web Integration is designed to help companies do more business over the Internet, 
at the same time as integrating with your telephone system.  Many companies have 
a web presence that attracts lots of visitors.  Web Integration helps you turn brows-
ers into customers.

Using web integration you can offer web visitors three forms of assistance:  

ff Your website can display a “call me now”, button (it’s normally a small 
piece of JavaScript that is easily inserted in the HTML code) that enables 
the visitor to request a call back, either immediately or scheduled for a 
future time and date.  

ff You can give your visitors the opportunity to talk to you ‘live’ using 
interactive web chat.

ff Finally, the browser can request that they are assisted by a co-browser, 
directing them to look at different pages.
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How “call back” works

To request a call back, visitors complete a simple web form giving their name, 
telephone number, when they want to be called and any other information that you 
want to collect from them.  When submitted, the request is automatically put into a 
queue in the telephone system.  

When the call back is due, it is automatically presented to the next available user 
with the correct level of skill to handle it.  If CTI is used with the Web Integration 
software then the user can dial the presented call back by simply clicking the dial 
button on a call back dialog box.  The system can also trigger a screen pop when 
the call back is made.

How web chat works

To request a web chat, visitors complete a simple web form giving their name or 
nickname and any other information that you want to collect from them.  When sub-
mitted, the request is instantly placed into a queue in the telephone system contact 
centre.  As soon as the next user with the correct level of skill becomes available, the 
chat is automatically presented to that user on their computer screen.

With some Web chat solutions, the user can “push” web pages to the visitor. Compre-
hensive spell-check facilities enable the user to check their own text prior to sending 
it to the visitor.  The user can also save typing time by inserting standard phrases 
into the chat with a single click.

Visitors do not need to download or install any software onto their computer.  All 
they need is their web browser.

Who can use Web assistance software?

Any organisation that wishes to encourage website visitors to make contact by tel-
ephone will find web assist software call backs invaluable.  Web assist is an ideal 
product for a company selling items that can be advertised on the web but need fur-
ther contact to close a sale, such as car sales, furniture suppliers, estate agents, etc..

Businesses that take orders online know that a percentage of customers get frustrated 
and fail to “check out” their purchases.  This is often because they have questions that 
need to be answered prior to confirming a purchase.  With web chat, you can provide 
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real-time assistance to support these customers throughout the purchase process, 
turning visits into sales and increasing both customer satisfaction and sales revenue.

Web assistance is ideal for contact centres and dedicated call centre agencies.

What does it mean for business?

These applications are all about getting more sales and capturing more value from 
website visitors. This is about striking while the iron is hot. 

Web Call Backs & Web Chat – Case Study 
An on-line fashion mail order company found that whilst many visitors to their web 
site got to the point of ordering, the sales process often ceased at the point where the 
customer had to decide upon the size they required.

They installed both a Web Call Back and Web Chat buttons on their web site to offer 
the customer the option of discussing any aspect of their purchase (colours, sizes, 
delivery times and postage charges etc.) with an experienced sales agent. 

The results were a dramatic increase in the ratio of website visitors to sales orders 
received as well as an equally impressive reduction in goods returned because they 
were the wrong size or colour. The company increased productivity and profitability 
whilst at the same time gaining many new customers who were referred on to them 
by satisfied users.

What can Web Chat & Call Back mean for your business?

ff Engaging with visitors to your website to increase sales

ff Web integration lets you manage customer call back requests better, 
which means they are more likely to be handled by the best qualified 
user, at the appropriate time

ff Comprehensive management reporting leads to better staff management

ff Complete database of call backs and web chats enables detailed analysis 
of website visitors

ff With web integration, visitors do not need to download or install any 
software onto their computer
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Contact Centre - Messaging

Messaging lets you manage e-mail, fax and SMS messages in the same efficient and 
professional way that you handle telephone calls.  

Messaging solutions can deliver partially or fully automated self-service information 
systems to keep your customers better informed, while reducing operating costs.

Message management solutions are designed to make contact centre users more 
productive when dealing with message work.  Messages can be received, routed into 
queues and automatically distributed to the next available appropriate user.

Most messaging solutions include a rules manager for messages.  This determines 
what happens to a message when it arrives.  The options include:

ff Send an automatic reply, acknowledging receipt of the customer’s 
message.

ff Prepare a context sensitive draft reply, which is then presented to the 
user.  To reply to the customer’s message, the user simply reads, edits (if 
necessary) and approves the reply, then sends it with a simple click.  Us-
ers of SMS messaging solutions have reported that using draft replies has 
reduced the time taken to reply to customer messages by half.

ff Prepare a fully automated, context sensitive reply to a message and auto-
matically send it to the customer.  One example of this is an automated e-
mail or SMS-based service enabling your customers to enquire about the 
status of their orders.  The message rules can be configured to recognise 
the request, look up the status in your orders database and automatically 
send a reply containing the relevant information.

The SMS message database browser enables users and managers to search easily 
for messages.  One common feature is the ability to search for all messages related 
to a specific customer, with a single click.  You can also search for all messages or 
messages sent by a specific user and many other search criteria.

Many solutions enable you to keep a display on screen showing how many messages 
are waiting in each queue and how old the oldest message is.  This helps with service 
level management.  You can also keep a real-time user report on screen, showing 
exactly what each user is doing and how long they have been doing it.
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Who can use SMS Messaging?

If your company or department receives more than 100 messages a day to a generic 
e-mail account like sales@ or service@, or you have a team of people who deal with 
specific inbound enquiries.

Applications include letting customers check an order status, stock availability, 
property details, airline flight arrivals, job availability and field service engineer 
status and arrival time.

What does it mean for business!
ff Automated message processing reduces the number of messages that re-

quire user attention.

ff User productivity tools increase the work that each user can do each day.

ff Centralised message database keeps track of all customer contact and 
gives you an audit trail.

ff Better management reporting leads to higher work quality and improved 
customer service. 



118  | INTEGRATE - The Essential Business Technology & Marketing Handbook



118  | INTEGRATE - The Essential Business Technology & Marketing Handbook Chapter 12 - Video Conferencing | 119

Chapter 12

Video Conferencing

From webcams to full video suites, the uptake for video conferencing has been 
incredible, especially because of the low cost and widespread availability of 

built-in webcam hardware, although it has been a little slower for businesses.

Whilst it is quite straightforward for home users to plug a webcam in to a USB port, 
the implications for business is more complex.

On a basic level, it is possible to connect a good quality camera to a PC using soft-
ware that costs from “free” such as Skype to software that costs less than £100 from 
Polycom.  The software enables you to allow other webcam users to join you on 
your conference.

Apart from seeing a real person at the other end of the line, the additional benefits 
are huge.  Consider this for a moment; you have just created or are about to launch 
a new product or service.  You have spent hours creating a PowerPoint presentation.  
You have spent £’000’s on new brochures, white papers and point of sale material – 
you are ready!  So how do you get your message out to the masses?

Inviting businesses to web seminars or online presentations has got to be one of the 
most dynamic and cost effective methods available.

WebEx (www.webex.co.uk) owned by Cisco, provide a range of services for a 
monthly subscription.
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In reality, using video conferencing is not a financial issue, it is a practical one.  
Therefore the three questions you need to consider are as follows:

ff How could your customers benefit from video conferencing?

ff How would you workforce benefit from video conferencing?

ff How will your finances benefit from using video conferencing?

Customers

Being able to provide face-to-face availability to your customers, anywhere in the 
world, could revolutionise your support offerings.

Training, meetings or simply a quick chat to see how they are doing can mean all 
the difference in getting repeat business and add to the likelihood of being referred 
to other businesses.

Workforce

If your business is considering home workers or you already advocate the benefits of 
allowing staff to work from home, video conferencing can provide that all important 
visual link between a member of staff and the main office.

Taking this one step further, video conferencing over the internet can enable you to 
employ staff (depending on the work description) anywhere in the world. 

Apart from simultaneously viewing presentations, web based meetings also enable 
parties to take control of the other person’s PC, therefore, providing support services 
such as maintenance or training, which can be a considerable bonus.   

What does it mean for business?

Video conferencing is not just a low cost moving picture add-on for your PC; it has 
become a cutting edge tool that literally shows your customers that you mean busi-
ness, in all its forms.

Starting at the desktop is only the beginning.  Video conferencing suites scale up to 
allow businesses to use large screens and involve multiple national or worldwide sites.

The cost savings speak for themselves.
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There is a caveat; in some cases, people like to get out of the office.  Some employees 
like to ‘make’ on their expenses and engaging in a jaunt from one city to another in 
order to have a face-to-face meeting is more about the HMRC standard rate per mile 
than it is about efficiency.

It is a matter of doing the maths on time and costs and you being the person to decide 
if long-haul meetings are still really worth it!
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Chapter 13

Unified Communications

Unified communications (UC) is not necessarily a single product, but a set of 
products that provides a consistent unified user-interface and user-experience 

across multiple devices and media-types. It is the integration of real-time commu-
nication services such as: 

ff Instant messaging or chat

ff Presence information (see below for more info) 

ff Voice (including IP telephony)

ff Mobility features (including extension mobility  to mobiles and single 
number contractibility)

ff Audio, web and video conferencing

ff Fixed-mobile convergence (FMC) 

ff Desktop sharing

ff Data sharing (including web connected electronic interactive whiteboards)

ff Call control and speech recognition with non-real-time communication 
services such as unified messaging (integrated voicemail, e-mail, SMS 
and fax)

In its broadest sense, UC can encompass all forms of communication that are 
exchanged via a network.  These can include other forms of communications such 
as Internet Protocol Television (IPTV) and digital signage Communications, as they 
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become an integrated part of the network communications deployment. They may 
also be directed as one-to-one communications or broadcast communications from 
one to many.

UC Definition
There are varying definitions for unified communications. A basic definition is “com-
munications integrated to optimise business processes and increase user productivity.” 
But such integration can take many forms, such as users simply adjusting their habits, 
manual integration as defined by procedures and training, integration of communica-
tions into off-the-shelf tools such as Outlook, Notes, BlackBerry, Salesforce.com, 
etc.., or purpose-specific integration into customized applications in specific operating 
departments or in vertical markets such as healthcare.

Unified communications is an evolving set of technologies that automates and unifies 
people and their devices in a common context and experience. It optimises business 
processes and enhances communications by managing workflows and eliminating 
device dependencies.

Overview 
ff Unified messaging (UM) collects messages of all formats and funnels 

them in to one electronic mailbox.

ff The electronic mailbox can be accessed wherever you are, at any time.

ff Unified messaging improves employee’s ability to handle and respond to 
important messages.

ff Field-based staff can pick up and manage messages anywhere, any time.

ff Benefits include better internal and external communications, greater 
productivity and cost savings.

Imagine this: you are expecting an important call from a customer about a new con-
tract, but you have to go away on business for a couple of days.  The customer has 
told you that he will let you know as soon as the decision has been made but does 
not expect to be contacted in the meantime.  The customer has your e-mail address, 
fax number and direct phone number and might contact you using any one of these 
tools.  What do you do?

Like most people you would probably check your e-mail every 30 minutes, dial into 
your voicemail or continually phone colleagues asking about any faxes that might 
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have arrived.  At some point you would begin to worry that all the important mes-
sages had gone astray.

The inefficiencies highlighted by such a scenario are one reason why more and more 
companies are adopting unified messaging systems that provide one centralised 
mailbox for all e-mail, voicemail and fax.  Business people today receive messages 
in a variety of formats, at a number of different locations.  Managing these messages 
can be confusing and time consuming, whilst increasing the likelihood that some 
will be lost or simply not replied to.

By providing one mailbox for all message types, unified messaging gives users 
complete control over the business communications.  The ability to manage all voice 
and e-mail messages from one inbox using a familiar message management system 
such as Microsoft Outlook means that messages are more likely to be responded to 
in a timely fashion and filed away safely when dealt with.

According to a study by Captaris and Comgroup, having just one inbox for all mes-
sages (voicemail and e-mail) can cut the time spent accessing and responding to 
messages by up to 50% for office-based workers and 70% the mobile workers.  This 
makes it easy to cost-justify a unified messaging system: in some cases, the return 
on investment can be achieved within the first year (dependent on usage), with the 
promise of further cost savings well into the future.

Unified messaging systems are available from a number of suppliers.  By integrat-
ing the telephone system with unified messaging, it becomes possible to access all 
messages on the same screen, showing the data, message time, status and sender.

Because the format of messages can be changed from text to voice and vice versa, 
all messages can be picked up from a desktop or mobile phone, whether you are in 
the office or out on the road.

Advanced message management features include the ability to reply to, forward, save 
or delete messages.  And with all messages stored in one place it becomes easier to 
keep a record of all e-mail, fax and voice messages.

UC Users
Unified communications ability is useful for everyday communications. The ability 
to easily communicate seamlessly via a wide range of integrated components would 
arguably better facilitate all types of communication.
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Unified communications is important as an emergency communication system. In an 
emergency, the ability to communicate life-saving and damage-mitigating notifica-
tions and instructions is of crucial importance, and the integrated and wide-ranging 
scope of unified communications would be of great benefit where this is necessary.

In May 2010, the Unified Communications Interoperability Forum (UCIF) was 
announced. UCIF is an independent, non-profit alliance between technology com-
panies that creates and tests interoperability profiles, implementation guidelines, and 
best practices for interoperability between UC products and existing communica-
tions and business applications. The original founding members were HP, Juniper 
Networks, Logitech / LifeSize, Microsoft, and Polycom.

There is some debate about whether unified communications hosted on an enterprise’s 
premises is the same thing as unified communications solutions that are hosted by 
a service provider, or UCaaS (UC as a Service).  While both offer their respective 
advantages, all of these approaches can be grouped under the single umbrella term 
of “unified communications”.

UC Technology

Contrasting unified messaging

Unified communications is sometimes confused with unified messaging, but it is 
distinct. Unified communications refers to both real-time and non-real-time delivery 
of communications based on the preferred method and location of the recipient; uni-
fied messaging collates messages from several sources (such as e-mail, voice mail 
and faxes), but holds those messages only for retrieval at a later time. 

Unified communications allows for an individual to check and retrieve an e-mail or 
voice mail from any communication device at any time. It expands beyond voice 
mail services to data communications and video services.

Components

With unified communications, multiple modes of business communications are 
integrated. As mentioned before, unified communications is not a single product but 
a collection of technology elements that includes the following:

ff Call control and multi modal communications
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ff Presence

ff Instant messaging

ff Unified messaging

ff Conferencing (audio, web and video)

ff Collaboration tools

ff Presentation 

ff Mobility

ff Business process integration (BPI)

Presence Explained
Presence simply means knowing where intended recipients are, and if they are avail-
able, in real time.  This is a key component of unified communications. Unified 
communications integrates all systems a user might already use, and helps those 
systems work together in real time. 

For example, unified communications technology could allow a user to seamlessly 
collaborate with another person on a project, even if the two users are in separate 
locations. The user could quickly locate the necessary person by accessing an inter-
active directory, engage in a text messaging session, and then escalate the session to 
a voice call, or even a video call.

In another example, an employee receives a call from a customer who wants answers. 
Unified communications enables that employee to call an expert colleague from a 
real-time list. This way, the employee can answer the customer faster by eliminating 
rounds of back-and-forth e-mails and phone-tag.

The examples in the previous paragraph primarily describe “personal productivity” 
enhancements that tend to benefit the individual user. While such benefits can be 
important, enterprises are finding that they can achieve even greater impact by using 
unified communications capabilities to transform business processes. 

This is achieved by integrating UC functionality directly into the business applica-
tions using development tools provided by many of the suppliers. Instead of the 
individual user invoking the UC functionality to, say, find an appropriate resource, 
the workflow or process application automatically identifies the resource at the point 
in the business activity where one is needed.
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When used in this manner, the concept of presence often changes. Most people 
associate presence with instant messaging (IM “buddy lists”) where the status of 
individuals is identified. But, in many business process applications, what is important 
is finding someone with a certain skill. In these environments, presence identifies 
available skills or capabilities.

Business Process

This “business process” approach to integrating UC functionality can result in bottom 
line benefits that are an order of magnitude greater than those achievable by personal 
productivity methods alone.

Case Study

In an attempt to improve internal and external communications, an international 
engineering company with 60 staff integrated its telephone system with the existing 
e-mail system to provide staff with one centralised mailbox for all messages.  Using 
Microsoft Outlook, staff could retrieve and manage voice and e-mail messages wher-
ever and whenever it suited them.

Unified messaging was used by everyone including the office-based staff, field engi-
neers and the international sales manager who could access his inbox from anywhere 
in the world via an Internet link or Wi-fi.  Voicemail, e-mail and fax messages could 
be replied to, forwarded, saved or deleted, all via this one application.  Unified mes-
saging significantly reduced the time spent accessing messages when away from the 
office, as well as improving message management.

What does this mean for business?
ff Mobile workers can experience a 70% time saving gain by using unified 

messaging*

ff Office-based staff experience a 50% time saving gain by using unified 
messaging* 

ff Overall, unified messaging enables you to save 80% of your time*

*time saving productivity gains by unified messaging compared to using traditional 
methods of checking messages and sending and receiving faxes from a standalone 
fax (source: Captaris and Comgroup).
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According to 5i’s analysis; for every £1 spent on UC it will generate sales revenues 
of £3! 

Whilst many companies are coming to terms with the true meaning of convergence 
i.e. joining technology and business process in order to generate income, a new 
methodology has evolved which demands simplicity as the key.  

Over the next few years Unified Communications looks set to become a business 
standard so it is worth bearing this in mind for future technology acquisitions, as the 
better integration between systems, the higher level of productivity and profits your 
business can achieve.

I would add that whilst UC may seem attractive from a sales person’s point of view, 
it is important for you and your business to get a strong grip on the working practices 
and necessary user engagement in order to realise the actual return on investment 
from UC.
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Chapter 14

Features, Attributes & Benefits

It makes sense to know why these products are valid and what is accepted as the 
actual benefit of the product.  Most sales people are trained to present a logical 

illustration of their systems in order to tell you what it is, what it does and what it 
means to you or your business.  Think of this as a bit of inside track information!

F A B

Feature Attribute Benefit

Has / Is Does Means

Call Centre Working Manages the flow of in-
bound communications to 
designated users/agents

As activity increases for 
outbound contact, inbound 
contact must be managed to 
provide the highest level of 
customer service.  Keeping 
customers costs less than 
acquiring new ones

Calls – Lost Call List Unanswered calls are 
presented to a supervisor/
manager for allocation to 
staff

Enhances customer service 
by ensuring that no custom-
ers/prospects are lost

Calls - Missed Call List Unanswered calls are 
logged on the corre-
sponding user’s PC and or 
handsets

Enhances customer service 
by enabling staff to respond 
to a missed call
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Calls - Received Call 
List

Received calls are logged 
on the corresponding user’s 
PC and or handsets

Enhances customer service 
by enabling all staff to be 
made aware of customer 
activity

Call Management 
Software

Monitors and logs every 
call made on a telephone 
system in order to produce 
reports, inbound and out 
bound information

Identify carrier costs, under 
or over utilised lines, call 
durations, lost calls and full 
statistics of telephone usage

Call Recording Recording of all interac-
tions with customers and 
prospects

Assists with dispute resolu-
tion, thereby saving the 
company money.

Focuses staff training and 
enhances job satisfaction.

Enhances customer satisfac-
tion by improved service.

Improves sales techniques 
and thereby increases sales 
turnover

CRM Software Keeps all sales and cus-
tomer services records in 
a structured format for all 
staff to see

Instant awareness of custom-
er information enhancing 
the customer’s experience of 
contacting you!

