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Introduction—Customers’ Changing Expectations
The experience economy is thriving—more than two decades after the concept was first 
introduced—and strongly impacting both brands and their business models. In recent 
years, improving the customer experience (CX) has become a requisite for creating value 
and sustained business growth. In fact, more than 75% of consumers think about past 
experiences when they are making a purchase. This insight is why customer-centric 
businesses regard CX as a significant brand differentiator. More than 90% of them think that 
unhappy customers will not buy from them again.1 Customer satisfaction is no longer about 
price or the quality of a product and service alone; it is about the emotional response and 
experience customers have when interacting with the brand. In a 2022 survey on customer 
experience, 88% of respondents say the experience a business provides is as important 
as its products or services—the highest percentage to date 2

Customer expectations are moving targets that have become increasingly demanding. So to 
succeed in the ever-more competitive business environment, businesses must understand 
and meet customers’ evolving expectations. Today’s hyper-connected customers are 
knowledgeable, aware of their options as they access and share information anytime and 
from the communication channel of their choice. They are positioned to dictate the terms of 
their interactions with businesses, inclined to design experiential journeys, and likely to share 
their experiences with others easily to influence the community.
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Time for digitally primed CX
In the past two years, consumers beyond digital natives have gotten on board with 
conducting business online and engaging with e-commerce; many interacting on digital 
channels for the first time. Consumers have embraced the ease and convenience of engaging 
online, pushing the digital channel’s share of transactions globally to close to 60% in 
2021 2 Customer interaction through messaging, mobile apps, chatbots, social media, and 
video calling has soared, and it is unlikely to change anytime soon. Satisfying customers 
generally requires delivering great experiences, both online and offline. To illustrate the 
fact, one in three customers is buying online more often.2 A whopping 86% of customers 
expect their experience to improve significantly in the connected digital world 3 This new 
customer landscape demands that businesses transform their legacy service approaches to 
deliver digitally primed CX.

Today’s mobile-first, digital-first customers expect businesses to empower them to help 
themselves, remove unnecessary procedures, minimize effort, and create easy-to-use, 
frictionless interactions  This trend is gaining momentum: 68% of customers would rather 
use a self-service channel than call a contact center to resolve issues.3 Customers want 
quick access to personalized information (e.g., order status, invoices, delivery schedule) and 
the freedom to perform tasks (e.g., update/cancel order, request refund) without needing to 
contact a business through high-touch, high-cost channels.

Personalization—unlocking memorable CX
Increasingly, customers demand that brands recognize them as individuals and know their 
interests, ready to deliver customized products/services that meet their of-the-moment needs. 
They often get frustrated when this does not happen. Most customers associate positive 
experiences with brands that use a personalized approach to making them feel special, and 
they are willing to share more information when they trust the brand to offer additional 
value in exchange. Consistently personalized experiences are potent drivers of wallet share 
and peer advocacy, yet it is easier than ever for customers to switch brands if they have 
an unsatisfactory experience. Businesses are feeling the pressure as three-quarters of 
consumers switched to a new store, product, or buying method during the pandemic.

of customers expect brands to 
understand their needs  
and expectations at an 

individual level.2

of customers will share relevant 
information about themselves  

in exchange for proactive  
customer service.2

73% 85%
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Omnichannel—a must for CX delivery
Now more than ever, customers reward businesses 
that meet them where and when they want to 
research, buy, and interact. They prefer to communicate 
with businesses using a mix of interaction channels 
based on their convenience and expect seamless yet 
consistent experiences across them all—delivered 
securely and with empathy. Today’s digitally inclined 
customers expect to receive faster and more 
contextual responses that yield their desired outcomes, from any contact channel. Frost & 
Sullivan believes that the effective integration of channels into one seamless conversation 
will be a significant differentiator for customer-centric businesses.

Brands’ Challenges in Meeting Customers’ 
Expectations

Current CX capabilities falling short
CX has become a board-level priority. In Frost & Sullivan’s 2022 survey of IT decision-
makers, about 54% of the businesses say they have a dedicated board-level executive 
accountable for CX.4 Although companies have made notable efforts toward digital 
customer engagement, a considerable gap remains in perceiving its impact. In another report, 
75% of businesses state that they are doing a good job with personalized interactions, 
but only 48% of consumers think so.5 Although many businesses report receiving a budget 
hike to support their CX strategy, the effort has yet to establish the CX capability they want 
for their business.

