
DMG Consulting’s fourth annual Contact Center Surveying/Feedback and Analytics Market 
Report provides contact center, enterprise and IT decision makers with the information required 
to identify the solution that best meets their short- and long-term functional, technological 
and financial needs. The Report includes product, technical, market share, pricing, delivery 
model and return on investment (ROI) information, as well as best practice advice for surveying 
implementations, to help ensure the solution being deployed yields the greatest results. The 
275-page Contact Center Surveying/Feedback and Analytics Market Report is the industry’s 
most complete guide to this maturing market and its vendors.

While sales of contact center applications typically 
decline during a recession, the contact center 
surveying/feedback market has defied that trend, with 
implementations growing 9% between 2009 and 2010. 
Seats of these contact center applications also grew 7.8%, 
demonstrating the importance of surveying/feedback 
solutions for customer retention, a critical success factor 
during a recession. While the 9% growth rate was lower 
than the 2007 and 2008 growth rates of 21% and 18%, 
respectively, it remains significant in this economic 
climate. DMG Consulting projects that the surveying/
feedback and analytics market will grow by 12%, 11% and 
10% in 2011, 2012 and 2013, respectively.

The 2010 Contact Center Surveying/Feedback 
and Analytics Market Report reveals that barriers 
are falling between the contact center – typically the 
largest consumer of surveying/feedback and analytics 
solutions – and other business units within the enterprise. 
Organizations are beginning to realize the necessity of 
having executive management and employees across 
the business listen to and act in a timely manner upon 
customer feedback about their products, services and 
business practices. In fact, 75% of customers surveyed 
as part of DMG’s vendor satisfaction study reported that 
customer feedback was shared across their organization 
with departments such as product development, sales, 
marketing, research and development, operations, human 
resources, field services, and information technology. 
These disparate functions are teaming up to exchange 
customer information, with the goal of delivering an 
enhanced customer experience. 

Another increasingly important customer feedback trend 
is the continued rise of social media. Online forums and 
social networking sites provide consumers with a broader 
medium than ever before to express their delight or 
discontent. Leading organizations are developing Voice 

of the Customer (VOC) strategies designed to monitor 
customer feedback – solicited and unsolicited – and to 
act on the data. A number of contact center surveying 
vendors have already introduced functionality to support 
the new social media channels, including capabilities 
for monitoring social media sites, creating online 
communities for providing feedback, analyzing trends of 
social media mentions, and deploying surveys through 
social media channels. While the debate about who owns 
social media within the enterprise continues, the Report 
explains why the contact center can and should play a 
pivotal role in social networking initiatives as a natural 
extension of its traditional role as the front-line face of the 
enterprise to the customer. 

Gathering feedback through surveying tools and social 
media is just one step in a larger process that must lead 
to active, tangible change. While tying feedback to action 
is a challenge, vendors are responding to the market’s 
call for applications that enable them to do just that 
by offering closed-loop solutions that convert survey 
feedback into manageable cases. They are also creating 
tighter integrations with complementary contact center 
and enterprise applications, developing better reporting 
and analytics, and supporting new channels and devices 
like smart phones, making the closed-loop process more 
effective.

The 2010 Contact Center Surveying/Feedback and 
Analytics Market Report provides a detailed review of 
the eight leading and contending surveying/enterprise 
feedback management vendors that offer full, multi-
channel contact center surveying/feedback and analytics 
solutions, including Allegiance, Confirmit, inContact, 
Mindshare, Ransys, ResponseTek, RightNow and Verint. 
The Report also includes a high-level review of Interactive 
Intelligence’s emerging surveying solution.
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 •	 Surveying/feedback market bucks the poor economy and downward trend in IT sales; growth expected to continue 
through 2013: Implementations of surveying/feedback and analytics solutions grew 9% between 2009 and 2010, with 
contact center seats attributed to this sector increasing by 7.8%. This underscores the importance of these solutions in retaining 
customers, always a critical success factor, but perhaps more so during and following a recession. DMG Consulting projects that 
the surveying/feedback and analytics market will grow by 12%, 11% and 10% in the 3 years from 2011 to 2013, respectively. 

•	 Surveying solutions are helping contact centers bridge the gap with other departments: Organizations are realizing that 
customer feedback gleaned by the contact center is relevant and valuable in helping achieve enterprise-wide goals. 75% of 
contact center surveying/feedback users participating in this analysis reported sharing their solutions and customer insights 
with other areas of their organization, to improve the overall customer experience.