  All staff are informed of 
developments with every 
customer

Staff have access to up to 
date records empowering 
their workflow

  Quick and easy access to 
customer records, Filter 
records for targeted mar-
keting

Increased productivity and 
focus on profit centres for 
maximum effect

CTI Computer & telephone 
integration so that both 
systems can exchange 
information between each 
other

Maximises productivity 
of business hardware and 
software.

See Screen pop & TAPI

Diallers - Preview Click to dial one record 
from Outlook or a CRM 
package.

Productivity is increased by 
50% over manually dialled 
calls.

Diallers - Progressive Imports a selected quantity 
of numbers and presents 
them to an operator, allow-
ing the operator to decide 
when to dial the contact

Productivity is increased by 
100% over manually dialled 
calls
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Diallers - Predictive A program imports a se-
lected quantity of numbers, 
dials them and presents live 
calls to an operator

Productivity is increased by 
200% over manually dialled 
calls

Email Queuing Enquiries are routed into 
the business and given an 
equal priority as telephone 
calls, therefore an agent 
can deal with an email 
without interruption from 
the telephone

As more time is spent on-line, 
equal priority is given to 
emails thereby demonstrat-
ing to the potential or exist-
ing customer commitment 
and efficiency

Intelligent Call Rout-
ing

Calls are routed through 
the member of staff best 
equipped to handle the 
call, whether by skill or ter-
ritory management

Customers reach the right 
person first time, improv-
ing service and minimising 
the time spend on hold or 
repeating information

Landing Page SaaS Simple solution to create 
single or multiple page 
product or service websites

Easily segments visitors 
to ensure correct market-
ing messages and tone of 
voice.

Post click marketing 

Increases online conversions 
by minimising on screen 
distractions like menu bars

Maintains customer engage-
ment

Helps maintain clear market-
ing objectives

Marketing Automation The management engine 
for all communication 
and interaction reporting 
relating to prospects and 
customer

Keeps your business in 
touch with multiple cus-
tomer decision frameworks

Triggers marketing assets 
to be sent to prospects

Manages and schedules 
marketing tasks that a person 
could not manually carry out

Increases productivity

  

Screen Pop A pop up display box on 
a PC screen showing the 
number and corresponding 
databases or CRM record of 
the caller.

Enhances greeting and inter-
action of customers by staff.

Minimise time spent gather-
ing information from the 
customer
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SMS Management Send SMS text messages 
from a PC.  Capture mobile 
numbers from marketing 
database and transmit via 
Email to SMS provider

Keep in contact with custom-
ers with a guaranteed view-
ing rate compared to direct 
mail or email

Staff Evaluation Soft-
ware

Measures and charts ac-
curacy and progress of tele-
phone interaction between 
staff and callers

Enables the company to 
coach and adjust what staff 
members say to customers 
and how they are treated.

Ongoing training and evalua-
tion shows staff that they are 
valued and are encouraged 
to excel

TAPI Integration Dial a telephone number 
via the database from PC 
Screen

Increases the number of calls 
made by sales staff per day.

Retain customer information 
when transferring a call.

Avoid the need to request 
or repeat caller information 
when caller is transferred 
from another department

Voice over IP Using broadband or SIP 
connections for voice calls 
rather than PSTN lines

Reduces cost of calls be-
tween sites.

Staff working “in the field” 
can be part of the centralised 
switchboard, reducing call 
costs and providing en-
hanced

  Use existing data infrastruc-
ture for voice

Minimises the costs of instal-
lation as voice and data use a 
single category 5 outlet

Web Call Back The browser is given an 
option for the supplier to 
call back immediately or at 
a convenient time

The easiest form of captur-
ing data from prospective 
customers

Web Chat Web browser is invited to 
ask a question on-line via a 
pop up window.

Provides immediate interac-
tion to questions posed by 
potential customers



134  | INTEGRATE - The Essential Business Technology & Marketing Handbook Chapter 14 - Features, Attributes & Benefits | 135

Web Help Web browser is invited to 
accept help when visiting a 
web site.  An assistant can 
help guide the browser to 
the most relevant pages 
or a pop-up message can 
instruct, guide or ask ques-
tions of the browser

Encourages interaction with 
new customers and ensures 
that they see what they need 
to see





Chapter 15

Equipment Recommendations

The Method of Operation

It is a well known fact that choosing new systems is not easy; however, by applying 
the “Rules” it can be a walk in the park.  By following the plan below, you will 

eliminate the guesswork about implementing your new system(s). 

How many times has a supplying company delivered the equipment to your office 
and the engineer then innocently asks “so, how do you want this baby set up?”  He/
she is completely unaware that you had numerous conversations with the salesman 
who explained exactly how this new system would work etc..

You may have asked him if he had actually spoken with the salesman, but then the 
response was that he has either left the company or has changed area!  So you resign 
yourself to repeat the whole conversation with the engineer.  Then, lo and behold, 
some of the features you thought the system could do, now it can’t!  Even if, at 
that stage, you decide to continue with the installation, you have a feeling that the 
implementation has been written up on the back of cigarette pack!

The only way to not fall into this chasm is by ensuring that a Method of Operation 
document is compiled by the supplying company.  This ensures that you know exactly 
what you are getting for your money and more importantly how the new system is 
going to work - exactly how the salesman told you it would.



This process has a dual affect; firstly it helps you the customer.  You agree to a system 
being installed and performing in such a way that corresponds with it generating 
profit and efficiency.  Therefore, you are happy with your purchase and as a result, 
the implementation is smooth, everyone is trained and you pay the supplier on time.

The Supplier on the other hand can instruct his engineers to install the system accord-
ing to how it was sold, even if the salesman is on holiday in the Bahamas or indeed, 
left the company! 

It is imperative that the above is adhered to in order to manage the expectations of 
both parties.

Example - Telephone System Installation 
As an example, detailed below are the main headings for a Method of Operations 
Document for the implementation of a telephone system, section by section.

Summary of Operations

This ensures the supplying company has a grasp of your business as you described 
it to the salesman during your various meetings.  It should include business size, 
number of staff, other offices and any other salient facts.  

Current Problems

These bullet points will reflect the reasons why you need the new system in the 
first place.

Current Infrastructure

This relates to such things as cabling, building restrictions or any other issues relating 
to the installation, e.g. it could be that the new supplier is to remove the old system.  

Installation

These are the plans, procedures and timelines.  Technically advanced companies will 
use a software package like Microsoft Project which identifies all component parts 
of an installation and presents them in a visual format.



On the face of it installing a new telephone system is straightforward, however, when 
timing is considered it opens up a different perspective.  Consider the follow points:

ff As a functioning business, you cannot afford to have any downtime or 
loss of business, therefore changeover needs to happen “out-of-hours”.

ff To ensure an accurate configuration and set-up within the programming, 
the telephone system should be built, configured and programmed prior 
to installation in order that you are satisfied your instructions have been 
followed.

ff All or most staff need to be familiar with the new system prior to installa-
tion otherwise you will have a major task on your hands playing “catch-
up” with their training.  Therefore, it is advisable to train key staff off-site 
beforehand or, if space permits, instruct the supplying company to install 
the system and locate the new IT rack in a meeting room. 

Operators

Whether handset only or in conjunction with a Windows Screen Based Console, 
every element of operation must illustrated to ensure (1) you do not lose customers 
and (2) you can replicate training as and when staff leave the company. 

Call Routing

How many lines are needed, where will they ring, for how long and then, if they’re 
answered, where should the call be routed to and how long should they ring?  All 
these questions need to be asked and addressed.  Think about how frustrating it can 
be if you call someone and they fail to answer you in a satisfactory timescale.

Voicemail

Depending on the solution, it may be that your system provides simple messaging i.e. 
a voicemail for every handset or you have an auto-attendant that enables the caller 
to press buttons so they can speak to the desired department.  

Some systems are speech enabled, i.e. IVR, therefore more discussion time will need 
to be allocated to ensure that your system works as you expect it to.
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User Functions

Do Not Disturb, Distinctive Ringing, Answering Calls, Diverting Calls – all these 
elements need to be addressed in order that your system works the way it should.

Hunt Groups, Overflow and Pick Up

The purpose of the telephone system is to ensure that your customers are answered 
in a timely fashion.  It is important that you structure your telephone system to do 
just that.

Each incoming 
call has 
its own
routing 

plan

No Answer Process
can be

repeated

Overlapping
groups

Sequential
group

hunting

Sophisticated Call Placement & Queuing

PSTN
ISDN
VPN
SIP

Supergroup 500 Supergroup 501

Lines & Extension Programming 

The more time and effort that goes into planning you installation the less stress and 
problems will occur.

Most suppliers have a project implementation plan, however, to give you an idea of 
the construction of these types of plans, download our version of our Line & Exten-
sion programming document from: www.marketandmotivate.com/resources 
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Night Service

Should this be automatic or will the receptionist manually place the system in night 
service?  Do you receive sales calls out-of-hours which could be forwarded to a 
salesman’s mobile phone?  

Depending on the importance of telephone calls, it may be necessary to divert the calls 
off site to an answering service company such as moneypenny.co.uk or jam.co.uk.

System Management

Depending on the Service Level Agreement (SLA) you must be fully aware of cover-
age of any contract you have with your maintainers.  Software upgrades are normally 
chargeable, but call out response and any other detail must be established beforehand.

Training & Support

It is the responsibility of the supplier to provide you with this documentation and their 
service level agreement (SLA) and your responsibility to sign off the documentation 
when it is agreed.

We have found the most effective approach is to plan the training and ensure that 
every member of staff actually signs off their own training and the record placed in 
their personnel file.  This reduces complacency in training and encourages listening!

Visit our website www.marketandmotivate.com/resources and download our Training 
Templates for Supervisors and Users.
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Part IV: Management Review
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Chapter 16

Preparing for Change

This approach is based upon you fully understanding your business in terms of 
the technology required and its infrastructure.  In order to do that, we have 

touched on the way in which you carry out your business, how you manage your 
systems, and how the acquisition of new hardware can be justified through a return 
on investment analysis.

In addition, you will have looked at the possibility of reducing as many revenue 
expenses and other costs in order to create a budget. 

As mentioned in the Technology Review section, an illustration has been provided 
of all the major components required in order to build “One System” capable of 
generating a profit from your technology. The next phase focuses on your business. 

Whilst we have prepared the way in the previous sections, it is important to under-
stand exactly what you expect from your business now and in the future.  It is more 
than just understanding what to sell and provide to your customers.  It is to focus on 
what your purpose is and what your future goals are.

Most people ask about an exit strategy which is all well and good, but we want to 
concentrate on succeeding in the present.

Of course, everyone is expected to know what they want out of their business; 
some want global domination; some want a multitude of staff to manage, and 
some simply want more money.  Irrespective of what is required or desired the fact 
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remains that simplicity must be the key as an over complicated company can cause 
complications personally.

Ensuring that you are clear about your true focus and future for your company is of 
paramount importance.  Once you are clear about these aspects, deciding to reinvest 
in your business becomes an easy decision to make.

A major factor in the success of any company is the commitment of its staff.  Whilst 
it is important to have committed staff members, the fact will always remain that 
they turn up for work in the morning expecting to be paid irrespective of what they 
actually do.  It may be a slightly cynical attitude, but there are Directors, who put 
their staff first before themselves.  It is rare that it happens the other way round.

In order for the relationship between management and staff to be as smooth as possible, 
both parties must communicate properly and in a timely fashion.  In simple terms, 
your staff must fully understand what you expect from them and them from you.

So where do you start?  It is my firm belief that the following approach is not only 
the simplest, but the most straightforward and most effective:

ff Establish what everyone wants for the future? You, the company and the 
staff.

ff Carry out a company and personal SWOT (Strengths, Weaknesses, Op-
portunities and Threats) analysis.

ff Prepare a company manual for every aspect of the business.

ff Create a Technology Team and apply the methodology in order to imple-
ment the necessary hardware and systems mentioned above.

What do you want right now?
It can be very easy to understand why some people are in business.  It could be a 
lifestyle decision or as, mentioned earlier, a desire for global domination. Whatever 
your reason, it is important to keep focused on that reason and why you started on 
this road in the first place.

Running a business is not rocket science.  It is a simple, logical process of supply 
and demand which has basic rules that must be followed.

There are a plethora of self help books, websites, seminars, business coaches and 
life coaches all looking to make money out of your intended desires.  In reality, this 
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breaks down into two fundamental factors.  First, what you want and second, how 
are you going to get it?

Goal setting has become an art form that can run into pages and pages and it is not 
this book’s aim to go into all the business or life coaching strategies available; I will 
leave that for someone else’s book!

However, in simple terms, it is important that you are clear what goals you have for 
the short, medium and long-term.  It may help to focus on 3, 6, 12 and 18 months 
and then 3, 5 and 10 years.  
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Chapter 17

SWOT Analysis

Just in case you don’t know; SWOT stands for Strengths, Weaknesses, Opportuni-
ties and Threats.  Once you have reviewed goal setting, you should then move 

towards completing a Technology vs. SWOT Analysis.

Although completing a SWOT analyses can be perceived as a bit passé, it is imper-
ative that you understand the personal and financial drivers that can affect your 
business decisions.

In all of my 30 years in business, I have never come across a company that opened 
its doors in order to provide a social function.  Therefore the objective of the busi-
ness is to create a profit.  It is of course desirable that every business owner enjoys 
the work they do.  Therefore a combination of both enjoying the work and making 
a profit should make an ideal scenario.  Unfortunately this is not always the case.

The Technology SWOT analysis should be applied as often as possible, not only to 
the business but to departments and members of staff.  It doesn’t take long, but it can 
focus the mind and remind others as to their function within the business.  

A Technology SWOT Analysis is a powerful technique for understanding your 
Strengths and Weaknesses, and for looking at the Opportunities and Threats you face.

Used in a technology context, it helps you carve a sustainable niche in your market. 
Used in a personal context, it helps you develop your career in a way that takes best 
advantage of your talents, abilities and opportunities. 
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What makes SWOT particularly powerful is that, with a little thought, it can help 
you uncover opportunities that you are well placed to take advantage of. And by 
understanding the weaknesses of your business, you can manage and eliminate 
threats that would otherwise catch you unawares. 

By looking at yourself and your competitors using the SWOT framework, you can 
also start to craft a strategy that helps you distinguish yourself from your competi-
tors, so that you can compete successfully in your market.

Strengths:
What do you do well?
What unique resources can you draw on?
What do others see as your strengths?

Weaknesses:
What could you improve?
Where do you have fewer resources than others?
What are others likely to see as weaknesses?

Opportunities:
What good opportunities are open to you now?
What trends could you take advantage of?
How can you turn your strengths into opportunities?

Threats:
What trends could harm you?
What is your competition doing?
What threats do your weaknesses expose you to?

To carry out a SWOT Analysis, copy the table and write down your answers to the 
questions below the table:

Strengths: 
ff What advantages does your company have? 

ff What do you do better than anyone else? 

ff What unique or lowest-cost resources do you have access to? 

ff What do people in your market see as your strengths? 

ff What factors mean that “you get the sale”? 



150  | INTEGRATE - The Essential Business Technology & Marketing Handbook Chapter 17 - SWOT Analysis | 151

Consider this from an internal perspective and from the point of view of your custom-
ers and people in your market. If you are having any difficulty with this, try writing 
down a list of your characteristics. Some of these will hopefully be strengths!

In looking at your strengths, think about them in relation to your competitors - for 
example, if all your competitors provide high quality products, then a high quality 
production process is not strength in the market, it is a necessity.

Weaknesses: 
ff What could you improve? 

ff What should you avoid? 

ff What are people in your market likely to see as weaknesses? 

ff What factors lose you sales? 

Again, consider this from an internal and external basis: Do other people seem to 
perceive weaknesses that you do not see? Are your competitors doing any better than 
you? It is best to be realistic now, and face any unpleasant truths as soon as possible.

Opportunities: 
ff Where are the good opportunities facing you? 

ff What are the interesting trends you are aware of? 

ff Changes in technology and markets on both a broad and narrow scale 

ff Changes in government policy related to your field 

ff Changes in social patterns, population profiles, life style changes, etc. 

ff Local Events 

A useful approach for looking at opportunities is to look at your strengths and ask 
yourself whether these open up any opportunities.  Alternatively, look at your weak-
nesses and ask yourself whether you could open up opportunities by eliminating them.

Threats: 
ff What obstacles do you face? 

ff What is your competition doing? 
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ff Are the required specifications for your job, products or services 
changing? 

ff Is changing technology threatening your position? 

ff Do you have bad debt or cash-flow problems? 

ff Could any of your weaknesses seriously threaten your business? 

Carrying out this analysis will often be illuminating - both in terms of pointing out 
what needs to be done, and in putting problems into perspective.

Strengths and weaknesses are often internal to your organisation. Opportunities and 
threats often relate to external factors. For this reason the SWOT Analysis is some-
times called Internal-External Analysis and the SWOT Matrix is sometimes called 
an IE Matrix Analysis Tool.

You can also apply SWOT Analysis to your competitors. As you do this, you’ll start 
to see how and where you should compete against them.

Tip: SWOT can be used in two ways - as a simple icebreaker helping people get 
together and “kick off” strategy formulation, or in a more sophisticated way as a 
serious strategy tool.
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Chapter 18

Technology Teams

In most companies today the main business processes have generally evolved as 
the business has grown, commonly dependent on the expertise of the individual 

performing the task at the time.  However this may not always have resulted in the 
most effective way of doing business.  We recommend an overhaul of existing busi-
ness processes where needed to enable the introduction of new processes which may 
incorporate new technology.

Customer Relationship Management (CRM) is a prime example of a business process 
that can be enhanced significantly by the use of technology.  New technology can 
enable and improve the CRM process as follows:

ff The PC links to the telephone system (for making and identifying in-
bound callers)

ff The sales database is accessed via integration on the PC, which links to 
word processing

ff The word processor content connects to a server in the cloud which is 
also accessible via a Smartphone or tablet.

In addition you have to establish the best structure that will actually help the organi-
sation become more efficient and effective.

The common dilemma is that on the one hand the company knows that it needs to 
become more effective, but on the other is the potential down-time resulting from 
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the assimilation of new systems.  The “better the devil you know” scenario begins 
to be an attractive option.

System Purchasing

Often was the case that financial influencers and not technology influencers dictated 
the purchase of technology (including software).  Generally the introduction of new 
technology to a company became the responsibility of a Director/Partner or employee 
who had a flair for technology.  

In many cases, the ‘Technology Buyer’ would visit a supplier with a fixed budget, 
and were told by the salesman what the staff would want from the system.  When it 
came to installing the equipment and training the users, it was at this point that the 
questions were asked as to how the system or equipment would fit in with the way 
the company worked.

This typical approach often led to disparate systems being used by staff with disparate 
levels of ability, ultimately creating more work/problems than the system initially 
hoped to solve.

Why did this happen?

From product development to the customer

In common with the development of many products, the R&D departments in the 
technology companies get together with management consultants, advisors and any 
other group they believe will help the development of a product (unfortunately the 
customer is rarely involved or even consulted). 

The diagram opposite illustrates the chain of activity that typically goes into product 
development.  But how does the customer get informed about the product?  By the 
salesperson of course!

What are the chances that the full capabilities of the product are being properly 
imparted to the customer by the salesperson?  The system above relies on the sales 
team to make the product a success.  What experience has the sales team in discussing 
Business Process and how much time can they spend with the customer to ensure that 
the product is being purchased and used for the benefit of the customer? 
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All too often, little time is spent on ensuring that sales teams are qualified to deal 
with the full ramifications of new systems on a business.  The attitude seems to be 
“sell it and sort it out later”.  Therefore the effectiveness of new systems is diluted as 
many organisations have to embark on a voyage of discovery to get the best out of 
the new system and often, after the initial training process, this process can become 
time and cost prohibitive.

What about support?