Close to 1 in 2 are very satisfied  
with their current CX capabilities.1

Only 1 in 3 businesses rate their CX 
capability at the “promoter” level.1

of customers expect  
consistent interactions across 

channels/departments.2

78%
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Challenges aplenty in delivering on customers’ expectations
Even though businesses have a better understanding of CX and its many components, some 
remain unable to offer quality CX and fail to appreciate the continual effort required once 
a customer completes a purchase. Most customers are well aware that their experiences 
with a brand travels across organizational silos (marketing, sales, billing, shipping, support) 
and in and out of management tiers, and nearly everyone has given their identifying 
information repeatedly at various stages of these contact points or has had to repeat the 
same issue many times. This type of poor CX reflects an absence of back-end integration. 
When information is not integrated, the business lacks customer-centricity; and though not 
intentional, it results from different business functions being organized differently. Legacy 
and poorly implemented technologies, as well as systems that do not talk to each other, rank 
high on CX executives’ challenges in gaining a 360-degree view of the customer’s end-to-
end journey, which impedes optimized CX performance. 

The fragmented reality of a promised omnichannel experience
While most businesses have long strived to deliver omnichannel CX, only 29% of them had 
fully integrated channels by the end of 2021.4 The promise of omnichannel is substantial; 
in reality, however, organizational silos with varying capabilities and different development 
environments often result in disjointed processes, which causes insufficient customer context 
to move across various interaction touch points throughout the customer journey. Data 
silos, worsened by a lack of shared metrics across departments/lines of business, are the 
most common barriers to a business’ success in delivering the promise of real omnichannel 
experiences 

Which organizational issues impact your ability to 
deliver a seamless customer experience?4

71%

lack of shared 
customer 

satisfaction 
metrics across 
departments/ 

lines of business

58%

lack of 
carry-over 

of customer 
context from 
one channel 
to another

64%

lack of 
consolidated 

data and 
analytics

56%

siloed 
departments 
with separate 

customer 
engagement 

solutions

51%

lack of shared 
voice-of-the-

customer 
data across 
department
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The Need for One Integrated Office

Match back-office transformation with front-office 
transformation
In recent years, businesses have exerted significant effort in digitally transforming front-
end operations, which are often run by sales, marketing, and customer services teams. The 
imperative to improve engagement with key stakeholders such as customers, partners, 
patients, and citizens drove those efforts, but the truth is that they also need robust 
back-office capabilities that complement this effort. Hence, businesses must invest in 
transforming back-end functions that support customer-facing operations—production and 
fulfillment operations, supply chains, accounts payable and receivable, and more. Without 
matched capabilities, back-office operations will remain manual, labor-intensive, prone 
to human error, and hectic, with the potential to handicap and eventually nullify all the 
transformational work put into the front end of the business. It would also mean unnecessary 
administrative overhead and inefficiency, process duplication, manual sign-off requirements, 
and informational silos. Ultimately, a business that successfully aligns back-office and front-
office operations performs better financially.

Gain actionable insights from a holistic view across back-office 
operations
The back office is where businesses perform many complex processes and a variety of tasks, 
many of which are manual and carried out by different teams and functions that usually 
operate as silos, each with its own systems and workflows. Yet without visibility across all 
processes, businesses face difficulty in knowing if service delivery is accurate, on time, and 
as cost-efficient as possible. As such, most decision-making remains reactive, based on past 
experiences and anecdotal evidence, and too often is limited in scope (one team or function). 
In contrast, proactive decision-making based on real-time operational data provides a holistic 
view of the entire back office. The ability to gather actionable insights allows businesses to 
refine processes and share real-time updates with connected customers.
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Deliver on front-office promises
Successful businesses deliver enhanced CX and live up to 
the brand promise that resonates with their customers and 
prospects. Usually running in the background, the back office 
is the backbone that executes everything needed to fulfill that 
front-office promise. For example, suppose a financial institution 
differentiates through an unmatched onboarding experience—
promising same-day or 24-hour turnaround. In that case, it 
could ideally streamline the onboarding journey and know your 
customer (KYC) process through a robotics process automation 
(RPA) or intelligent technologies approach that works in the 
background. However, when the back-office processes are not 
integrated, customer stress and frustration likely increase, potentially magnifying an already 
difficult situation. In fact, close to 4 in 5 complaints made to a contact center can be traced 
to back-office process failure.6 The resulting poor CX will adversely impact brand reputation 
and undermine all front-end transformation initiatives. Such occurrences are unfortunate, yet 
entirely avoidable if the business establishes one fully integrated office.

