Copyright © 2017 Execs In The Know, LLC. All Rights Reserved.

CUSTOMER JOURNEY

INSIGHTS:

——————— The Corporate Perspective

Customer Experience Management Benchmark Series Fo o
2016 Corporate Edition, Published February 8,2017 T Execs In The Know



-
CUSTOMER JOURNEY

INSIGHTS:

The Corporate Perspective

Preface 3
A Note from the Study’s Authors 4
About the Study’s Participants 5
SURVEY RESULTS 6

Strategic Insights

Perception 8

Priorities I
Initiatives 15
Program Structure 19

Operational Insights

Volumes and Growth 23
Monitoring, Measuring and Performance Improvements 27
Staffing 32

Channel Results

Traditional Care 37
Interactive Care 42
Social Media Care 50
Mobile Care 59
Consumer Comparisons 68
Corporate Commentaries: 78
Quality Program Improvements

Hui Wu-Caurtis, Choice Hotels 79

From Coach to First Class: The Evolution
of Quality Assurance at Michael Kors

Ebrahim Hyder, Michael Kors 8l
About the Study’s Methodology 84
About the Study’s Authors 85
Get Previous Editions of the CXMB Series 86

Copyright © 2017 Execs In The Know, LLC. All Rights Reserved.



-3-

PREFACE

In 2016, the Customer Experience Management Benchmark (CXMB) Series reports saw a number
of new areas of exploration, particularly around the multichannel experience, omnichannel
migration, channel consistency and the alternative channel journey. These new topics, along with
the tried-and-true exploration of channel results and strategic and operational insights, have helped
to shape one of the most robust and comprehensive sets of reports so far in the series.

Like last year, the Consumer Comparison section (page 68) serves to tie together results from the
2016 Consumer Edition and this report, the 2016 Corporate Edition.The section provides analysis
comparing and contrasting common results from each edition.While significant gaps remain
between consumer and corporate perceptions, it is evident that consumer perception of customer
care performance has improved over the years, but much work remains.

As with past reports, we continue to segment and define each channel of care and channel solution
as follows:

Traditional Care: Phone, Email and In-Person
Interactive Care: Online/Video Chat, FAQ and Self-Help
Social Media Care: Twitter, Facebook, Forums, etc.
Mobile Care: SMS/Text, Apps and Mobile Chat

Please be sure to keep these definitions in mind as you review this year’s results.

Key Insights from this year’s Corporate Edition of the CXMB Series:

* Only 31% of survey participants believe they currently offer support in all channels
their customers want to use

* 59% of respondents indicate their Quality Assurance (QA) programs are aligned with
their CSAT results, but only 38% of respondents feel their QA programs are helping to
monitor and improve resolution and CSAT rates

* A strong correlation exists between forcing customers into a multichannel approach
and lower CSAT and resolution rates, yet 6% of survey participants reported they
were actively trying to shift traffic from one channel to another

* Only 26% of brands feel they are providing a consistent experience when customers
engage their brands with a multichannel approach

Copyright © 2017 Execs In The Know, LLC. All Rights Reserved.
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A NOTE FROMTHE STUDY’S AUTHORS

Dear Reader,

It is with great pleasure that we bring you this, the 2016 Corporate Edition and ninth installment
of the Customer Experience Management Benchmark (CXMB) Series.Titled Customer Journey
Insights:The Corporate Perspective, this volume, like previous Corporate Editions in the series,
would not be possible without broad industry support and, in particular, strong support from the
Execs In The Know community.We gratefully acknowledge the more than 60 individual brands
that lent their time and knowledge to the development of this report. Your contributions are
essential and greatly appreciated.

We'd also like to send a special thank you to Hui Wu-Curtis from Choice Hotels and Ebrahim
Hyder from Michael Kors for contributing this year’s corporate commentaries. Both Hui and
Ebrahim are superb advocates for the customer, and we are grateful to share their stories.

As we look forward to the development of the 2017 CXMB Series reports, we invite you, our
reader, to consider playing an active role in the evolution of these reports, both in shaping the

topics and in contributing to the survey dataset. If there is a specific area of interest you would
like to see explored by the CXMB Series, please connect with us; we're always looking for new
areas of research. Likewise, we invite you to participate in the 2017 Corporate Edition survey

which commences each year in late summer/early fall.

As professionals in the customer care industry, each of us have one goal in mind: create the best
possible experience for our customers. It gives us great pleasure to be able to share the industry
insights conveyed in these reports, knowing this information might help our readers get closer to
achieving this goal.

Sincerest Regards,

‘v Execs In The Know
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ABOUT THE SURVEY'’S PARTICIPANTS

Once again, the CXMB Series Corporate Edition report was well-supported by the community, with participation from
a broad array of companies and industries. Retail, Financial Services and Leisure (Restaurants, Travel and Entertainment)
were especially well-represented in this year’s results.

As always, we would like to acknowledge all of the brands that gave their time and effort to support this endeavor.

Thank you!
Breakdown of Survey Participants By Industry Breakdown of
Participant 2015 Revenues”
$1B or Less — 42%
, Telecom and Utilities $1B to $10B — 26%
3% [ Consumer Electronics, Technology and Software $10B to $50B — 15%
Retail $50B or More — 8%

Don’t Know — 9%

Insurance, Legal and Financial Services
Restaurants, Hospitality, Travel and Entertainment

[l Transportation and Logistics
Breakdown of Participant

by Business Type

[l Manufacturers (including Automotive)

Education, Healthcare and Government Services

M Food, Beverage and Packaged Goods B2C and B2B — 67%
Other B2C — 28%
B2B — 5%

*Please Note:This year’s participant group featured a slightly lower revenue profile compared to previous years,
which may impact select findings. In such cases, this will be clearly noted in the accompanying analysis.

A special thank you to these and the many other brands
that contributed their time and effort to this year’s benchmark results:

preenersy HYATT KOHLS

54

Sony

(Nintendo) & HomeAdvisor € msraave
)
petcoL Narmott FedEx.
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Strategic Insights

PERCEPTION

For the second consecutive year, corporate perception of its customer care performance (i.e., meeting the needs and
expectations of customers) has hovered near 80%. Since 2014, a similar question has been posed to consumers as a
part of the CXMB Series Consumer Edition, and corporate and consumer perceptions regarding this issue are still
worlds apart. In results released in September 2016, only 41% of consumers felt brands were generally meeting their
needs and expectations. For more details about these results, see the Consumer Comparison section on page 69.

Do you feel your customer care organization is generally meeting
the needs and expectations of your customers?

BI%

—\4&6 T—Y\sith

1% 19%
- -, -
Ma

=004 =015 =2006

In a new question for 2016, we asked brands about the customer experience consistency they provide as
consumers navigate the multichannel approach. Results show brands appreciate that there is a lot of room for
improvement in this critical area, with only 26% of brands responding in the affirmative. This question is especially
important as more consumers adopt a multichannel approach.The 2016 CXMB Series Consumer Edition results
saw 67% of consumers indicating they had taken a multichannel approach in the previous 12 months.

~New Quesfion
Do you feel that your organization does a good job of providing a consistent customer
experience when customers engage your brand with a multichannel approach?

I Yes M Somewhat M No

Copyright © 2017 Execs In The Know, LLC.All Rights Reserved.




- 10 -
Strategic Insights

PERCEPTION

As was the case in 2014, brands continue to overestimate consumer preference for the Traditional Care channel.
While these results are certainly in line with actual use, results from the CXMB Series Consumer Edition suggest
consumers have far greater preferences for both Interactive Care (the preferred channel of 27% of consumers) and
Mobile Care (the preferred channel of 16% of consumers).The difference in actual use versus preference could be
the result of solution availability, ease of use or consumer awareness. Brands should seek to understand why their
customers might not be using the solution they most prefer.

WWhich channel do you feel your customers
prefer to use to engage your brand?

aI% —-\QC\A, I-Y\S\jwr

| 7%
4%
5%
I
i 1%
&% &% &%
7% n %
o= = . S = i i o
Traditional Care Interactive Care Mobile Care Social Media Care Dan't Know

m3014 = 2015 m0la

Nearly two-thirds of brands feel they are doing a good job of exemplifying their brand promise at every touchpoint.
This result takes on special interest when compared to the results on the bottom of the previous page in a
question regarding customer experience consistency within the multichannel approach. In that question, only 26%
of brands felt they were offering customer experience consistency throughout the multichannel journey.This
should prompt brands to consider if providing a great customer experience is (or should be) a core component of
their brand promise. If it is, the only way to truly exemplify their brand promise at every touchpoint would be to
provide a consistent and exceptional customer experience, regardless of channel.

~New Question

Do you feel your organization generally does a good job at
exemplifying your brand promise at every touchpoint?

Yes M No

Copyright © 2017 Execs In The Know, .All Rights Reserved.
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Strategic Insights

PRIORITIES

While this same question What was the top priority of your company’s leadership regarding
about priorities has been customer experience management over the past |2 months?

asked in previous years, this
year’s results were broadly 0 —-\(e 1Y\S\jwr

redefined by the inclusion of 3% \6

a new response: Improve the

Customer Experience.This Improve the Customer Experience
option obviously resonated B Reduce Costs

with brands, capturing more [ Increase Effectiveness

than half of responses. Reduce
Costs and Increase Effectiveness
also figured prominently in the
responses received.

Solidify Brand Reputation
Improve Productivity

[ Shift Care to Newer Platforms
(Social Media Care, etc.)

When it comes to driving customer satisfaction, 2016 marks the second consecutive year in which brands have
downplayed the role of Knowledgeable Advisors, while putting more emphasis on Ease and Convenience.While not
exactly an apples-to-apples comparison, a pair of similar questions are asked of consumers. In one such question,
results from both 2016 and 2015 saw “Shorter Response/Resolution Times” and “More Knowledgeable Advisors”
as the top two consumer responses, respectively. In a separate question asked of consumers, one which included
“Ease and Convenience” as a possible response, only ten percent indicated this as most important to them.

A complete comparison of these results can be found in the Consumer Comparison section on page 70.

Aside from resolving the issue, what factor do you feel
most drives customer service sausfm;'l;:un I'nr EOI‘I'SIJTI'IEFS?

4%
8% .
ke IY\S\S\M'
9% %
0= 0%
wd 1% 7% 17%
13% 4% E I
ax o =
. ! cmll «lm
Enowledpeable Getting a Fast Ease and Friendly/Personalized Consistent Cither
Advizgrs Response Comvenience Approach Experience Across

Chanmnels

mI014 =2015 m20)5
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Strategic Insights

PRIORITIES

Only a handful of survey participants were surprised by channel change, which dealt mostly with the expansion

and consumer acceptance of Chat. Conversely and somewhat related, more survey respondents felt they needed
more training and development for alternative channels in 2016. In a follow-up question that asked respondents to
identify specific areas of interest, Chat (including Chat Bots), mobile, data mining and alternative channel integration
were all named.

Has there been a substantial change in any channel As a customer experience professional, do you feel you need
that has taken you by surprise? more training and development on alternative channels
and the strategies to support them?

Responded “Yes” to the above survey question:
Responded “Yes” to the above survey question:

2016: 5% 2016: 58%

2015: 6%

2014, 20% 2015: 45%
TEER 2014:70%

Prioritization of alternative channel integration is evenly distributed, with Interactive Care holding a slight edge,
though down significantly from 2015. Multiple Channels Prioritized also experienced a modest gain in 2016. In
general, these results align well with consumer channel use and preference. In a 2016 CXMB Series Consumer
Edition question that asked consumers which channels of care they used the most over the proceeding 12 months,
results were Traditional Care (60%), Interactive Care (22%), Mobile Care (10%) and Social Media Care (8%). As
expected, for those brands that do not prioritize multiple channels, it appears prioritization is in line with channel
use, with the most used alternative channel (Interactive Care) receiving the highest level of prioritization.

Which alternative channel does your company prioritize
when it comes ta integration with the Traditioral Care channel!

46%
41%
=% 4%
%
s T
5%
2% %
8% | 9% ™% l“ 18%
% | L 14%
|
|
= . I
== i L & 1
Interactive Care Muhiple Channels Pricrigsined Socill Meda Care Mobile Care

2013 =10i4 ®2015 =016
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Strategic Insights

PRIORITIES

In a new question for 2016, we discovered brands are most interested in two specific technological areas: Big Data
Utilization and Text/Speech Analytics. As more organizations look for ways to create a feedback loop between
customer data and the wider organization, technologies for sorting and understanding this data will become
increasingly important. In much the same way that early adopters of digital technologies quickly became category
leaders, the same may hold true of companies already at the forefront of utilizing this data in relevant and inventive
ways to improve the customer experience.

~New Questisn

Which of these emerging technologies is your
organization most interested and/or invested in?

Big Data Utilization

| Text/Speech Analytics
Cross-Functional Data Sharing
Chat Bots
Live Video Chat

B Predictive Services

M Real-Time Language Translation

Copyright © 2017 Execs In The Know, LLC.All Rights Reserved.
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Strategic Insights

INITIATIVES

In 2016, about a quarter of companies indicated they had plans to shift customer care away from an existing strategy
and/or setup.This is down from the more than one-third of companies that indicated the same in 2015.This also
reversed an emerging trend which saw two consecutive years of growth in the percentage of companies that
indicated a plan to shift their strategies and/or setup.

Does your company have any plans to shift customer care away Ina follow-up question that
from its existing strategy and'or setup? asked for details regarding
planned changes, shifts
MR toward alternative channels

of care figured predominately.
Launching or expanding chat
% = and social media support
capabilities were common
themes, as was investing in
technologies to support
such initiatives. Moving
toward omnichannel was also
mentioned, both specifically
2013 T4 215 nie and generally by the types of
=201 =2014 =2015 ®2016 changes indicated.

