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Our Goal:Our Goal:

Inspire you to transform yourInspire you to transform your 
company and your career.company and your career.
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Questions:

+ How will product direction be determined and how will products 
change? 

+ How will the future enterprise be structured to take advantage of+ How will the future enterprise be structured to take advantage of 
strategic support? 

+ What new skills will Support people need to learn? 

+ How will support organizations use metrics? 

+ How will the career path of a support manager change? 

+ How do add “fixing product” to “fixing customer” as a focus? 
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VeriSign: Intelligent Infrastructure for the 21st Century

+ VeriSign operates intelligent infrastructure services that enable 
enterprises and individuals to find, connect, secure, and transact 
across today’s complex global networks.across today s complex global networks.

19th Century 20th Century 21st Century

Railroads: Telegraph Air Traffic: ATC
Utilities: SCADA
Telecom: SS7
Internet: DNS

Digital Infrastructure:
21st Century Intelligence
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VeriSign Facts

+ On the Internet
▪ Operate critical DNS 

infrastructure that enables >14B 
interactions/day 

+ Founded 1995, Public in 1998 

+Nasdaq:  VRSN

+ Headquartered in Mountain View CA
▪ Secure information assets for 

>400,000 websites and 1,000 
large enterprises 

▪ Support >30% of North American 

+ Headquartered in Mountain View, CA

+ 2004 Revenue- $1.17 B

+ 3,000 Employees
e-commerce

+ On the Voice Networks
▪ Operate world’s largest 

independent SS7 network >3Bindependent SS7 network, >3B 
SS7 signals/day

▪ Over 1,000 carriers Interconnect
▪ Intelligent database services for 

>400 million calls/day>400 million calls/day
▪ Over 3 M mobile-content 

interactions (games, ringtones, 
graphics) for millions of 
subscribers
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ATG Solution Suite
M E ti C t I t ti E iManage Entire Customer Interaction Experience

 Split A/B Testing

 Campaign 

 Shopping Cart

 Guided Selling

 Assisted Service

 Self-Service
Management

 Contextual Advertising

 Analytics 

 Personalization

 Portal

 Catalog

 Knowledge 
Management

 Natural Language 

+ eService + eMarketing + eCommerce

 Content Administration
 CatalogProcessing

+ eService + eMarketing + eCommerce

+ Electronic Communication

+ Workflow Platform

7



ATG Facts

+ Founded in 1991; public since 1999
▪ (NASDAQ: ARTG)

+ Headquartered in Cambridge MA+ Headquartered in Cambridge, MA

+ 400 employees

+ Extraordinary customer base: 700+ active customersao d a y cus o e base 00 ac e cus o e s

+ 2005 revenue guidance $100 mil

+ Industry leader in enabling companies to create exceptional online 
customer experiences
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HDI Support Maturity Model

Support Model Evolution

Business-Centric

Reactive
Customer-

Centric

Proactive

9 + Source: Ron Muns, Char LaBounty, Help Desk 
Institute



VPS Support and Product Lifecycle

+ VPS Engineering:
▪ Hosted application (ASP) + SDK
▪ 3-4 releases a year

R d d f h i h i f ll▪ Roadmap approved for the year in the previous fall

+ VPS Support Participation:
▪ MRD review and signoff
▪ Strategic Planning 

– Satisfaction Survey analysis
– Knowledge Base solution reuse analysis
– Support case analysis– Support case analysis
– Present top TS Requests, get on the roadmap

▪ Ongoing Planning
– Participate in cross-functional meetings
– Present Top Ten/Top 25 call dissatisfiers
– Drive resolution
– UAT
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Process
+ Analyze Primus reports identify top customer issues+ Analyze Primus reports, identify top customer issues

+ Analyze survey results and comments

+ Analyze expenses per top solutions

+ Qualify and quantify business impact

+ Provide top feature request with impact analysis 

+ Present at strategic planning session, obtain commitment to place on the 
roadmap

+ Monitor throughout the year

+ Report: weekly or monthly, include service metrics and customer data

+ Enlist the whole team, solicit input and review outcome of the planning 
meetingsmeetings

+ UAT
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Hierarchy of organizational knowledge

Action

K l dKnowledge

InformationInformation

DataData
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Evolution of Support Reporting

Reactive
Calls received
Calls per rep
ASA

Proactive
Management escalations
WIP
B klASA

Abandon rate
Backlog
Time to resolve
Time to relief

Customer-centric
C f

Business-centric
% fCustomer satisfaction

Customer retention
Upsell rate

% of support cost vs revenue
Profitability per customer
Cost per top KB solution
Customer intelligenceCustomer intelligence
Market intelligence
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Reactive Reporting

 

Metric Goal 10/09/04 10/16/04 10/23/04 10/30/04 Trends: 
6 Months

Total calls received  1000 1500 1200 1800 2300 
Total outbound calls  100 120 100 120 120 
Average time to answer  2 min 1:20 1:30 1:30 2:00 1:50 
Percent answered under 80% 80% 80% 80% 80% 80%Percent answered under 
2 min  

80% 80% 80% 80% 80% 80%

Abandon ratio 4% 2% 2% 2% 2% 2% 
ACD  4:00 5:00 5:00 5:00 5:00 
ACW  2:00 2:00 2:00 2:00 3:00 
Time to Abandon 1:15 1:15 1:15 1:30 1:15Time to Abandon  1:15 1:15 1:15 1:30 1:15
Emails handled  1000 2000 1000 1000 2000 
Percent answered in 24 
hrs 

100 90% 90% 90% 100% 85% 

Management 
Escalations

 13 15 17 16 18 
Escalations 
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Business-Centric Reporting
Top 10 Linked Solutions