• Personalization—Businesses should deliver customer personalization at scale. One 
integrated office offers process, data, and technology synchronization and integration 
across the entire value chain, including marketing, sales, production, logistics, and finance. 
Using artificial intelligence (AI) modeling techniques and machine learning (ML) algorithms, 
businesses can optimize personalized experience delivery that is easy and convenient for 
customers 

• Empower customer self-service—Businesses can offer customers 24/7 access to 
information using guided process automation and AI to ensure they can modify their 
interactions to get exactly what they need easily. Automating the self-service process 
saves time and increases efficiency. 

Close to 4 in 
5 complaints 

made to a 
contact center 
can be traced 
to back-office 

process failure.
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Create digitally-led customer journeys via office integration
Traditionally, businesses are organized by teams that handle separate and specific tasks. 
The front office focuses on closing deals, servicing client requirements, and supporting 
client needs while the back office manages warehousing functions, processing paperwork, 
following up on accounts payables/receivables, and ensuring regulatory compliance. These 
many moving parts often work in silos. However, as today’s businesses race to differentiate 
from the competition, they must optimize their processes. 

The rise of the digital customer has forced businesses to center 
employee and business activity around the customer journey, 

which creates synergies between front- and back-office 
operations. 

As every department requires coordination to deliver a customer-centric experience, 
businesses must pivot, bringing together front-, middle-, and back-office operations and 
aligning data to establish a fully transparent organization that has real-time access to data 
and processes designed around both customers and employees. This integrated approach 
frees businesses to automate processes and become more effective, efficient, streamlined, 
and, of course, personalized in their approach to CX.

Augment capabilities and realize new possibilities 
The latest developments in technologies such as RPA, AI, ML, and business process 
management (BPM) solutions and services facilitate digitalization that helps businesses 
expedite processes and eliminate non-value-added activities. Now, advanced, cloud-based 
solutions leverage APIs to integrate with existing systems more easily and leap closer to 
achieving one integrated office. The ability to access and unify data is the cornerstone of 
digital adoption. The infusion of intelligent automation (IA) and sophisticated data analytics 
offers real-time predictive capabilities to end-to-end processes and unifies all stakeholders 
across the organization. In essence, one integrated office empowers people, processes, 
and infrastructure with intelligence to successfully deliver common business outcomes and 
metrics  
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Experience business impact beyond enhanced CX delivery
To benchmark and improve numerous facets of their business, leaders must integrate 
disconnected processes (e.g., quote-to-order, order-to-cash as part of the overall quote-to-
cash cycle for a retailer/or admission (registration) to the final payment disbursement as part of 
the revenue cycle management (RCM) for healthcare providers), systems (e.g., BPM, ERP, CRM, 
and industry-specific processing systems), and datasets (e.g., financial and non-financial).

Personalized customer experience: One integrated office enables a 
360-degree view of customers, which helps businesses manage these 
relationships more effectively and deliver a personalized experience that 
empowers customers with efficient self-services. Process optimization also 
means customer queries are resolved more effectively, errors are reduced, 
turnaround time is shortened, and re-works are eliminated.

Enhanced employee experience: One integrated office gives frontline 
workers/customer service agents access to real-time data that allows them to 
react quickly to changes in customer demand. Gaining visibility of complete 
workflow, businesses can empower employees with the tools and information 
needed to perform their jobs better. In addition, with insights gained through 
customer feedback, stakeholders can quickly evaluate whether changes made 
internally are delivering the desired impact on customers.

Elimination of manual or unnecessary steps and tasks: Enterprise-wide 
visibility of processes supported by one integrated office allows business the 
opportunity to review and eliminate unnecessary steps/tasks and automate 
others wherever possible. Also, self-service channels empower customers to 
resolve queries independently, which reduces costs with case deflection for 
businesses.

Companywide operational efficiencies: One integrated office creates 
seamless data flow between entities within CRM and ERP applications, 
bringing greater transparency and visibility to businesses. It also allows for 
more accurate measuring, scheduling, and forecasting of various business 
activities that will improve companywide efficiency. In deploying chatbots 
to manage customer queries or voicebots to take orders from smart devices, 
back-office bots are often fulfilling these functions and are becoming 
commonplace. Embracing bots helps businesses deliver personalized CX and 
improve employee engagement.