28%

About one-third of companies indicated they —'NCW Q“CS“W\

have initiatives aimed specifically at their Does your organization have any customer experience initiatives
Millennial customers. In a follow-up question, aimed specifically at your Millennial customers?
respondents were asked to provide examples
of these initiatives. The majority of companies 8%
saw expansion into alternative channels
(most notably, social media and SMS/text) as
Millennial initiatives. Aside from these channel
expansions, other initiatives included revised
training methods for advisors, new products/
services aimed at Millennials and marketing 60%
partnerships to develop advertising

and brand messaging content catering to
Millennial consumers.

Yes M No [ Don’t Know

Copyright © 2017 Execs In The Know, LLC.All Rights Reserved.
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Strategic Insights

INITIATIVES

Integration of alternative channels into Traditional Care continues to be a bellwether of change for brands, with
more than three-quarters of companies having already integrated, currently integrating or planning to integrate. In
last year’s results, 16% of brands had already integrated. This year’s results saw that number climb to 23%. As more
brands move toward omnichannel support, it is expected that integration will continue, unabated.

Where does your company stand on integrating alvernative channels
(Interactive, Social Media, etc.} into the Traditional Care channel? Percentage integrated, integrating
or planning to integrate one or
more alternative channels:

2016:77%

9%
15%
23%
- 2015:72%
2014:82%
I - 2013:89%

Farning T beongrase Soon  Cormesily iningrating i Aready biogrued  Blo Pim for boegrasoa Dans Woruges:

~New Quesfion
i new question for 2016, roughly Doy erpiien ey s e o
half of the brands demonstrated a
keen awareness of the importance
of consistency across channels.
Cross-channel consistency is
especially important as brands
attempt to transition from
multichannel to omnichannel,
as well as for those brands that
want to solidify a consistent and
exceptional customer experience as
a part of their core brand identity.

I Yes [ No M Don’t Know

Copyright © 2017 Execs In The Know, LLC.All Rights Reserved.
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Strategic Insights

INITIATIVES

In a result that should give brands pause, a majority R )

. . . Do you feel your company is beginning to divert focus
of companies continue to divert focus away from away from traditional avenues of assistance
Traditional Care and toward self-help options.While and into autonomous (self-help) options?
there are many compelling reasons to do so, brands

should consider CXMB Series Consumer Edition Responded "Yes” to the above survey question:

results that continue to show consumers have a strong _.Ke I-Y\S\SWY 2016:60%
preference for live |ntera?tlons <.>v.er automated ones. \6 2015: 63%
These results are shown in detail in the Consumer 2014: 55%
Comeparison section on page 73. : °
2013:53%
Is your organization actively trying to shift engagement Consistent with the results above, the
traffic from one channel to another? N . .
majority of traffic shifts occurring at
Responded “Yes” to the above survey question: organizations were aimed at driVing
o consumers into self-service and automated-
—'\\46 I_Y\gjh“' 2016:61% assistance solutions. While these moves
\6 2015:47% might make great financial sense, brands

need to be certain these channels are
capable of resolving the sorts of issues
brought to the channel by customers.
Furthermore, they need to take care to
ensure these shifts aren’t perceived by
consumers to be forced, as forced channel
shifts are often correlated with lower
customer satisfaction (page 74) and issue
resolution rates.

From where to where?! (Select all chat apply)

1%
44%
3%
irs
8%
3% 12%
7% 7% l %
I
0% =5 0% ox Il
From Traditional Care  Froen Live Assiiamcs  From Tredigional Care  From bersciive Care  From Tredaional Care Sy From Emal Froem Praorse 1o B
b Interactuieen Care o Automatesd to Mobi & Care (Chat) to Social Media o Sodsl Fledia Care
Agintancy Care
2015 m20i6
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Strategic Insights

PROGRAM STRUCTURE

In an area of new exploration for the Do you consider the support provided by your company

Corporate Edition of the CXMB Series, a to be omnichannel or multichannel?
set of questions was introduced to explore 0 ‘\’

_ eslion
where brands are with the transformation 3% NCW Q\k

from multichannel to omnichannel.While 5
it’s still early,and many companies are just 12%
now embarking on the road to change, only
12% of companies felt confident enough to
define themselves as omnichannel. Progress
in this area will be worth close monitoring.

85%

I Omnichannel [ Multichannel [ Don’t Know

While there are a variety of enablers for making the transition from multichannel to omnichannel, this year’s
survey introduced a set of questions aimed at some of the more critical components of a true omnichannel
program. Not surprisingly, given the above results, when it came to the individual building blocks of an omnichannel
program, few companies were able to check all the boxes below. Perhaps the most encouraging finding was the
responses received to the final question; with few exceptions, almost all companies had a system in place for
utilizing customer feedback to improve the customer experience. As brands make the leap from multichannel to
omnichannel, it is critical that the customer be placed at the center of those changes, and an effective customer
feedback system can help ensure this.

New Quesfons ves o oonT Kow

Does your organlz.atlon utilize a shared CRM system that 49% 51% 0%
combines information from all contact channels?

Do your agents have the ability to review the complete
thread of an interaction for a specific customer across all 26% 72% 2%
channels of care?

Do you believe your company offers support in all of the 31% 67% 2%
(] (] (]

channels your customers want to use?

Does your organization have a Chief Experience Officer (CXO) 37% 61% 2%
or similar role dedicated to improving the customer experience? ° ° °

Does your organization have a system in place for utilizing 92% 8% 0%
customer feedback to improve the customer experience? ° ° °

Copyright © 2017 Execs In The Know, LLC.All Rights Reserved.
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Strategic Insights

CONCLUSIONS

Key Findings:
¢ 12% of brands consider themselves omnichannel, while 85% of brands consider
themselves multichannel

* Only 31% of survey participants believe they currently offer support in all of the channels
their customers want to use

* 26% of brands feel they are providing a consistent experience when customers engage
their brands with a multichannel approach

* 49% of brands are working on specific initiatives to create greater consistency
across channels

The transformation to a true omnichannel program is still a ways off for most brands.That said,
many have a clear-eyed and honest view of where they currently stand. Only 12% of brands
participating in this year’s survey identified themselves as omnichannel. Furthermore, only 31%
of brands felt they were currently offering support within all the channels their customers
want to use. So, while a lot of work remains, brands seem keenly aware of where they are and
where they need to be to provide the best possible experience for their customers.

Although cross-channel consistency isn’t always at the top of a consumer’s list of important
characteristics when interacting with a brand, it’s critical in building trust and shaping a positive
brand opinion among customers.While only 26% of brands in this year’s corporate survey felt
they were providing their customers with a consistent experience across the multichannel
journey, nearly 50% of brands were working on initiatives to create greater consistency

across channels.While it’s encouraging to see such a large percentage of companies focused
on channel consistency, these results reveal the fact that there is a large pocket of brands

that know they are not providing a consistent experience, nor are they working to address
the issue.

Critical Questions Brands Should Be Asking Themselves:

When it comes to omnichannel support, where do we stand versus our competition
and the industry at large? If we are in the midst of transitioning to omnichannel,
are our time lines sensible?

Do we know which channels our customers prefer to use to interact with our brand?
Do we offer these channels? Have we ensured a high level of capability as a part of rollout?

How might the preferences of our customers change over the medium- and long-term?

How are we gauging channel consistency for our brand, and are we prioritizing channel
consistency as we bring new channels and solutions online?

Copyright © 2017 Execs In The Know, LLC.All Rights Reserved.
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Operational Insights

VOLUMES AND GROWTH

Weekly interaction results reflected In a given week, how many unique customer care
the Change in revenue mix of this year's interactions does your organization engage in?
survey participants, as highlighted on
page 5. In particular, brands with 30,000+
engagements per week fell by seven
points year-over-year, with 46% of survey
participants indicating such last year,
compared to 39% in 2016. Furthermore,
last year saw 60% of participating
companies indicating 10,000 or more
unique customer care engagements per
week, compared to only 56% in 2016.

Less than a thousand
™ 1,000 to 5,000
[ 5,000 to 10,000
10,000 to 30,000
30,000+

With the exception of a 33% drop for Mobile Care, the channel mix of consumer interactions was relatively flat
year-over-year. Results related to this question have been very stable since it was first asked in 2014.Traditional
Care continues to lay claim to the vast majority of consumer interactions. In response to the question below, 73%
was the average response received. Interactive Care continues to be named as the second most popular channel of
care, and by a wide margin compared to both Social Media and Mobile Care. In terms of the overall mix, this result
is fairly consistent with results from the recently released CXMB Series Consumer Edition report.

In your estimation, which percentage of total consumer interactions at your
organization occur in each specific channel of care?

% 713 3%

17%  I7% e
e
i B . e Ik
Traditional Care Interactive Care Mobile Care Social Media Care

m2014 =2015 m20|6
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VOLUMES AND GROWTH

2016 saw the highest percentage of companies naming Traditional Care as the channel with the most growth since
the question was first asked in 2014. And while nearly half (48%) of participating companies indicated Traditional
Care as the channel of most growth, Social Media and Mobile Care saw notable year-over-year drops. Although this
question could be interpreted as absolute growth (total volume) or relative growth (percentage of growth), these
results suggest most participants understand the question to be aimed at absolute growth. Provided that Traditional
Care volume makes up such a large percentage of total interactions, even a small percentage gain in Traditional Care
can amount to far more total growth than a large percentage gain in an alternative channel. That said, it is surprising
to see such strength for Traditional Care when about one-third of companies saw a year-over-year decline in
Traditional Care traffic (next page).

In which customer care channel have you seen
the most growth during the past |2 months?

_.\4@\6 I-Y\S\jwr

3%
5% =
23% 1% o
18%
1%
. m
==

Traditional Care Social Media Care Inperactive Care Mobile Care

m20014 =2015 =m2016

Given the popularity within the

industry of shifting traffic from What percentage of your organization’s total engagements are autcmated
live to automated interactions, (IVR. Self-Help, ets.) versus human-to-human (Phone, Chat, etc.)?
difference between this and last

9% Lo
I alx I 28%
year’s participating brands, as . .

highlighted on page 5. 2015 2006
B Human-to-Human 8§ Automated

it would be reasonable to
expect the percentage of
automated engagements to
grow over time.While not

a dramatic move, the slight
decrease in the percentage

of automated versus human-
to-human engagements year-
over-year is possibly due to the

Copyright © 2017 Execs In The Know, LLC.All Rights Reserved.
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VOLUMES AND GROWTH

In the result at the top of the previous page, survey findings reveal that companies are increasingly naming
Traditional Care as the channel of “most growth.” But what about relative growth by channel? In the set of
questions below, we asked companies to indicate whether traffic increased, decreased or remained the same for
each of the four primary channels of care.These results show that while an increasing number of companies might
be seeing Traditional Care as the channel with the most growth, a decreasing number of companies are seeing any
increase whatsoever in their Traditional Care channel. In fact, 30% of companies actually indicated a year-over-year
decrease in Traditional Care traffic. At first glance, these findings might seem contradictory with those on the
previous page. One explanation might be the massive imbalance of total volume that moves through Traditional
Care compared to the other channels of care. Even if Traditional Care volumes increase only marginally, that growth,
in total volume, could still dwarf the growth of other channels, leading companies to indicate Traditional Care as the
channel with the most growth.

Consistent with the findings on the previous page, Mobile Care saw a sharp decline in growth, although not a single
company indicated a decrease in traffic for the channel — something that can only be said of Mobile Care.

Traffic Change By Channel Over Previous 12 Months _.\4@\6 I-Y\S\SW\’

Traditional Care Interactive Care
%
B
B gy
T
mam B
Herrummed tha furrar D romad Aarrossesd tha Larvar
Mobile Care
dy %
L
35%
a0 e
i e (%3
N =B
iR n
B ot birm el Pl Deermsed sttt fhat iive

2014 2015 [W20l16
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MONITORING, MEASURING
AND PERFORMANCE IMPROVEMENTS

With the introduction of a number ':mltvcv,ilun'g tyhzuct:mi Zi;veilc; :S —“New Q\kes\“\b’(\
of new survey questions aimed at ’

understanding how brands monitor Monitor Interactions Across
the customer experience, it’s clear Some Channels

that no single approach dominates the
industry.In 2016, only 15% of participant
companies were monitoring the entire
customer experience which is, ultimately,
the premier approach for supporting a
robust omnichannel environment.

[ Monitor Interactions Across
All Channels

[ Monitor Interactions in a
Single Channel

Monitor the Entire
Customer Experience

Results from the 2016 CXMB Series
Consumer Edition report revealed that
67% of consumers had a multichannel
——NCW Q\kes‘“m interaction on one or more occasions over
the course of the previous |12 months. As
10% multichannel interactions become more
prevalent in the industry, brands will need
to invest in understanding performance
differences between multichannel and
single-channel engagements. Already, 26%
of companies are actively monitoring
64% multichannel performance against single-
channel performance. It is expected this
number will grow as brands seek to better
Yes M No [ Don't Know understand how well their multichannel
platforms perform.

Does your organization measure multichannel performance against
single-channel performance (i.e., resolution or satisfaction rates)?

When brands were asked which

metrics they use to measure

customer experience, both o 8
Net Promoter Score (NPS)

and Customer Effort saw strong,
year-over-year gains in 2016.

se%
Customer Effort saw especially 49%
impressive gains, moving up
I'l points, representing a 52% %
move. Among the “Other”
responses, survey participants i I
MNP

¥yhich metric do you use 1o measure customer experience! [Ch::ck all that apply)

TR

1%
=

Customer Eflorg Orchar

indicated use of Customer
Dissatisfaction (DSAT)
and customer surveys,

as well as third-party tools
and performance audits.

Customer Saclsfaction

=2015 =m2018
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MONITORING, MEASURING
AND PERFORMANCE IMPROVEMENTS

The vast majority of brands continue to measure customer satisfaction (CSAT) within Traditional Care, with about
half of the brands doing the same for Interactive Care. Social Media Care CSAT monitoring also saw strong, year-
over-year gains, increasing by nine points (+41%).

In terms of CSAT performance across channels, Traditional Care continues to perform best. This is almost certainly
due to two specific reasons: First, many companies don’t monitor CSAT outside of Traditional Care, and second, the
resolution rates of alternative channels continue to lag behind those of Traditional Care. Since getting a resolution is
the primary driver of CSAT, it follows that Traditional Care has an inherent edge in providing higher CSAT results.