Often, the following is true of supplying companies.  

The customer buys a product and is expected to sign a maintenance contract to “repair” 
the system if it becomes faulty.  Once the system has been sold, the salesperson gets 
the commission and sets off to look for more sales.  

When the customer requires information or needs to develop the system further, 
the salesperson does not have the time or maybe the knowledge to “chat” about the 
customer’s business requirements (and doesn’t receive commission for time spent 
not selling).  The engineers know how the system works; however they are not paid 
as advisors, they are only required to fix the system if it stops working or requires 
re-configuration. 

Research & Development

Marketing Team

Supply Chain

Distributor

Reseller

Sales

Management Consultancy
Software Engineers
Market Research
System Trials
Meetings

Literature Production
Technical Consultants

Assembly Line Analysis
Manufacturing and Engineering

Forecasting & Market Pebetration

How much of the message gets through?

You!
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Improving the Situation

So far I’ve only covered what, with bitter experience, you probably already know 
so how do we improve this situation?  The answer is to accurately instruct the engi-
neers yourself with the help of others at the beginning of the purchase process and 
throughout the implementation.

In many cases it is hard to see the wood for the trees especially when it comes to 
implementing new procedures or systems.  In my experience, the more time invested 
in the early stages of a new project the better the outcome.

One of the problems often encountered is establishing who is going to be responsible 
for implementing the new system. It is possible that the staff nominated will not be 
able to maintain their existing workload and therefore will not be able to effectively 
implement the project.  

Another aspect is the technical capability of the staff.  Have they attempted this type 
of project before? Are they aware of the pitfalls that may arise? Do they have the 
authority to see the project through from start to finish?

When implementing new systems or software which will have an effect on a group 
or even all of your staff, it is essential to put together a Technology Implementation 
Team.  However in the first instance, it is the responsibility of the Directors or Partners 
to establish how they want their organisation to work, as well as establishing which 
areas are profitable before this team is put in place.

Current methods of working and business processes should be compiled by a Technol-
ogy Director (or Consultant).  This person should be able to illustrate how systems 
can integrate and be able to provide a business plan (please refer to the Return on 
Investment section) as to the full implication of such a transition.

Once a Board level decision has been made to pursue new technology, the Technol-
ogy Team then instructs suppliers to put forward their offerings. 

This Team should consist of functional staff from all levels as follows:

ff Director/Partner

ff Office / Department Manager

ff Secretary(s) / Receptionist

ff IT Manager

ff IT/Microsoft/Cisco Qualified Engineer
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As well as qualified/trained technical staff, a Microsoft Certified Systems Engineer 
(MCSE) is a must for any company.  Whilst this would appear to promote the benefits 
of Microsoft, the fact remains that MCSEs have proved they have the ability to learn 
and retain the type of technical information that will prove invaluable in the future 
development of the company systems.

All too often, companies expect MCSEs to be the answer to their problems, however, 
they must be included as part of the team, but NOT as Technology gurus.  This is 
the domain of the Technology Director or COO to establish what path to take.  The 
MCSE is there to fix the software when it goes wrong!

The team will clarify the present structure of the organisation and then establish the 
most effective method of implementing the new system, from purchase through to 
training of users. 

This team effectively becomes the steering group, who will instruct the technical 
staff, in conjunction with the supplying company, when installing the new system.  
This can apply to Telephony products, CRM, Windows or any other technology or 
software based product.

Detailed below are some of the steering group’s activities that need to be addressed 
prior to the implementation of the system:

ff Access Times – when is the best time to implement; how much will your 
business be affected if the new system is installed during normal work-
ing hours?

ff How does the new system work? Do they present a technical slant or is it 
presented in layman’s terms?

ff What is the methodology used for implementation? For example Prince2 
or their own formalised process; how have they presented their structure?

ff Who is going to review the structure of the company to establish the 
impact of the new system?

ff Training – It is essential that the training provided suits your company’s 
needs.  All too often, training is carried out from a supplier’s perspective.  
The team must provide significant input to the training program before 
it is rolled out.

ff Supplier ability – Has the supplier illustrated their ability to use the sys-
tem?  The supplier should be able to demonstrate at their own offices. 
How have they implemented the system?
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ff References – Request and check out references from their clients with 
similar installations.

ff Confirmation of Responsibility – Provide a completed document that 
outlines your expectations of the supplier; get the salesman or a member 
of the supplier’s technical team to help you complete the document.  In-
clude everything from Health & Safety to clarification of how you want 
the system to work. You can even include the training program.  Do not 
just sign their documentation that confirms their expectations of you.  
The bottom line is that the supplier expects to get paid on time and this is 
a sure fire way to completely understand what is expected of each other!

After implementation you will need to look at the methods applied to training and 
retraining your staff.  Imagine if everyone knew how to use all of your internal sys-
tems; think of the improved productivity.  This is the ongoing ‘raison d’être’ for the 
Technology Implementation Team; it is not only to acquire new systems but also 
to ensure that the existing ones are being properly used. The effectiveness to your 
business of an on-going training program cannot be underestimated. 
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Chapter 19

A Staff Manual

Getting everyone on the same page!

Establishing your business position using the SWOT analysis programme is only 
one management strategy or method, there are many others and this book is not 

designed to address these, however, the next stage is to produce a company manual.  
All good management techniques are about communications and this is no exception.  
We have adopted a dual approach as follows:

ff The Company Manual

ff The Technology Site Document

The Company Manual

All too often, especially with small businesses, expansion comes at a high price.  
The only planning most believe is necessary is either in sales or finance.  However, 
a company manual that lays out how you intend the business to function at all levels 
and in all departments can have enormous benefits.  It gives a blueprint that can then 
be easily integrated into any new business or expansion plan.

The purpose of this document is to establish and maintain continuity.  For example 
having letters that leave your office in differing formats illustrates to your custom-
ers that there is a lack of structure to your business.  Even simple things such as 
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handwritten envelopes can project an impression to your existing or prospective 
customers that there is potential sloppiness.

The more effort that goes into the preparation of documents such as this, the less work 
you will have to do in the future, particularly as your business grows.

The internationally acclaimed speaker and motivational coach Tony Robbins refers 
to breaking down a large task into smaller segments as “chunking”.  The preparation 
of manuals can be delegated to other members of staff, yet they become powerful 
tools for everyone to use as a guide to the company ethos and structure.

The benefits of creating a company manual are that procedures are followed and all 
users adopt a consistent approach.  For example, most service calls are simply user 
error resulting in reduced productivity, which could easily be avoided.  

All of the common and repetitive tasks should be illustrated.  Each department/office 
needs to establish how they work and what impact the new system will have on them. 

The manual needs to be a point of reference that everyone can use.  The areas covered 
would typically include:-

ff How to use the telephone system (transferring calls internally and exter-
nally & general set up)

ff How to send an email internally, externally, on behalf of others, copied, 
blind copied etc..

ff How to use all of your internal software systems such as the CRM data-
base such as salesforce

ff How to deal with equipment problems before calling an engineer

ff How to go about calling an engineer if required

Every new and existing member of staff should be trained in the use and exploitation 
of the internal systems.

A confirmation checklist is then completed that covers each of the required areas.  
When the training is complete, the checklist is signed by both parties and placed in 
their personnel file.

Conclusion

Computer networks have been maintained in-house for many years, telephone systems 
on the other hand are now sold so that they can be programmed over the internet.  The 
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connectivity between these two main pieces of equipment is becoming increasingly 
commonplace and easier to implement.  

The goal is to become as self-sufficient as possible to improve productivity and reduce 
dependency on external companies.  This also helps to keep ongoing maintenance 
costs to a minimum. 

Business Process exists only in the logical implementation of systems devised by 
you and your co-workers based upon technology and systems that you understand.  It 
will be your Technology Implementation Teams and the people they invite to advise 
them, that will create your Business Processes and ensure that your company 
derives a profit from technology.

Example Company Manual Index

The content for a Company Manual can be as detailed as you wish, but nevertheless, 
having such a document is considered good practice and indeed is a typical require-
ment for HR Departments albeit more specific and more legally binding in terms of 
employment law. 

One of the most valuable things you can do as an employer is to make sure your staff 
are properly instructed and properly trained.  It common for larger organisations to 
operate this was but for SMEs it can be more difficult due to time constraints.

On the next page is an illustration of the items that can appear in your Company Manual:



Company Manual
1�0 Company Introduction ������������������������������������������������������������ 1
2�0 About ABC Company �������������������������������������������������������������� 2

 2�1 A Brief History ������������������������������������������������������������������3
 2�2 Our Work Ethic �����������������������������������������������������������������4
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Site Document

Internal Systems & Practices

The next area, which is of equal importance, is to standardise the way in which your 
staff and all departments utilise your internal technology systems.

Again in order to maintain continuity throughout your business, if time is spent 
creating templates for every aspect of work carried out it will save a great deal of 
time and effort in the long run.

The objective is to create an environment which is as efficient and effective as it can 
be.  For example many of the problems that exist within businesses relating to staff 
are normally because of poor initial training.  

It is a well-known fact that we in the UK spend less on training than any other 
European country.  Rather than be another statistic, put in writing exactly what 
your expectations are of your staff and how you expect them to use the tools you 
are providing.

It would make sense to ask each of your suppliers to provide you with a short docu-
ment so that you can create your own company manual without reinventing the wheel.  
Again, having one source to refer to simplifies administration for all staff. 

Compile a separate ring binder for all information that relates to each system used 
as follows:

ff Agreed Configuration

ff Specification

ff Asset Numbers

ff Maintainance Co. name, ad-
dress, telephone number

ff Support Contract Number

ff Terms and Conditions

ff Scope of the service level 
agreement

ff Original training 
documentation

ff Quick reference user guides

ff Training schedules

ff Method of operation

ff Schedule of changes

ff Technicians log re-
cord (signed off by staff 
member!)



The Site Document ring binders should be made up for the following items 
of equipment:

ff Servers (Identify which servers are related to the relevant software 
programs)

ff PCs (Desktops & Laptops) & Software

ff Mobile Phones & Tablets

ff Telephone Systems

ff Air Conditioning Unit

Site Document Example for Telecommunications

Site Document
Tick

1 Fault Reporting Procedure & First Steps 

2 Fault Report Log 

3 Engineers Visit Log 

4 Method of Operation 

5 Building Cabling Schematic Cat5/6 & CW1309 

6 Handset & Voicemail Quick Reference Guide 

7 Operators Console (WOC & DSS) 

8 System Supervisor 

9 Voicemail Messages 

10 Training Schedule Supervisor 

11 “ Extension User 

12 Training Checklist Supervisor 

13 “ Extension Users 

14 Extension List 

15 Line Structure & Network Providers (BT, Virgin etc..) 

16 Contractor HSE Questionnaire 

17 Purchase Order Procedure 

18 Installation Overview & Description 

19 Support Contract Service Level Agreement 

20 Support Contract Equipment Schedule



Training Programmes
There is no point spending thousands of pounds on new equipment without making 
sure that everyone can use the new equipment or software properly.  It was designed 
to make you money, so the supplying company should be expected to show you how 
it works and not be allowed to leave your premises until YOU are satisfied everyone 
is happy!

Therefore, for each item of technology purchased by the company or organisation, 
there must be a corresponding training programme and checklist which is clearly 
defined prior to installation.

As an example, two such documents have been detailed overleaf which relate to 
telecommunications. This can be replicated and adapted for any item of technology; 
it is not the specific detail that is important, rather, it is the fact that you are advised 
to exercise some form of control for your new “system”.

Every person trained must sign off the fact that they have completed the training and 
fully understood the system. 

Staff Certification

By implementing a structure that ensures all staff are properly and competently 
trained, not only ensures that you will derive the most from the technology, but also 
ensures that the training encourages best practice.

Statistics shows that staff are 21% more effective after training, they make less mis-
takes and overall, this can save up to an hour a day per person.

Investors in People / ISO9000

It is a common fact that internal systems do not feature particularly highly in Investor 
in People or ISO manuals as they are not considered to be key to the operations of 
the business, the people and processes are.  

However, if you lost all power to your business it would grind to an immediate halt.  So 
it is imperative that time and energy is spent ensuring that your staff are fully trained 
in order that your business can derive the most profit from technology via your staff.



166  | INTEGRATE - The Essential Business Technology & Marketing Handbook

User & Supervisor Training

Below are examples of Training Checklists that can be used to ensure that the training 
provided by a supplying company is satisfactory and fit for purpose!  

User Training (Telephone System)

Name     Extension No

Floor/Office    Date

(please tick)

Did you cover / understand the following Yes No

1. Explanation of system structure and connection

PC Phone Manager Control

2. Understanding information displayed on the PC

3. Setting Preferences on Phone Manager.

4. Answering and transferring calls using PC Phone Manager

5. How to Toggle between different callers using Park Keys

Handset Operation

6. Placing calls on Hold

7. Call Pick Up – General, Group

8. Setting up a Conference Call

9. Understanding Handset Layout 

10. Understanding Button Programming ( For Display Phones)

Voicemail

1. Accessing Voicemail (Internally/Externally)

2. Recording, changing & saving greeting messages

3. Managing voicemail & features via voice prompts

Comments:

Signed (Staff Member) : X     Date: X

Signed (Supervisor): X     Date: X
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Supervisor Training (Telephone System)

Name     Extension No

Floor/Office    Date

Did you cover / understand the following (please tick) Yes No

1. Basic

ff Completion of User Handset Training

ff Completion of Screen Based Phone Manager Training

2. Users

ff Using the Administrators Program & Logging On
ff Add, Edit & Delete Extensions/Names
ff Add, Edit & Delete Users
ff Entering Short Codes
ff Entering System Speed Dial numbers & names
ff Amending No Answer Times

3. Hunt Groups

ff Add, Edit & Delete Groups
ff Setting up ring patterns for groups
ff Adding and removing users from hunt groups
ff Entering Source Numbers, User & Group Voicemail
ff Creating Overflow groups
ff Utilisation of Time Profiles

4. Incoming Call Routes

ff Amending the destination of incoming DDI’s
ff Barring incoming numbers or send to voicemail
ff Creating System Directory entries
ff Dial using Index

5. Saving Changes & Updating System

ff Rebooting system
ff Merging configurations

6. Practical Activities

ff Amend Voicemail Group Messages, Day, Night, Q1 & Q2
ff Changing the Voicemail PIN via Handset & Admin Manager 

Program 
ff System Configuration and Structure
ff Patching in a new telephone handset
ff Problem Solving
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Part V:  Marketing Review
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Chapter 20

Keep Stoking the Fire…

Overview

This part of the book provides summary information about marketing.  There are 
a significant number of books available on this subject.  The Dummies series 

offers a great insight for people to begin their quest; Marketing for Dummies by 
Craig Smith & Alexander Haim, MBA (Published by Wiley). 

David Meerman Scott’s book “The New Rules of Marketing & PR” is also a very 
good read and well worth getting a copy. 

However it is through marketing that the momentum is created to make sales.  We 
are not purporting to be gurus however this may help companies better understand 
how technology and marketing work hand-in-hand.

For many larger companies, sales and marketing are distinctly separate departments.  
In fact one cannot properly function without the other.  It is through successful mar-
keting that sales people can obtain qualified and genuine leads.  

The simplest analogy is that of a swan on water; the body is that of the salesman, 
gracefully visiting and greeting customers (not swanning around!) and the webbed 
feet are the activities of the marketing department, busily creating interest and rais-
ing awareness and warming up the market in preparation for the eventual union of 
customer and product.  
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Without marketing, the business owner’s job is made much more difficult and will 
undoubtedly lead to stress in one form or another.  It is time that all businesses took 
this approach and made marketing a priority. Marketing seems to take a back seat in 
so many companies because the salespeople are supposed to perform and produce 
the results through their own efforts. An advert here or there, which never amounts 
to much, cannot be considered to be marketing at all.  Often marketing activities are 
inadequate and inconsistent.  In some cases they can be nonexistent.

Even though there are many websites, books and articles available regarding market-
ing it can be a daunting prospect to have to create interest through the written word.  
Many of us are uncomfortable at the thought of producing eye-catching literature 
to promote our business, and so reinventing ourselves as a graphic designer is not 
an option!

In the 80s it was altogether easier; employ some sales people, give them some leaflets 
to hand out when they were cold calling and when they were back in the office get 
them on the phones.  Now, the world has changed – The TPS (Telephone Preference 
Service) restricts cold calls taking place to companies who have registered with them.  
Direct mail produces diminishing returns and then of course there is the Internet, 
email and any other form of digital communication you can think of.

Simply owning a small space on an ISP’s web server is not sufficient to compete.  
Some believe that spending £’000’s on a website is all that is needed, pretty much 
like “build it and they will come”, but it does not work that way.  Spending money 
on a website without ensuring that the whole digital marketing structure is being 
worked on is a waste of time, effort and money.

Consider this; if you spent £5,000 on magazine advertising, i.e. £1,000 on five adverts 
over five months and placed the adverts in a vertical market publication that you 
decided to target with your product, the results and response would be significant.  
The magazine is read by your desired readership and your product meets their need 
and they see you each month for five months – great!

However, if you spent £5,000 on a website, with all the latest software to make your 
business stand out on the screen, unless someone looks at your site by typing in your 
exact name or clicks on your link from a search page of another site, no one will ever 
look at your website – ever! It would be the same as paying for magazine advertising 
and dumping the magazines before they were delivered.

But cheer up, it’s not all doom and gloom - the next few pages will illustrate how some 
fundamental and basic activities can help build your brand, put you on the right track 
to get the most from being online as well as make your sales team extremely happy.
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If you believe that advertising in the public eye is astronomically expensive then 
you, along with most other business owners, will shy away from putting effort into 
marketing simply because of the misapprehension that it will be expensive.  As you 
will have gathered from reading this book our objective is to help you make money, 
not waste it.  

Why market at all?
It is accepted by all business owners that making money is not always as simple and 
easy as it looks; therefore the objective for any type of marketing is first to build 
trust by creating value and to show your prospective customers that there is a pretty 
good chance that you will do a good job for them.  It makes sense that the trust must 
be there first before they spend any money with you. 

I mentioned before that running a business without marketing and promotion is said 
to be like winking at a girl in the dark; you know what you’re doing but she hasn’t 
got the slightest notion of what you are up to.

It is a fact that it takes 7-10 actual connections with a prospect before they consider 
a brand recognisable.  Due to a variety of factors, such as spam filters and any other 
distraction one can think of, only 1-in-3 messages get through to the intended recipient.  
Therefore you need to have at least 30 messages directed at your intended market in 
order to achieve the results desired.

Who have you targeted in the past?

Before you begin, it would be helpful to review your previous efforts and activi-
ties.  Obviously, you will not need to do this if you have not attempted any form of 
marketing in the past, however if you have, it is useful to use the previous results 
as a means test.

Who are your customers?

Compile a list of all of your existing customers from A-Z.  Ensure that you have 
every last detail about these companies as follows:

ff Company name

ff Address

ff Post Code
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ff Managing Director’s Name

ff Sales Director’s Name

ff Finance Director’s Name

ff Web address

ff E-Mail Addresses

ff Telephone Numbers

ff Mobile Numbers

ff Exact business description, including SIC ‘standard industry code’

ff Specific details of the product and or services provided to the company.

ff Relevant personal details such as birthdays, all family details, useful in 
the consumer market.

ff Financial details, such as turnover, number of staff, date the company 
formed, any subsidiary companies and any other company related history.

ff Letters of reference and all letters of commendation.  It is important to 
revisit your existing customers and ask them to write a short letter on 
their letterhead extolling the virtues of your company.  These letters will 
be used later, when promoting your business to new companies.

The objective is to build up a comprehensive Customer Profile database of informa-
tion upon which to filter and identify possible matches with new businesses.