163$904.65Solution L
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Product Direction

Reactive
“Loudest” customers’ bug fixes 
included in releases
No real way to prioritize features and

Proactive
Product focused
Prioritized bug fixes
F t d i b tNo real way to prioritize features and 

functionality
Features driven by root cause 
analysis from knowledge base
Release notes driven from knowledge 
base

Customer-centric Business-centric
S fEnhancements as well as bugs are 

tracked and prioritized
Knowledge use is driven across the 
product development life cycle

Support focus is on use case, rather 
than incident
Understanding of customer’s business
Understanding of customer’s future 

Customers as designers
Knowledge of customer’s 
configuration 
Release notes/customer assistance

g
business needs
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Customer-centric Enhancement Request Process

+ Customers search for solutions without having to consider whether 
what they need is a bug or an enhancement

+ Customers can also submit enhancements separately

+ Enhancements become a part of the overall knowledge base

+ Workflow is driven through product management 
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Customer-centric Release Notes

+ Call tracking system, Knowledge base system and bug tracking 
system all cross reference each other allowing Release Notes to be 
automatically generated
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Business-centric scenario
+ Customer logs into self service site

+ She updates her system environment profile automatically 

+ She is presented with a ‘use case’ history, which provides a set of solution content 
associated with each former project she has completed. She is also presented with 
potential use cases to choose from, based on her history and best practice for 
delivering value through the product.

+ She chooses “upgrade database”+ She chooses upgrade database

+ Based on her profile, the system knows she is on Oracle 8.1.7. She makes a change 
to show they are upgrading to Oracle 11.

+ She is presented with a set of content related to this project – known issues+ She is presented with a set of content related to this project known issues, 
troubleshooting tips, conflicts with the version of SAP she runs, documentation 
excerpts, etc….

+ Customer uses this information and performs the upgrade.

+ During the upgrade, she runs into a problem. The problem continues the build out of 
the use case. 

+ She logs back into the site and escalates the use case to her Account Manager
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Evolving Enterprise Structure

Reactive

Support on the fringes
C t t id

Proactive
Support on the fringes
Beginnings of cross functional 
collaborationCustomer outside collaboration

Customer-centric
C

Business-centric
Customer in the middle
Cross-functional collaboration focused 
on solving customer’s current 
business needs

Business processes driven around 
meeting customer’s future needs.
Support driving innovation in the 
enterprise.
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A New Vision of Enterprise Structure

Account 
Manager

Solution 
Manager

Account 
Managerg Manager

Solution

Development

g

Account 
Manager

CustomerCUSTOMERKMKM

Development

Solution

Account 
Manager Solution

Development
Account 
ManagerSolution 

Manager
Manager
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Support Engineer Skill Set

Reactive
General skills
Transactional in nature
I di id l k l d

Proactive
Subject matter expertise
Knowledge worker
T h k l d b t iIndividual owns knowledge

“Hoarding” knowledge to protect value
Team shares knowledge about issues
Customer notifications/alerts

Customer-centric
S

Business-centric
SSubject matter expertise

Customer environment expertise
Team shares knowledge about issues 
and customers

Subject matter expertise
Customer environment expertise
Business issues expertise
Knowledge about business issues

Knowledge is shared with customers
Customer self-service through KB

Knowledge about business issues 
shared within enterprise
Market and customer intelligence is 
shared across enterprise
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New Management Skills 

+ Industry expertise

+ Financial analysis

+ Business case analysis

+ ROI analysisO a a ys s

+ Presentation skills

+ Communication across multiple teams+ Communication across multiple teams
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Career Path of Support Manager

+ Support Manager’s role is evolving from being a “traffic controller” 
managing team staffing and schedules into a key contributor to 
product strategic planningproduct strategic planning

+ The Manager is empowered by in-depth customer knowledge 
gained from daily interactions with the team and the analysis of the 
knowledge interactions

+ Uses transactions as a window into business value
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Support Executive

Reactive
Focus is on silo cost containment
Manages transactions

Proactive
Focus is on silo revenue 
enhancement 
Anticipating support demandAnticipating support demand
Building support requirements into 
product

Customer-centric
C S f

Business-centric
Focus is on Customer Satisfaction 
metrics
Focus on specific customer requests
Manages relationships

Focus is on strategy – value creation 
and delivery for the enterprise through 
value creation for customer
Knows how to extend customer g p
relationships into the business
“Skates to where the money is going 
to be”
Manages relationship value
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Support Executive

Relationship + Product = Value
▪ Embody your company's core competency▪ Embody your company s core competency

– Improve operational efficiency beyond the support 
organizationg

– Market service capabilities as revenue drivers 
▪ Extend customer relationships into value 

relationships

26



Support Executive

You are uniquely qualified to lead the 
enterprise

A support executive who is focused on 
transactions will never be a c-level executivetransactions will never be a c level executive
▪ Move from transaction management to strategy-

based management
▪ Work on specific skills – story weaving, prioritization, 

decision making
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Take Aways

+ Meet your customers’ unarticulated future 
needs: “Skate to where the money will be” 

+ ‘Use case’ escalation vs ‘support incident’ 
escalationescalation.

+ Value creation, delivery and capture is at the 
h t f t theart of strategy
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Wrap up

+ Thank you for attending this session.
Please take a minute to complete the session feedback form.

+ Lala Mamedov
▪ Director, Technical Support Operations
▪ VeriSign▪ VeriSign
▪ lmamedov@verisign.com
▪ 650-426-4445

+ Claire Gribbin
▪ VP, Global Customer Advocacy
▪ ATG▪ ATG
▪ claire@atg.com
▪ 617-899-0187
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