In which channel(s) do you measure Customer Satisfaction (CSAT)?

(Check all that apply) ey Tnsight

X gy
54%
...... 49%
3%
15%
. ik 2%
Traditional Care Interactive Care Mobile Care Social Media Care
2015 m2016
Which of your customer care channels consistently provides
the highest level of Customer Satisfaction (CSAT)?
71% 73%
8% 0%
&% 5% 5%
— i —
T
Traditional Care Interactive Care Social Media Care Mobile Care

12015 m2006
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MONITORING, MEASURING
AND PERFORMANCE IMPROVEMENTS

As with CSAT measurement,
First Contact Resolution
(FCR) measurement is most
common within the Traditional
Care channel.While this year’s
results saw a decrease across
all channels, Traditional and
Mobile Care channels were
most impacted, with year-over-
year declines of 13% and 69%,
respectively. While these results
are worth noting, they could
be impacted by the change in
participant mix, as outlined on
page 5.

Corporate perception of FCR
saw a modest improvement year-
over-year, with slim improvements
occurring for both “Always” and
“Often.” While promising, these
results continue to contrast
greatly with consumer perception.
A comparison of these results
against a similar question

from the 2016 CXMB Series
Consumer Edition can be found
in the Consumer Comparison
section on page 71.

In a new question (one that
expands on the question above),
we asked survey participants
to provide an approximation

of their FCR rate by channel.
The results (at right) are an
average of responses received.
As with the CSAT result on
the previous page, and perhaps
contributing to those results,
most brands feel the Traditional
Care channel performs best

in providing a first-contact
resolution.

In which chann2l{s) do you measure First Contace Resolution?
(Check all that apply)

95% _\46\6 IY\S\SWY
2%
44%
) i
zﬁ; 3% 1%
“ .
Traditional Care Interactive Care Mebile Care Social Modia Care

®1015 m2015

How often does your organization resolve an issue during the first instance of
connecting with the customer?

7in 7%
IT% 5y
i R . % oy
S = o
Absrays OHten Hall of the Time Rarely Mever
=2015 m2016
For each channel, please list
your approximate rate of FCR.
75% _New Q\kCST\O’Y\
GI%
54%
4%
Traditional Care Intwractive Care Socal Media Care Maobile Care
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Percentage of organizations that have a

In a new series of questions Quality Assurance Program in place for the following channels:
aimed at Quality Assurance T
(QA) programs, this year’s 91% —New Questien

survey investigates in which
channels these programs are
being used, and to what extent
they are working to improve
the customer experience. Not
surprisingly, these programs are

o %
widely used within Traditional
Care channels. Of note is the
divergence between Interactive i
and Social Media Care channels, _—

and the Mobile Care channel. Traditional Care Interactive Care Social Media Care Hobile Care

When properly designed and managed, QA programs can be a powerful source of customer insights, and a
vehicle for positive change. But often these programs aren’t focused on the right things.To better understand how
companies gauge the performance of their QA programs, a pair of new questions (below) were introduced into
this year’s survey. With only 38% of respondents believing their QA program is helping to monitor and improve
resolution and CSAT rates, and only 59% of respondents indicating their QA program is aligned with their CSAT
results, these results show that brands could be doing a lot more to maximize their QA programs.

In general, do you think your Quality Assurance Program(s) is helping Are results from your Quality Assurance Program
to monitor and improve resolution and customer satisfaction rates? aligned with your CSAT results (i.e., as QA performance

improves, CSAT results also improve)?
—New Questien
New Qi —New Quesfien

M Yes [ No M Don’t Know W Yes [ No [ Don’t Know

Has your company conducted any customer journey mapping
projects in the past |12 months?

—New Question

Customer journey mapping is often a key
first step in understanding and improving
the customer experience. It’s such a crucial
process, 81% of companies have either
completed a customer journey mapping
project within the past |12 months, or

plan to do so. Customer journey mapping
is a holistic approach that provides an
end-to-end view of customer experience,
identifying opportunities for improvement
across the wider organization.

[ Yes M No,But PlanTo Do So [l No,And No Plans To Do So
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Employee counts have decreased How many Full-Time Employees (FTEs), both internal and external, are
slightly compared to last year. employed by your company's customer care organization?

This is possibly due to the

reduced level of revenue in this

year’s survey group, as reflected

elsewhere in this year’s report,

2%
and explained on page 5.In
2015, results pegged companies 17
with 1,000+ customer care 1= i
employees (both internal and
external) at 41%, compared to
37% in 2016.

1ea 100 101 o 508 501 o 1,000 11001 to 5.000 5,000+

While overall agent m'lx (|nte':rna| Are the bulk of your customer care engagements carried out by company
versus external) remained fairly ermployees or an outside providar?

consistent year-over-year (right),

2016 saw a high watermark in terms
of survey participants indicating
a change in staffing over the past
five years (below). Although most
of the change revolved around
the back-and-forth shift between
insourcing and outsourcing, there
were a fair number of companies %
that indicated “Other.” The most .
common change among this group 0%
Compary Emplayees

was nearshoring. Also mentioned Cutside Provider Even Mix
among the “Other” write-ins was %2015 m3016
the shift toward home advisors.

Has your customer care team been staffed in the same way the past five years or has
it changed (e.g.. internal staffing to outsourced or vice versa)? (Check all that apply)

F
.
m;I I 14% 14%
%
% 3NN %
I I I . I N/A NIA I EZ NANABEEE NANA N/’AI N/A N/A il 0%

Same (unchanged): From Intermalve  From Owoourced  From Onshorewo From Offshore to Orther: Duon't Know:
Ouourced: to [nternal: Offshore: Onshore:

m2013 w2014 w20|5 m20l6
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Consistent with the increasing

volumes among alternative channels Have your hiring requirements for customer care agents changed ina
(page 26),2016 saw increasing levels significant way over the past |2 months?

of change in the hiring requirements 7%
used by customer care organizations.

In a follow-up question that asked

survey participants to describe the

type of change that occurred, three

specific (and desirable) agent skill-sets

X
emerged: strong social skills, ability
to problem-solve complex issues and =
digital channel capabilities (especially
S . 6% 5%
Chat). Hiring individuals suited I =
Yes

to a remote/work-from-home - Mo Dan't Know
environment was also mentioned
by several organizations.

A%

B2015 m2016

Does your organization deploy agents who provide customer care
via multiple channel solutions simulanecusly (i.e.. via Phone and Char)?

1%

In your estimation, which percentage of
consumer interactions resulting in a resolution

1%
46% 475
are conducted across multiple channels?
2016:31%
2015:28%
I%
%
fei Mo

Don't Know
=2015 =2018
It came as no surprise that the
percentage of interactions conducted
Far which channel solutions do your agents provide simultaneous across multiple channels increased
cross-channel support! (Check all that apply) in 2016 by about ten percent from

2015.At the same time, there was a

— — slight decrease in the percentage of
ai% BI% o brands fielding agents that provide
support in one or more channels
- simultaneously. While this result
could be a reflection of this year’s
I 3 survey participants, it could also
- be the case that companies are
10% deploying agents who are specialized
. g = o deploying ag P :
— — in specific channels. Alternatively, it
Phete

el Ot ot s il i Ll could mean that more alternative

"1015 ma014 channels are beginning to secure
the resources needed to recruit,
hire and maintain a dedicated
agent workforce.
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CONCLUSIONS

Key Findings:
* Only 15% of survey participants indicated they monitor the entire customer experience, as
opposed to 54% of companies that monitor either in single channels or across some channels

* CSAT measurement remains low in alternative channels, with 49% of organizations measuring in
Interactive Care, 31% measuring in Social Media Care and just 18% measuring in Mobile Care

* Like CSAT, FCR is under-measured in alternative channels, with 37% of organizations measuring in
Interactive Care, 22% measuring in Social Media Care and just 8% measuring in Mobile Care

* 59% of respondents indicate their Quality Assurance (QA) programs are aligned with their CSAT
results, but only 38% of respondents feel their QA programs are helping to monitor and improve
resolution and CSAT rates

Many of this year’s most interesting Operational Insights results came out of the Monitoring,
Measuring and Performance Improvements section. Results from this section, which contained

a number of new questions aimed at benchmarking how brands monitor and measure program
performance, reveal an industry that is a long way off from comprehensive surveillance of cross-
channel performance. In fact, only 15% of organizations indicated they were monitoring the entire
customer experience.While this sort of monitoring isn’t easy, often requiring specialized tools and
plenty of internal coordination, it’s vital to understanding the customer journey.

In addition to not measuring the entire customer experience, companies are also failing to measure
specific KPIs (like CSAT and FCR) within their alternative channel environments. Measurement of
these indicators is widespread and commonplace within the Traditional Care channel, but only a
fraction of companies are doing the same for Interactive, Social Media and Mobile Care. And when
measurements do occur, performance is often lacking in comparison to Traditional Care. Although
the lack of measurement might make sense from a volume perspective, businesses need to be
prepared for continued growth within these channels, while also laying the groundwork for an
eventual transition from multichannel to omnichannel. Adequate program performance monitoring
and measurement is especially important as brands make the transition from multichannel to
omnichannel. Gaps in performance monitoring can quickly undermine the benefits of an omnichannel
program and mask points of failure.

Finally, only 38% of survey respondents feel their Quality Assurance (QA) programs are doing a good
job at monitoring and improving resolution and CSAT rates. Oftentimes, QA programs become an
exercise in mandating processes and checking boxes. Companies should not lose sight of the fact
that these programs should be put in place with the purpose of improving the customer experience.

Critical Questions Brands Should Be Asking Themselves:

If we are not yet measuring the entire customer experience, do we have a road map for achieving
this? Does this road map coincide with a larger plan to transition to an omnichannel environment?

Does our channel management strategy include an initiative to measure performance in our
alternative channels with the same sort of rigor applied to our Traditional Care channel? If not,

do we have a good reason for not having such an initiative?

Is our QA program doing enough to improve the customer experience?
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Improving the customer experience continues to be the prominent Traditional Care priority among customer care
organizations, with more than 50% of survey participants calling it a top priority for the first time in the series’
history. This increase came exclusively at the expense of “Shift Traffic/Decrease Volume” and “Decrease Costs.”
Although only a handful of companies responded “Other;” increasing productivity and multiple priorities were
included among the write-ins.

What is currently your company's top priority
for the Traditional Care channel?

._\4@\6 I-Y\S\SWY

56%
o
29% 0%
25%
7% 17%
14%
I l l =
. 5% 5%

Improve the Customer Shift Traffic/Decrease Volume Decrease Costs Orther
Experience

=2014 m2015 =m2016

For the second year in a row, the
CXMB Series survey included a

What Is your organization’s level of maturicy question aimed at understanding
NN aion] Sane cney channel maturity. Organizational
5% gx maturity within the Traditional
Care channel remained remarkably
consistent, with 82% of participants
% g indicating “Very Mature” or “Somewhat
Mature.” Here’s how Traditional Care
compared to the other channels of
4% care in this regard:
%
l I Traditional Care: 82% (84% in 2015)
M 1
- = mmm  |nteractive Care:20% (29% in 2015)
Wiery Max Someawhat Malure Imermedate Semewhat Mew Vary MNew
—— Social Media Care: 26% (20% in 2015)
12015 ®2016

Mobile Care: 12% (14% in 2015)
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An increase in channel
traffic continues to be the
most common direction for
Traditional Care, but the
margins between the various
responses have evaporated
since 2014.This marks the
second year in a row of
reduced traffic increases.
Essentially, 2016 saw one-
third of survey respondents
experiencing an increase

in channel traffic, one-third
experiencing a decrease and
one-third experiencing no
change at all.
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In the past year, how has traffic to your
Traditional Care channel {phone, in-store, direct mail, etc.) changed?

50%
%
A0%
s

3%
0%
1 I I

DCrecreated

Incraased

3%
1“23&15‘
A%
i OIx
I-—-
Same

Don't Know

BI013 w2004 w2015 m2006

In a set of new questions for 2016, we asked survey participants to indicate what sort of traffic changes were
occurring for each of the various solutions that make up the Traditional Care channel. Interestingly, nearly one-half
of all survey respondents indicated an increase in traffic for their email solution, with only 22% indicating a decrease
in email traffic — the lowest among all solutions.This result aligns with a similar finding in the recently released
CXMB Series Consumer Edition report, showing an increase in consumer use of email, the details of which can be
found in the Consumer Comparison section on page 76.

How has traffic volume changed for each of the following
Traditional Care solutions over the previous |2 months?

8%
| 3% 29%
II 2%
|
Phone

S6% -‘N oW Q\keST\BY\
48%
45%
26% 26% 2eN
%
| 7%
8% 1% 10%
= HEEE °
=

Emnail Mail In-Parson

¥ Increased ™ Decreased ®35ame ™ Don't Know
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While the 2016 and 2015 lists of CXMB Series corporate survey participants are not identical, the budgetary
results below provide a sense of the general direction of the industry. In terms of surprises, in 2015,29% of survey
respondents expected an increase in their Traditional Care budget in the coming year. That compares with 21% of
this year’s survey respondents indicating an actual increase. Furthermore, only 17% of this year’s survey participants
expect to see an increase in their Traditional Care budget for 2017.

Traditional Care Budget Forecasts and Outcomes

41% 9%
3T%
% I5%
9% 9%
21%
17%
9%
e A%
Same

Increased Decreased Don't Know

w2016 Forecast  ® 2016 Quecome ™ 2017 Forecast

In a question aimed at understanding how brands primarily staff their Traditional Care channel, results show the
bulk of agents are internal in 2016, consistent with results from previous years.This question of staffing was also
further enhanced this year by inclusion of a new component aimed at identifying whether agents are onshore,
offshore or a mix of both. Survey responses to this new element show that most agents are onshore, with only
14% of companies indicating their agents are exclusively offshore (compared to 64% of companies that indicated
their agents were exclusively onshore).