Establish any common business types.  Establish who is your ideal customer and why.  
Explore who they are, what they are, how old they are and more importantly why you 
want to do business with them.  It is imperative that you are crystal clear about who 
you want your customer to be and to the make plans to attract them.   If you think 
along the lines of being able to sell to everybody you’ll end up selling to nobody! 

Database Creation

There are many resources available to obtain information on companies, such as 
business specialists Dun & Bradstreet.  It is possible to obtain extensive information 
provided on a spreadsheet, typically in a .CSV file.

To determine which information is required, you can either create a list of company 
types that match your existing customers or you can approach this completely fresh 
and simply choose the company types that you would like to supply to.  Obviously, 
this will relate to the type of products you sell.
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The structure of information that is provided, per thousand, is as follows; company 
name, address, postcode, telephone number and SIC code.  Further details are avail-
able at an additional cost per 1000 records such as specific names of the managing 
director, financial director, sales director and so on.  E-mail addresses are extra as 
well as the number of staff and specific financial details such as turnover, net profit-
ability, and so on.

Depending on what you sell, it can save a great deal of time by obtaining additional 
information such as the number of staff, as it immediately provides an indication of 
company size and potential budget availability.

Whilst companies like Dun & Bradstreet have minimum quantities which are in 
the region of 1000 names, as a rule of thumb it is suggested that 300 records are 
allocated per salesperson.

Assuming that you have a product such as Microsoft Outlook or a CRM package 
like salesforce, the information from Dun & Bradstreet can be easily imported into 
the software and mapped to the relevant fields.

Each salesman will have been allocated a territory and therefore it will be up to the 
salesman to clean the database and ensure that all the relevant data is complete.  If 
appropriate you may choose to employ the services of a telesales team to clean up 
the data.

Creating a timetable

One of the biggest mistakes companies make when attempting to establish a market-
ing campaign is that it always begins with great intentions, but unfortunately, over 
time, it loses momentum, because nobody is driving it.  

Getting management or staff to carry out these tasks can be awkward, simply because, 
if you do not have dedicated individuals undertaking the work then an excuse can be 
made for information not being completed on time.  In order to avoid this, the most 
sensible option is to create at least a nine-month marketing plan.
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Chapter 21

Marketing Activities

Where should you start?

It is important to make this point really clear; the reason for being in business is to 
make a profit.  Irrespective of what you do, you cannot operate at a loss, at least 

not for very long!Therefore, as mentioned at the beginning of this book, my intention 
is to provide a framework that makes sense so that all the elements come together 
to generate revenue.  I hear you saying “yes, that’s obvious!”  

To be in business costs money and to join that ‘club’ you have to accept that there 
will be costs to incur.  “Yes again!” So why is it that so many businesses believe 
that they can function without spending money on either marketing or technology?

I believe the reason is, as the saying goes, “you don’t know, what you don’t know!” 
Competing in today’s marketing landscape cannot be done on the back of a cigarette 
packet nor can it be done on a zero budget hoping for the best with a little bit of 
search engine marketing.

The reality is that business leaders need a sixth sense to be aware of how all the 
disparate elements of marketing and technology can synchronously work together.  
In hard cash terms it can mean reducing or redeploying human resources enabling 
you to increase automation, exposure and ultimately your profitability.   
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Inbound & Outbound Marketing
You may be aware that marketing has been divided in to two camps; Inbound Mar-
keting and Outbound Marketing.

Statistics show that we are all subjected to somewhere between 2900 and 3500 mar-
keting massages per day.  And whereas most messages were an attempt to force a 
product or brand on the consumer, the tables have now turned putting the consumer 
in the driving seat.  If they want something, they will simply search online and will 
only connect with a business is they are not too pushy.

Selecting and finally buying a product is only achieved in the buyer’s timescale not 
the salesman’s and therefore a structure needs to be in place to accommodate the 
buyers and not attempt to brow-beat then into submission.

Your job is to communicate with your prospective customers in such a way that you 
appear and can support the notion that you’re a ‘thought leader’.  And to achieve that 
you have to create useful, engaging and informative content that isn’t attempting to 
sell to the consumer of the content.

This “attraction marketing” strategy not only feeds the requirements of prospects 
but also appeals to their buying habits because they are able to browse and plan at 
their own pace.

Selection of Marketing Activities 

I have listed below some of the more popular marketing activities along with a 
description.  Obviously selecting the right blend of activities may take a while to 
finalise, but at least this is a good starting point:

ff Affiliate Marketing (Self-service)

ff Apps for mobile users

ff Banner Advertising

ff Blog Articles

ff Business Radio

ff Business Articles

ff Complementary Businesses

ff Content Marketing

ff Conversion Optimisation
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ff Copywriters

ff Digital Delivery (Email & SMS)

ff Direct Mail 

ff Email Lists

ff Exhibitions

ff Flyers

ff Free giveaways online (in exchange for email address)

ff Google Adwords, Adsense & Remarketing

ff Guest Writing (Blogs, Magazines, Papers etc.)

ff Liveried Vehicles

ff Magazine Advertising & Advertorial

ff Magazine Editorial

ff Networking Events

ff Opt-In Newsletters

ff Podcasts

ff Press Releases

ff Public Relations (Getting exposure)

ff Public Speaking

ff Publishing Business Development Book

ff Roadshows

ff Seminars

ff SEM & SEO

ff Social Media (Twitter, Facebook etc.)

ff Video & Webinars

ff Websites

ff White Papers 

ff Word of Mouth
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Affiliate Marketing (Self-Service)
If you have a business that sells items online, it is possible to set up an affiliate solu-
tion which enables business affiliates to register and download advertising banners 
from your affiliate registration site and upload the code directly to their websites.

Once you have worked out what percentage commission you are prepared to pay and 
this information is set up on the system, everything is automated from then on, i.e. all 
calculations and commission payments are made via PayPal or other payment provider.

A popular software product is called Post Affiliate Pro which can be used as Software 
as a Service (SaaS) or ‘Stand-alone’.  This enables full management of all affiliates 
including support, commission of group leaders and secondary commissions for refer-
rals.  All banners are managed from this software enabling end-to-end “self-service”.

Apps for Tablets & Mobiles
Your business may not lend itself to operating on an Android or iOS App; however, 
there are a variety of applications that can help you maintain a connection with your 
prospects and clients.  Some areas to think about are:

ff Product or Services Description

ff Product or Services Calculator

ff Blog or Article Updates

ff Brochure Updates

ff Messaging

ff News 

You need to be able to maintain your direct contact with as many potential customers 
as possible on as many platforms as you can handle. 

Banner Advertising 
Banners are now reasonably standardized; from oblong (landscape), oblong (portrait) 
and square.   When a browser clicks on a banner, they will normally be directed to 
a bespoke landing page (mentioned later) where they will enter their contact details 
in return for a free downloadable book or report.  That, in essence is the purpose of 
a B2B banner.
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The bottom line is that you have to ask for permission to market to anyone, therefore 
obtaining their email address is the essential first step.

 Reciprocal Banners

In simple terms this means that you accept to advertise another company’s banner 
on your website in return for placing your banner on their website. 

Vertical Market Websites

Banner advertising is as popular now as it was at the beginning of the dot-com 
boom.  This form of advertising boils down to budget.  There are a variety of ways 
of facilitating this, which are as follows:

ff Clearly establish your various vertical markets

ff Investigate the sites, clubs and associations related to these markets.

ff Establish the cost to advertise your company banner on these respective 
sites

ff Decide if you are prepared to pay for each click or if you want to pay a 
commission for closed business.  There are various options available in 
this respect

Blog Articles
It is widely accepted that a company needs to produce five to nine articles per 
month.   This helps maintain your positioning on search engines and engagement 
with your audience.

Business Radio
There are many business radio stations and programs up and down the UK, both on 
terrestrial radio and on the internet.  It makes sense if you have a good story to tell 
or if you are an authority in your field to obtain regular radio speaking opportuni-
ties.  It is well known that all stations are eager to share news about new solutions 
to help businesses.  
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Business Articles
The objective is to set your business apart from the competition, therefore a great way 
to achieve this is to write for business magazines about how businesses can develop 
their operations or indeed any other article that is not ‘sales-driven’.

It may be possible to write articles about your products or services in order that they 
can be published in these vertical market magazines.

Consider this; if you can build up a relationship with an editor(s) it may be possible 
for you to provide regular articles each month in order for you to become a resident 
“expert”.

As long as you write in a format that helps the reader and is informative, you have 
a good chance of getting published.  I know this works from personal experience.  

Complementary Businesses
There are always methods that can be adapted to accommodate different industries.  
A very simple approach is to set up your own networking group, through which to 
exchange sales leads.  The simplest way to approach this is to look at the types of 
companies that also sell to your customers.  You do not need to invite your competi-
tion into your offices, but what you do need to do is identify what types of businesses 
sell into the companies that you are attempting to sell into as well.

Consider the scenario. A business owner contacts you to tell you that their business 
approach is similar to yours, but the products sold are different and you do not com-
pete.  The reason they want to speak to you is so that they could recommend you 
when in front of the customer.  How would you feel?

Obviously your associations with different companies would be dependent on the type 
of industry you are in.  However, you would be in a position of strength if you were 
able to expand your offering to your existing or potential customers using products and 
services from other companies.  This is one of the most sensible approaches to sales.

For more information, take a look at www.salesxchange.co.uk
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Content Marketing
You may well have heard the expression ‘Content is King’, well it is, but not any old 
content.  How you communicate to your customers and prospects is key to helping 
them determine your ‘tone-of-voice’ and in turn encouraging them to buy from you.

Every single piece of information constitutes your content, therefore it is essential 
that it is crafted well (See Copywriters below) and maintains a consistent message 
with an appropriate ‘Call to Action’ wherever it is relevant to place one.

Obviously if you create a brochure, the intention is to help sell your products or ser-
vices, however, when you create content for articles, blogs, podcasts, guest content, 
videos blogs and so on, the objective is to create engaging content, not a cleverly 
worded sales document thinly disguised as a blog article!

According to the B2B Content Marketing Report ©2014, a survey of 600 businesses 
revealed that 42% of businesses produce at least one piece of content per week. 

Top 20 Content Marketing Activities
ff Blogging

ff Social Media

ff Case Studies

ff White Papers

ff Press Releases

ff Testimonials

ff eNewsletters

ff Video

ff Online Articles

ff Webinars

ff Events

ff Infographics

ff Reports

ff Presentations

ff Product Demos

ff eBooks

ff Micro sites

ff Polls

ff Advertorial

ff Mobile Content

Conversion Rate Optimisation (CRO)
Although Conversion Rate Optimisation is not one thing but many activities, they 
all relate to increasing your online “close rate”.
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There’s no point spending money on technology and software without having a plan to 
improve profitability.  It’s a bit like providing on-going training for your sales people.

The scope for CRO is quite extensive, but it encompasses A/B Split Testing which 
is a method of creating and testing different looking web pages that could have dif-
ferent colour buttons or size of text or even different pictures.

CRO describes the activity of pursuing improvements.  

User Experience (UX)

As part of the overall Conversion Optimisation process, User Experience plays an 
equal part.

Conversion Optimisation Books

Conversion Optimization; The Art and Science of Converting Prospects to Custom-
ers by Saleh & Shukairy, published by O’Reilly.

Convert!; Designing Websites to Increase Traffic and Conversion by Ben Hunt, 
published by Wiley.

Don’t Make Me Think!; A Common Sense Approach to Web Usability, by Steve 
Krug, published by New Riders

It is also worth subscribing to the blogs of:

ff www.conversion-rate-experts.com

ff www.kissmetrics.com

ff www.qualaroo.com 

Copywriters
It makes good commercial sense to employ the services of a professional copywriter.  
They can be given the task, timetable and monthly schedule in advance and can save 
you a great deal of time and energy.  

One thing to bear in mind is to make sure you allow time for someone to source the 
images required, as this can sometimes take as long as writing the article!



184  | INTEGRATE - The Essential Business Technology & Marketing Handbook Chapter 21 - Marketing Activities | 185

Digital Delivery

Email

It can be tempting to send out mass e-mails if you have an e-mail client such as 
Microsoft Outlook or a CRM package.  However the danger is that your e-mail will 
appear as spam or a virus and that it will be rejected by the recipient company.

E-mail must be used sparingly throughout any marketing campaign.  There is more 
information regarding communicating one-to-one in the Sales Review section. There-
fore, contacting companies via email must always be with their permission.  This is 
the reason why we recommend an auto-respond, opt-in online facility whereby the 
customer has requested that you contact them on a regular basis.

SMS Text

Depending on the type of customers you have you may be are able to obtain their 
mobile telephone numbers. If so, then an additional method of marketing is open 
to you.  

SMS text messaging is a great way of maintaining contact with your customers. 
Whether you are informing customers of amendments to your website, a new offer, 
or regular updates of say, houses for sale, your customers can be informed quickly 
and cost effectively by sending them a text message.

For more information regarding this facility, please refer to the section Contact 
Centre – SMS Messaging.

Direct Mail
There are differing views on Direct Mail, some believe it to be too expensive and 
delivers a poor ROI. As a suggestion, consider low volume digitally printed, person-
ally addressed direct mail to specific prospects or vertical markets!
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Email Lists
A popular source is Dun & Bradstreet who provide filtered data that will match your 
ideal customer demographic.  Once you have obtained a database, it is imperative 
that the list is cleaned up beforehand; this is where your telephone, dialling and CRM 
systems come into their own by enabling you business to efficiently contact everyone 
on your list to get their correct details in order to start communicating with them

Exhibitions
Depending on your business and market you sell to exhibitions could be a great 
source for new business.  However, the size and style of your exhibition stand will 
immediately create that all important first impression, so try not to skimp on the 
budget and also, try and be different but not daft!

Flyers
Flyers are the simplest form of advertising. All you need is a page of A4 and the crea-
tivity to come up with an offer that your potential customers will jump at.  Whether 
this is done as a company or by individuals on their specific territories it will not 
change the effectiveness of this approach.

Flyers can dramatically increase the number of leads you can receive, especially 
when considering that your company information is being handed directly to your 
prospects within a given area.  

Again, it will be for you to consider whether or not you would request that your sales 
teams hand-deliver these flyers or if you would prefer to send information out by post.

Depending on quantities, it may well be a sensible alternative to employ the services 
of a distribution company.  Another alternative is to include your flyer in a local paper.  
The costs for this can be very competitive.

If you don’t have an in-house graphic designer, take a look at www.peopleperhour.
com and hire one at a really competitive price!
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Free “Giveaways” online
As part of the “law of reciprocation” it is advisable to give away free books and 
reports online to help businesses develop their marketing and new business efforts.  
This is an important part of the online marketing strategy. 

Google Adwords, Adsense & Remarketing
You may already know, but just in case; when Google introduce Pay per Click (PPC) 
they re-wrote the advertising rulebook and their profits went off the scale.  

Google Ad Words

The first main product was Adwords.  These are the small adverts that you see when 
you conduct a search on Google and the adverts appear at the top and on the right-
hand-side of the search engine results page (SERP).

The Google site can be a very effective location to advertise.  There is a degree of 
trial and error with this method and as you would expect, there are also 000’s of 
publications, books and online information that can help you optimise the words and 
structure used on Google Adwords.

Adwords can be used to ‘test the water’ to see if there is a market for a certain product 
or at the very least you can use the Adwords Key word tools to help identify the right 
keywords for your website and content.

Depending on your budget and bid level, your advert will appear and the link will 
connect the browser to your landing page.  Beware though; mistakes can be very 
costly so it pays to get an expert who can help. 

Google Adsense

If you have ever seen small ads on a website that are sponsored by Google, they 
appear as a result of subscribing to Google Adsense.  This places related adverts on 
other websites allowing associated businesses to advertise where they don’t compete 
with the host website e.g. a florist’s website allowing a gardener’s Google Ad.  

They are similar but do not compete with each other.  The florist earns a percentage 
and gardener gets the browser to look at his/her website.
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Adsense enables you to advertise your “Adwords” or banner adverts on other websites 
or allows advertisers to advertise on your website.

Remarketing

Remarketing operates in conjunction with providers like Google or high traffic web-
sites and presents your banner advert to a browser who has looked at your website 
but clicked away.  This is a very effective way of keeping your message in front of 
prospect. 

Guest Writing
It is common practice to write for other publications as it offers increased engage-
ment for the other websites and increases your reach by placing URL back links on 
the signature boxes at the end of the articles.

Liveried Cars & Mobile Office
As part of a promotion strategy, a vehicle can be used as a mobile office for presenta-
tions and signing up new customers.

This unique approach will have the effect of capturing the attention of businesses 
without drawing out the sales process and having to revisit or losing the initial inter-
est or excitement.

Depending on your geographic location and operational presence, obtaining mag-
netic signs or indeed having your sales and service/support vehicles sign written has 
always been a good idea.     

Having you car ‘sign-written’ may also be an option or perhaps you would prefer to 
opt for magnetic panels!

Magazine Advertising & Advertorial
It is sensible to place quarterly adverts in a number of magazines depending on your 
budget.   Website links from the magazines will point to specific landing pages in 
order to keep a track of the return on investment.
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Deals are normally available from most publishers enabling you to place advertorial 
articles in their magazines to further explain the benefits of your products or services

Magazine Editorial
In a similar way to Advertorials, Editorials are normally at the request of the publisher 
and take the form of a Q&A or a more inquisitive type of article about you or your 
company.  These can be especially effective as they help potential customers get a 
better insight to your business.   

It normally takes a bit of sweet-talking to the advertising executive to get him or her 
to recommend you to the Editor.  

Networking Events
Most networking events are full of businesses trying to sell their products and services 
and no-one looking to buy.  Unless you are aware of the calibre of the attendees, 
business networking can be very costly in terms of time, so it pays to find out first.

The real power in networking comes when it is approached selflessly.  If you have 
the attitude of “how can I help someone else” rather than “what can they do for me”, 
you will undoubtedly reap huge rewards.  

However it is not as easy as it seems, it does not happen immediately, and you must 
approach it with a strategy that needs to be worked on and planned over a period 
of time. You must also be prepared to make a long term commitment to attending 
regular meetings.  

Having personally attended a number of different networking meetings and as the 
founder of The Good Business Group in North London I believe that the networking 
environments work for some businesses and not others.   

Be aware that if the group has members in a predominantly consumer orientated 
market and yours is business to business you may want to reconsider or find a new 
group. 

Most people dip in and dip out of networking as it is referred to as a ‘slow-burn’ and 
the people who really make out of it are the organisers.
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Newsletters
One of the simplest and most effective ways of reaching your customers, both exist-
ing and potential, is to send out regular newsletters. In the first instance they can be 
produced in MS Word, converted into a PDF and emailed to a defined list of contacts.  

If your database is relatively small it is possible to send out newsletters this way, 
however, full HTML solutions are better and can be achieved online very easily and 
a little cost.

It is suggested that between six to nine newsletter ideas are prepared in advance, so 
you need to decide what the main topic is going to be for each newsletter and then 
decide on four or five subtopics. But beware; this is not an opportunity to make a 
regular sales pitch.  It is a newsletter, not a sales letter!

Creating content can sometimes be a stumbling block so look to include interesting 
facts, success stories, typical problems and generally how you can and have provided 
support to your customers in the past.

They need only to be one or two pages long, but ensure they are colourful and eye-
catching.  The information needs to be topical, informative, helpful and relevant with 
the content being provided by members of staff well in advance.  A possible sugges-
tion is to decide which specific products you would like to sell over a given period of 
time, which places the newsletter in a position of strength to warm up your customers.

To get a feel for different newsletters, simply go on to Google and search for newslet-
ters within your specific industry.  It is important to understand that the objective of 
the newsletter is to keep your name in front of your customers on a regular basis and 
not, as some companies do, to use it as a resource to fire off promotions and special 
offers (see the Flyers section). 