•	 Social media is changing the way organizations monitor and act on customer feedback: With the advent of social 
networking, companies now have to consider how to manage and respond to the broad-based feedback that comes via these 
channels. A number of vendors are introducing functionality to support social media channels – monitoring social media sites, 
creating online communities for providing feedback, analyzing trends of social media mentions, and deploying surveys through 
social media channels – to supplement corporate Voice of the Customer initiatives focused on addressing both solicited (survey-
based) and unsolicited customer feedback.  

•	 Vendors are offering closed-loop solutions that enable organizations to act on feedback: To enhance the customer 
experience and deliver real value, organizations must be able to act rapidly on the customer feedback they gather with surveying 
tools. Vendors are responding to this requirement by offering closed-loop solutions that convert survey and social media 
feedback into manageable cases, creating tighter integrations with complementary contact center and enterprise applications, 
developing better reporting and analytics, and supporting new channels and devices.

	 Thorough evaluation of the state of the market: Overview 
of the state of the contact center surveying/feedback and 
analytics market, including market share, adoption rates and 
projections through 2013, as well as trends and challenges 
facing both enterprises and vendors.

	 In-depth review of the competitive landscape: A detailed 
look at the eight leaders and contenders, covering their 
surveying/feedback solutions, distinguishing features, 
challenges, and development plans, as well as service delivery 
options – premise-based, hosted and managed service – and 
important considerations for selecting the right one.

	 Extensive product, company and technical analyses: 
Detailed side-by-side comparisons and analysis 
of functionality, pricing, underlying technology and 
implementation for solutions from the eight leading and 
contending vendors.

	 Product innovation: A review of technology trends and 
innovations, new capabilities delivered in the past 12 months, 
and what is expected to be delivered to the market in the next 
12 to 18 months. 

	 Best practices: Analysis of best practices for surveying/feedback 
program implementation, including DMG Consulting’s “best of 
the best,” where to look for return on investment (ROI), and the 
quantitative and qualitative benefits that can be derived from 
implementing a surveying/feedback solution.

	 Voice of the Customer strategy: Detailed discussion of social 
networking, including information on developing a contact 
center social media program.

	 Clarification of terminology: Definitions of contact center 
surveying/feedback and Enterprise Feedback Management 
(EFM), with a review of the functional building blocks that 
make up a complete surveying/feedback solution.

	 Vendor satisfaction analysis: Complete vendor reference 
analysis with customer satisfaction ratings across six key 
solution components – product, implementation, service 
and support, training, professional services, innovation and 
responsiveness to enhancement requests – as well as overall 
vendor satisfaction.

	 Pricing: Price ranges for hosted and managed service offerings 
to help end users plan and negotiate the best deals.

	 Comprehensive surveying/feedback and analytics vendor 
directory

Key Reasons to Buy This Report:
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Source: DMG Consulting LLC, August 2010

Report Highlights:

Administration

Survey Basics

Question Library
Template Library

Point Scales
Weighting

Scoring Methodology
Branch/Skip Logic

Deployment Criteria
Channel Selection

Data Coding
Statistical Validation

Social Networks
Community Platforms

Create Survey Issue Survey Collect Results

Real-time Alerts

Action

Reactive Alerts Dashboards

Incident Management Closed-loop Processing

Business Intelligence

ReportingReporting AnalyticsAnalytics

Administration

Survey Basics

Question Library
Template Library

Point Scales
Weighting

Scoring Methodology
Branch/Skip Logic

Deployment Criteria
Channel Selection

Data Coding
Statistical Validation

Social Networks
Community Platforms

Create Survey Issue Survey Collect Results

Real-time Alerts

Action

Reactive Alerts Dashboards

Incident Management Closed-loop Processing

Business Intelligence

ReportingReporting AnalyticsAnalytics



Copyright 2010.  DMG Consulting, LLC
6 Crestwood Drive, West Orange, NJ  07052 

(973) 325-2954 www.dmgconsult.com

1.	 Executive Summary ..........................................................................................................................................................................................................................................	 1
2.	 Introduction ..........................................................................................................................................................................................................................................................	 3
3.	 DMG Consulting Research Methodology ..........................................................................................................................................................................................	 5
4.	 Report Participation Criteria .......................................................................................................................................................................................................................	 6
5.	 Contact Center Surveying and EFM Defined ...................................................................................................................................................................................	 7
	 5.1	 Definitions .........................................................................................................................................................................................................................................	 7
	 5.2	 Vendor Categories ........................................................................................................................................................................................................................	 9
	 5.3	 Functional Components of Solutions ..............................................................................................................................................................................	 10
	 5.4	 Further Distinction between EFM and Contact  Center Surveying ...............................................................................................................	 16
		  5.4.1	 Enterprise Feedback Management ...............................................................................................................................................................	 17
		  5.4.2	 Types of Surveys .......................................................................................................................................................................................................	 22
		  5.4.3	 IVR-Based Surveys	 ....................................................................................................................................................................................................	 23
		  5.4.4	 Email-Based Surveys ...............................................................................................................................................................................................	 26
		  5.4.5	 Web-Based Surveys .................................................................................................................................................................................................	 28
		  5.4.6	 Other Types of Surveys .........................................................................................................................................................................................	 30
6.	 Surveying Best Practices: The Best of the Best ................................................................................................................................................................................	 31
7.	 Service Delivery Options ...............................................................................................................................................................................................................................	 38
	 7.1	 Considerations in Selecting a Service Delivery  Model .........................................................................................................................................	 39
8.	 The Growing Importance of Social Media/Social  Networking ............................................................................................................................................	 43
	 8.1	 Who Owns the Customer? ......................................................................................................................................................................................................	 44
	 8.2	 Contact Centers Can Play a Leading Role ......................................................................................................................................................................	 47
		  8.2.1.	 Characteristics of Social Media Contact Center  Interactions .......................................................................................................	 48
		  8.2.2	 Developing a Contact Center Social Media  Program .......................................................................................................................	 48
	 8.3	 Social Networking in Action ...................................................................................................................................................................................................	 52
	 8.4	 Vendor Social Networking/Community .........................................................................................................................................................................	 55
9.	 State of the Surveying/Feedback and Analytics  Market ..........................................................................................................................................................	 60
	 9.1	 Impact of the Economy ............................................................................................................................................................................................................	 60
	 9.2	 Market Trends ..................................................................................................................................................................................................................................	 61
		  9.2.1	 Application Trends ...................................................................................................................................................................................................	 64
	 9.3	 Market Challenges .......................................................................................................................................................................................................................	 65
	 9.4	 Mergers and Acquisitions ........................................................................................................................................................................................................	 67
10.	 Surveying/Feedback Market Share Analysis .....................................................................................................................................................................................	 69
	 10.1	 Market Share Analysis ................................................................................................................................................................................................................	 70
	 10.2 Market Growth ..........................................................................................................................................................................................................................................	 74
	 10.3 Market Activity, 2009 – 2010 Comparisons .............................................................................................................................................................................	 76
11.	 Surveying/Feedback Market Projections ............................................................................................................................................................................................	 81
12.	 Surveying/Enterprise Feedback Management  Contact Center Adoption Rate .......................................................................................................	 83
13.	 ROI and Benefits from Contact Center  Surveying/Feedback ...............................................................................................................................................	 84
	 13.1	 ROI: The Payback Period ............................................................................................................................................................................................................	 84
	 13.2	 ROI: Where to Look for Payback ...........................................................................................................................................................................................	 85
	 13.3 Measuring ROI ..........................................................................................................................................................................................................................................	 91
14.	 Vendor Snapshots .............................................................................................................................................................................................................................................	 92
	 14.1	 Vendor Summaries .......................................................................................................................................................................................................................	 92
15. High-Level Functional Summary ..........................................................................................................................................................................................................................	 104
	 15.1 Stand-Alone Products vs. Larger Suites .....................................................................................................................................................................................	 104
	 15.2 Surveying Channels Supported .....................................................................................................................................................................................................	 106
	 15.3 	 Surveying Basics ............................................................................................................................................................................................................................	 109
16.	 Pricing .......................................................................................................................................................................................................................................................................	 130
	 16.1	 Premise-Based Pricing ................................................................................................................................................................................................................	 130
	 16.2 Hosted/SaaS Pricing ..............................................................................................................................................................................................................................	 136
	 16.3 Managed Service Pricing ...................................................................................................................................................................................................................	 140
17.	 Vendor Customer Reference Analysis ...................................................................................................................................................................................................	 144
	 17.1 Summary-Level Survey Findings and Analysis .....................................................................................................................................................................	 146
	 17.2	 Detailed Survey Findings and Analysis ............................................................................................................................................................................	 149
	 17.3 Customer Background and Insight ..............................................................................................................................................................................................	 161
		  17.3.1 Customer Background ................................................................................................................................................................................................	 161
		  17.3.2 Customer Insights ..........................................................................................................................................................................................................	 163
18. High-Level Technical Summary .............................................................................................................................................................................................................................	 173
	 18.1 Storage and Retrieval ...........................................................................................................................................................................................................................	 186
	 18.2 Security ..........................................................................................................................................................................................................................................................	 189
	 18.3 Integration ...................................................................................................................................................................................................................................................	 193

continued

Table of Contents



Copyright 2010.  DMG Consulting, LLC
6 Crestwood Drive, West Orange, NJ  07052 

(973) 325-2954 www.dmgconsult.com

Table of Contents (continued)