Improved business KPIs: Streamlining business processes helps businesses 
capture broader sales opportunities (upsell/ cross-sell), optimize monetization 
(increasing conversion, reducing unitary sales cost), prevent revenue leakage, 
and improve customer lifetime value (CLV) while reducing costs by adding to 
the bottom line. 
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FIGURE 1: One Integrated Office—Transforming Back Office to Enhance Value

Back Office: Today                     One Integrated Office 

FEATURES
• Service transaction
• Reactive response
• Resolving issues 
• Information silos 

IMPACT
• High labor cost
• Poor agility to scale up
• Low operational performance
• High failure demand
• Poor customer experience

FEATURES
• Customer outcomes/advocacy 
• Orchestrated journeys/automated 

process
• Proactive advice
• Unified data-fabric
• Data-driven decisions
• Predictive models leveraging data
• Operational efficiency

IMPACT
• Reduced cost through AI and 

automation
• Flexibility for scale up/down
• Insights driving actions
• Reduced failure demand
• Improved NPS & CLV
• Improved business KPIs
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Transforming into One Integrated Office Reality

Analytics, AI, and automation central to success
In recent years, more and more businesses have embarked on digital transformation projects. 
The most forward-thinking of them, though, have quickly shifted focus onto leveraging smart 
solutions to create a more intelligent, integrated, and efficient organization. To successfully 
establish one integrated office, businesses must assess their existing environment and build 
capabilities in preparation for the transformational journey. 

In pursuit of one integrated office, data plays the most critical part. In 
the past, businesses’ inability to bring together data (both structured and 
unstructured) from disparate systems and processes thwarted transformation. 
Today, businesses can add cloud-based solutions that leverage APIs to 
integrate with existing systems more easily as a rip-and-replace approach to 
old systems often is not possible due to cost constraints, time requirements, 
and business disruptions. However, RPA tools can capture data from these 
systems without integrating with them.

A greater understanding of the customer across their entire journey is 
central to enhancing experience. As customers increasingly engage with 
businesses digitally, they expect more interaction with back-office functions 
(e.g., issuing bills, order processing). Successfully mapping customer journeys 
is the cornerstone of one integrated office transformation. Analysis of a 
customer’s journey helps businesses identify the blind spots and understand 
repeat interactions. Such process mining positions them to identify which steps 
they can eliminate, digitize, or automate to deliver frictionless CX and save on 
costs 

Analytics and AI generate actionable business insights from a vast amount 
of unused customer interaction data. One integrated office can leverage 
behavioral and cognitive insights that make the 360-degree view of the 
customer even more powerful in combination with data analytics-driven 
personalization. These insights are particularly useful to identify the next 
best action so that frontline advisors can serve customers better, improve 
collections, boost sales, reduce churn, and ultimately increase CLV. As vendors 
increasingly integrate AI into chatbots, businesses are implementing these 
solutions to give CX a more real-world feel.
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RPA has made intelligent automation possible in one integrated office. It 
empowers businesses to reduce costs, achieve greater operational efficiency 
and quality, increase workforce productivity, enhance employee and customer 
experience, and realize quicker time-to-value. Use cases vary, from improved 
customer onboarding, processing insurance claims, and invoice processing time 
to load contracts and many more applications. Today, back-office bots process 
high volumes of transactions, while complex tasks involve ML to make the bots 
more intelligent over time. Five common CX automation use cases follow:

o Automated case management: Digital agents, AI, and data analytics tools 
will speed up the customer verification process by understanding intent, 
opening a ticket, and routing the case to an expert for completion.

o Automated order processing: Businesses gain efficiency from the intelligent 
automation of end-to-end order processing, including answering product-
related queries, taking and fulfilling orders, and updating inventory across 
systems/apps.

o Automated product return: An integrated knowledge base, proper return 
policy, conversational AI, and intelligent process automation can handle 
most returns conveniently for customers.

o Automated content moderation: Businesses can use advanced and ML 
algorithms to identify questionable content in social media sites, company-
branded communities, and gaming environments. This helps automate 
online content labeling/categorization to make search results more 
accurate. Such tools, combined with human understanding and values, help 
businesses protect their reputation and users.

o Automated compliance management: Automation and analytics tools help 
businesses collect pertinent information for compliance purposes, minimize 
mistakes, and complete compliance processes faster.