Encourage your customers to contact you rather than you having to expend energy, 
time and money in chasing potential business that may not come to fruition.  Do not 
sell to them; get them to buy from you.

Opt-In Email Newsletters
Obtaining permission is really important as you need and want permission to com-
municate with prospects.  However, as mentioned earlier do not use newsletters as 
an excuse to send out a sales letter.  Be vigilant and keep the two separate as we all 
know the difference!
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Podcasts
Simply record your blogs and articles and post them on iTunes or insert the recorded 
file below your article online.  Include any other speaking engagements too.

With so many people using Smartphones and preferring to listen or watch content, 
podcasting is an ideal platform to keep in touch.

Press Releases
Press releases are simply an indication to the media that you are doing something! 
Not only that, it gives the impression that you are an expert in your given field.  
Therefore, ensure everything you do, say, create or achieve is publicised via news 
wires and is sent to the publishers of all the relevant business media, as well as local 
and national press if applicable.

If you have not produced press releases in the past, then I would suggest you engage 
a copywriter to write this content for you as it is important to be succinct and to the 
point when producing these.  It is also worth noting that journalists are often very 
happy to receive new stories and so welcome material from businesses.

Take a look at www.sourcewire.com to publish your press releases.

Public Relations
A good PR company is really worth the money.  Instruct them to keep abreast of all 
the current news to ensure that you can comment and offer advice whenever possible.  

Your PR advisers will ensure that everything that goes into a press release will also 
find its way to the right people, as many of them have personal contacts that will 
help your business. 

Public Speaking
Whether it is a networking event, exhibition or other social event, get your name out 
there!  Request speaking opportunities at every possible event.



If being proactive at networking events is not for you, but you are able to speak 
competently about your given profession it may well be that you are able to offer 
your services as a public speaker.  

Most Chamber of Commerce networking events are crying out for new and innovative 
public speakers.  If you have the confidence to project yourself and have already car-
ried out some or all of the marketing activities required to elevate your business to a 
position of being an expert in your field, then public speaking is the logical next step.

Roadshows
Road shows provide a great opportunity to present a combination of:

ff Guest speakers

ff Workshops

ff News

ff Consultancy

ff Business development

ff Marketing

It makes sense to work with other business providers and affect a joint venture 
approach to engaging with SMEs.

It also makes sense to keep the costs down and perhaps encourage your existing 
suppliers to contribute to the costs.

Seminars
Organise a seminar every quarter at different locations across the UK, evangelising 
about your products of services.  This can coincide with your networking events, 
i.e. attend the networking event and hold the seminar shortly after the networking 
finishes.  This can help guarantee attendance.

This is the single most productive way of introducing and/or selling your product or 
service to more than one company at a time.  

Who you invite is down to you and how many attendees you feel is the optimum 
number can be dependent on the venue. Ten to twelve companies means that you can 



realistically speak to each attendee in person and informal discussions and question 
and answer sessions at the end of the seminar are easy to manage.

Planning is the key with any seminar so give you plenty of time to find a suitable 
venue, send out invitations and decide on an agenda suitable to the needs of the 
attendees.  And, if all goes well, after the seminar you can ask the attendees for 
referrals to your next seminar. 

SEM & SEO
Search Engine Marketing and Search Engine Optimisation should be carried out 
as a default activity by the web designers and also the copywriters.  I cannot stress 
enough how important this is.

Your web designer may have done a fantastic job creating your site, but it doesn’t 
mean that any work has been done in formatting the keywords in conjunction with 
the text that appears on each page or indeed how your images are named.

More recently, as the search engines have improved, the website crawling software 
has become more intelligent and advanced.  The crawlers can now establish if your 
web content is easy to read and if it is relevant to your market, so beware.

If you do not already know about key words and how these relate to your page content, 
you must investigate this now.  SEO is key to ensuring that you website is visible.  

Social Media 
Including Twitter, Facebook, Google+, LinkedIn, Pinterest, Medium, Quora…

The use of social media is a key element to your marketing strategy. This will be a 
combination of automation and human input to establishing your “tone-of-voice”.

Hootsuite and Social Oomph are only two of the automated solutions available.  It 
is sensible to implement a Social Media Management Solution in order to save a 
considerable amount of time.



Social Sharing Content
It might seem obvious, but it is important to include a Social sharing tool on your 
web pages; I mean all web pages, not just your blog.  There are a variety available, 
one of the most popular being “Add This” which has connections to pretty much 
every social media site you can think of.

Video & Webinars 
Again, depending on budget, producing regular videos to be uploaded to YouTube 
is also a great way to maintain contact with prospects.  Millions of videos are con-
sumed every day and a two minute weekly video of an interview, update and piece 
of industry news can be produced at very little expense. 

In addition, monthly promotional and instructional webinars can be facilitated by 
using Cisco’s WebEx and Skype™. 

Websites
Over the years websites have been touted as the “be all and end all” of a business 
marketing infrastructure.  But they are only as good as the content they deliver and 
the visibility they have achieved.

Sales & Promotion Focused Sites

Sales sites provide customers with information about your company.  In reality these 
are online brochures about your business.  It is important to present your business in 
the most logical structure in order that your customers get an accurate feel of how 
you run your business.

Potentially, it can be viewed that your website is only as good as the designer and not 
the company behind it.  But your content should dispel this impression.

Support Focused Sites

Support sites come in many guises; there are the simple ones that offer explanations 
for frequently asked questions, then there are fully interactive sites. These can enable 
your customers to place maintenance calls online, and where the web server integrates 



with the CRM system this can automatically allocate and appoint engineers to visit 
an office with a problem.

E-commerce Focused Sites

Purchasing products online is commonplace and therefore this aspect requires some 
significant thought and daily management to avoid breaches in security and to provide 
up-to-date information.  The key here is to ensure that your conversion optimisation 
strategy is applied and that you fully understand why someone buys from your site 
and why they click away.

General

Whichever type of website you intend to create, or already have, it is important that 
you can drive potential customers to it; otherwise it is a waste of time and money.  
Your overriding objective must be to encourage your customers to communicate 
with you and interface with your company online.  In order to do this every aspect 
of your marketing activities needs to guide the potential customers to your website.

But simply telling a potential customer to visit the home page of a website is not 
good enough.  There has to be something in it for them, to encourage the potential 
customer to either click on a button or type in your web address.

This is why we advocate Landing Pages (see below) and engaging content and all 
the other component parts of marketing described in this book.

Again the objective is to keep your name in front of the potential customer and to 
encourage your existing and potential customers to pass your name on to others.  
The more credibility you can demonstrate through newsletters, white papers, free 
e-Books and general information that can help your potential customers, the better, 
so when they are ready to buy, they will buy from you!

White Papers
White papers only need to be a few pages long.  Therefore it makes sense to produce 
these information documents so that prospects can download them in return for giving 
you their email address and allowing you to keep in touch with them.
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Word of Mouth
Word of mouth and buzz marketing are the by-products of creating a genuinely good 
proposition and once established you will be able to show statistics that support this 
comprehensive method of doing business over any other solution.
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Part VI:  Marketing Technology
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Chapter 22

The Big Picture

In a way, I think this area of business technology should have a book all of its own.  
Marketing Automation normally refers to the software platforms that manage the 
communications with your clients and prospects, namely the emails.

I, on the other hand, believe that Marketing Automation encompasses all the technol-
ogy needed to make this activity successful.

As I have mentioned earlier, if you intend to stay in business, then the cost of engaging 
in that activity is borne out of the technology you are encouraged to buy and exploit.

We know that heating, lighting and payments to HMRC are necessary in business 
and so too are the costs for Marketing Automation, which also includes:

ff Landing Page SaaS

ff Marketing Automation SaaS

ff Web Apps

ff CRM

All these software solutions integrate with telephone systems and therefore complete 
your mechanism to drive interest to your business resulting in increased sales.
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The illustration below shows what the expectation can be for your business to be 
fully integrated with the right technology.

Landing Pages Call to Action

Call Centre

Query

Web Chat

Email

Lead Exit*

Call Centre 
Agent

CRM System
To store customer data

for outbound
Email, SMS & Phone Calls.

Manage Prospects, 
Leads & 

Opportunities

Single focus web page
to appeal

to Male, Female,
Corporate  or other

target market or
personas

Outbound calls to
Prospects or inbound 

activity from 
website 

Call to Action

Download Document
New User Registration

Continue to Shopping Cart
OR

Connect with Call Centre

Marketing
Automation
Content Delivery
Lead Nurturing

Lead Scoring
Marketing Analytics

Website Visitor Tracking

*Lead Exit Software - Call Centre system calls browser upon abandoned Cart
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Chapter 23

Landing Pages 

Until fairly recently when most businesses displayed an advert, on or off line, 
they simply displayed their main website URL and expected visitors to seek 

and find what they were looking for. Now, with great advances in user experience 
and software technology, we have the ability and common sense not to overload our 
visitors with information and “get to the point”.

There are a number of elements to landing pages.  The first is to engage directly 
with a browser, who at great expense to your company, having clicked on a Google 
advert, banner or a link is interested in what you have to offer.

As you can see on the example page below, there are only two options and there 
are no distractions in terms of a menu or alternative places to visit.  The only other 
details are elements that will serve to endorse the page such as the logos of other 
businesses and industry awards.

Post Click Marketing

If you send a prospect to your main website there will undoubtedly be a raft of 
distractions such as the top menu, any other adverts, links or pictures, which will 
create noise and potentially run the risk of distracting your browser from your call 
to action, your main thing!
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Referred to as “Post Click Marketing” landing pages are intended to keep your visitor 
engaged and on the subject without presenting him with a multitude of distractions.  
You may have seen them before.  

In their basic form they are a simple one page website with no other clicks or links 
except for you to click on their “Call to Action” or leave.  They only want you to do 
one thing and that is to click on the button! 

Post Click marketing is the ability to keep marketing to the browser after they have 
made the first click.  You keep presenting them with consistent information that 
reaffirms why they are on your landing page in the first place.  The net result is that 
they click and you convert them.

The Anatomy of an Effective Landing Page

The illustration above is a typical example of an effective landing page.  The main 
characteristics that help this work for most landing pages are as follows:

ff Consistent branding with distributed adverts & banners

ff Clear Headline ‘Offer’

ff Immediate benefit - What’s in it for them!

ff Supporting reasons to engage with company - bullets

ff Clear ‘Call-toAction’ buttons - Connecting with personas (or titles)

ff Social Proof - Existing customers and awards
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Segmentation

As mentioned in the section for Marketing Automation, the most important element 
of marketing is knowing who you are talking to.  It is the marketer’s job to create 
marketing assets that are highly focused at the correct audience.  For example, a 
banner advert for a specific type of ladies shoes could send a female browser to a 
correct page, however, when you have a product of service that could appeal to a 
variety of people, they all need to be spoken to differently.

In B2B sales it is common that a product or service could be applicable to the CEO, 
the CFO and the Executive Assistant, however, they all have different requirements; 
the CEO wants to make money, the CFO wants to save money and the Executive 
Assistance has been asked to gather information.

By creating a three-way segmented landing page, i.e. a page with three buttons and 
three pictures, you are assisting the browser to ‘self-segment’ themselves.  Once they 
have clicked on their corresponding image, the written text on their respective page 
speaks to them in a language they can associate with.  So asking them to fill in their 
details to access the content will not be a problem. 

Permission

When it comes to B2B landing pages, it makes sense to begin with the end in mind; 
what do you want from the visitor?  Well, that could be a long list of requests, however 
the most important thing is that you are asking for permission to keep in contact with 
them and in return, you will give them something of value, for free.

We both know you are not going to get a kiss on the first date and so you need to 
plan your communication appropriately. For more information please refer to our 
section below on marketing automation.

Mini Websites

Mini “landing page” websites have the same objective, however they can also help 
segment your audience if you can’t be too specific on a banner or other online or 
offline (paper) advert.

If you have a specific product or service, it is possible to create a mini site geared 
specifically around this area.  Again, it is important to be clear about your “Call to 
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Action” and not to deviate.  Remember the saying about “getting a kiss on the first 
date”.  The same applies here.  You must take this a stage at a time.

It is not complicated, but it is very effective and has a much higher level of conver-
sion than sending someone to a typical corporate website.

A/B Testing

No one gets this right first time, which is why we highly recommend the use of AB 
testing. This means two or more page versions are created and the online software 
equally presents the pages to new visitors. Whichever version gets the most success-
ful clicks is the winner and thereby is used as a benchmark to try and improve the 
ongoing conversion ratio.

Marketing Automation Integration

Depending on your requirements, it could be that you can simply use the built-in 
landing page modules of the marketing automation platforms, however, if you are 
not at that stage yet, you can opt for products like Unbounce or Optimizely or a host 
of other Software-as-a-Service (SaaS) products.

My preference is from Ion Interactive as they have developed their landing page 
solution to incorporate Interactive Content to help further engage prospects and 
customers online.

Landing Page Books
ff Honest Seduction by Anna Telerico & Scott Brinker

ff Landing Page Optimisation by Tim Ash

Landing Page SaaS Providers

Ion Interactive www.ioninteractive.com
Unbounce www.unbounce.com
Lead Pages www.leadpages.net
Instapage www.instapage.com
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Chapter 24

Marketing Automation

What is Marketing Automation?

Marketing automation has been around for quite a while in one form or another, 
predominantly for email delivery; however, today’s solutions are multifaceted 

and fully integrated with CRM and landing page platforms. In real terms, it acts as the 
“core marketing engine” that enables a variety of solutions to work with it delivering 
that all important return on investment in marketing. 

When all ‘software’ participants are in place, marketing automation is greater than 
the sum of its parts.

“Marketing automation enables marketers to adopt an integrated approach to gener-
ating, nurturing and converting leads into customers by automating various marketing 
techniques and processes to optimise the marketing sales pipeline. 

It is rapidly becoming a standard practice, with an increasing number of organisa-
tions turning to marketing automation to solve problems, such as diminishing lead 
quality, proving contribution to the sales pipeline, and difficulty evaluating a lead’s 
readiness for sale.” – Econsultancy Marketing Automation Buyer’s Guide
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Sales Cycle Funnel
There are three main stages to the sales cycle funnel and the job of marketing automa-
tion is to encourage your prospects to travel through the funnel with as few obstacles 
as possible.

Early Stage

A person in this buying phase is at the beginning of your sales and marketing cycle. 
He/she is aware of your product or service but is not ready to buy.  Individuals at the 
Early Stage should be primarily offered educational materials.  Example content: 
eBooks, blog posts, research data, amusing videos, curated lists and Infographics

Aware but Anonymous

Friend

Known Names

Prospect

Lead

Opportunity

Customer

Early Stage

Mid Stage

Late Stage

Recy
cl

ed



208  | INTEGRATE - The Essential Business Technology & Marketing Handbook Chapter 24 - Marketing Automation | 209

Mid Stage

A person arrives here after he/she has displayed buying behaviour, engaged with your 
content, and is potentially a sales lead.  Your content offerings are still educational, but 
the will be more geared towards your product or service.  Example content: Buying 
Guides, Proposal Templates, ROI Calculators and Analyst Reports.

Late Stage

People here indicate that your lead is close to becoming a customer.  Your content 
offerings are very specific to your product or service in order to support the buyer 
during the purchase process.

Example content: Pricing, demos, third party reviews and customer case studies.

Time to Achieve Marketing Automation ROI
ff Less than 1 Month   12%

ff Two – Six Months   32%

ff Seven – Twelve Months   32%

ff 1+ Years    24%

According to Focus Research Study

Changes to Work Productivity 
ff Increase Marketing Staff Productivity 1.5% to 6.9%

ff Reduce Administrative Overheads  1.5% to 5.2%

ff Increase sales staff productivity  1.6% to 6.4%

According to Nucleus Research, by implementing Marketing Automation
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Marketing Automation Features

Some of the areas of activity covered within a marketing automation platform are 
as follows:

ff Email  and Content Delivery

ff Lead Nurturing

ff Lead Scoring and Management

ff CRM Integration

ff SEO and Keyword Analysis

ff Social Marketing Analysis

ff Resource Management

ff Marketing Analytics and return on investment calculation

ff Progressive Form Filling 

ff Event management

Email & Content Delivery

If you are already using an Email Service Provider (ESP), then you know part of the 
process, however, Marketing Automation is like an ESP on steroids!  And if you plan 
it properly by ensuring that you target demographics as well as business factors like 
business size, turnover and job title, then according to Forrester, behavioural emails 
have up to a 350% increased open rate and a 50% increase in conversions.

As a functional and analysis solution in its own right, Marketing Automation enables 
you to formalise the business process of generating new sales.  To put it another way, 
if you imagine Marketing Automation as an engine, then the next main component 
needs to be the fuel, which is content. 

And also, if the email was not opened the first time round the Marketing Automation 
will change the email title and resend the email.

Triggering Activities

Creating a series of activities based upon an event is key to successful marketing 
automation strategies. A typical example of a marketing automation platform in 
operation is as follows:
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Step one: You email an invitation to download a free report.
Step two: You send a thank you to the people who downloaded the 

report.
Step three: Based upon the industry of the people who downloaded 

the report, you send them a case study about another 
customer in the same space.

Step four: If a prospect clicks on the case study, the Marketing Au-
tomation sends an alert to a sales representative to follow 
up with the prospect.

Whilst the above is quite simple, multiple, complex, triggered events can be created 
that are based upon downloads, website visits, attending events and so on.  This 
means that you are able to translate your business into a documented sequence of 
events that can be analysed and improved upon as it will identify any “sticking” 
points in the process.  

Lead Nurturing

Marketing Automation gives you the ability to systematically provide content to an 
audience that is preparing to buy your products or services.  But the last thing you 
want to do is to inundate them with copious documents and information that will 
annoy or scare them off. 

Lead Nurturing enables you to trigger a response to your prospects digital body 
language or online behaviour so that they receive content that is relevant to what 
they’re doing or thinking.  On average, only 20% of leads are ready to buy when 
they first come in.  Therefore, lead nurturing via Marketing Automation can result 
in 50% more leads at 33% lower costs per lead.

The lead nurturing element of marketing automation is one of the core elements to 
this process as it enables you to instigate a plan that reacts when your customers do, 
whatever they do, such as:

ff Open an email
ff Click on an email link
ff Visit a Pricing Page on your website
ff Download a White Paper
ff Attend a Webinar
ff Failed to attend a webinar
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ff Mentioned your company on their Facebook Page
ff Tweeted about your company or an associated product
ff Geographic Location
ff Company Type

In fact, lead nurturing can be based upon demographic data (location, sex, job title 
etc..,) or firmographic (Company type, number of employees, turnover etc..). 

Lead Scoring & Management

One of the main aspects of MA is the ability to quantify your customer’s activities in 
relation to your business.  Every interaction can be scored and once a certain level has 
been achieved, the prospects name is passed over top sales.  This is where sales and 
marketing need to work together because, if sales send leads back to marketing because 
they were not ready, then an adjustment needs to be made in the points allocated.

There are two areas of scoring; Explicit & Implicit Data:

Explicit data; covers areas such as title, role, experience, awards, social interaction.

Implicit data; relates to behaviour and interaction with your company, such as view-
ing a blog post, but not only that, how many times it was viewed, comments, clicked 
links, rated or shared via social buttons. 

A visit to your website could attract a score of 1, yet watching a product demo video 
could attract a score of 15.

CRM Integration

It is worth noting that CRM should tightly integrate with Marketing Automation and 
not that one can or should replace the other.  Products like salesforce are extremely 
versatile, however, it would be too costly to try and customise a salesforce installa-
tion to replicate this type of system.