Table of Figures

19.	 Implementing Contact Center  Surveying/Feedback Solutions .........................................................................................................................................	 197
	 19.1	 Implementation Analysis .........................................................................................................................................................................................................	 197
	 19.2	 Training ...............................................................................................................................................................................................................................................	 218
	 19.3	 Professional Services ..................................................................................................................................................................................................................	 221
20.	 Technical Innovation and Enhancements .........................................................................................................................................................................................	 225
	 20.1	 Planned Innovation and Enhancements .......................................................................................................................................................................	 225
21.	 Company Reports	 .............................................................................................................................................................................................................................................	 228
	 21.1	 Allegiance ..........................................................................................................................................................................................................................................	 229
	 21.2	 Confirmit ............................................................................................................................................................................................................................................	 233
	 21.3	 inContact ...........................................................................................................................................................................................................................................	 238
	 21.4	 Interactive Intelligence, Inc. ...................................................................................................................................................................................................	 241
	 21.5	 Mindshare Technologies ..........................................................................................................................................................................................................	 243
	 21.6	 Ransys Feedback Technologies ...........................................................................................................................................................................................	 247
	 21.7	 ResponseTek ....................................................................................................................................................................................................................................	 252
	 21.8	 RightNow ...........................................................................................................................................................................................................................................	 256
	 21.9	 Verint ....................................................................................................................................................................................................................................................	 261

Appendix A: Acronyms .......................................................................................................................................................................................................................................................	 265
Appendix B: Workforce Management Vendor Directory ...............................................................................................................................................................................	 268

Figure 1: Contact Center Surveying/Feedback Vendor Categories ........................................................................................................................................................	 10
Figure 2: Surveying/Feedback Functional Building Blocks ..........................................................................................................................................................................	 11
Figure 3: Closed-Loop Processing ...............................................................................................................................................................................................................................	 15
Figure 4: Enterprise Feedback Management ........................................................................................................................................................................................................	 16
Figure 5: Enterprise Feedback Management (EFM) ..........................................................................................................................................................................................	 18
Figure 6: Types of Surveys .................................................................................................................................................................................................................................................	 22
Figure 7: IVR-Based Surveys	 .............................................................................................................................................................................................................................................	 24
Figure 8: Email Surveys .......................................................................................................................................................................................................................................................	 27
Figure 9: Web-Based Surveys ..........................................................................................................................................................................................................................................	 29
Figure 10: Top 10 Surveying Implementation Best Practices .....................................................................................................................................................................	 33
Figure 11: Pro and Cons of Service Delivery Models ........................................................................................................................................................................................	 40
Figure 12: Popular Social Media Sites ........................................................................................................................................................................................................................	 43
Figure 13: Is your enterprise supporting social media activities, such as social networking, Twitter, bulletin boards, blogs, etc.? ................	 45
Figure 14: Which departments within your company are involved in  handling social media activities? .....................................................................	 46
Figure 15: Social Media Project Plan ..........................................................................................................................................................................................................................	 50
Figure 16: Tips for Initiating a Contact Center Social Media Program ...................................................................................................................................................	 54
Figure 17: Social Networking ..........................................................................................................................................................................................................................................	 57
Figure 18: Contact Center Surveying/Feedback and Analytics Market Trends ...............................................................................................................................	 63
Figure 19: Contact Center Surveying/Feedback and Analytics Market Challenges .....................................................................................................................	 67
Figure 20: 2010 Contact Center Surveying/Feedback and Analytics Market Activity by Vendor, as of April 2010	 ...................................................	 71
Figure 21: 2010 Contact Center Surveying/Feedback and Analytics Market Share by Number of Seats, as of April 2010 ..................................	 72
Figure 22: 2010 Contact Center Surveying/Feedback Market Share, by Seats ................................................................................................................................	 73
Figure 23: Total Number of Contact Center Surveying/Feedback and Analytics Implementations, 2008 – 2010 Trends ....................................	 75
Figure 24: Total Number of Contact Center Surveying/Feedback and Analytics Contact Center Seats, 2008 – 2010 Trends ...........................	 76
Figure 25: Detailed Market Activity, 2009 and – 2010 .....................................................................................................................................................................................	 78
Figure 26: Surveying/Enterprise Feedback Management and Analytics Market Projections, 2010 – 2012 ..................................................................	 82
Figure 27: Return on Investment From Surveying/Feedback Offerings ..............................................................................................................................................	 85
Figure 28: Benefit Categories from Surveying/Feedback Offerings .......................................................................................................................................................	 86
Figure 29: Derived Benefit as Reported by Survey Participants ................................................................................................................................................................	 88
Figure 30: Company Information .................................................................................................................................................................................................................................	 94
Figure 31: Contact Center Surveying Strategy ....................................................................................................................................................................................................	 99
Figure 32: Products Surveying/Feedback and Analytics - Summary .....................................................................................................................................................	 101
Figure 33: Stand-alone vs. suite .....................................................................................................................................................................................................................................	 105
Figure 34: Survey channels supported .....................................................................................................................................................................................................................	 107
Figure 35: Survey basics .....................................................................................................................................................................................................................................................	 111
Figure 36: Price Ranges (Premise-Based Solution) 1 ........................................................................................................................................................................................	 131