How is your Traditional Care channel (phone, email, etc.) primarily staffed?

64%
1?%13%
A4%
405
153N
7%
2% - a4 2%
18%
14%
5 N/A N/A N/A N/A N/A N/A N/A N/A N/A

Internally Externally Bath Internal and Onshore Offshore Both Onshore and
Extarnal Offshore

m2013 w2014 w2015 ®2016
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Change in Traditional Care staffing accelerated in 2016, increasing by 14 points year-over-year. This represented
a 74% year-over-year increase in the number of companies experiencing significant staffing changes to their
Traditional Care channel.

Has the staffing of your company’s Traditional Care channel
changed in a significant way over the past twelve months?

Responded “Yes” to the above survey question:

2016:33%
\}55 2015: 19%

2014:31%

In what way has it changed? (Check all that apply)

4%
33%
1?%
2% 22% 2%
17%
| 33&
7% B'K
i ! 0% 0%

Meare FTEs Fewer FTEs Increased Imcreaced Irecreased Imacreased ‘Work-From-Home
IriaurcingiDeereriod Oruaisurcrg D raried OihoringDecrasigd Offrmring Decreiiad Ciptian
Cutsoarcing Insourcing Oiffshoring Onahoring

m2014 m2015 m2016

Of the 33% of companies that did experience significant Traditional Care staffing changes over the previous

12 months, more full-time employees and work-from-home options were the two most common types of change.
About one-fifth of brands also indicated increased outsourcing/decreased insourcing, but this was precisely offset by
an equal number of companies indicating increased insourcing/decreased outsourcing. Additionally, about one-fifth of
companies indicated increased offshoring/decreased onshoring; and this result came without an accompanying offset.
In fact, not a single company claimed an increase in onshoring in 2016, in a repeat of 2015 results.
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Does your company provide Interactive Care support, Overall percentage of companies providing
including online/video chat, FAQ and self-help tools? live Interactive Care support:

Responded “Yes” to the above survey question:

2016:67% 2016:44%

\}ES 2015:75% 2015:59%
2014:88% 2014:59%
2013:76%

For the second year in a row, the percentage of survey participants that provide Interactive Care support declined,
this time by eight points (-1 1%). Similarly, the percentage of companies offering live Interactive Care support also fell
|5 points (-25%). Both of these decreases could be driven, in part, by the nature of this year’s survey participants, as
explained on page 5. Given the two-year trend, however, it is possible companies are prioritizing other alternative
channel solutions, such as social media and SMS/text.

To provide some context for the above result, 88% of this year’s survey participants engage customers on
social media, 39% of companies provide Mobile Care solutions and 20% provide Mobile Care solutions
requiring live assistance.

Of the 67% of companies that provide one or more Interactive Care solutions, Online FAQ was almost universally
offered. Online Self-Help Tools and Online Chat saw steep declines year-over-year, again possibly owing to the fact
that the revenue mix of this year’s survey participants is down slightly compared to previous years.

Which Interactive Care solutions does your company currently offer?
(Check all that apply)

0% e 92%
Be% 8% —
69% '
63% 67%

1% 13% s
&%
. 0% [ 0% | .

Online FAQ Chnline Self-Help Tools Online Chat Yideo Chat Cither

(Click-To-Chat)

2014 m2015 m20]6
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When it comes to Interactive Care channel priorities, the 2016 CXMB Series survey saw the introduction of a new
response option, “Improve the Customer Experience.” Although this new option attracted more responses than
any other, it is worth noting the continued strength of the “Expand Capability” response. As companies attempt

to shift more traffic into alternative channels, it’s clear efforts are being made to ensure alternative channels are
capable of handling a greater variety of issues.

What is your company's top priority
for the Interactive Care channel?

6%
3%
L 0%
23%
|5%
1% 1%

2% l 2%
NA NA I I =1 I
Improve the Expard Capability Improve Increase Channel  Integrate Vith Other Other

Customer Quality/Performance Aowareness Channels

Experience

m20l4 m2015 m2016

Channel maturity for Interactive Care
leaned slightly toward less maturity in
2016, with a strong downward move in
the “Somewhat Mature” category, which
fell nine points (-33%). Most of this move
was picked up by “Intermediate” and
“Somewhat New,” which saw gains of 2%
and 19%, respectively. Twenty percent of
companies indicated their Interactive Care
offering as “Very Mature” or “Somewhat
Mature.” Here’s how Interactive Care
compared to the other channels of care

in this regard:

Interactive Care: 20% (29% in 2015)
Traditional Care: 82% (84% in 2015)

| i
BTN Social Media Care: 26% (20% in 2015)

sl Mobile Care: 12% (14% in 2015)

WWhat Is your organization's level of raturicy
within the Interactive Care channel?

I

%

F i
5%
1%
18%
I .
Intermedate

Wiery Mature Somewhat Maiure Somewhat Mew
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In yet another illustration of the impact of a

lower revenue mix among this year’s survey

participants compared to previous years, the

volume of human interactions within the

Interactive Care channel saw a sharp year-over-

year reduction. This was particularly evident in

the 1,000+ response, which fell by 14 points 185
(-32%).This result should not be a reflection of '
overall channel volume, which is undoubtedly Ot -
rising as more companies attempt to shift
traffic from Traditional Care into alternative

care channels, as evidenced on page 18. L Thas 100 0D

In the past year. how has traffic to your Interactive Care channels
that require human assistance (such as online or video chat) changed?

5%
ey Tnsight
5% 5%
9%
| 15K
1%
' 5
8% N, 5%
oom o i ll
Increated Decreased Sama D' Ko

m3014 =2015 =206

How has trafiic velume changed for each of the following
Interactive Care solutions over the previous |2 months?

‘Ke\ff 'LY\s‘\SWY oo

TIN
s £1%
50%
%
2% 0
15% 8% jex |
% 5%
.-.-“ _ = . s 0% o o%
Onlire Chas Sel-Heolp Tools R Wideo Chay

Increased W Decreased ®3ame = Doq't Know

For Inveractive Care solutions that require haman assistance,
howwe many unique engagoments occur per waek?

HL
Fili
30,
s
1%
% 3
. I
ST
500 ta 1,000 1000 Dan't Ko
W15 =006

As illustrated in the results at

left, traffic to the Interactive

Care channel continues to grow.
When “Don’t Know” responses
are removed from the equation,
about two-thirds of companies
indicated an increase in channel
traffic. Comparatively, growth
within the Interactive Care channel
is more widespread than Mobile
Care, where 45% of respondents
indicated an increase in traffic, and
slightly less widespread than Social
Media Care, where 67% indicated
an increase in channel traffic.

To get a better understanding of
traffic changes among the various
Interactive Care solutions, 2016
saw the introduction of a new
question (at left). Results show that
growth is evenly distributed across
solutions, with the exception of
Video Chat, which received only
one response by a brand that,
incidentally, discontinued Video
Chat support in 2016.

Copyright © 2017 Execs In The Know, LLC.All Rights Reserved.



- 46 -
Channel Results

INTERACTIVE CARE

In 2016, the prioritization of the Interactive
Care channel was somewhat degraded What level of importance does your company place on expanding
compared to 2015. In these most recent andior developing an Irtersctive Care channel!

findings, 43% of respondents defined the ok
expansion and/or development of the channel .
as “ATop Priority” or “As Important or More L L
Important Than Other Expansions,” compared i
to 50% in 2015. Comparatively, these results i e
closely resemble those from an identical
question posed in the Mobile Care section, . .
where 45% of participants responded in a T T i i Wi s e i i
similar fashion. i
015 =006
What reason would most compel your organization to develop In identifying what reason would
andfor expand the current Interactive Care channel in the future? most compel an organization to
n% develop or expand its Interactive
Care channel, two new responses
were introduced in 2016: Increase
Channel Functionality and Lower
3% - Resolution Costs.While customer
demand remains at the forefront,
o i costs have als.o bee.n identified
. N w asa key'con5|derat|on for the
i = i Interactive Care channel.
Increase Channel  Lower Resolution  Customer Diemand Increased Competitor Offers It Cicher
Functicnality Costs Alfardability
w2015 m20ls

Customer Care sits front and
YWhich department is responsible for developing, sustaining center as the department

andor expanding the Interactive Care channel? most responsible for the

60% 0% management of the Interactive

Care channel. Among 38% of
9% x companies, Customer Care had
a1 responsibility for the channel.
Furthermore, Customer Care
W% 23 played a significant role among
i o= the 45% of companies that
S gy ™% indicated joint responsibility.
_ I iE 2 0% s B 1 % ox ]  Departments named in the

Customer Care Marketing Information Technology  Joimt Responadhilicy Crber “Other” group included
IT] .
i Customer Experience and Sales.

9%

®2013 =m2004 =2015 m2016
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Since the question was first asked in
2014, Online Chat and Self-Help Tools
have closely competed for investment
dollars within the Interactive Care

s e sox 5%
channel. For 2016, Online Chat holds a i asx
slight edge for the first time, with 53% of
respondents indicating it as the channel
in which they are most heavily invested.
Given the push to move customers
from Traditional Care into Interactive
Care (page 18), it’s reasonable to expect w B a3

future investment to increase across the Oivibess Chat {Click: R Chin Sail.Help Tooh Vides Chat
Interactive Care channel.

In which Interactive Care solution is your company most hexvily imeested!

w3014 =301 w3018

As volumes within the Interactive Care channel continue to rise, and more companies shift consumer interactions
from Traditional Care to Interactive Care, nearly half of companies expect an increase in the channel’s budget

for 2017. While this year’s survey participant list is not exactly identical to last year, the 2016 budget outcome
appears to have surprised to the downside. While 55% of brands expected an increase in their Interactive Care
budget in 2016, only 37% actually saw that increase, with the largest portion of brands (39%) seeing no change in
budget allocation year-over-year.

Interactive Care Budget Forecasts and Outcomes

E5%
43%
7% 9%
25%
%
17% H
i i I I
Increased Decreased Same Don't Know

®2016 Forecast ®20]6 Outcome ®32017 Forecast
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Owing to the change in the revenue mix of survey participants (as explained on page 5),2016 saw smaller
FTE counts within the Interactive Care channel. Only 15% of 2016 survey respondents indicated programs of
51 or more agents, compared to 36% of respondents in 2015. Furthermore, 2016 saw the smallest amount
of staffing changes since 2014, with only 29% of companies indicating a significant staffing change over the
previous |2 months.

How many Full-Time Employees (FTEs), both internal and external,

are dedicated to your company’s Interactive Care channel? , )
Has the staffing of your company’s Interactive

% Care channel changed in a significant way
over the past twelve months?

& I =
20% |
e Responded “Yes” to the above survey question:
= 2016:29%
= — i 2015:38% \}ES
| | 3 2014:39%

| w10 I} 25 26 1o 50 51 or More Don't Knaw

53015 m2016

Not only was the amount of staffing change limited in 2016 (above,
right), the type of change was also limited to increases and decreases
in full-time employee (FTE) counts, with increases far more common
than decreases. These changes align well with a channel that is, on
the whole, expanding in volume and increasing in spending.

In what way has it changed? (Check all that apply)

92%
FO%
59%)
30%
24% I 24%
18% ¢ 18%
10%
w i s €% 5% 5%
' | L D 0% I 0% 0% o 0% - 0%
hare FTEs Fewer FTEs Imscreased Imcressed Imscreased Imcreased ‘Wark-From-Hame
Inasurcikng Do redied DatiourcingDedravied OabacingDecroaied Dfiharng Decrodsad Dpticni
Cumsourcing Insaurcing Ciffsharing Cnaharing

m2014 m2015 m2016
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For Interactive Care solutions )
i . For Interactive Care solutions that require human assistance,
that require human assistance (for how many diys per week re agents mvallable?

the purposes of this year’s survey,

essentially Online Chat), agent R
availability was relatively unchanged
year-over-year. A similar question

5%

. . s
was posed for both Social Media and P L.
Mobile Care. Here’s how Interactive '
Care’s seven-day availability compares: 17
"% ok .

Interactive Care: 55% . . 3% i)

. . o . | i
Social Media Care: 50% —_— Fr 5 Can AT
Mobile Care: 61% W —

Like the daily availability of live

Interactive Care assistance (above), For Interactive Care solutions that require human assistance,
Lt . how ramy howrs per day are agents available (on average)?

hourly availability was consistent R PArCRarsIgents et lon tmrage)

year-over-year, with 78% of e,
companies offering eight or more o 8
hours of coverage per day. &
Here’s how Interactive Care’s 20% 20%
eight or more hours of daily =
coverage compares to other % 17% 18%
alternative channels: I I % s
B A%

(53 [
Interactive Care: 78% i I I . il .
Social Media Care: 69% B Houry or Less H to 16 Hours 16 1 T4 Hours Haound The Clock Don's Know
Mobile Care: 72% R2004 mI0N5 WIOIE

Response time can often impact the
customer experience, so 2016 saw

For Interactive Care solutions that require human assistance, on average, the introduction of a new question

hew long does it take for your customers to recaive a response! aimed at understanding how long it
typically takes brands to respond via
0% —NCW Q\kCST\W\ a live Interactive Care engagement.

In response to this question, 80%
of participants indicated a response
in one hour or less.This result
compared quite favorably with

both Social Media and Mobile Care,

i where survey participants indicated a
B% | o o B response in an hour or less 36% and
£ e=d . : 47% of the time, respectively. Check
LosaThan 10 10 to 30 Minwtes 30 Misetei ToAn |4 Hours 4-8 Howrs MereThan @ Dentkinew  out the Consumer Comparison
Misnites Haur My

section (page 75) for a side-by-side
look at average response time and
consumer response expectations.
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SOCIAL MEDIA CARE

In 2016, the Centralized model
was claimed as the Social Media
Care model of two-thirds of

survey participants, representing —
a year-over-year increase of 55%

16 points (31%). While the = s
Centralized model has long

been favored, this recent surge

Which model best represents your social media engagernent operations?

is likely the result of an increase 8% 29 MR - il

in the adoption of Customer 15% B e

Experience (CX) groups and I ' I ' . e 7%
centralized leadership for o . . . = ; N |
customer engagement. Coneralasd Hub-and-Spoke Decentrakzed Other

=013 w2014 =2015 m2016

For the third straight year, active social media engagement has grown among CXMB Series survey participants. In
2016, active participation (which includes both Reactive and Proactive engagement) stood at 88%.This represents
a | 7-point rise in activity since this question was first asked in 2013, which translates into an increase of 24%. In
2013, active participation stood at only 71%. For those companies that are not actively engaging but, instead, are
either listening or still determining an approach, 2016 marked a low.The typical program progression for a social
media care program is Listening = Reactive Engagement = Proactive and Reactive Engagement.