Social Marketing Analysis

Blending Social Monitoring with marketing automation is an important part of the 
jigsaw if you use or plan to social media.  Marketing Automation can interrogate all 
mentions and shares in order to help build a profile of your prospective customer.  
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Resource Management

Some platforms provide the ability to incorporate budget management, activity 
workflows and budget reconciliation.  It is worthwhile evaluating what is on offer 
from your Marketing Automation provider and establish of it is sufficient for your 
needs.  If this is an important element of your plan, then you could also take a look 
at www.robohead.com who provide a comprehensive SaaS marketing planning 
solution, payable per user.

Marketing Metrics & Analytics

Marketing is no longer an art; it is a science that can be calculated and quantified.  
With that in mind, your Marketing Automation will have a vast range of analytical 
tools to help you keep making the right decisions.

In today’s economy it is essential that your marketing department can justify their 
expenditure and required budget and be able to communicate what an increase of 
decrease in budget will do.  No organisation will place a value on something you 
can’t quantify.

A/B Split Testing

No one can second guess the optimum email layout or content of a web page, therefore 
a marketing automation platform enables you to simply and easily test everything 
you output and it will select the winning design(s), making this an absolute essential 
weapon in your marketing arsenal.  

AB Split Testing within Marketing Automation takes out the guesswork and estab-
lishes a platform for consistent improvement.   

Progressive Form Filling

Once a company has entered some basic information in a form to download a docu-
ment, Marketing Automation is then able to match the IP Address, Name and Email 
Address and from there monitor all the activity of that person with your company.  
That includes website visits, webinars, White Papers, literatures requests, online 
demos and so on.
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All these interactions between your prospect, your content and your website are 
recorded in order to create a lead score.  The Marketing Automation then instigates 
the appropriate action by the sales representative.  The Marketing Automation syn-
chronises with your customer data information in the CRM software and stores any 
and all necessary interaction.

Event Management

Many marketers are wise to event marketing and the benefits that come with it.  Put 
simply, the key to a successful event is going to be the content, the speak and the 
overall impression you give to your customers and prospects, however, if no one 
turned up that you have an altogether different problem.

Planning and implementing an event has a set of skills of its own, but this can be 
complimented by engaging with your audience well before the event date.  Your 
Marketing Automation should be able to either integrate with event platforms like 
Eventbrite or provide their own software resources, i.e. Online booking forms.

Marketing automation will provide all the response triggered activities needed to 
engage, present and follow up after the event as well as score everyone who showed 
and interest or attended.  

Marketing Automation Study

A study by leading Marketing Automation provider Marketo showed that mature 
users of marketing automation achieve 32% greater revenue than average companies 
and a whopping 79% more than the least mature companies. 

Marketing Automation Providers

Marketo www.marketo.com
Pardot www.pardot.com
Hubspot www.hubspot.com

Useful Marketing Automation Publications
ff Digital Body Language by Steven Woods

ff Definitive Guides by Marketo – www.marketo.com
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Authors Comment

Many companies are forced in to having a high head count at the middle to end of 
the sales pipeline simply because there have been no alternative ways of working.

Now, with Marketing Automation this can be adjusted to suit the metrics of the 
business.  Human resources can be allocated to where they’re needed most and the 
management information from these platforms help you make the right decision.

When it comes to lead scoring, you simply have to look at the accuracy and quality 
leads passed to sales and their respective conversion rates to know that this technol-
ogy is essential.  

As the saying goes, “if you do what you’ve always done, you’ll get what you’ve 
always got!”
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Chapter 25

CRM Software

What is Customer relationship management (CRM) software? Salesforce, Sage 
CRM and Microsoft Dynamics are to name but a few, but what can they do 

for business? Some describe these software packages as glorified address books, but 
to others, they would liken them to “business process in a box”!

Depending on the way in which these products are implemented and, of course, your 
type of business, these “off the shelf” products can revolutionise an organisation as 
long as the implementation is well thought out.

The key to understanding contact management databases is to simply understand that 
businesses need to share information. Once the information is held centrally, certain 
positive things begin to happen;

ff Productivity Improves 

ff Response time to customers increases

ff Market awareness improves

ff More accurate income forecasting is achievable due to accessibility to 
data 

ff The sales force’s attitude changes



218  | INTEGRATE - The Essential Business Technology & Marketing Handbook

Business Process for Sales

The first element of Business Process for Sales begins with prospect information 
being held in a central database.

The speed at which sales are made will depend on the accuracy of the data, the 
effectiveness of your team and their understanding of the tools they are presented 
with.  It is a business imperative therefore to:

ff Train staff to understand and “work” your business process. 

ff Prepare structured training manuals that cover all aspects of your organi-
sation (not just the standard literature that comes with a product). 

ff Review how word processing, telephone and email are used and create 
a standard for all. 

ff Plan the training process. 

ff Establish a method to gauge the results. 

How a consultant may approach your business

Whilst a consultant’s approach can sometimes be construed as “taking your watch and 
telling you the time”, it is important to understand the role that the consultant will play.

The CRM consultant will be the catalyst that gets your business process on paper! 
A workflow analysis will be carried out that will eventually map to your business 
process to you contact manager software. 

It is important to understand that you would not get a consultant involved if you had 
the time and the inclination to do the job yourself. Whilst the consultancy is charge-
able, it will probably be the most informative and objective view of your business 
you will ever have.

The analysis will cover the following (not necessarily in order):

ff Standard Documents 

ff What market(s) are you addressing & how 

ff Structure of Existing Data 

ff Telecommunications Structure 

ff Accounting Package & Structure 

ff Network Structure 



218  | INTEGRATE - The Essential Business Technology & Marketing Handbook Chapter 25 - CRM Software | 219

ff Telesales Requirements 

ff Sales, Marketing and PR Processes 

ff Remote Access requirements 

ff Web Site Structure 

ff Existing Training Processes 

If a daily rate is being charged, you must ensure that you are getting value for money, 
therefore put in place milestones that will be acceptable to both parties as a good 
indicator that progress is being made!

Engaging your business 

Once the workflow is complete, the following areas need to be addressed:

ff The data to be used. Either you can buy it in or create it yourselves. 

ff Database Structure

ff Training Implementation Structure 

ff Identify staff members who can be trained as supervisors. 

ff Ensure that the training sessions have been “tested” prior to rolling out to 
all other members of staff. 

ff Prepare a training manual to enable staff to “Get Started” (again, manu-
facturers, manuals can be far too daunting). 

SaaS products like salesforce and Microsoft CRM provide the following advantages 
over bespoke systems:

ff Trial structures 

ff Faster deployment 

ff Quicker staff ownership 

ff Lower costs all round 

CRM provides the tools businesses need to gather, store and analyse customer 
information in order to win - and more importantly - retain customers. Designed 
for workgroups, they can collect and centralise all information flowing through an 
organisation.  The result is an internal organisational structure that has every employee 
working at maximum effectiveness and efficiency.



With the CRM software’s ability to manage prospect and client information, teams 
can spend less time on administrative tasks and more time realising results. 

Focus more time on sales tasks

Complete Contact History Tracking: Have instant access to everything that has 
happened to an account. Know who said what and when it was said. Reduce the time 
needed to research issues that may arise such as multiple additional contacts with 
associated information.

Document Management: Keep track of your frequently used letters and e-mail 
templates and spend less time trying to find the right information to send to prospects 
and customers.

Opportunity Management: Benefit from viewing the combined status of all your 
pending sales. View a graphical representation of the stages, close dates and potential 
revenue of your entire pipeline, and then use that information to determine where 
your time is best spent.

Distribute marketing messages and manage leads�

Automated Processes: Send integrated marketing messages 24-hours a day, 365-days 
a year to keep your name in front of your prospects and customers. CRM packages 
will automatically send out notices reminding customers of expiring contracts or 
regularly scheduled maintenance.

Lead Analysis: Once the information has been received and/or a message has gone 
out, you can track responses and know what campaigns were effective to ensure 
that your marketing spend is delivering the right return on investment. Also, analyse 
customer demographics to ensure accurate deployment of sales teams.

Analyse your team’s efforts�

Sales and Quota Analyses: View forecasted and closed sales and comparisons 
between sales and quota with the click of a button. Instant access to sales informa-
tion empowers you to make decisions faster and have a more immediate impact on 
your revenue.



Custom Reports: Create reports that give you the information you need, whether 
it’s an account’s history or the closed sales over that customer’s lifetime.  

Statistical Analysis: Quickly and easily view closed and lost sales, total calls and 
number of completed activities for a user or group of users.

Leverage the Internet

E-mail Centre: Send and receive messages automatically link them to a contact’s 
record. The E-mail Centre includes support for e-mail rules (i.e. Out of Office Auto 
Reply), enhanced searching capabilities, merge code support and e-mail templates 
for frequently used messages and mass mailings.

Outlook E-mail Integration: Even if your company has adopted Microsoft Outlook, 
CRM can integrate with the existing e-mail standard. The software works hand-in-
hand with Microsoft Outlook to manage e-mail messages from your Outlook Inbox 
and synchronize not only e-mail messages but contacts, tasks and calendar activities 
as well.

Social Media Monitoring; some solutions provide an important link to social plat-
forms like Twitter, LinkedIn and Facebook.  This enables sales teams and individuals 
to know exactly what a customer or prospect is talking about or sharing.  This is 
especially useful if they are planning to buy from you. 

Some success stories from Salesforce�com
ff Bennett’s Business Systems, a provider of imaging equipment, such as 

copiers, to other businesses, increased sales by 45 percent, eliminated 
five hours per week per sales representative spent searching for data 
and saved $50,000 annually in inventory costs using salesforce.com and 
AppExchange applications. The company cites single-screen access to 
all customer data, seamless integration with inventory systems and ac-
cess to sales data anytime, anywhere as the source of this increase. 

ff Time Warner Cable improved productivity by 20 percent with salesforce.
com and apps from the AppExchange.  Unable to track or measure its 
sales performance, locate critical information due to too many systems, 
or track costs of construction projects, Time Warner Cable used CRM to 
address these challenges. By ranking sales representative performance, 
integrating team access to project costs and account information, and 
customizing workflow alerts to handle “at risk” account criteria in real 



time, the cable provider saw a boost in productivity in addition to a high-
er construction-project ROI through better cost visibility.

ff Pharmion, a global pharmaceutical manufacturer, used Salesforce and 
AppExchange to slash reporting time from five weeks to just three hours 
– a 98 percent reduction! In addition, using on-demand CRM from 
salesforce.com, users on three continents share real-time data in five 
languages.

What does this mean for business?

Running a business without customer-centric software will be an uphill struggle.  
CRM software is an important aspect of creating “One System”.  In a similar way to 
the telephone system, CRM software provides the data upon which all of the other 
systems are built.

Financially, whilst the SaaS cost is in the region of £50 to £170 per person, the knock-
on effect when a CRM system is implemented effectively, can be an exponential 
increase in company profits.

You only have to take a look at the salesforce App Exchange to see the customisa-
tion that is available “off-the-shelf” to understand how essential and comprehensive 
CRM can be for your business.

It’s not just a simple database.  CRM is the main engine that all other software systems 
connect to and is the hub of your business process.

CRM Providers

Salesforce www.salesforce.com
Sugar CRM www.sugarcrm.com
Zoho www.zoho.com/crm
Maximiser www.maximizer.com
Sage www.sagecrm.com



Chapter 26

Web Apps

Digital marketing has unveiled some amazing tools and Applications (Apps) 
which are extremely intelligent and intuitive. And there appears to be no end to 

people’s ingenuity. Below is a very small selection of website applications assisting 
conversion rate optimisation (CRO).

The important thing to remember is that nowadays if you can think it, there may 
already be an “App” for that!  Our objective is to get in to the frame of mind of 
adding additional “Apps” to your site to enhance both customer experience and 
conversion rates.

On Page Help!

Typically these can appear as a pop-up in the centre of the screen or in the bottom 
right hand corner.

The objective is to provide a narrative to help the browser by suggesting additional 
pages, special offers or inviting them to contact you.  Additionally you can present 
“instant” surveys to help obtain further information from your visitors.

Working in conjunction with your bounce rate information, the statistics can tell you 
which browsers leave from which page, enabling you to patch up the problem, even 
by asking them why they leaving!
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Heat Maps

Heat Map website overlays help you to understand where someone is looking on a 
web page and where they are actually clicking on each of your pages.  This can mean 
the difference between success and failure regarding conversion.  

There is a variety of information available which can help you decide what or where 
certain buttons should appear.

Abandoned Cart Recall

If someone completes all their contact details and then abandons the shopping cart or 
form, their telephone number is sent to the call centre and they are contacted within 
seconds of leaving your website.  The statistics are very high in terms of reeling back 
in those prospects that would ordinarily have got away.

AB Split Testing

Even with the best website designs in the world, you cannot guarantee the conver-
sion success of a page. This is why A/B testing is so important. See previous page 
Landing Page Mini Sites.

Personalisation 

It is possible to customise certain elements on a webpage to personalise the browsers 
experience. This can be as simple as including the their name or referencing social 
data i.e. establishing if they are married or have children and presenting offers based 
upon time of week or what and when they last made a purchase.

Help desk and support

Going digital is meant to make life easier! So, when it comes to help desks and 
customer support I am all up for self service.

Separate solutions are available to integrate with CRM so everyone knows what 
issues of your customers are having. Preparation of a knowledge base is driven by 
the FAQs, frequently asked questions from your customers.
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In the same way web chat can catch enquiries, support chat can do the same and 
either handled online or over a voice connection.

Some Web App Providers

On Page Help www.qualaroo.com
Heat Map www.crazyegg.com
Abandoned Cart Recall www.optilead.com
AB Split Testing www.optimizely.com
Personalisation www.maxymiser.com
Help Desk Support www.zendesk.com
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Part VII: The Business Plan
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Chapter 27

Listen, Coach, Automate

Given the right circumstances, most companies would relish the opportunity to 
increase their sales to such an extent that they only needed to concentrate on 

the administration.  

Even with the best will in the world forecasting sales is not a science, it’s more like 
science fiction and is more likely to cause stress through incorrect or misleading data 
than any other aspect of business.

Unlike other areas of your business, sales can be the least quantifiable as invariably 
the act of selling happens away from the manager who needs to monitor the activity 
and performance. Yet, from new business sales all else flows.

When manufacturing a product there is a process; the raw material goes in at one 
end and the finished product comes out at the other end.  Every process within this 
is planned, managed and monitored to ensure consistent quality.  

The raw material required in the production of sales is your staff and they need to 
be quality managed and monitored just as much, if not more so, then your product 
or service if you are to achieve the level of sales you desire. 

The first part of the sales process is the telephone call (after marketing has commu-
nicated with the prospect and created a level of engagement). Whether your telesales 
team sells products direct or if they make appointments for field sales executives to 
sell face-to-face, the telephone is the single most important tool that your team has 
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to use, yet it is the least managed and monitored.  This is because, for the most part, 
you can only hear one side of the conversation.

Sales on the other hand can have an off day – or two!  Poor sales performance is 
often attributed to a downturn in the market or to ‘the customer’s simply not buying 
at the moment’ or to a host of other well-worn excuses.

The solution: listen, coach and automate. 

Technology plays an enormous role in the development of businesses however to 
succeed in this arena a director needs to have a creative awareness of what is achiev-
able with the technology available in order to instruct an IT department or supplier.

By combining the functionality of commonly used systems it is possible to create 
a structure that can assist in accurately forecasting and maintaining your team’s 
performance like never before.  Identifying where a sales person is having difficulty 
with their delivery or ability to close can also become far easier and quicker.  This 
is the only strategy that can guarantee consistency without stripping away valuable 
management time.

The objective is to focus on the end result, i.e. the sale, and work back from there.

Components Required
You will have most of the components already but here’s the complete list again:

ff Telephone System

ff Computer Telephony Integration

ff Voice Recording & Evaluation Software

ff CRM Software

ff Automated Dialling Software

ff Contact Centre Management Software

ff Landing Page SaaS

ff Marketing Automation

ff Web Apps

Most modern telephone systems offer significant functionality, however, no matter 
how intelligent the telephone system is, it’s the people using it that count.
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The cost of running a business is illustrated on the profit and loss account.  It is the 
responsibility of a director to manage the costs, not simply to keep them to a mini-
mum, but ensuring the business gets value from money.  Recruitment can run into 
thousands of pounds, not only in agency costs but also in the time spent interviewing 
and training new staff.

Creating your own golden goose is always desirable but rarely achievable.  This 
structured solution can ensure consistency in output, consistency in training and 
instant identification of existing or potential problems that can be rectified quickly 
through coaching.

Telephone System

Every business has a telephone system, however to ensure connectivity to other 
products the telephone system needs to have the facility for computer telephony 
integration (CTI).  If your telephone system does not have this at present, it may be 
possible to upgrade it.  If not, replace it!  

Voice Recording

Some businesses use voice recording for dispute resolution so if and when disputes 
occur businesses can resolve them quickly and effectively. This is a typical scenario 
within the financial services industry. 

Call centres are also high users of voice recording; you may well have heard adverts 
that say “calls may be recorded for quality and training purposes”. 

However for typical sales companies with say five plus sales executives, voice record-
ing is not normally considered as it is thought of a being too expensive. Fortunately 
the cost of this equipment has reduced dramatically over the past few years and in 
some cases is as little as £200 per user.  

CRM Software

Nowadays most sales departments operate using a database in one form or another, 
from simple Microsoft Access databases through to off-the-shelf products like sales-
force, ACT! and Microsoft Dynamics. Once implemented these software packages can 
provide a sales team with all the sales tools necessary - as long as the customisation 
matches the business process.  This is key!
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By integrating a CRM database with voice recording, it is possible to insert a 
link to every conversation with every customer in the respective customer’s his-
tory. This enhances your level of customer service by all staff being aware of 
previous conversations.

Automated Dialing

In conjunction with a customer database automated dialling software uses the common 
data, i.e. the company name and telephone number in order to produce a call list.  The 
dialling software maps the call against the original database record simplifying the 
activity for the sales team and massively increasing productivity by as much as 100%!

Inbound Contact Solutions

By increasing outbound activity it stands to reason that eventually the number of 
inbound communications received from your customers will also increase.  With so 
many options available to your customers to contact you it is essential to structure 
all inbound activity in the same way.  

Typically a business will receive communication in the following forms - telephone, 
e-mail, web chat, fax or SMS text messaging.  It is possible to manage and distribute 
the flow of inbound communication to identified staff to maintain a high degree of 
customer service, customer response and most importantly, customer retention.

Landing Page SaaS

Whatever you do to reach your customers, it is imperative that their response to you 
is accurately managed.  There is no point tying to inundate your customer or prospect 
swith loads of information.  Choose to use a landing page solution that will deliver one 
message at a time in order to help channel their engagement and keep them focused.

Marketing Automation

Marketing Automation will act as the engine that keeps in touch with your prospect 
and customer list as well as monitor their activity when you communicate with them, 
i.e. when they:

ff Visit your website
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ff Interact with social media

ff Access emails or share documents

Web Apps

Web Apps will add the finishing touches to your online visibility and provide you 
with the added intelligence you need to keep ahead of your competition.

Conclusion

Before you take the plunge and employ more people to increase your sales take a 
moment to consider what technology can bring to your business; it is one-off cost, it 
rarely goes sick, it never needs a holiday and it won’t want a pension.  

This technology takes the guess work out of forecasting and enables you to plan 
your future in the knowledge that the targets are achievable based upon tangible 
management information. 
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Chapter 28

Planning with the End in Mind

Below are a series of forms which will help plan the implementation of technology.

