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City of Houston Picks Unisys for New Call Center Project
The City of Houston is the fourth largest city in the United States, with an estimated population of
two million. The city government provides the citizens of Houston with a multitude of services
including police, fire, airports, libraries, water, sewage, garbage, maintenance and health
resources. City offices receive hundreds of thousands of calls from citizens each year.
Currently, City of Houston call-taking functions are decentralized. Each city department has
established multiple telephone numbers that citizens must use to relay specific inquiries and
complaints and each handles non-emergency requests from citizens in various ways.

Premium, Consistent Level of Customer Service
The city knew that it wanted to provide a premium, consistent level of customer service to city
residents. In January 1999, Mayor Lee P. Brown appointed a task force coordinated by Donald
K. Hollingsworth, director of the Mayor’s Office for Public Safety and Drug Policy to study the
feasibility of activating the abbreviated telephone number 3-1-1 for citizens to access non-emergency municipal services.
The task force determined that citizens of the City of Houston would benefit from one easily
remembered number, in contrast to more than 700 telephone numbers published in the local
telephone directory “government” pages.
When operational, the newly created 3-1-1-call center will house more than 100 call takers.
These telecommunicators will handle customer inquiries and concerns via voice, fax, Internet, email and Web chat. The goal is for the telecommunicators to provide resolution to citizen concerns in the first call, using a knowledge database and work order management system that
Unisys will integrate and deliver.
The City of Houston chose Unisys Corporation as its systems integrator for the 3-1-1 project.

Unisys has Proven History
“The City of Houston evaluation committee unanimously scored Unisys the most qualified candidate to deliver a solution for the complex tasks specified in a Request for Proposal,” says
Michael J. Antash, 3-1-1 Core Implementation Team project manager.
“Unisys possesses a proven history in developing customer call centers for a variety of industries, and is a world leader in delivering system integration solutions.”
The 3-1-1 center will be responsible for handling all non-emergency requests from citizens,
reducing the strain on the emergency phone system, improving overall service to City of Houston
residents, and enhancing the relationship between citizens and government.
www.unisys.com

ficient CRM functionality and points
to some damning survey results of its
own: just 28 percent of Web sites
acknowledge receipt of an e-mail, only
24 percent can do instant messaging
and a mere 10 percent permit customers to track inquiries to resolution.

Being customer-centric
Yet solid customer relations have never
been more important. Price is no longer
a differentiator. Competition is keen. A
company’s survival depends on its ability to forge a customer-centric business
strategy designed to (re-) develop an
intimacy with customers using today’s
technology tools as well as modern mass
production and distribution systems.
“A customer-centric service strategy,”
says Mark Tapling, president and CEO
of ServiceWare Technologies, “does not
force customers to understand your org
chart to get great service.”
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Mark Smith, CEO of Quadstone
Corp., agrees: “While it may seem obvious
that a company should be customer-centric, many companies have become distanced from the consumer through new
technologies which have dramatically
increased the self-service element of product and service purchase and fulfillment.
Often companies are organized into discreet divisions and/or channels that have
no idea whether their customers hold
products from other divisions/channels of
the company.”
Enterprises without a potent CRM
strategy that overcomes this detachment
risk losing both new and current customers to more dexterous, customercentric rivals.
“Being customer-centric,” notes Mark
LaRow, vice president, applications, at
MicroStrategy, Inc., “used to mean ‘listening to the customer’ or ‘delighting the
customer’ with superior service. Now it

means entering into a dialog with the
customer about topics that are important to the customer so that long-term
loyalty and trust are engendered. Over
time, that interest results in a long-term
business relationship. The goal is not to
‘align marketing, sales and service’ but
rather to collapse them into a single dialog with the customer.”

What CRM can do
“CRM is not a single application,”
points out James Powell, industry vice
president, communications and energy,
at NCR Corp. “It’s a series of applications working on discrete business
processes, collaborating to provide a
complete view of how the customer
interacts with a company’s products
and customer-facing applications.”
CRM can help your business accomplish this in four ways, by:
■ Automating and streamlining sales
and customer support functions.
Detailed customer information—
including econometric, demographic, lifestyle and psychographic data—can be collected, and
workflow technology can be used
to enhance productivity and
responsiveness and deliver new levels of service.
■ Managing the flow of information
and transactions in and out of the
customer-facing “front office.” Proliferating customer channels or “touchpoints” include not only the corporate Web site but also e-mail, the call
center, the help desk, the sales force,
partners and distributors/retailers.
Each of these channels often appeals
to a different community of customers and has different costs associated with its use. Thus some customers are more profitable than
others who buy the same products—
because they use less costly channels
for their transactions.
■ Analyzing customer data gathered
from throughout the enterprise. This
makes possible the creation of customer profiles and highly targeted marketing and selling known as micromarketing or “a market of one.”
■ Planning and managing marketing
and sales strategies and campaigns.
Based on the detailed information
gathered from customer touchpoints and then segmented and analyzed, marketing and sales efforts
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