Process excellence expertise is crucial to standardize the operating model 
and optimize the one integrated office by identifying potential automation 
areas, improving overall performance, and enhancing output. Intelligent 
automation can identify critical processes and possible threats as well as 
recalibrate business resilience plans.
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FIGURE 2: One Integrated Office—Key Components

Lean on a capable partner to accelerate transformation
Digital transformation often seems like a daunting undertaking for many businesses. The 
decision-makers who lead these changes must remain mindful of numerous elements, such as 
keeping tabs on the rapidly changing technology landscape, evaluating what would produce 
the best return, ensuring the seamless integration of modern and existing technologies, 
justifying technology acquisition costs, considering the complexity of current processes, and 
compensating for a lack of in-house expertise. Such overwhelming considerations and fear of 
failure are likely to keep some businesses from embarking on the journey all together. 

However, another option exists. An experienced partner can guide a business through end-
to-end transformation that is tailored to its specific needs. A strong partner will invest in the 
organization’s success, able to design and implement a reliable solution (custom, if needed) 
quickly, including ongoing improvements that deliver maximum ROI. Proven expertise from 
a reliable partner should put the business at ease, and the best practices it has gained from 
across industries will help accelerate the transformation.

Businesses should leverage the expertise, scalability, resources, and technological proficiency 
that leading outsourcing service providers offer to rapidly deploy digital solutions and achieve 
the priority outcome set. Leading service providers offer the right balance in technology, 
process, and talent organizations need to successfully establish one integrated office and 
help realize their desired business outcomes. Depending on its maturity, in-house expertise, 
risk appetite, and urgency to achieve tangible results, a business can choose to engage with 
an external partner as an outright outsourcing arrangement, as an advising consultant, or as 
some combination of the two approaches.

• Digital workforce 
optimization solution 

• Advanced automation 
& robotics 

• Cognitive BOTS 
• Chatbots/virtual 

agents
• Straight through 

processing (STP)

• Centralized data view 
& analytics-driven 
processes

• Unified view of 
customer journey

• Embedded analytics 
for real-time insights/
actions

• Predictive modeling 
for optimization

• Focus on customer outcomes
• Seamless customer support
• Synergies across processes/ecosystem partners
• Smarter quality model to assure outcomes
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The Last Word
Customer experience continues to rise in prominence among buying decision criteria. 
Customers expect brands to recognize them as individuals and show that their business is 
centered around them. They expect brands to identify and act on micro-moments, to present 
the right options precisely when and where needed, according to their preferences. Failure 
to do so will mean the brand is unable to deliver, regardless of whether the customer service 
agent lacks knowledge or if back-office processes are inefficient. When the back-office 
fails to deliver, the quality of CX plummets, leading to customer frustration and an increase 
in costs and effort for the company. Frustrated customers not only move their business 
elsewhere but share their experiences in public, which damages the brand’s reputation.

Businesses have no choice but to become more thoughtful about orchestrating CX and 
eliminating every point of friction along the way. They must design their strategy around the 
customer and outcomes while aligning internal resources accordingly and establishing one 
integrated office. The cornerstone of this effort is extensive digitalization that uses RPA and 
AI/ML in concert with BPM solutions and services to ultimately help businesses optimize 
processes. In doing so, businesses can leverage actionable insights from customer data and 
automate processes across the customer journey to deliver a frictionless and personalized 
experience. Moreover, the impact of one integrated office reverberates companywide 
through operational efficiencies and improved key business metrics. Taking advantage of the 
right outsourcing partner’s scale, technology expertise, and proven execution excellence will 
position differentiated businesses to avoid the challenges other companies face in making 
one integrated office a reality.
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Case study #1: A leading multinational bank—predictive model to improve sales/revenue

Business challenge: 
• The bank sought to increase sales by leveraging a model’s predictive capabilities on existing 

customer data 

Solution:
• Train predictive models running ML solutions based on sociodemographic data, increasing 

conversion and reducing unitary sales costs
• Deploy a predictive analytics solution, well-integrated with business processes, in a bid to:
• Increase redemption and performance rates
• Restrain cost per sale and improve the program’s ROI
• Enhance customer satisfaction
• Rationalize list of all leads, ordered by their probability to buy the product
• Gain a higher conversion rate of new prioritized leads to act as the quantifiable delta of 

applying the model
• Define champion-challenger as the best strategy in terms of ROI generation