The Consultative Approach 

Introduction Evaluation Documentation Presentation Implementation Completion

CRM Database 
integration with

o�ce systems

Review existing
Marketing Systems

Provide Informative 
documentation

Explanation of 
"One System"

Overall timescales 
tentatively 
established

Overview of current 
technologies

Sta� Discussion

Work Appraisal

Establish existing 
problems

Evaluate equipment 
and existing 

structure

Explanation 
of terminology

Con�rm 
requirements to 

match with 
equipment features

Clarify schematic 
diagrams (if required)

Obtain extension 
list and existing 

method of 
operation

Con�rmation of 
Telecoms, IT & 

Marketing components

Re-establish 
installation time 

scales

Arrange site surveys

Discussion of new 
working practices

Provide 
‘Presentation 

Itineraries’ 
mapped against 
the Method of 

Operation

Demonstration of 
new hardware & 

software

Discussion of costs

Clari�cation of 
relationship with 

Suppliers

Establish �nance 
options if required

Con�rm required 
start & completion 

dates 

Obtain �oor plans

Sign O� detailed 
Method of Operation 

Complete internal 
checklist

Arrange meetings 
with installation 

engineers, 
commissioning 

engineers 
and trainer(s)

Book equipment 
delivery dates
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* Method of 
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* Extension List

* Support Contacts
* Support Record
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Satisfaction Report
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Accurate 
assessment of 
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Method of 
Operation to match 
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Clear instruction 
to all suppliers 

in advance

Detailed Training 
Schedule & Review

Supplier to Illustrate competence & ability to perform to customers expectations
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Review Checklists
To get things off to a flying start, we have listed the various key activities you need 
to undertake.  It may seem like there’s a lot of work to do, but think of the alterna-
tives; you’ve been spending time and money doing the same thing and getting the 
same result.  Now it’s time to apply a logic based upon technology and marketing to 
ensure the most favourable results ever!

Please visit www.markletandmotivate.com/resources to down any or all of the dia-
grams or documents illustrated in this book.

Company Review

Step One

1 Review coaching options and implications 

2 Review available personnel 

3 Review Eighty Questions! 

4 Appoint a Mystery Shopper 

Financial Review

Step Two

1 Accounts department to compile analysis of existing costs 

2 Phase One 

3 Phase Two 

4 Phase Three 
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Financial Review

Step Three

1 Appraisal of business 

2 Appraisal of problems 

3 Recommendation vs. ROI Analysis 

Technology Review

Step Four

1 Landing Pages 

2 Marketing Automation 

3 Web Apps 

4 CRM Software 

5 Telephone Systems 

6 Customer Contact Solutions (Call Centres/ACD) 

7 Call Analysis (Duration, Tariffs, Billing etc..) 

8 Call/voice Recording 

9 Call Quality Management Systems (QMS) 
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Marketing Review

Step Five - Part 1 - Website & Profile Check

1 Understanding Your Brand – What do you stand for? 

2 Understand Your website Objective – Is it a Brochure, ecom-
merce or Information site?



3 Copywriting – Review Your Compelling Words 

4 The Right Images – High Res Photos & Images 

5 Page Layout – Follow their Eyes – Heat Map Web App 

6 Test different pages – Choose the best of three A/B Split Test 

7 Personas - Who are you selling to? Separate profiles and appeal 
to each of them accordingly



8 Homepage – Attention, Interest, Desire, Action – Make sure 
you have “Appeal!”



9 Testimonials – Social Proof.  Compel them to follow others! 

10 Call to action – What should they do next? On Every Page 

11 Website Usability – Do your customers understand you & your 
website?



12 Create mini websites; don’t cram everything in to one site 

13 Optimise your landing pages & segment your browsers 

14 Create a Media Room on your site 

15 Social Media - Complete Your Profiles: 

16 •	 Twitter 

17 •	 LinkedIn 

18 •	 Facebook 

20 Complete social media integration to minimise workload 

21 Create a forum for customer interaction & to answer their ques-
tions



22 Show you’re approachable by Private Personal Messaging & 
personal blogs
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Part 2 - Getting Noticed

1 SEO Friendly Pages – Make Sure Yours Are! 

2 Getting Google Going – Review Your Site & Get It Noticed 

3 Set Up Website Analytics 

4 Set Up Website Optimiser 

5 Set Up Webmaster Tools: Robots.txt, Site Map Submission 

6 Set Up Free Local Business Listings (Google) 

7 Review Content, Relevance and Links 

8 Set Up & Submit an XML Site Map to Google, Bing & Yahoo 

9 Free Listings – Add Your Site to Free Directories etc. 

10 Review your database and clean it up 

11 Review CRM Integration - Email Opening and Automated Ac-
tions



12 Standardise Your Digital Signatures (used on Forums and other 
sites you use)



13 Create an Editorial Schedule/Calendar for the next 12 Months 
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Part 3 - Reaching Out To Your Customers

1 Plan to use Google Adwords to test your market.  Set a budget. 

2 Mastering the small ads – Use concise words 

3 Search for Adwords industry tools to help you 

4 Google Adwords Editor - Free Software 

5 Understand Keywords – Subscribe to Wordtracker.com 

6 Set up an on-page Form to collect emails, show an offer or free 
download



7 Set up Landing Pages, See examples at Unbounce & Ion Inter-
active



8 Compile a Newsletter Schedule 

9 Compile a Direct mail and e-mail Flyer Schedule 

10 Review Auto responder & Marketing Automation Software 

11 Review Your ‘Call to Action’ on each page for your website 

12 Think and act like a publisher! 

13 Create buyer personas - one size does not fit all,  review your 
successful vertical markets and create vertical personas



14 Give customers what they want - FAQ - Ticketing Systems, 
Knowledge Base.  If you’re not sure – ask them!



15 Create an Automated “Help” Email Series 

16 Plan a focused Postcard Marketing Campaign 

17 Review your telephone system and your inbound call handling 

18 Classified Ads, small, regular, consistent 

19 Refer a Friend Campaign 

20 Get detailed testimonials from everyone, use it on brochures 
Music On Hold etc.. - Name & Photo!



21 Include Direct Response as part of overall offering 

22 Review Paretos Law The 80:20 Rule and concentrate on the 
20% of customers that generate the most income
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Part 4 - Attracting More Customers

1 Get Published in Magazines (Editorial or Advertorial) 

2 Identify Publications for Classified Ads 

3 Plan Your Public Relations Strategy 

4 Review Google Ad Sense to start interest 

5 Get Published on eZine websites and LinkedIn “Pulse” 

6 Review your face-to-face networking strategy 

7 Review Banners and Links Opportunities 

8 Review Affiliate Marketing as an option 

9 Joint Ventures - Sharing Databases 

10 Marketing to Mobiles, SMS Messaging 

11 Blogs, write about your passion and make your site look inter-
esting



12 Podcast - It’s easy to talk about what your good at 

13 Video Blogs, Video Training - £150 digital video camera! 

14 News Releases, Not Press Releases 

15 Write as if for 12 year olds, any older and no one will stop to 
read



16 Engage with customers on your own site - Forums, Personal 
Messaging, Personal Space



17 Narrow your focus; don’t try to be everything to everyone. 
Identify your vertical markets



18 Write White Papers or Books about what you’re good at and 
promote them for free



19 Create a Promotion Calendar 

20 Create irresistible offers using Time Limits 

21 Seminars & Training Sessions - Create Calendar: Plan to teach 
and they will come



22 Let your customers know you’re the expert 
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Part 5 - Review Your Business

1 Utilise your staff to clean up the database 

2 Minimise sales staff to increase activity levels 80:20 Rule – lose 
unproductive sales people!



3 Review the effectiveness of technology vs. sales 

4 Review telephone system integration with CRM 

5 Review Landing Page & Marketing Automation 

6 Approach manufacturers or suppliers for marketing support 

7 Contract in Sales & Marketing - Use resources when you need 
them



8 Review existing marketing collateral, structure and upload to 
website



9 Create a Media folder: Compile all news clippings, press re-
leases inc testimonials



10 Business Cards & Letterhead, make sure they promote what 
you do



11 Identify your target area & your niche market, let them know it 

12 Compile costs for all forms of advertising: Classified, Postcard, 
Vertical Market Magazines, Inserts



13 Visit all existing customers and get them on board to your new 
approach



14 Systemise Digital Communications and create new sales ap-
proach with customers



15 Review ROI analysis for all systems provided 
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Chapter 29

Project Management

The following table illustrates a “front sheet” which should be placed in a ring binder 
with a No.20 Section divider obtained from any stationery provider.  

There are specific tasks carried out by specific individuals which need to be com-
pleted.  It is a simple, yet very effective approach that ensures everyone does what 
they’re expected to! 

Depending on the size of your business, some of the tables may seem like ‘over-
kill’, but I assure you that the more attention paid to the detail at the beginning of 
the project, the less problems you will have further down the road.

It also means that there will be far less teething problems and the long-term support 
and maintenance of the equipment will be much simpler and easier for everyone 
concerned because engineers are not attempting to work out how your system is 
supposed to work before they start working on it. 
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Installation Checklist

Internal Technology Management 

& Installation Checklist 

Project Manager  .........................................................
Project No .....................................................................
Project Sign Off  Signature ..........................................
Project Sign Off Date ...................................................

SA
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1 Info to Main Supplier

2 Info from Main Supplier

3 Info to/from Project Manager

4 Info to/from Other Suppliers(s)

5 Info to/from Network Provider(s)

6 Network Authorisation Letter

7 Network Provider Request(s)

8 Extension Data

9 Line Data

10 Site Survey Quest’ & Health & Safety Policy

11 Order Form(s) & Spreadsheets

12 Suppliers Pro Forma 

13 Maintenance Contract(s)

14 Project Management Strategy

15 Installation Overview & Details

16 Method of Operation

17 Training Program

18 Training Schedule & Checklist

19 Least Cost Routing Agreement

20 Site Plans
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Telephone System Checklists
Below is an example layout of a page that illustrates the structure of telephone lines.  
This is part of the four page download we use when installing telephone systems 
that includes:

Line Programming
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BT/? Group Group Extn Y/N Y/N Y/N

Main No. Below

Below

DDI No. Range Below

N/A

General Number Info

Voicemail Collect Number

Time Profiles

Extn Group Name Group No Day Time

Mon to Fri 9:00 18:00

Sat 9:00 17:30

Sun 10:00 16:00

Network 
Requests Notes/Numbers

Digital Trunk Services Qty

Number of ISDN 30 PRI Channels DDI Y/N Qty

Number of ISDN 2 BRI Channels DDI Y/N Qty

Digits from Line Provider

SIP Lines
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Enable CLI’s

Enable CLIP

Analogue Trunk Services

Number of Analogue Circuits

Disconnection of Existing Analogue Lines

Changeover Dates & times

Are the above lines currently in use? If so what is the changeover time.

General

Least Cost Routing Supplier and Code

Cancel Package Fees or Offers

Cancel Equipment Maintenance

Cancel Equipment Rental

Arrange removal of old system

Header Notes:

(1) Confirm what the line traffic is going to be (ie, in & outbound calls, incoming only or outgoing 
only) 

(2) Where are incoming calls going to ring? (i.e. at a Reception position, Console or group of 
handsets)

(3) Where will calls ring to during Night Service (an answering machine or on a Voicemail System.)

(4) Insert the times that the office is open, I.e. Mon - Fri, 9.00am to 5.30pm

(5) After a call “times-out” where should it return or go to if not the operator (I.e. to a mailbox.)

(6) How is outbound line access defined.  Should users be able to dial out on the Main Number if all 
the DDI channels are busy?
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Extension Programming
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(16Chrts) 01/25 Y “0”?

Handsets

1 201

2 202

3 203

4 204

5 205

6 206

7 207

8 208

Analogue Ports Extension No. Telephone Number

Fax/Modem/Franking 1 301

Fax/Modem/Franking 2 302

Hunt Group Name Group No. Notes

400

401

*Ring Mode
G = Group, all extensions
H = Hunt for an available free extension
R = Rotary, in specific sequence
I = Longest Idle Handset



248  | INTEGRATE - The Essential Business Technology & Marketing Handbook



248  | INTEGRATE - The Essential Business Technology & Marketing Handbook Chapter 30 - Bringing the strands together | 249

Chapter 30

Bringing the strands together

The previous chapters will have illustrated to you how all of the manufacturing 
companies intended their respective products to work, however, not all of them 

have a strategy to help you analyse your business accurately before you embark on 
a financial journey to change the face of your business to that of a technologically 
functioning machine that churns out sale after sale. 

There are two main formulae to consider:

Activity x Productivity = Money
Activity x Efficiency = Money

Please keep the above in mind throughout this chapter!

If you are considering expansion, taking on new staff or acquiring a new business, 
take stock of the following calculations as they may have a significant impact on 
future decision.

The Technology Business Plan pulls together each of the necessary tools and infor-
mation you have already provided in order to help you identify exactly what the 
technology, combined, can do for your company.
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Can’t afford it or won’t afford it?
Any element of technology will cost less than a new member of staff – fact! Technol-
ogy does not have time off, go on holiday, go sick or have an “off” day.  

Every company must make the effort to afford new technology as it is the entry level 
cost of being in business.

The vast majority of business owners dismiss technology simply because they don’t 
understand it or haven’t the time to investigate the possibilities, allowing their com-
petition to overtake them. 

It should be possible to review your current costs and reduce them sufficiently in 
order that these savings make a considerable if not total contribution to the additional 
components required for your technology infrastructure.

The objective is to make money, not simply spend it.  Therefore your primary con-
sideration is to evaluate your business to “find” a budget.   

Consider this… how much would a new or replacement member of staff cost?  What if 
you decided to investigate technology before you made a new employment decision?  

What if you fired the poorest performing employee and used the salary to fund new 
technology in order that the remaining staff were better trained and in turn helped 
your business thrive.

There is a lot to think about, however, your business is your pride and joy (I hope!) 
and your responsibility to make sure you give it the best possible chance to succeed.    

How to Determine the ROI
From the information you have compiled it is now possible to breakdown all of your 
activities to the smallest factor in order to establish the ROI Technology Multiplier.

Phase One – Fixed Cost Analysis

Use these figures to help lower the costs from your current suppliers. Phase One will 
contribute to reducing your costs and paying towards any potential new investment.
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Phase Two – Human Resources

Human Resource figures help identify the costs associated with recruitment, man-
agement and training.  The better the systems you have in place the more effective 
your training will be. 

Phase Three – Sales Costs

This information forms the basis of the ROI calculation.  The objective is not to 
create a time and motion study but to provide a snapshot of what your costs are and 
what the possibilities are.

By adjusting the performance output will obviously increase revenue, but how that is 
repeatedly achieved in a cost effective manner is crucial to achieving the ultimate ROI. 

Telesales & Autodiallers

Typical performance by a telesales operator would be to make approximately 50 
calls per day, dialling manually.

By implementing automated dialling it is possible to increase this performance up 
to 200 calls per day.  

Manual Dialling = 50 Calls Per Day
Progressive Dialler = 200 Calls Per Day
Productivity Increase = 400%

However, there is more than one factor involved, for example, if the phone calls are 
to make appointments, the calculation is normally, for every 100 calls, ten decision 
makers are spoken to.  For every ten decision makers spoken to, one appointment is 
made, equating to an overall success ratio of 1:100.

Over the course of four weeks:-

ff Manual approach = 10 Appointments

ff Automated Approach = 40 Appointments
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Voice Recording & Agent Evaluation Software

A telesales team or anyone using the telephone in a sales environment, maintaining the 
standard ratio of contacting decision-makers to make appointments is approximately 
1:100. The only method of increasing this ratio is through training and coaching.

Voice Recording systems enable supervisors to record sales calls and coach their staff 
in a variety of ways using Agent Evaluation Software to improve their techniques 
with accurate and genuine data.

Coaching telesales teams whilst using Voice Recording will increase productivity 
from 1:10 to at least a 2:10 ratio of closing decision makers for an appointment.

Voice Recording applied in conjunction with Autodiallers (predictive or progressive) 
Over the course of a month:-

ff Automated approach  = 40 Appointments

ff Evaluated Approach = 80 Appointments

By implementing a combination of both technology components it is possible that 
the ROI calculations become really significant.

Integrated CRM Database

The statistics point towards a Return on Investment of between 16% & 1000%, 
however, put a little simpler, a well structured CRM database can provide all the 
necessary business process functionality your business will need.  Therefore, imple-
menting the CRM Database will enable you to cope with the increase in business 
created by the new technology systems creating more profit.

It always pay to be efficient, but the key is to focus on this element ensuring that the 
technology teams bear this in mind when reviewing all of the tasks and functions 
carried out by various members of the group.  For more information, please refer 
back to the CRM section earlier in the book. 

Call or Contact Centre Working

If your business receives a high number of calls or if the calls you receive are primar-
ily sales and income related, then it will be important to establish the percentages 
between enquiries, sales, and complaints and so on.
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Considering that any amount of marketing can be costly, structuring your business 
to manage web or branding orientated activities is essential.

Contact Centres can contribute up to 300% ROI however this does not allow for 
web based activities such as web chat, assisted browsing or Abandoned Cart Recall.  
These additional features will push your ROI even higher.  

The ROI Multipliers

Abandoned Cart Recapture
ff Telephone call or email to browser if they abandoned the cart prema-

turely, i.e. without purchasing or completing.

ff Recapture up to 29% and convert up to 40% Source: www.market-
ingsherpa.com

Call Centre Working
ff Increase efficiency and profitability for inbound call activity

ff Return on Investment up to 300% Source: www.nucleusresearch.com

Call Management Software

Identify carrier costs and savings, under or over utilised lines, call durations, lost 
calls and full statistics of all telephone usage.

ff Lost Calls Enhance customer service by ensuring that no customers or 
prospects are lost.

ff Missed Calls Enhance customer service by enabling staff to respond to 
a missed call.

ff Received Calls Enhance customer service by enabling all staff to be 
made aware of customer activity.

ff Essential software providing management statistics upon which to make 
decisions. ROI as part of the above

Call Recording
ff Record conversations for sales and customer services training.  In addi-

tion, quality assurance and dispute resolution issues are covered without 
question.  
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ff De facto sales training aid providing guaranteed re-
sults whilst safeguarding a company’s integrity. Re-
turn on investment in productivity & staff training 100%+ 
Source: www.etalk.com

CRM Software
ff Company awareness of customer information, enhancing the customer’s 

experience and improving business process efficiency.

ff Increase in productivity 41%+ Return on Investment 16% - 1000% 
Source: www.searchcrm.techtarget.com

Dialling - Predictive
ff Increase productivity by 100% over manually dialled calls.

ff Increase from 20 minutes to 45 minutes talk time per hour 100% Source:  
www.nms-adaptive.com

Dialling - Progressive
ff Productivity is increase by 100% over manually dialled calls.

ff Increase from 20 minutes to 45 minutes talk time per hour 100% Source:  
www.nms-adaptive.com

Dialling – Singular
ff Productivity is increased by 50% over manually dialled calls.

ff Increase from 20 minutes to 45 minutes talk time per hour 100% Source:  
www.nms-adaptive.com

Email – Inbound Management
ff As more time is spent on-line, equal priority is given to emails and phone 

calls thereby demonstrating to the potential or existing customer commit-
ment and efficiency.

ff Return on Investment up to 300% Source: www.nucleusresearch.com

Intelligent Call Routing
ff Enable your customers to reach the right person first time, improving 

service and minimising the time spent on hold or repeating information

ff Return on Investment up to 300% Source: www.nucleusresearch.com
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Landing Page SaaS
ff Post click marketing to keep prospects focused on your call-to-action

ff Return on investment up to 603% Source: www.ioninteractive.com

Marketing Automation SaaS
ff The central engine and “glue” that holds together and manages, monitors 

and helps engage your customers

ff Return on investment; there are too many areas to mention them all, 
however a few have been mentioned below*

SMS Management Text to Mobiles from your desktop PC
ff Keep in contact with customers with a guaranteed viewing rate compared 

to post or email.  Link to error messages on a computer system to inform 
engineers.

ff Return on Investment up to 300% Source: www.nucleusresearch.com

Staff Evaluation Software
ff Enable your company to coach and adjust what staff members say to 

customers and how they are treated.

ff Return on investment in productivity & staff training 100%+ 
Source: www.etalk.com

Screen Pop, CTI & TAPI Integration
ff Link computer data to in/outbound telephone calls and increase the num-

ber of calls made by sales staff per day. Enhance greeting and interaction 
with customers by staff.

ff Essential for all integration

Unified Communications
ff Blending voice, video and presence to ensure seamless and consistent 

communications with clients and staff.

ff For every £1 spent on Unified Communications, £3 is generated.

ff If a member of staff costs £6,500 per month to accommodate them in an 
office in a main town or city, UC and home working will reduce the cost 
approximately £2,000 according to research by Vodaphone. 
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Voice over IP
ff Reduces cost of calls between sites and cost of internal office cabling.

ff Free calls to connected locations, halving the cost of standard installations.