How would you describe your company's overall approach to social media?

E’,gx —-\46\6 IY\S\SW\’

9%
50%
40%
W% 2% e
17% 16%
...... 2 I 3% I*% ].zx
X 5% 4y . .
.
Reactively Engaging Proactively And Reactively Listening Only Still Determining Approach

Engaging

m2013 m2014 =2015 ®m20(s
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Facebook and Twitter, which have dominated the social media landscape for years, both came in with 85% of brands
participating on the platforms. Among the second tier of social media communities that enjoy brand participation,
Pinterest/Instagram showed the most strength (38% participation), followed closely by Forums/Hosted Communities
(34% participation) and Blogs/Personal Websites (32% participation).

In which of these social media platforms does your company
presently engage with consumers? (Check all that apply)

9%
BS% 84 g B5%
7%
P 4%
axBE
15y
% 3% 2% -
I I I I ] I I I i

Fatabonk Twizar BloguPerianal Webitites  Pintersauinnagram Goophe+ BewnReview oo
Cnﬂnumuﬂ

2014 m20|5 m2016

Facebook and Twitter combined to account for an average of 73% of all social media engagement activity occurring
within the social media care programs of this year’s survey participants. This marks a significant increase over 2015,
when these two platforms accounted for an average of just 59% of all activity. This shift in volume came mostly at
the expense of Forums/Hosted Communities, which saw an | |-point drop (-65%) and News/Review Sites (-63%).
Given the tiny volume of social media engagements outside of the big two (Facebook and Twitter), it will be worth
watching to see if these shifts continue to hold over time.

Please estimate the percentage of total social media engagements
that occur within each platform:

.“'!-

%
“ | I I % = 5% X% 4%
% l £+ % o x k)1
II Ml III.. mEEm Zm=m Zml Zml
Fﬁwﬂﬂ'ﬂﬂ“ﬂ BloguPortoral  MewsRaview Stes Google+ Pinterastilnstagram Other
Webives

2014 m2015 m2016
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Although the CXMB Series What iz your company’s top pricrity
survey has been asking for the Social Media Care channel?
participants about Social Media 6%

~New Quiestion

Care expansion priorities since

2013, this year, a new question

was introduced to gauge overall 2%

channel priorities. Similar to

results seen for both Interactive 1%
and Mobile Care, “Improve the .
Customer Experience” P - |
and “Expand Capability”

are the leading priorities

among respondents. Imprave the Expand Capability Integrave With Cher Imipress Ineresse Chamned Oither
Customer Channeh Quality!Performance Awarene
Experience

In an ongoing question What is your company's top priority for expansion

about social media of social media engagement?

engagement expansion,

a new response option, ssx 6%

introduced this year. This
new option, along with
“Expand Engagement
Scope” and “Monitor More
Sites,” combined to be

18%

“More Proactive o —\46\6 1Y\S\SWY
Engagements,” was
i

1% s 10% 1o%
named as the top social L SR L - = 5% T%
media expansion priority of NiA iy ! l I ] ' l =
more than four-ﬁfths of all More Proactive Expand Engagement Manitor More Wider Operating Onhier Maore Agents

Engagements S Siteaources Windew (More Hours
survey respondents. - - \ '

12013 m32014 =2015 =m2016

Corporate maturity within the
Social Media Care channel edged up
slightly year-over-year, with 26% of
respondents indicating some level

%

- of maturity in 2016, compared to

= - just 20% in 2015. Those indicating

intermediate levels of maturity fell

o by nine points (-24%), with two-
Lo thirds of this change moving toward
greater channel maturity. Companies
£ I who responded “Very Mature”
- i

What is your organization's level of maturity
within the Social Media Care channel?

EL ]

increased three-fold in 2016, which
is great news for consumers who
prefer social media as a means

015 =016 of engagement.
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Little changed this year
regarding the volume of weekly
program engagements among
survey participants, with

several percentage points from
the bottom and top of the
engagement spectrum flowing to
the middle. That being the case,
the largest portion of Social
Media Care programs, at 42%,
conduct 500 or more unique
engagements on a weekly basis.

While the growth narrative within
the Social Media Care channel
remains remarkably positive,
2016 survey results revealed an
unprecedented increase in the

percentage of companies indicating

a decline in channel traffic. While
slightly more than two-thirds

of companies said Social Media
Care interactions grew in volume
over the past |2 months, nearly
one in ten noted a decline —a
more than four-fold increase in
comparison to 2015 results.
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SOCIAL MEDIA CARE

In a given week, how many unique social media interactions
does your organization engage in!

<100 100 o 500

=2013 m2014 w20i5 w30l6

In the past year, how has the volume of interactions on social media changed?

5%
%
iw I
S —

_\46\6' I—Y\S\SW\’

6% 17T%
ll R
Drecressed Remained che Same Don"l:k.nw

m20014 =2015 m2016

In a new question that looks at volume changes for individual social media platforms (below), the narrative is the same,
with increases out-pacing decreases by a wide margin — especially among Facebook, the most heavily trafficked site.

How has traffic velume changed for each of the following Social Media Care

51%
46%

5%
0%
%
59: I
Ticeer

¥ |ncreased  ® Decreased

communities over the previous |12 months?

Copyright © 2017 Execs In The

~New Quesfien

45%
36% 3%
1?“‘ m‘ I |

Feruma/Hosted Hnmuulmuym BIapretmruI News/Roview Sives
Commuinities Websites

H Remained the Same ¥ Don't Know
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SOCIAL MEDIA CARE

Which department of your company is primarily responsible

for social media engagement?
1%
]
A% 16%
27%
jax 9%
companies managing the channel

3%
SN N
%
15%
9%
7%
through joint responsibility, which I l l l

fell by 14 points. Much of this PMarhetng Cimeomer Care |aint Respoasibiliey Pubilic Relations!
change resulted in an increase of
responsibility for customer care.

Marketing continues to be
strongly positioned as the
department most responsible

for social media engagement.

It remains unclear whether
marketing departments will enjoy
even greater influence as more
brands adopt a proactive sales
approach on social media. Also
worth noting is the percentage of

E2013 m2014 m2015 ™2016

PeYOCY\T“je of cempanies that answered "Nes' fo the 'fb\\O’WiY\j C()\keSﬁ&Y\si
mmmm 2016 saw the lowest percentage

of companies (60%) with plans
to expand or launch social media
engagement activities, possibly

DRSSP G e E SR [T due to the realization of previous
response team specifically for customer care? o, o, X
. . / 62%  68% plans. That said, program assets

generally remained strong in 2016,
69% 77%  83% with nearly 70% of organizations
engagement tool(s)? fielding a dedicated social media
36% 41%  50% care team, and nearly half of
“command center”? companies either managing a
and/or forum? ° community/forum, or both.

Social Media Care Budget Forecasts and Qutcomes

Does your company have plans to expand or launch o, S
: : o 68% 60%
social media customer engagement activities?

As mentioned in the budget
analysis of other channel results,
2016 budget forecasts and
outcomes are not representative
of an identical survey cohort;
but the general consensus is that

8%
7% . .

3% most Social Media Care budgets
will either increase or remain
unchanged in the coming year.

I7%  This result is very similar to
% I budget expectations for both
4% Interactive Care (page 47) and
=3 - Mobile Care (page 64).
Same

Dan't Know

13%
8%
4% .
iz -

Decreasad

® 2016 Forecast ®2016 Outcome ® 2017 Forecast
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How many Full-Time Employees (FTEs). both internal and external,

. . are dedicaced to your company’s social media engagement activities?
Comparatively speaking, 2016

survey results see most social media 60%
engagement teams remaining small. In H
relation to other alternative channels,

the team sizes among Social Media Care

programs are, on average, the smallest,

with 60% of survey participants — 1%
indicating a team size of ten or less. 15% '
This compares to 28% for Interactive & = LI
Care and 38% for Mobile Care. i3 . . —
lta 10 Il =25 161w 50 3l or More Dion't Ky
92015 =W301&
Has the staffing of your company’s social media About two-fifths of brands indicated
engagement team changed in a significant significant change within their social media
way over the past |2 months? engagement team within the past |12 months.
Of those, 88% indicated the significant change
Responded “Yes” to the above survey question: came as they hired more full-time employees

(FTEs), which makes sense, given the healthy

.2Q°

2016:38% growth of traffic to the channel (page 54). This

2015:33% result sets a CXMB Series high watermark for
g

2014:20% both team change and FTE growth.

In what way has it changed? (Check all that apply)

88%
78%
67%
44%
3
2%
1%
6% 6% 6% 6% 6% 6%
o% i N 0% | 0% 0% 0% 0% [ 0% ox I

Mare FTEs Fewer FTEs Increased Increased Irecreaned Inecreased ‘Work-From-Home
Intsurcrg Do reried Outisureimg Dt ramied OvriharingDecranigd OffimringDecreniad Cprtian
Cutsoarcing Insourcing DOfshoring Oinaharing

H20l4 m2015 m2016
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After two consecutive years of growth in the
percentage of survey participants utilizing
third-party staffing for social media engagement
agents, 2016 registered a reversal. This year’s
results show nearly one out of every three
survey respondents utilized a third-party
provider for some or all of their social media
agent-staffing needs, compared to nearly two
out of five last year.

Does your company provide training specific to
social media for agents?

Responded “Yes” to the above survey question:

2016: 78%
\[55 2015: 64%

2014:52%

Does your company utilize a third-party staffing provider
for its social media engagement agents?

Responded “Yes” to the above survey question:

NES

2016:30%
2015:38%
2014:23%
2013: 18%

More than three-quarters of survey respondents
stated they provide specialized training for their social
media agents — the highest percentage since the
question was first asked in 2014. This result speaks not
only to the maturation of the channel, but indicates
organizations better understand the fact that social
media engagement often requires a different set of
skills and competencies.

Although more organizations are providing agents with
training specific to social media, the average length of
training fell dramatically. While it’s unclear whether
this change is the result of improved efficiencies or
simply less training, an increase in the percentage

of companies providing any training at all can only
mean good things for consumers who opt for brand
engagement via social media.

How long is that training period!?

56%
41%
8%
i I

3%
10% 95
&% :
% 3%
[ [
Less than | Week 1-2 Weeks 2-4 Weeks | Month or More Ongoing
2015 m2016
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Half of this year’s participants provide
Social Media Care support every day of

the week, down | |-points (-18%) from last
year. It’s likely this change has more to do
with this year’s survey participant mix (as
detailed on page 5) versus an operational
shift within the industry. Social media is a
24/7 touchpoint. If anything, brands that can
support the volume are eager to expand
their availability in support of customers via
social media. Here’s how Social Media Care’s
seven-day coverage compared to other
alternative channels:

Social Media Care: 50%
Interactive Care: 55%
Mobile Care: 61%

On average, how many hours per day does your company
cffer social media engagement support?

465
4T%
16X
24% =%
18% (7% L

8w 1 Hours It 24 Hours

8 Howrs or Less

EI014 =2015 w2016

Since 2014, the majority of
organizations have been indicating
that, on average, they respond to
their customers on social media.
within four hours. While four

hours might seem like a reasonable
response time, the recently released
CXMB Series Consumer Edition
showed half of consumers (51%)
expect a response within one hour,
with 23% of all consumers expecting
a response within 30 minutes. For

a complete breakdown of channel
response performance and consumer
expectations, see the Consumer
Comparison section on page 75.

Copyright © 2017 Execs In The Know, LLC.All Rights Reserved.

Round The Clock

46%
4%
o] 5%
4%
I% I

Less Than an Hour

How many days per weck does your company
have an active social media engagement presence?

&%

%%
0% 3%
6%
0% L3
= I ' R |
b Dy 5 Dlays Dot Knowe

w2004 =2015 mI0IE

Hourly availability broke even year-
over-year, with gains going to both
“Round-the-Clock” coverage and
coverage of |16 hours or less,all as a
result of an 18-point plunge (-72%)
in the 16 to 24 Hours segment.
Surprisingly, the Social Media Care
channel offered less coverage of eight
hours or more compared to the
other alternative channels of care.
. Here’s the complete breakdown of
T ' i alternative care coverage (eight or
B I L . ™ more hours):
E Ol |
T Social Media Care: 69%
Interactive Care: 78%
Mobile Care: 72%

On average, how long does it take for your organization
to respond to a consumer on social media?

15% |5%

K%
™
2l

Miore Than 14 Hours

1%
Hln

B ta 24 Hours

[+:3
™
i 4%
4o Bhours

oo 4 Heurs Dien't Kncw

w1004 =2015 =2006
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CXMB Series survey results from

2016 show a measurable decline in Does your company provide Mobile Does your company provide
the percentage of companies providing Care support, including mobile apps, Mobile Care support that
SMS/text and mobile chat? requires human assistance, such

both Mobile Care support and human-
assisted Mobile Care support, with
pullbacks of 19% and 33%, respectively.
This could be caused, in part, by

as mobile chat or SMS/text?

Responded “Yes” to the above
survey question: Responded “Yes” to the above
survey question:

the makeup of this year’s survey 2016:39%

participants, as explained on page 5. \}E o 2016: 20%
That said, it is also worth considering 2015: 48% \{E aA0
that these results mark the second year 2014:56% 2015: 30%
of decline for companies offering any 2013:56% 2014:29%

sort of Mobile Care support.

