Secrets of Delivering
Consistent CX
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Insight #1

Secrets of Delivering Consistent Service

So have the challenges of meeting those expectations
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Meeting New Expectations

B Digital self-service (virtual agents, NLP) M Voice
B Digital assisted service (email, chat, social)

Number of interactions by channel globally?, bn CAGR
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... while expectations on digital
maturity are increasing driven
by GenZ

Mobile being the preferred GenZ will first try to solve their
channels for GenZ issues on their own

vs. 62%-70% Baby- preferred via Google

boomers-Millenials (~50%), FAQs &
Social Media (~30%) —
especially Youtube
(~50%) and Instagram
(~40%)

“I first try to
solve all my
issues online
mostly using my
smart phone”

“l want customer
service to be
seamless, transparent
and fitting to my
needs"”

Customer service being the priority
for GenZ, followed by
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Customers Have Been Consistently Clear!

What are the top 3 most important factors to you when contacting an
organisation by phone or digital channel? (by age range)

Short call/web chat times  24% 25%  272% BrESDES 7% ‘
I 1. |
Long opening hours 38% 33%  29% PBALNTEAN 9% y— X
CONTACTBABEL

Choice of channels A44% 32% 23% U P OEPER 2024

Issue handled by one employee 0% 30% 31% 29% 45%

Polite and friendly employees 49% 42% 39% 36% 30% 33%

UK-based employees 31% 31% 41%

Your question/issue 15 solved first-time

Short queue/walt time for response 41% 57% 57% 59% 63% 56%

0% 50% 100% 150% 200% 250% 300%: 3150%

16-24 25-34 35-44 ma5-54 m55-64 mOS
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Customers/Brands Assess FCR Very Differently!

To what degree was the agent able to fully resolve your issue during
your most recent customer service interaction?

Vietnam indanesia
ndi eico
Thatand soutnarics
Singapore
o : UK &
Austale
Japan
China
0,
United Arab Emirates Sotitrikran
New Zealand Taiwan
ay erai
us &~ Belgum
Hong Kong Netherlands
Canada spain [JIEEIN
German 43%
y Argentina
Philippines ——
olombia 28%
France Erzes
Malaysia overall |IENEETINN

Base: 33,093 consumers across 29 countries
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CX ROI Comes from Consistent Service Delivery

European customers that are satisfied with their overall customer service experience are:

O ¥ w
5.3x 5.4 5.6

more likely to more likely to more likely to

trust buy more recommend

D3,
M@QBM@QQ
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Insight #2

Secrets of Delivering Consistent Service

Technology only enables effective service experiences

Still requires intentional design and obsessive optimisation
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The Impact Of Rushed Digital 1st Strategies

End-to-end customer journey

W Agile ™ Not agile
[ “Wow, a product tailored | |,
to my needs and available | [ "1 am still waiting for |
A e J uritta s ¢ s bls |
Happy \_with only one click! written confirmation

x/]o\, of my contract y
- " [ ‘v'

“I just keep getting ’

Customer | passed around.”

\,

Unhappy | \9

* Optimized product offerings
* Digitized sales/sign-up
through app development

Delivery
organization

* |ots of manual and redundant work

Organization * Delayed processes not meeting customer expectations!'
* Clarifying questions to the customer

* Multiple handoffs in resolving customer request
* No service mind-set to impress the customer
* Errors and follow-ups during request resolution

Customer
service
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Failure as an Expected Outcome

I’'d recommend visiting one of our branches with |ID and asking them
There's nothing
There's nothing we can do
the only thing you can do
the only thing | can suggest
The only option would be
The only thing | can think of
You would need to check with them
It's not us.
It's nothing to do with us.
I'm not allowed to
the computer, won't let me do that.
That's something we are unable to do.
We cannot do what you are asking
the terms and conditions state
the T's and C's say
I'm unable to help further
| am unable to resolve this.

We cannot fix this il g

We are not able to sort this In One £4bn Comp : alntS were
The only option is to contact triggered by systemic adwsor impotence: "there's

You need to speak to ;. "

The computer won't let me use that code. n0thlng we can do-

Computer says, no, Source: dataset of 10,374 Live Chat transcripts.
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Growing Recognition That New Thinking Is Needed

& Brian Manusama - 1st
' o) I'm a global tech leader, advisor and board member who ensur...

Reposted from Ronald Rubens « 1d « ®

In 2018, while at Gartner, | wrote a prediction that by 2022, 85% of customer service
interactions will start with self-service from 48% back then. New Gartner research
suggests that | was quite right.

Here is the shocking part to me... With 88% of customer service journeys starting in
self-service touching multiple channels ONLY 13% of customers are fully able to
resolve their issues through self-service as the only channel.

My analysis is that there are 2 big problems: Bad Designs made for the Wrong
Reasons and no Orchestration of the Conversations.
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Understand Customer Priorities and Mindset

Use Outside-in Thiﬁkiné
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Shared Insight Generates Collaboration
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Create Alignment Around A Clear Service Strategy

Customer Experience Priorities

REMOVE ANTICIPATE REACT

Eliminate The Need For Customers To Make Contact Know What Customers Need Before They Do Meet Customer Needs Once They Have Made Contact
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Simplify End to End Journeys

Today

Can't
order on
mobile

O

Card
number
rubbing off

Hi! | want to replace

7\
v >
a my debit card

I Poor
Complex to communication
order card @
(&)
Takes 4 days Get
® @ wrong
Shipped card
without
notification
Tomorrow O
| need:
« Card lasts
longer
* Clear

communication

O

order:
Can order on
mobile
Intuitive
Deliver where |
want

It

O

S mine:
Use card

Now | can get
back to buying
the things |
need!

~N

'
=’

immediately
Takes 2 days

Right card
every time
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From Omni-Shambles to Opti(mal) channel

Advisors (sudho,/visual) Letter/tmall

for the best

Voice -~

Text

- Video

How we engage with them

-F'ﬁ

Action Plan

1.

Use interaction analytics/ agent insight
to match journey outcomes with ‘best’
channels

Drink that champagne every day to
ensure 99.999% uptime. Invest in
resources to obsess the detail

Design in queue messaging and other
nudges to recommend those options

Use interaction analytics/outcomes
scores to track effectiveness of
recommended options v others
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Reduced Effort = Increased NPS

We developed a “Friction measure” — this aggregates various key “customer journey
irritations”, including when customers have to contact our Customer Services team

Supplier NPS vs Friction score — 2019 Drop-Offs Booking.com
50
o i Clear correlation
S 30 between reduced
v~ . 4. . .
- friction and increasing
% 20 NPS
10
0
-40 -20 0 20 40 60 80
NPS
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