continued



Copyright 2010.  DMG Consulting, LLC
6 Crestwood Drive, West Orange, NJ  07052 

(973) 325-2954 www.dmgconsult.com

Table of Figures (continued)

Order Information: To order a copy of the 2010 Contact Center Surveying/Feedback and Analytics Market Report contact Deborah 
Navarra at deborah.navarra@dmgconsult.com or 516-628-1098. You may also purchase the report online at www.dmgconsult.com. 

Figure 37: Pricing (Premise-Based Solution) 1 .....................................................................................................................................................................................................	 133
Figure 38: 2010 Surveying/Feedback Price Range Comparison – Hosted/SaaS Solutions .....................................................................................................	 136
Figure 39: Pricing (Hosted/SaaS Solution) 1 ..........................................................................................................................................................................................................	 138
Figure 40: 2010 Surveying/Feedback Price Ranges – Managed Service Solutions ......................................................................................................................	 140
Figure 41: Pricing (Managed Service) 1 ...................................................................................................................................................................................................................	 142
Figure 42: Customer Survey Rating Categories ..................................................................................................................................................................................................	 146
Figure 43: Average Satisfaction Ratings by Category .....................................................................................................................................................................................	 148
Figure 44: Product Satisfaction Ratings by Category ......................................................................................................................................................................................	 150
Figure 45: Product Ease of Use Satisfaction Ratings by Customer ..........................................................................................................................................................	 151
Figure 46: Product Flexibility Satisfaction Ratings by Customer ..............................................................................................................................................................	 152
Figure 47: Product Feature Set Satisfaction Ratings by Customer	 ..........................................................................................................................................................	 152
Figure 48: Product Development Environment Satisfaction Ratings by Customer .....................................................................................................................	 153
Figure 49: Reporting Satisfaction Ratings by Customer ................................................................................................................................................................................	 154
Figure 50: Ability to Increase Response Rates Satisfaction Ratings by Customer .........................................................................................................................	 154
Figure 51: Product Pricing Satisfaction Ratings by Customer ....................................................................................................................................................................	 155
Figure 52: Surveying Implementation Satisfaction Ratings by Customer .........................................................................................................................................	 156
Figure 53: Service and Support Satisfaction Ratings by Customer ........................................................................................................................................................	 157
Figure 54: Training Satisfaction Ratings by Customer .....................................................................................................................................................................................	 158
Figure 55: Professional Services Satisfaction Ratings by Customer ........................................................................................................................................................	 158
Figure 56: Innovation and Responsiveness to Product Enhancement Requests Ratings by Customer ..........................................................................	 159
Figure 57: Overall Satisfaction Ratings by Customer .......................................................................................................................................................................................	 160
Figure 58: What types of surveys are you currently using the product to conduct? ..................................................................................................................	 161
Figure 59: What departments outside of the contact center are using the surveying solution? ........................................................................................	 161
Figure 60: Primary Drivers in the Decision to Utilize a Surveying/Feedback Solution ...............................................................................................................	 164
Figure 61: What does your vendor excel at? .........................................................................................................................................................................................................	 166
Figure 62: What can your vendor do better? ........................................................................................................................................................................................................	 167
Figure 63: What product enhancements would you like to see? ............................................................................................................................................................	 169
Figure 64: Please provide any additional comments about your experience with the vendor and/or product .......................................................	 170
Figure 65: High-Level Technical Summary .............................................................................................................................................................................................................	 175
Figure 66: Storage and Retrieval ..................................................................................................................................................................................................................................	 187
Figure 67: Security .................................................................................................................................................................................................................................................................	 190
Figure 68: Integration ..........................................................................................................................................................................................................................................................	 195
Figure 69: Implementation Analysis ..........................................................................................................................................................................................................................	 200
Figure 70: Training .................................................................................................................................................................................................................................................................	 219
Figure 71: Professional Services ....................................................................................................................................................................................................................................	 222