Which Mobile Care solutions does your company currently offer?
(Check all that apply)

_\46\6 I-Y\S\SWY

58%
44% 45% 8 g 45%
35% 36% |
= | 3%
23%
2006 20%
4%

12% ) 056 10% '
3% oy
X s 1 . ox -

Ma Mobile Care Offered Mabile App Mobile Chat 5M5 Text Orther

20013 =m2004 =2015 =m2016

Echoing the results at top, there was zero growth among individual channel solutions. Mobile Chat and SMS/Text
remained flat; but the percentage of companies offering mobile app solutions fell by 14-points (-31%), continuing
a decline first observed last year. The percentage of companies offering a two-way SMS solution (below, left) also
declined greatly on a percentage basis, retreating 58% year-over-year. Noting the importance of the Mobile Care
channel, it will be interesting to see if these numbers bounce back in 2017.

Does your organization provide an SMS solution that Is your company’s 1-800 number text-enabled?

utilizes two-way communication?
Responded “Yes” to the above survey question:

Responded “Yes” to the above survey question:

2016: 8%
2016:5% \{ 2015: 10%
\}ES 2015: 12% ES 2015: 15%
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Similar to what was observed in both Interactive and Social Media Care, the introduction of a new priority option,
Improve the Customer Experience, has had an immediate impact on channel priority results. Although Expand
Capability remains a top priority for about one-third of all respondents, Improving the Customer Experience was a
priority claimed by more survey respondents than any other. Increase Channel Awareness also experienced a surge
on a percentage basis, increasing 80% in 2016.

What is your company's top priority for the Mobile Care channel?

39%

56% “\4&6 'LY\S'\SM

41%
35%
4%
I53f':
i 10% 12% 12% i
B0 6% 6%

Improve the Expand Capability  Increase Channel Improve Integrate With Other Other
Customer Awareness Quality/Performance Channels
Experience

2014 w2015 m2016

Not only did the percentage of
companies offering a Mobile Care
solution decline in 2016 (previous
page), of those companies offering
solutions, 59% indicate they are
new to the channel. This represents
only a minuscule increase over the 9% 9%

percentage of newcomers in 2015. il

While this outcome might be the 1%
result of the survey participant list, =

it comes at a time when one might L o 1%

What is your organization's level of maturity within the Mobile Care channel?
ATR

I6N

expect a shift toward greater channel

maturity. Here’s how Mobile Care

compares to other channels of care ox  o0X

in terms of“Very Mature" Very Matwre Somewhat Mature Intermedane Sowmarwhat Mew Very Mow
and “Somewhat Mature”: 2015 #2016

Mobile Care: 12% (14% in 2015)
Interactive Care: 20% (29% in 2015)
Traditional Care: 82% (84% in 2015)
Social Media Care: 26% (20% in 2015)
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Like the volume indicators in other
alternative channels, Mobile Care
saw a significant year-over-year
decline in the percentage of brands
conducting 1,000+ human-assisted
engagements each week.This change
is possibly due to the downward
shift in survey participant revenue
in 2016 in comparison to previous
years, and should not be construed
as an indication of shrinking channel
volumes on an industry-wide basis.

Although a shift in the revenue mix
of this year’s survey participants
has potentially influenced some of
this year’s results, findings related
to channel traffic changes (right)
reinforce a story of growth within
the Mobile Care channel. While the
percentage of companies that saw

traffic unchanged year-over-year more

than doubled, from 19% in 2015 to
44% in 2016, not a single company
saw a decrease in channel traffic

in 2016. On balance, the story for

Mobile Care is continued growth.

In a new question for 2016, results
show there were strong levels of
growth across channel solutions,
with only a few pockets of
decreased traffic. Based on the fact
that not a single brand indicated a
decrease in full-channel traffic, it
can be assumed that any decrease
within a single solution was more
than offset by an increase in
solution volume elsewhere.
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For Mobile Care solutions that require human assistance,
how many unique engagements occur par week!

%
%
8% 6%
22%
16%
1% 1%
I I i
. 5

Lass Than |00 100 vo 500 500 1o 1000 1,000+ Dion't Know

2015 =006

Iri the past year, how has traffic to Mobile Care channels
that require human assistance (such as Mobile Char) changed?

_.\Qe Y\S\j\(d’

1%
-. o .

Dwcresied Dan’s K

w2004 =005 =TOI6

Heow has traffic volume changed for each of the following Mobile Care
solutions over the previous |2 months?

sox —New Question

s
3%
5% s i,
m&
L
= E &
Moksla Chat

" mereaved W Docressed ®5ame ¥ Don't Know
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On the whole, the importance

of developing and/or expanding a
Mobile Care channel was unchanged
year-over-year. Fewer organizations
indicated the effort as a top priority,
but this was offset by a decline in
the percentage of companies that 0%
indicated an expansion of the channel
was “Not Important.” Conversely,
those in the middle, where the effort 5%
to expand the Mobile Care channel
is considered to be important or
somewhat important, increased. The
net-result is very little change in
brand attitudes toward expansion
of Mobile Care, which is considered
to have some level of importance by
79% of survey participants.

ATop Priority As impertant or Maore

Impormang Than Orher
Expansicon

What reason would most compel your organization to develop
andlor expand the current Mobile Care channal in the future?

i

51%
8% 1%
0%
l l i = n = 5‘

Improve Channed Lower Reacluton  Cuseomer Demand Ingreased Oiher Campetiter Cffers
Functionalicy Coans Affordabilicy
= 2015 =016
Which department is responsible for developing. sustaining
andlor expanding the Mobile Care channel!
%
A5% 15
%
18K
21% 9%
1% 11%
T B B %
1 Gl &an
Cusemer Care Joint Rewponaibility Marketing iT Oither

014 =2015 m2006

What level of importance does your company place
on expanding and/or developing a Mobile Care channel?

M
Eoo
3%
A %

Somewhat importam Mot lmoorant

=015 m2046

Even with the addition of two new
answer options in 2016 (Improve
Channel Functionality and Lower
Resolution Costs), the majority

of this year’s survey participants
still named Customer Demand

as the most compelling reason to
develop and/or expand the Mobile
Care channel. Regarding that
demand, according to results from
the 2016 CXMB Series Consumer
Edition, |6% of consumers named
Mobile Care as their preferred
contact method.

Shared responsibility among
departments continues to be

the most common structure

for departmental responsibility

in developing, sustaining and
expanding the Mobile Care channel.
For the second year in a row,
more companies indicated Joint
Responsibility versus ownership of
any single department. Among all
alternative channels of care, Mobile
Care has the highest rate of joint
ownership at 47%, followed by
Interactive Care at 45% and Social
Media at 21%.
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Mobile Apps continue to draw the
heaviest amount of investment among
Mobile Care solutions, enjoying a
ratio of roughly 4-to-| over the

next nearest solution, Mobile Chat.
While SMS/Text has been widely
touted as the next up-and-comer,
when comparing this year’s survey
participants to last year, increased
investment has failed to materialize.
SMS/Text warrants close monitoring,
especially considering CXMB Series
Consumer Edition results in which
29% of consumers named SMS/Text
as their preferred communication
method via a mobile device.
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In which Mobile Care solution is your company most heavily invested?

_.\4@\6 IY\S\SWY

TR
(231 %
™ 17%
| 4%
i n %
[ | o e

Mabile Appds) Hobile Char SMS Tt Other
B1014 w2015 016

Like the budget forecast and outcome results for both Interactive and Social Media Care channels, 2016 budget
increases for the Mobile Care channel came in under expectations. While 66% of 2015 survey participants
expected an increase in their budgets, only 30% of 2016 survey participants realized such increases. That said,
organizations that saw increases in their 2016 Mobile Care budget outnumbered those that saw a decrease by
6-to-|. Furthermore, nearly half (46%) of all survey participants expect to see increasing budgets for their Mobile

Care programs in 2017.

Mobile Care Budget Forecasts and Outcomes

66%

Increased

® 2016 Forecast
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Hewr many Full-Time Employees (FTEs), both internal and external,

are dedicated to your company’s Mabile Care channal!

In lockstep with the lower program 6%
volumes of this year’s survey %
participants (page 5), this year’s i)
survey participants also field smaller i
programs by FTE count compared e
to last year. This shift in program 8%
size is most noticeable in the
percentage of programs supporting & 2]
26 to 50 FTEs.This is likely due to I =
the reduced revenue mix of this year’s .
survey par‘ticipants. |t 0 I =25 161 50 ¥l or More Dlon't Ko
52015 =016
Has the staffing of your company’s Mobile Care Among the three alternative channels of
channel changed in a significant way over the care (Interactive, Social Media and Mobile),
past twelve months? Mobile experienced the least amount of
significant staffing changes over the past 12
Responded “Yes” to the above survey question: months. Only 13% of companies claimed any
sort of significant change, and 100% of these
. 129
2016: 13% companies indicated the change was the
2015:21% \}ES addition of more FTEs to their Mobile Care
2014: 12% program. Albeit in a small way, this result
supports the ongoing narrative of growth for
the Mobile Care channel.
If yes, in what way has it changed? (Check all that apply)
100% 100%
57%
29%
I 4% | 4%
ok B 0% 0% 0 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% o% ox
are FTEs Fewer FTEs Imscreased increxsed Irereased Imvcreased ‘Wark-Frem-Home
Irrgurcing Decresied CutigurempDesreaind Cnhoreg Desroried Cffithenng Decraaied Cyptigny
Outsourcing Insourcing Oiffshoring Ovaharing
2004 w2015 m2016
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MOBILE CARE

According to this year’s survey participants,

of the three alternative channels of care For Mobile Care solutions that require hurman assiszance,
(Interactive, Social Media and Mobile), how many days per week are agents available?
Mobile Care provides the most daily live- %
assist availability. Here’s how Mobile Care =l
fared against the other channels in terms
of providing availability seven days a week:
Mobile Care: 61% 4% ik
Interactive Care:55% i 1% I I s I I
Social Media Care: 50%
|
7 Days b Dy 5 Dan D't Know
=20014 #2015 w2006
For Mobile Care solutions that require human assistance, Although Mobile Care offers
how many hours per day are agents available: (on average)! more daily coverage than any

other alternative channel,
average hourly availability per
day falls in between Interactive

4% 4%
I
8% and Social Media Care. Below are
% 9% 2% the percentages of companies
200% .
al . that offer an average of eight
[hid or more hours of live agent

I I I coverage each day:

m\ ox Mobile Care: 72%

8 Howrs or Less Bra 16 Hours 1610 24 Hours Round The Clock Dion't Ko

6%

Interactive Care: 78%
=014 =2015 w2016 Social Media Care: 69%

Along with Interactive Care, Mobile
Care also saw the introduction of

a new question aimed at average Fer Mabile Care selutions that require human assismance, on average,

response time for human-assisted ow long does It take for your customers to receive 3 response!
!nteract!ons. These t?'pes ?f . Py -—NCW Q\kes‘“y{\

interactions deal mainly with Mobile

Chat and two-way SMS/Text. 1%

Results show that roughly half (47%)

of organizations respond within one =

hour to such interactions.To see = -

how this performance compares

to consumer expectations, as well -

as the other channels of care,

see the Consumer Comparison % I

section on page 75. LessThan |0 100030 Miewtes 30 MinesTohn |4 Hours 4BHoun  MoreThan®  Dion't Know
Minutes Henir Hesirs
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CONCLUSIONS

Key Findings:
* 38% of survey participants saw an increase in Phone volume in the previous 12 months, while 48%
saw an increase in Email volume over the same time period

* 73% of survey participants indicated an increase in their Online Chat volume, the highest among all
alternative care solutions

* Although “Improve the Customer Experience” was the top priority for companies within each of
the alternative channels,“Expand Capability” was a close second in each channel

* Among alternative care channels, growth was most widespread within Social Media Care, where
72% saw channel growth in the previous |12 months, compared to Interactive Care at 64% and
Mobile Care at 50%

Among channel solutions, the two most notable growth stories are for Email and Online Chat.

With only 38% of companies noting an increase in their Phone volume over the previous 12 months,
it comes as a surprise that 48% of companies indicated an increase in their Email support volume.
It’s interesting to note that at a time when many companies are eagerly working to phase out Email
support, such a large percentage of this year’s survey participants see an increase in Email volume.
Furthermore, consumers have indicated an increase in use of email over the past 12 months, with
31% of consumers naming Email as the Traditional Care solution they used most in the 2016 CXMB
Series Consumer Edition report, compared to 22% in 2015. Fifty percent of consumers would also
have a “Decreased” or “Greatly Decreased” opinion of a brand if that brand eliminated support

of email.

As for Online Chat, 73% of survey participants indicated an increase in solution volumes, compared
to 63% for Self-Help and 50% for FAQ solutions. Among survey participants, Online Chat is offered
by roughly 45% of brands.

For the second year in a row, Social Media claims the title of channel of most widespread growth,
with 72% of survey participants indicating increasing volume within the channel. While not an
expression of total growth, the fact that so many brands see continued growth in the channel is a
good indicator that more and more consumers are coming to embrace the channel.

Critical Questions Brands Should Be Asking Themselves:

Does a continuation or discontinuation of email support align with the preferences of
our customers!? If we are trying to shift email traffic to another channel, does that channel have
similar capabilities to email support?

Are we ensuring we have a high level of capability in our Online Chat solution as volume and
consumer adoption continue to rise?

Are we supporting the right sort of growth in our Social Media channel? Are we creating greater
value for the organization in Social Media through generation of revenue and customer insights?
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MEETING NEEDS AND EXPECTATIONS

Since 2014, both the CXMB Series Corporate and Consumer Editions have contained a pair of questions related
to how well customer care organizations are meeting the needs and expectations of customers.While the delta
between the responses to these questions has closed considerably over the years, a significant gap remains, with
81% of companies feeling they are generally meeting needs and expectations, while only 41% of consumers feel
their needs and expectations are actually being met. These results highlight the fact that businesses should strive
to understand their performance from the point of view of their customers. Understanding actual customer needs
and expectations is a critical, yet often overlooked, component.