Web Assistance
ff Interaction with new customers to ensure that they see what they need 

to see.

ff Return on Investment up to 300% Source: www.nucleusresearch.com

Web Call Back
ff Capturing data from prospective customers online and call them back 

immediately or at a time they choose.

ff Return on Investment up to 300% Source: www.nucleusresearch.com

Web Chat
ff Immediate interaction to questions posed by potential customers.

ff Return on Investment up to 300% Source: www.nucleusresearch.com

*Companies using marketing automation see 53% higher conversion rates from ini-
tial response-to-MQL (Marketing Qualified Leads) and a revenue growth rate that is 
3.1% higher than non-users. Aberdeen Group “Marketing Lead Management Report

63% of companies that are outgrowing their competitors use marketing automation. 
The Lenskold Group “2013 Lead Generation Marketing Effectiveness Study

78% of successful marketers say marketing automation systems are most responsible 
for improving revenue contribution. The Lenskold Group 2013 Lead-Generation 
Marketing Effectiveness Study

79% of top-performing companies have been using marketing automation for more 
than 2 years. Gleanster “Q3 2013 Marketing Automation Benchmark

78% of successful marketers say marketing automation systems are most responsible 
for improving revenue contribution. The Lenskold Group 2013 Lead-Generation 
Marketing Effectiveness Study

Marketers that have adopted Marketing Automation say the main benefits are:
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ff Taking repetitive tasks out of marketers hands, allowing focus on new/
more exciting projects (36%)

ff Better targeting of customers and prospects (30%)

ff Improving the customer experience (10%)

ff Better email Marketing (9%)

ff Reduction of human error in campaigns (8%),

ff Lead Management (4%) and Multichannel marketing (3%)

- Redeye and TFM&A Insights “The Marketing Automation Report 2014

B2B marketers say the #1 benefit of marketing automation as the ability to generate 
more and better leads. Pepper Global “Marketing Automation Trends Report 2014

68% of Best-in-Class companies are using lead scoring, compared to just 28% of 
Laggard firms. Aberdeen Group “State of Marketing Automation 2014: Processes 
that Produce”

Order of Priority
Listed below is a summary of the process I recommend.  Keep it simple in order to 
keep the workload to a minimum.

Reduce your overheads – Do your research online, obtain lower costs and then contact 
your existing supplier, inform them of your new found lower costs and give them 
the opportunity to reduce their charges.  

With a little negotiation, minimal paperwork and only the subtle threat of them losing 
your business – don’t forget, they read similar books to you – it costs more to attract 
a new customer than to keep an existing one!

Start with the areas below, an Office manager can complete each of the tasks, get 
three quotes and compare:

ff Phone Calls

ff Gas & Electricity

ff Broadband

ff Networking Connections

ff Maintenance Contracts
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Next, select which business enhancement and development technology you require.

ff Select your technology team and plan the implementation according to 
the procedures illustrated.

ff Calculate the technology enhancement required from the table above 
against the ROI.  

ff Arrange leasing finance in order to spread the costs over three to five 
years to retain your capital.  Don’t forget, hardware never goes sick, goes 
on holiday or has a bad day!!! Also, your accountant will tell you that 
all leasing payments are a revenue expense and therefore tax deductible. 

Begin with the end in mind – plan the strategy first, help your staff buy in to the 
new concept and illustrate how the new structure will make their lives easier, more 
productive and possibly increase their income too!
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Chapter 31

Bibliography

Books, Books & More Books!

There have been many influences throughout my business career and no more 
so than the books I have read that have helped to develop my way of thinking.  

Below is a list of 120+ books that have influenced me which I hope will encourage 
you to find your own path through the maze which is applying technology and digital 
marketing to your business.

The categories are as follows:

ff Analytics

ff Branding

ff Business Strategy

ff Business Technology

ff Christian Books

ff Coaching

ff Conversion Optimisation

ff Copywriting

ff Financial Planning

ff For Dummies

ff Google Ad Words

ff Graphic Design

ff Landing Pages

ff Marketing

ff Networking

ff Personal Management

ff Presentations

ff Sales Psychology

ff Understanding Customers

ff Web Design
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Analytics
ff Advanced Web Metrics by Brian Clifton

ff Performance Marketing by Sebastian Tonkin

Branding
ff Designing Brand Identity by Alina Wheeler
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Conclusion

Authors Comment
I hope you have enjoyed this book and have found the information enlightening 
and interesting.  My intention is to provide businesses with sufficient information 
to review their technology and sales operations with a new focus and clarity and to 
help empower senior management to decide on the best methods and direction for 
their business using the right technology.

It’s not “Rocket Science” but it is an approach to actively embrace technology and 
exploiting it rather than employing more staff and hoping for the best.

All the illustrations and forms in this book can be downloaded from our website at 
www.marketandmotivate.com/resources.  Simply register online and all the items 
will be available for you to download.

If you have any queries, please contact us via the web address below.

Thanks for reading, I pray it will help and may God bless your business!

Nigel Maine
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Nigel Maine has over 30 years experience as a consultant in both the technology 
and marketing industries.  He has worked in direct sales selling office equip-
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Consultant and Marketing specialist:

Over the years he has recommended and implemented the supply, installation and 
training of:
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Recording)

ff Call Management

ff Customer Relationship Management software (CRM)

ff Digital and direct end-to-end marketing strategies 

ff Marketing Automation Software

ff Landing Page SaaS

ff Websites, and a host of inter-related marketing activities.

Nigel’s business technology and marketing experience has afforded him a unique 
understanding geared towards analysing and improving a return on investment from 
successfully implementing new systems.
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salesXchange

Nigel is the CEO of salesXchange which is a business that provides a unique market-
ing solution to SMEs by combining the activities of a marketing agency, management 
consultancy and  B2B networking.  This collaborative strategy has a significant impact 
on generating new business.

For more information, visit www.salesXchange.co.uk
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Christian Ministries

He also runs two online Christian Ministries; one for business owners called The 
Standard (www,thestandard.org.uk) and the other, for people who want to find out 
more about Christianity but didn’t know who to ask! It’s called #AskAboutFaith  
(www.askaboutfaith.org.uk).

How to contact Nigel Maine

If you have any queries or suggestions for future editions, or indeed if you would 
like further information about products or services, please contact Nigel by email:

nigel@salesXchange.co.uk



268  | INTEGRATE - The Essential Business Technology & Marketing Handbook Chapter 31 - Conclusion | 269


	Introduction
	Part I: Company Review
	Getting to First Base
	Eighty Questions!

	Part II:  Finance Review
	The Cost of Technology
	Return on Investment Analysis (ROI)

	Part III:  Technology Review
	Making a Decision
	One System
	Telephone Systems
	Connecting Lines
	Voice Management
	Voice Recording
	Integration & Dialling
	Contact Centre Solutions
	Video Conferencing
	Unified Communications
	Features, Attributes & Benefits
	Equipment Recommendations

	Part IV: Management Review
	Preparing for Change
	SWOT Analysis
	Technology Teams
	A Staff Manual

	Part V:  Marketing Review
	Keep Stoking the Fire…
	Marketing Activities

	Part VI:  Marketing Technology
	The Big Picture
	Landing Pages 
	Marketing Automation
	CRM Software
	Web Apps

	Part VII: The Business Plan
	Listen, Coach, Automate
	Planning with the End in Mind
	Project Management
	Bringing the strands together
	Bibliography
	Conclusion

	Introduction
	About The Book
	How The Book Is Organised
	Part I: Company Review 
	Part II: Finance Review
	Part III: Technology Review 
	Part IV: Business Review 
	Part V: Marketing Review 
	Part VI: Marketing Technology
	Part VII: The Business Plan



	Part I: Company Review
	Getting to First Base
	The New Business Landscape
	Is Coaching a Solution?
	Reviewing Business Systems
	Get them while they’re young

	Technology has no feelings!
	Technology Performance Coaching (TPC)
	Typical TPC Programme
	Department Review
	Technology Review
	Long Term Management

	The Cycle of Business Progress
	Review Existing Business
	Planning for the Future

	Marketing, Sales & Administration

	Eighty Questions!
	Primary Questions
	Sales & Marketing
	Your Company’s Position
	Your Company’s Objective
	Your Finances
	Your Suppliers
	Your Phone System (or other technology!)

	Mystery Shopper
	Applying the Logic
	Management of Existing Systems


	Part II:  Finance Review
	The Cost of Technology
	Owner Managed Businesses
	Post Financed Businesses
	Corporate Organisations

	Overheads
	Administration
	Stationery
	Consumables
	Photocopier Maintenance

	Bandwidth Brokering
	Broadband 
	Carrier – Low Cost Calls
	Consultants & Freelancers
	Equipment & Hardware
	Finance, Seeking Alternative Sources
	Green Directives
	Getting your staff involved

	Home Working
	Maintenance
	Marketing & Advertising
	Printing and Letterhead
	Outbound & Inbound 

	Mobile phones
	Premicell Connections
	Free Call Contracts

	Software
	User Licenses
	Software Support

	Staff - 80:20 Pareto’s Law
	Train to Retain Staff
	Utilities
	Gas
	Electricity
	Monitoring Equipment
	Consumer Usage
	Commercial solutions

	Virtual Staff
	Receptionists
	Virtual PA’s


	Return on Investment Analysis (ROI)
	Time vs. Money
	Show Me The Money!

	Finance Review Checklists
	Phase One 
	Phase Two
	Phase Three
	The Goal is to Justify Expense
	What to do next?
	Phase One – Annual Cost for Technology
	Phase Two – Sales Costs 
	Phase Three - Human Resources



	Part III:  Technology Review
	Making a Decision
	Mismatch of Expectations
	The Haves and Have Not’s
	Show me the money!
	What Does It Mean For Business?

	One System
	Who is the Office Mechanic?
	Technology Review Analysis 

	Telephone Systems
	A simple test
	Current System Checklist
	Some Additional Questions 

	Stand-alone or IP Hosted Telephony?
	Stand Alone System
	System Size
	Some Telephone System Manufacturers

	Hosted IP Telephony
	How does it connect?
	What does it mean for a business?
	How much does it cost?
	Where to go from here?


	Connecting Lines
	Analogue Lines
	ISDN (Integrated Services Digital Network)
	ISDN2
	ISDN30

	Internet/Broadband Lines
	SIP Trunks
	Broadband for everyone!
	Here’s the context
	What does this mean for business?
	Broadband summary
	The next step

	Voice over Internet Protocol (VoIP)
	Why use VoIP?
	What does it mean for business!

	Networking
	Leased Lines

	Virtual Private Networking (VPN’s)
	What about voice quality over VPN? 
	What about support?
	Could your business benefit from installing a VPN:
	Where to go from here?


	Voice Management
	Voicemail
	Auto attendant
	Case Study

	Interactive Voice Response (IVR)
	Case Studies
	What does this mean for business?

	Call Management Information 
	Identification of telephone fraud
	Maximising operator efficiency
	Telephone system efficiency
	Tariff Optimisation
	Allocation of telephone call costs
	What does this mean for business!

	Music/Prompts/Advertise On Hold

	Voice Recording
	Overview
	What is a Call Recorder?
	Who needs to record calls and why?
	Compliance
	Telephone Transactions
	Performance
	Security

	Methods of Call Recording
	Extension Recording
	Trunk Side Recording
	Trunk or Extension Side Recording? 
	VoIP Recording
	Management and Training
	Who can use call recording
	What does it mean for business!
	Blame Culture! 
	The future

	Agent Evaluation Software
	What does it mean for business!


	Integration & Dialling
	Computer Telephony Integration (CTI) 
	Customer Satisfaction
	Reduced Costs
	Increased revenue and efficiency
	Enhanced Productivity
	Improved Service
	What does it mean for business?

	Dialling Software
	Preview Dialling
	Progressive Dialling
	How progressive diallers work
	Who can use progressive diallers?
	What does this mean for business!
	Predictive Dialling
	How a predictive dialler works
	Dialling modes
	Who can use a predictive dialler?
	What does this mean for business!


	Contact Centre Solutions
	A bit of perspective 
	The Telephone System
	Chicken or the egg!
	Where to start looking

	Contact Centres and Media Blending
	Stage One 
	Stage One 
	Stage One 
	Stage One 
	What Category are you in?
	Non-Call Centres
	Informal Call Centres
	Formal Call & Contact Centres
	Inbound Phone Calls
	Media Blending
	Blended Operations 
	Media Blending in Action – Case Study
	What does it mean for a business?
	Contact Centre – Web Integration
	How “call back” works
	How web chat works
	Who can use Web assistance software?
	What does it mean for business?
	Contact Centre - Messaging
	Who can use SMS Messaging?
	What does it mean for business!


	Video Conferencing
	Customers
	Workforce
	What does it mean for business?


	Unified Communications
	UC Definition
	Overview 

	UC Users
	UC Technology
	Contrasting unified messaging
	Components

	Presence Explained
	Business Process
	Case Study
	What does this mean for business?


	Features, Attributes & Benefits
	Equipment Recommendations
	Example - Telephone System Installation 
	Summary of Operations
	Current Problems
	Current Infrastructure
	Installation
	Operators
	Call Routing
	Voicemail
	User Functions
	Hunt Groups, Overflow and Pick Up
	Lines & Extension Programming 
	Night Service
	System Management
	Training & Support



	Part IV: Management Review
	Preparing for Change
	What do you want right now?

	SWOT Analysis
	Strengths: 
	Weaknesses: 
	Opportunities: 
	Threats: 


	Technology Teams
	System Purchasing
	From product development to the customer
	What about support?
	Improving the Situation


	A Staff Manual
	Getting everyone on the same page!
	The Company Manual
	Conclusion
	Example Company Manual Index

	Site Document
	Internal Systems & Practices
	Site Document Example for Telecommunications

	Training Programmes
	Staff Certification
	Investors in People / ISO9000
	User & Supervisor Training



	Part V:  Marketing Review
	Keep Stoking the Fire…
	Overview
	Why market at all?
	Who have you targeted in the past?
	Who are your customers?
	Database Creation
	Creating a timetable


	Marketing Activities
	Where should you start?
	Inbound & Outbound Marketing
	Selection of Marketing Activities 

	Affiliate Marketing (Self-Service)
	Apps for Tablets & Mobiles
	Banner Advertising 
	 Reciprocal Banners
	Vertical Market Websites

	Blog Articles
	Business Radio
	Business Articles
	Complementary Businesses
	Content Marketing
	Top 20 Content Marketing Activities

	Conversion Rate Optimisation (CRO)
	User Experience (UX)
	Conversion Optimisation Books

	Copywriters
	Digital Delivery
	Email
	SMS Text

	Direct Mail
	Email Lists
	Exhibitions
	Flyers
	Free “Giveaways” online
	Google Adwords, Adsense & Remarketing
	Google Ad Words
	Google Adsense
	Remarketing

	Guest Writing
	Liveried Cars & Mobile Office
	Magazine Advertising & Advertorial
	Magazine Editorial
	Networking Events
	Newsletters
	Opt-In Email Newsletters
	Podcasts
	Press Releases
	Public Relations
	Public Speaking
	Roadshows
	Seminars
	SEM & SEO
	Social Media 
	Social Sharing Content
	Video & Webinars 
	Websites
	Sales & Promotion Focused Sites
	Support Focused Sites
	E-commerce Focused Sites
	General

	White Papers
	Word of Mouth


	Part VI:  Marketing Technology
	The Big Picture
	Landing Pages 
	Post Click Marketing
	The Anatomy of an Effective Landing Page
	Segmentation
	Permission
	Mini Websites
	A/B Testing
	Marketing Automation Integration
	Landing Page Books
	Landing Page SaaS Providers


	Marketing Automation
	What is Marketing Automation?
	Sales Cycle Funnel
	Early Stage
	Mid Stage
	Late Stage
	Time to Achieve Marketing Automation ROI
	Changes to Work Productivity 
	Marketing Automation Features
	Email & Content Delivery
	Triggering Activities
	Lead Nurturing
	Lead Scoring & Management
	CRM Integration
	Social Marketing Analysis
	Resource Management
	Marketing Metrics & Analytics
	A/B Split Testing
	Progressive Form Filling
	Event Management
	Marketing Automation Study
	Marketing Automation Providers
	Useful Marketing Automation Publications
	Authors Comment


	CRM Software
	Business Process for Sales
	How a consultant may approach your business
	Engaging your business 
	Focus more time on sales tasks
	Distribute marketing messages and manage leads.
	Analyse your team’s efforts.
	Leverage the Internet
	Some success stories from Salesforce.com
	What does this mean for business?
	CRM Providers


	Web Apps
	On Page Help!
	Heat Maps
	Abandoned Cart Recall
	AB Split Testing
	Personalisation 
	Help desk and support
	Some Web App Providers



	Part VII: The Business Plan
	Listen, Coach, Automate
	Components Required
	Telephone System
	Voice Recording
	CRM Software
	Automated Dialing
	Inbound Contact Solutions
	Landing Page SaaS
	Marketing Automation
	Web Apps
	Conclusion


	Planning with the End in Mind
	The Consultative Approach 
	Review Checklists
	Company Review
	Financial Review
	Financial Review
	Technology Review
	Marketing Review


	Project Management
	Installation Checklist
	Telephone System Checklists
	Line Programming
	Extension Programming


	Bringing the strands together
	Can’t afford it or won’t afford it?
	How to Determine the ROI
	Phase One – Fixed Cost Analysis
	Phase Two – Human Resources
	Phase Three – Sales Costs
	Telesales & Autodiallers
	Voice Recording & Agent Evaluation Software
	Integrated CRM Database
	Call or Contact Centre Working

	The ROI Multipliers
	Abandoned Cart Recapture
	Call Centre Working
	Call Management Software
	Call Recording
	CRM Software
	Dialling - Predictive
	Dialling - Progressive
	Dialling – Singular
	Email – Inbound Management
	Intelligent Call Routing
	Landing Page SaaS
	Marketing Automation SaaS
	SMS Management Text to Mobiles from your desktop PC
	Staff Evaluation Software
	Screen Pop, CTI & TAPI Integration
	Unified Communications
	Voice over IP
	Web Assistance
	Web Call Back
	Web Chat

	Order of Priority

	Bibliography
	Books, Books & More Books!
	Analytics
	Branding
	Business Strategy
	Business Technology
	Christian Books
	Coaching
	Conversion Optimisation
	Copywriting
	Financial Planning
	For Dummies:
	Google Adwords
	Graphic Design
	Landing Pages
	Marketing
	Networking
	Personal Management/Development
	Presentations
	Sales Psychology
	Understanding Customers
	Web Design


	Conclusion
	Other activities
	salesXchange
	Christian Ministries
	How to contact Nigel Maine