Impact: 
• +24% increase in sales
• Replication in other line of businesses (LOB) 

Business challenge: 
• The Criminal Manual Review (CMR) is a critical procedure that requires the verification and 

careful interpretation of large volumes of information. The extensive procedure increases 
AHT per transaction, impacting agent productivity. The end objective is to:

• Curb human errors when validating information
• Ensure validation across data sources (required to complete the procedure)

Solution:
• Develop and implement CMR case preparation RPA that performs offline information 

collection and presents it to the agent at the beginning of transaction
• Set robust business rules to ensure critical validation and all potential red flags highlighted 

and evaluated in every interaction, providing the agent easy-to-read information, right 
from the start of the process

• Enhance productivity by reducing part of the manual process and sending it to the back-
office team, allowing agents to perform more verifications in the same time window

Impact: 
• Productivity increase of 50%, leading to increased capacity to handle additional volumes

Case study #2: US-based peer-to-peer carsharing company—cost saving through RPA

Case Studies
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Case study #3: Leading provider of integrated home healthcare equipment—process 
improvement yields order efficiency

Business challenge: 
• The provider wanted to improve order completion rates. It had the potential to realize an 

additional 11,000+ orders and $2 million in revenue.

Solution:
• Process improvement project targeting end-to-end order fulfillment process 
• Process mapping (AS-IS and TO-BE) and root cause analysis targeting processes leading 

to cancelled orders as well as agent behaviors resulting in delays
• Modified callback and escalation process
• Improved reporting and BI on order journey to better isolate failure points
• Insights generated to lead to 3 actions/process changes that were piloted and tested: 

o “Best time to call” added onto edit patient screen
o Increased allowable call attempts from “3 calls in 2 days” to “5 attempts in 3 days”
o Established early detection process and close loop for cancelled orders 
o Process re-education based on top order errors and drivers

• Streamlined escalation process; working with clients on correcting onshore misses and 
vice versa 

Impact: 
• Improvement of 10.3% in order completion
• Reduced cancelations
• Targets for additional orders surpassed successfully – achieved 137% over initial target

Business challenge: 
• Content moderation necessitates the careful monitoring of a complicated set of data, 

including the moderator’s abilities, the anticipated volume, and the content’s duration in 
the queue.

• Moderating content often needs human intervention by supervisors/FLMs, which adds 
time and frequently complicates goal achievement.

Solution:
• An algorithm that combines all information necessary to ensure that the best possible 

moderator is assigned to the right queue at the right time
• Collects forecast data, moderator’s skills and quality scores, latency of existing content, 

and target latency 
• Finds the best match and notifies each active moderator to switch to the right queue
• All assignation processes rethought and revolutionized to improve the latency and 

accuracy of content moderation activities

Impact: 
• 5% improvement in accuracy scores
• 45% improvement in latency

Case study #4: Leading short mobile video sharing platform—intelligent moderator 
allocation tool (IMAT) to improve latency
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Endnotes
1 NTT’s 2021 Global Customer Experience Benchmarking Report

2 Salesforce’s 2022 (Fifth Edition) State of the Connected Customer

3 Zendesk’s Customer Experience Trends Report 2022

4 Frost & Sullivan’s Global IT Decision Maker Survey, 2022

5 Twilio’s State of Customer Engagement Report 2022

6 ContactBabel - Contact Center Decision-Makers’ Guide

The Front-and-Back-Office Integration Imperative

18All rights reserved © 2022 Frost & Sullivan  |  www.frost.com 

https://hello-global-ntt.insightnow.co.uk/2021/r.asp
https://www.salesforce.com/resources/research-reports/state-of-the-connected-customer/
https://www.zendesk.com/sg/customer-experience-trends/
https://www.twilio.com/state-of-customer-engagement
https://assets.ctfassets.net/xj0skx6m69u2/5fueqBT3Tdnl6OEgnUTHxa/f2dc32d98b8b80810b01a7a56893dc49/us-contact-center-decision-makers-guide-2019-20.pdf
http://www.frost.com


Growth is a journey. We are your guide. 

For over six decades, Frost & Sullivan has provided actionable insights to corporations, governments and 

investors, resulting in a stream of innovative growth opportunities that allow them to maximize their economic 

potential, navigate emerging Mega Trends and shape a future based on sustainable growth. 

Contact us: Start the discussion

https://hub.frost.com/gpdialog/
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