Qw?md' e Pe‘rs?eo\’we

Do you feel your customer care organization is generally meeting
the needs and expectations of your customers?

81%

21% 19%
12%

m2014 m2015 m20l6

Consumeyr  Perspeciive

Do you feel that the customer care departments of today’s companies are
generally meeting your customer service needs and expectations?*

Responded “Yes” to the above survey question:

2016:41%

2015:33% \}ES

2014:22%

*Methodology 2016 data: Conducted by Google Consumer Surveys, April 2016 and based on 200 online responses. Sample: National Adult Internet Population.
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DRIVING SATISFACTION

The pair of questions below pursue an understanding of what’s most important to consumers when interacting
with customer care. Companies generally have a pretty good handle on the order of importance, yet tend to
overestimate the importance of “Ease and Convenience” and underestimate the importance of “Knowledgeable
Advisors.” Undoubtedly, brands need to strive for excellence in each of these key areas, but understanding what’s
most important to their specific customers is critical in helping to shape a positive customer experience.

Qw?md' e Pe‘rs?eo\’we

Aside from resolving the issue, what factor do you feel
most drives customer service satisfaction for consumers!?

47%
8%
29% 0%
20% 20%
g 17% 17% 17%
xmll olm

Knowledgeable Gerting a Fast Ease and Friendly/Personalized Consistent Orther
Advisors Response Convenlence Approach Experience Across
Charnels

=2014 =2015 =2016

Consumeyr  Perspeciive

Which characteristic of an interaction with a brand’s customer care
department is most important to youl®

36%
4%
21%
20% 19% 20% 19%
17%
II -

Knowledgeable Gerting a Fast Ease and Friendty/ Consistent
Advisors Response Convenience Personalized Experience
Approach Across Channels
ml0I5 m2016

*Methodology 2016 data: Conducted by Google Consumer Surveys, April 2016 and based on 21| online responses. Sample: National Adult Internet Population.
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FIRST CONTACT RESOLUTION

Perceived experience with first contact resolution (FCR) continues to be an area of dramatic difference between
corporate and consumer perceptions. In 2016, 80% of brands indicated they provided a first-contact resolution
“Always” or “Often.” At the same time, only 46% of consumers felt their issues were “Always” or “Often” resolved
during the first instance of contacting a company. Brands should be aware of how they measure FCR, and ensure
they are doing so from the point of view of their customers. In other words, just because an issue does not
require additional follow-up, or a case is closed, that doesn’t necessarily mean the issue was resolved in the eyes
of the customer.

Qw?md' e Pe‘rs?eo\’we

How often does your organization resolve an issue during the first instance of
connecting with the customer!

o R

Often

172 5%
7%
5% 5%
3%
e l . . mm o 0%
Always Half of the Time Rarely Mever
2015 m2016

Consumeyr  Perspeciive

How often are your customer care issues resolved during the first instance of
contacting a company's customer care department’™®

3% 3%
3%
9%
7%
2% M5

- 6%
1

13% 13%

1% 12%
%
i I
Abways Ofren About Half Rarely MNewver
of the Time

m2014 m2015 =m2016

*Methodology 2016 data: Conducted by Google Consumer Surveys, April 2016 and based on 436 online responses. Sample: National Adult Internet Population.
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FCR PERFORMANCE BY CHANNEL

In dissecting first contact resolution (FCR) by channel of care, it becomes apparent that there is a relationship
between where brands are measuring FCR, and what sort of FCR experience customers have. In Traditional

Care, for instance, in which FCR is measured by 83% of companies, 61% of consumers indicated receiving an

FCR “Always” or “Often.” At the other end of the spectrum is Mobile Care, where FCR is measured by only 8%
of companies, and only 30% of consumers indicated they receive a FCR “Always” or “Often.” Furthermore, this
relationship is reflected in companies’ own estimation of FCR performance by channel; the more often a channel’s
FCR is measured, the better that channel performs.

C/W?OW\TC PCYS?COTNC

For each channel. please ot
Ir which chanrel(s) do yau measure First Contact Resolution! your approximate race of FCR.
{Check all that apply) T
R
s 1Y
Lal]
AT
i)
LEEY
6% 1 e
==
Tradbtionsd Care bnturattivm Carsi Hobids Cire Seoc ol Mt Cirn Tradaiomi Curw maracties Cary Socml Heda Carn Mobie Carm
L] ]

Consimey Pe\rs?eoTNe

How often are your customer service issues resolved during the first instance
of contacting a company's customer care department!
{By Channel Most Lised in the Previous |2 months)®

44%
33% 3%
2% 1?‘951“ 29%
8% 20%
9‘36 9% H%ux I 9% 9%
l ZoH

About Half Mever
of the Time

® Traditional Care (Phone, Email, In-Person, etc.) 8 Interactive Care (Online Chat, Self-Help, etc.)
® Social Media Care (Twitter, Forums, etc.) ® Mobile Care (SM5, App, Mobile Char, etc.)

*Methodology 2016 data: Conducted by Google Consumer Surveys, April 2016 and based on 214 online responses. Sample: National Adult Internet Population.
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DIVERTING ASSISTANCE TO SELF-HELP

Since 2013, the percentage of companies that have been diverting traffic away from Traditional Care and into
autonomous (self-help) options has consistently ranged between 53% and 63%. At the same time, consumers have
been adamant in their preference for interacting with live agents versus automated/self-help systems. Depending
on how the question is posed, consumer preference for live interaction versus interacting with an automated/
self-help system ranges from 58% to 86%. Change is inevitable, but brands need to closely monitor how their
customers respond to this shift, and always ensure that new avenues of engagement provide an easy and efficient
path to resolution.

Cavperate Perspective

Do you feel your company is beginning to divert focus away from traditional
avenues of assistance into autonomous (self-help) options?

Responded “Yes” to the above survey question:

2016:60%

2015:63% \{ES

2014:55%
2013:53%

Censimey ?e\rs?eoTNe

In the event of a (simple/complex/routine) customer care issue,
which would you rather interact with (assuming both
are equally capable of resolving the issue)?

Response Version | Response Version 2
65% 6T%
58%
42%
5% 33%

A Person An empowered An effective
Aummn:ed and friendly and simple

System human agent self-help

system

® “Simple” Interaction™ ® “Complex™ Interactiont ® “Routine” Interaction™

*Methodology 2016 data: Conducted by Google Consumer Surveys, April 2016 and based on 215/217 online responses. Sample: National Adult Internet Population.
1tMethodology 2016 data: Conducted by Google Consumer Surveys, April 2016 and based on 214/220 online responses. Sample: National Adult Internet Population.
**Methodology 2016 data: Conducted by Google Consumer Surveys,April 2016 and based on 212/213 online responses. Sample: National Adult Internet Population.
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ACTIVE CHANNEL SHIFT

Although the Corporate and Consumer Edition results below are not exclusively paired, they do highlight a specific
and emerging dynamic within the industry. The majority of brands are now actively trying to shift engagement
traffic from one channel to another. At the same time, roughly two-thirds of consumers indicated they have taken

a multichannel approach to resolving a single customer care issue. As indicated by the data, an issue arises when
consumers are being forced into the multichannel approach. When they are, both satisfaction rates (below) and
resolution rates suffer. Consumers will always value choice, so brands need to ensure their active channel shift
activities do not result in forcing their customers to take a multichannel approach.

C)W‘)OY’\TC PCYS?C(/“’NC Fram where to where? (Select all that apply)

Is your organization actively
trying to shift engagement traffic
from one channel to another?

7%
4%
Responded “Yes” to
; %
the above survey question: 7%
£, 2016:61% e
o 17%

N 2015:47% !I " =, B .z

_ B o ' o% = Il

B .
From Traditiooal Cire  From Lt Addbtree  Brom Traditesal Cire From itemctive Core From Trditiesal Core Awviry Fross Emsl Fross Fhors o Emal
= Interacthve Care i Aadsmided #a- Mokily Care {Chad) 8o Socnl Medis £ Focial Moda Carn
Aasittas Corn
=2015 =m2016

W'hy did the process mke you scrass multiph: channels??

i
5% 1%
[rad
6%
l 'n
Forced by the Conromer  Chosen to Expedite Reschmon  Chossn Out of Convensnce Forced by the Complexity

Service Process of the lsue
B2015 =006

Consumeyr Perspeciive

Percentage of consumers who used multiple
channels (like phone, email and social media)
to resolve a single customer care issue?*

2016:67%
2015:67%

Perceqtage of Consumers Whe Indicated They Were Satisfied
with the Mulicha el Exporience™

Lied
B BIR e
b sun
-H“ I il
Cheesn fo Expedis Rssolution  Thoass Out of Commnistcs  Foroed by the Compleaiy of Forced by the Ceatomer
th s Forvice Frocen

Q0I5 =300E

*Methodology 2016 data: Conducted by Google Consumer Surveys, April 2016 and based on 465 online responses. Sample: National Adult Internet Population.
TMethodology 2016 data: Conducted by Google Consumer Surveys, April 2016 and based on 301 online responses. Sample: National Adult Internet Population.
**Methodology 2016 data: Conducted by Google Consumer Surveys, April 2016 and based on 140 online responses. Sample: National Adult Internet Population.
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RESPONSE EXPECTATIONS

By responding within one hour on social media, brands can meet the response expectations of at least 77% of
consumers. In the 2016 CXMB Series Corporate results, only 36% of corporate survey participants indicated they
were performing at such a level. For Mobile Care, consumer expectations were much higher. For this channel, a
response within 30 minutes would meet the expectations of at least 53% of consumers.According to 2016 CXMB
Series results, only 29% of brands were hitting this mark. Although response time is just a single component of
creating a great customer experience, brands should seek to understand the expectations of their customers, and
develop strategies to meet or exceed those expectations.

Corpevate Perspective

Fa Mobsls Civw o thil Fijurs Pufmis bR, o Beerig,
On average, how long does ie el for your erganization Icres g o it ek o youer Cumtoner) 00 FRCEVE & PERponE]
b Feipond to 4 Contumer on jodial medial

s
W *‘1 ¥R
%
%
mB e ]
i (1871
T, 113 n ix
l . i F i B I l
KLl
n

Lan Than oo b 1 a4 gy om By B 34 ey HFgrw Than 4 Flasry Dot 1 Wi Lown Thomm 16 1 0w 3 s 30 Piomaman T s LELL T 44 Fiwary Flors Thas 0 Dron't Knaw
Feman Hawr Hawrn

E

B34 WS =

Censimey ?e\rs?eoTNe

Whan interacting with a brand andor it comtomer cire department
@n secis media, how quickly do you expect 3 respomel™
Whan imeracting with 8 brand’s cuscomer cere departest
wia 8 Mabile Care sokaion requiring & hurman reipasie.
how quickly d3 you axpect that reiponse |

FEEY
I
n
l I il o T i
"
m

Wi 0 Mlasin Wtk | Howr Winhin 4 oo Winban B Haowrn ¥ehin 14 Houn ﬁq-’\- ) Wik | Mo Wik § Flowr S Oy
hn.-u

X4 8305 w00

*Methodology 2016 data: Conducted by Google Consumer Surveys, April 2016 and based on 214 online responses. Sample: National Adult Internet Population.
TMethodology 2016 data: Conducted by Google Consumer Surveys, April 2016 and based on 207 online responses. Sample: National Adult Internet Population.
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EMAIL UTILIZATION

Email has been a bone of contention over the past several years.While some companies have been working to
phase out email support, others have seen an expansion in volume.There may not be any single right answer
regarding email, but what is apparent is the channel is still relevant to some consumers. In 2016, not only was there
strong year-over-year growth in the percentage of consumers who use email more than any other Traditional

Care solution, but half of consumers said they’d have a “Decreased” or “Greatly Decreased” opinion of a brand

if that brand eliminated email support. Clearly, brands should take a close look at their customer’s opinions and
preferences for email before making the move to nix support.

Qw?o‘m’fe ‘?CYS?COTNC

How has traffic volume changed for each of the following
Traditional Care solutions over the prev'mus |2 months!

28%
10% 10%
« HEER N

Email In-Person

45%

®increased ®Decreased ®Same ®Don't Know

Consumeyr  Perspeciive

Within the patt 11 month, whith Tradaticml customsr care solution have you M a brand completely elminaced their emal customar care Jupport,
used the moat 1o conrsct with 3 brand's custome  care department?™ here weould your opinion of the brand changef!
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*Methodology 2016 data: Conducted by Google Consumer Surveys, April 2016 and based on 272 online responses. Sample: National Adult Internet Population.
TMethodology 2016 data: Conducted by Google Consumer Surveys, April 2016 and based on 240 online responses. Sample: National Adult Internet Population.
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CONCLUSIONS

Key Findings:
* 81% of brands feel they are generally meeting the needs and expectations of their customers, while
only 41% of consumers feel their needs and expectations are generally being met

* 80% of brands feel they resolve issues “Always” or “Often” during the first instance of connecting
with a customer, while only 46% of consumers feel the same

* 60% of corporate survey participants indicated they were diverting away from traditional avenues
of assistance into autonomous and self-help options. At the same time, consumers continue to
overwhelmingly prefer live interactions over automated systems

* A strong correlation exists between forcing customers into a multichannel approach and lower
CSAT and resolution rates, yet 6% of survey participants reported they were actively trying to
shift traffic from one channel to another

As seen in previous years, a significant delta continues to exist between corporate and consumer
perceptions regarding both meeting the needs and expectations and first-contact resolution rates.
Granted, consumer perception may be skewed as people tend to remember hassles and negative
experiences versus smooth and positive transactions. Still, brands need to be vigilant about truly
understanding the customer experience they provide, and doing so from the customer’s point

of view. And many companies are pursuing these insights, with 81% of survey participants either
completing a customer journey mapping project within the past 12 months, or planning to do so
soon.

