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Today, technology, strategic and marketing thinking and communication creativity have truly 
converged. Now, if the strategists and the creative marketing gurus can conceive it, by-and-
large, technology can deliver it.  The time has come (The Walrus said..) for the 
contemporary contact centre to move into the space right next door to the CEO’s office and 
the contact centre executive to find his or her place in the boardroom. The contact centre of 
today has become the laboratory for organization-wide, customer centricity. Today the 
contact centre is where the science of customer management will be perfected. It is a place 
where concepts and business models and processes can be thoroughly tested, 
experimented on, analyzed, refined, deployed, monitored, constantly improved and 
perfected. It is here in the customer contact centre that customer satisfaction and service 
quality can be conscientiously measured using technologies that enable us to monitor and 
analyze every single customer interaction using real-time, event-driven feedback 
mechanisms. It is here that we will conceptualize and create slick new customer-centric 
policies and processes and even develop the very products and services that customers are 
demanding. It is here that we will truly listen to the voice of the customer; that bellowing, 
demanding voice that’s coming at us loud and clear from all channels – including the social 
networks. 
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