For the second year in a row, CXMB Series Consumer Edition data is clear and decisive on the
consumer’s preference for live interactions over automated/self-help tools. This preference for live
agent assistance does not just apply to phone. It also encompasses alternative channel solutions like
online chat, video chat, social media, two-way SMS/text and mobile chat. While companies are eager
to invest and expand these alternative channels, they need to be careful if they are actively diverting
traffic away from traditional avenues and forcing customers to shift channels. One of the primary
reasons for this is the strong correlation between forced channel changes and a negative impact on
CSAT and resolution rates.

Critical Questions Brands Should Be Asking Themselves:

Are we truly meeting the needs and expectations of our customers, or are we simply meeting the
requirements of our own process!?

Are we measuring FCR in all channels? If so, how does performance measure up from channel
to channel?

In our pursuit of shifting engagement traffic from one channel to another, are we still providing our
customers with channel choice, and are we ensuring our channels are equally capable?
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QUALITY PROGRAM IMPROVEMENTS —
CHOICE HOTELS

(: CHOICE

Hui Wu-Curtis, Senior Director — Customer Care Strategy

At Choice Hotels, we realize the contact center is a key component of the customer’s experience
with our brand.This involves both how our agents interact with customers, and also ensuring that
we, as a company, are focused on what truly impacts the customer experience. So we turned to
our quality program to see what changes we could make to drive improvements in the customer
experience, and in the business.

We had come to realize that the way our agents were interacting with our customers could be
impacting the customer experience in undesirable ways. So in late 2015, Choice Hotels looked at
how we could break our front line agents from sounding so transactional, and instead, become more
personable in our reservation contact centers. We soon discovered that we were the cause of this
robotic type of behavior with our scripting, call flows and what we had inadvertently focused on
through our quality assurance program. Our processes and scorecards had driven agents to be more
concerned with their quality score and hitting all of the call requirements, versus ensuring they were
not only addressing the customer’s needs, but doing so in a manner that was more personable.

In the early part of 2016, the first change we made was to redesign the quality form used for
monitoring and coaching agents.The team designed a more competency-based form with elements
that drove relationship building and was customer-focused, while minimizing compliance. No score
was assigned; instead, the form was used purely for coaching.

The second change we made was related to business-level monitoring. The quality team dedicated
to monitoring for business-level issues became less focused on calibration and more focused on
driving overall results. We focused on our reservation contact centers first. Our quality assurance
analysts began evaluating reservations calls with the goal of identifying opportunities where we could
increase sales conversion and improve on other business metrics. Shifting focus to these critical
areas, the team identified issues impacting performance that were not agent-related issues, such as
sales training curriculum, our incentive structure and how we approached coaching.

Surprising Results

For most of 2016, our quality analysts partnered very closely with the lines of business leaders

to drive business results. The quality assurance team was focused on figuring out why conversion
was lower in our busiest season, why our agents struggled with sounding more personable and

why many were not converting reservation calls or falling short of other performance metrics. At
the end of 2016, our quality assurance team, in conjunction with our manager of reservation sales,
increased conversion by 140-bps over 2015, which was the highest conversion percentage in the

last three years. This was in spite of the fact that 2016 was projected to be either stable, or possibly
even decrease in reservation bookings for the hospitality industry. The reservation sales team also
doubled the enrollment percentage for new Choice Privileges members, while increasing the partner
transfer program by over 400-bps from 2015.
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QUALITY PROGRAM IMPROVEMENTS —
CHOICE HOTELS

ReLHIOIE

Not only did we improve our quality program, but we transformed its functionality in our
organization to be a partner and true business driver. The role of many quality assurance programs
in contact centers have not changed much in the last 30+ years, despite the evolution of technology,
consumer behavior and market conditions. The transformation of our quality assurance team has
proven to be an effective approach to evolving our internal operations, truly driving business results
for the rest of the enterprise. The results from the changes in our quality assurance program
encourages us to continue to challenge what we believe to be tried-and-true structures within
contact centers, and to use this approach not only in reservation sales, but in customer care as well.
We continue to push the envelope in all parts of the contact center, continuously looking for other
ways we can continue to be a strategic business partner to the rest of the enterprise.

Hui Wu-Curtis

As the Sr. Director — Customer Care Strategy for Choice Hotels, Hui is responsible for global delivery of
reservations, member services, property support, and reputation management/social media. She has over |5
years of experience leading contact center operations for hospitality, utilities, healthcare, telecommunications
and financial companies. She has extensive experience in both tactical and strategic management of

large, global contact centers being well versed in technology, personnel management, project management,
budgeting and process improvement. Hui holds a Bachelor’s degree in Communications from San Diego State
University, an MBA from Western International University and currently working on her dissertation on social
media and customer satisfaction at Grand Canyon University. She is also a half-marathon survivor.
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FROM COACH TO FIRST CLASS:
THE EVOLUTION OF QUALITY ASSURANCE AT MICHAEL KORS

MICHAEL KORS

Ebrahim Hyder, Vice President of Consumer Support (North America)

Today’s educated consumers are connected, savvy bargain hunters with a short attention span
and a low tolerance for poor customer service. Innovation allows them to research, find and buy
products from the comfort of their couch with very little to no human intervention. With brand
loyalty becoming a waning concept, retailers need to do more to ensure customers are attracted
to, and stay true to, their brand and product offerings. Employees at brick and mortar stores play
an integral role in ensuring the brand experience is true and consistent. But what happens when
the consumer reaches out to the call center — how do we ensure that there’s a consistent brand
experience across all channels?

The mantra at the Michael Kors call center is that we are “A seamless extension of the retail store
experience.” To ensure our customers receive the same elevated service they get at our stores
when contacting our call center, our Style Consultants (CSR’s) are provided with extensive brand
and product knowledge training with a strong focus on using specific brand appropriate phrases,
vernacular and keywords.

To validate that the Call Center was delivering on our service promise, we established a Quality
Assurance (QA) program to provide valuable insight into Style Consultants’ performance and help
the business identify opportunities for improvement. The goal was to develop a program that would
allow us to track, measure, analyze and improve on our service delivery. This approach, combined
with results from our After Call Survey (ACS), provided us with a holistic 360 degree view of the
customer experience.

Sadly, our initial attempt at creating a monitoring program was too ambitious and all-encompassing,
turning out some unexpected results. Originally, our monitoring form contained the standard
components: Introduction, Verification, Communication Skills, Call Handling, Process & Knowledge,
Resolution, Sales (optional) and Closing. After establishing the basic building blocks for a good call,
we made sure to incorporate very specific brand elements from our Michael Kors Jet Set training.
This allowed the Style Consultants to introduce Michael Kors (the man) into the conversation to
help close a sale, provide additional insight into product and to assist customers with accessorizing
an outfit. We encouraged the use of phrases like “Did you know that Michael suggests ...” and
“When Michael designed this bag, his inspiration came from ...” It was important to measure

every aspect of the call in order to properly identify our strengths, weaknesses and opportunities.
Unfortunately, this all-encompassing approach also left us with an extensive 27-line QA monitoring
form which resulted in very long call evaluations and calibrations. In the end, our QA team was
unable to meet our monthly goal of 12 audits per Style Consultant. And because they were spending
most of their time monitoring and scoring calls, it left very little time to coach, identify and analyze
trends, and provide useful feedback necessary to drive improvements.
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So our next attempt at improving our QA program was to reduce the time spent evaluating calls

by eliminating trivial or non-critical elements, and combining areas of commonality into a single
category. We also decided to reduce the monthly goal for audits per Style Consultant. These
tweaks to the program had immediate positive results. By virtue of reducing the time to complete
an evaluation, we were able to increase the number of monitoring events. We also started
identifying trends which allowed us to step back, evaluate and make incremental changes to improve
the customer experience. Trends we identified were that Style Consultants displayed low energy,
lack of enthusiasm and an unwillingness to assist. They also were not asking any lifestyle questions
or making an effort to close a sale. Through collaborative coaching, gap training and a department-
wide focus on the importance of QA scoring, the Call Center’s QA scores steadily increased by 9%
over a period of three quarters. This increase in scores also contributed to an improvement in Style
Consultant morale.

However, even with a steady increase in QA scores, the results we got from our After Call Survey
painted a different picture which just did not align with the QA results we were seeing. During
weekly calibration sessions, some of these disparities came to light. What we heard (or didn’t
hear) during calibration sessions were that the Style Consultants did not engage in genuine and
natural conversations with the customer. They were not taking advantage of the leeway we gave
for them to insert their own style and personality into these calls. We sell a great product and help
customers achieve an aspirational lifestyle, yet our telephone interactions sounds very scripted

and rote. We didn’t hear the genuine and natural interaction that customers experience in our
stores. The energy that our brand is known for was simply not evident in the phone conversations.
The QA scores didn’t reflect these missing elements because the Style Consultants were doing
just enough to get a passing score. They were basically checking off a mental to-do list and going
through the motions in order to get a passing score. The end result was a transactional sounding
conversation that met the customer’s basic needs but failed to create a memorable and branded
experience. We knew that we had a problem that needed fixing.

The answer to our dilemma presented itself almost 2000 miles from our base of operations.

At the CRS Summit in Austin this last September we attended one of the Customer Shop Talk
break-out sessions.The session, presented by COPC Inc., was titled, “5 Best Practices to Ensure

Your Quality Program is Aligned with the Customer Experience.” The content of the presentation was
apropos and mirrored the challenges we were experiencing in our Call Center environment: |)
High QA scores but low CSAT results, and 2) Spending time and money on tools and coaching,
but not seeing meaningful improvements in the customer experience. A key take-away from the
session was that we should really be focusing on the critical aspects of the customer experience.
We learned that customers tend to place a high value on reaching someone that truly cares about
them, is knowledgeable, shows a desire to help and is empowered to resolve their issue or concern.
Customers care less about being put on hold or that the Style Consultant’s greeting and salutation
includes their first name and a brand mention. This was a truly a eureka moment and provided the
impetus we needed to attempt another revamp of our QA program.
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Armed with a new vision and energized by what we learned at CRS Austin, we completely (again)
overhauled our approach to QA and the supporting monitoring form. This time around we divided
our key scoring elements into three categories: CUSTOMER CRITICAL, BUSINESS CRITICAL and
COMPLIANCE. To allow Style Consultants the freedom to inject their own personality into the
conversation and make the call memorable, we also included a 4th category called WOW ME. This
is a subjective category that allowed the QA team to add bonus points when evaluating a call based
on whether the Style Consultant provided exceptional service and helped turn a customer into a
loyal fan or KORS ADDICT.

What once was a QA form with 27 scoring elements was now just |5 critical evaluation
components. We placed a lot of emphasis on creating a memorable and branded customer
experience. By incorporating a WOW ME category, the Style Consultant has the liberty to
introduce a little bit of their own personality into the call (and be rewarded for it), making it
even more genuine and memorable.

This new approach to monitoring was recently introduced into our Call Center. We will be
closely tracking the QA and ACS results to see if there’s been an in-tandem lift in Style Consultant
performance and CSAT results. At Michael Kors we’ve raised the bar and now require much more
from our Style Consultants than just ticking the boxes on a QA scorecard in order to achieve an
acceptable score. Our goal of providing exceptional customer experiences has never changed.
However, by being flexible and open to new ideas, our approach to measuring, monitoring and
achieving that goal has evolved over the years.

Ebrahim Hyder

Ebrahim Hyder is the Vice president of Consumer Support for Michael Kors. Ebrahim’s purview extends to
delivering exceptional customer service experiences and sales support for luxury consumer products across
retail, wholesale and e-commerce channels. He is responsible for building a process driven contact center
organization by establishing standards for operational excellence, achieving service and sales performance
results and delivering a multi-channel integrated customer experience. Ebrahim leads a high performing
contact center team that services customers in English and French Canadian in both on-shore and near-
shore locations. He has worked in various industries including mail order, technology, telephony and, most
recently, travel and leisure industry. Ebrahim’s career spbans more than 20 years in leadership roles across
the USA, Europe and South Africa. Ebrahim is a highly accomplished visionary with local and international
experience in contact centers, customer service, strategic planning and change management in both start-up
and growth organizations. He is a decisive, results-oriented leader with proven success working in dynamic
multi-national and multi-cultural environments.
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ABOUT THE STUDY’S METHODOLOGY

The 2016 Corporate Edition of the Customer Experience Management Benchmark Series was
developed using the results of a custom online survey. Consisting of 129 questions, the survey was
privately and exclusively solicited by email invitation. These invites targeted individuals responsible
for managing the customer experience and customer care programs of large B2C and B2C/B2B
organizations in the U.S. and Canada, with the majority of survey participants holding the title of Vice
President or higher. Survey answers were gathered from September |9 through November 4,2016.
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ABOUT THE STUDY’S AUTHORS

Execs In Tl.:le Know

For over |5 years, Execs In The Know has built a reputation of excellence in the Customer
Management Industry and a worldwide community of over 50,000 Customer Experience
Professionals. Execs In The Know connects people to engaging industry content, thought
leadership, current trends, peer-to-peer collaboration, networking and industry employment
opportunities. Examples of this can be seen at their Customer Response Summit events,
roadshows, webinars, workshops, Blog Talk Radio segments, Industry Benchmarking Series, blogs,
thought papers and social communities.

To learn more about Execs In The Know, visit www.ExecsinTheKnow.com.
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COPC Inc.is an innovative global leader that empowers organizations to manage complex
customer journeys.The company created the COPC Customer Experience (CX) Standard

and provides consulting, training and certification for operations that support the customer
experience. Founded in 1996, COPC Inc. began by helping call centers improve their
performance. Today, the company works with leading brands worldwide to optimize key customer
touchpoints and deliver a seamless experience across channels. COPC Inc. is privately held with
headquarters in Winter Park, Florida, U.S. and has operations in Europe, Middle East, Africa, Asia
Pacific, Latin America, India and Japan.

To learn more, visit www.copc.com.
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Getting Previous Editions of

THE CUSTOMER EXPERIENCE
MANAGEMENT BENCHMARK SERIES

Looking for previous editions of the
Customer Experience Management Benchmark Series?

Visit execsintheknow.com/resources/cxmb-series/ to view
Executive Summaries from previous reports and learn how you
can acquire back editions of this valuable resource.
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