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CUSTOMER
EXPERIENCE
MATTERS

Without customers there
would be no business!

Customer experiences
affect customer behaviour
and customer behaviour
determines business
success.

"If we are not
customer driven, our
cars won'’t be
either”

Donald Peterson;
ord Motor Compa

“Guest satisfaction
drives revenue per
available room and
better returns for
our owners”

Richard Solomons;
IHG

“It only takes one
bad experience to
destroy millions of

dollars of advertising’
Bob Ayling;
British Airways

rward '
he Future of Research

GAME CHANGERS M



rwig
... AND BRAND & 4
EXPERIENCE
HAVE GROWN
CLOSER TOGETHER

... Especially in the service
industries
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EXPERIENCE
IS THE NEW BRAND
IMAGE

Other people’s experiences
influence everyone

Good and bad experiences
impact non-customers as
well as customers

Getting the customer
experience right is even
more important now
than ever before
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|
THE BRAND <
DELIVERY

GAP

If people believe that you are
not delivering on your
promises, any further
marketing spend on
advertising and
communicating them will be
wasted until the experience
has been fixed.”

If you are delivering
experiences that live up to
your brand promise, there is
an argument to prioritise
brand & communications
before investing any more in
improving the experience.”
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... customer experience
& brand image are
more inter-related...

TODAY eceo0c0e0@o0 o

... aligning brand
promises and delivered
experiences is more
important...
|
... aligning our
measurement
programmes is more
important

eeeecepTHAN EVER
BEFORE
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Lets look at some evidence

10,000 interviews in USA
7 sectors

Focus on Critical Incidents

Auto Banking Te

© 2015 Ipsos. GAME CHANGERS M



1. CX REALLY MATTERS! Ipsos

esh
rward '
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Personal experience
Friends and family

Social Media

...of respondents
state that personal
experience has a lot of

Experts online

Communication from the company online influence on how they

Communication from the company in make decisions about
traditional media which brands they choose

Experts in traditional media to do business with

Opinion leaders in traditional media

Opinion leaders online

What of the following has influence on how you make decision on brands/ services you used...?

2015 Ipsos. GAME CHANGERS M
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2. AND IT IS FULL OF CRITICAL INCIDENTS! k Ipsos
rward
he Future of R‘

0% 10% 20% 30% 40% 50% 60% 70%

Cable TV call center
Telecoms call center
Cable TV email/chat
Telecoms email/chat

Telecoms store

Insurance call center m A few bad things
Utilities call center B A major complaint
Took a flight

Bank call center
Auto - service
Auto - buying car
Hotel stay

Bank branch

Thinking of your recent interaction with did you experience any of the following...?

10 2015 Ipsos. GAME CHANGERS M



3. CRITICAL INCIDENTS MAKE OR BREAK LOYALTY Ipsos
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’ Behavioural outcomes following a hegative experience

Told friends and family about it

Complained (net)

Stopped using / started to use
them less

Shared my experience on social
media

Did nothing about it

11 2015 Ipsos.

52%

50%

24%

12%

24%

I
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4. COMPLAINTS RESOLUTION NEEDS AN UPGRADE

12

In more than 1 in 3 cases companies are not even aware
of a customer complaint or negative critical incident

And when aware...

The company

Only 16/

Qcof

did not do
] of customers
anything cases say
they have
the ST been kept
did not even informed of
ases apologise the situation

About 50% of customers who experienced a negative critical incident

are dissatisfied with how the issue was resolved

2015 Ipsos.
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5. CUSTOMERS WORK HARDER THAN COMPANIES! Ipsos

In just under 60% of cases customers feel they are putting MORE effort than
companies into resolving an issue

M Customer Effort HIGHER than Company Effort
Company Effort = Customer Effort

B Company Effort HIGHER than Customer Effort

Effort is asked on a 5-pt scale where
1is “Very Low Effort and 5 is “Very High Effort”. High effort is top 2 box and low/little effort is bottom 2 box

13 2015 Ipsos. GAME CHANGERS &



5. WHEN CUSTOMER EFFORT > COMPANY EFFORT... Ipsos
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... Customers are far more likely to bad mouth or churn

0,
Told friends and family about it I 7>

29%
: 67%
complained ety T
p (net) 36%

Stopped using / started to use them || NN 36% B Customer Effort HIGHER than

less 9% Company Effort
_ _ . _ 19% Customer Effort LOWER than

Shared my experience on social media 6% Company Effort

o,
Did nothing about it - 9%
47%

Effort is asked on a 5-pt scale where
1is “Very Low Effort and 5 is “Very High Effort”. High effort is top 2 box and low/little effort is bottom 2 box

© 2015 Ipsos. GAME CHANG ERS E



Tracking customer critical incidents and intervene properly

Maximise your ROI

Smarter Closec
Loop Feedback

Test and learn

@ Design Smart
w

Interventions

Identify and track critical
incidents

© 2015 Ipsos.
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The Survey Engine for Tracking Critical Incidents

EFIVI
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ENTERPRISE

100’s or 1000’s of daily
users at all organizational
levels

16 2015 Ipsos.

FEEDBACK

Takes various forms:
Structured, unstructured, passive,
active, internal, external.

Multiple layers that add up to
much more than survey data

MANAGEMENT

Real time, closed loop
action oriented, results
focused

GAME CHANGERS M



Core value of EFM is Census data, Real Time, and Close Loop 'P;°S
€S

Feedback rward‘

DISSATISFIED
SATISFIED
ALERT COLLECT
INFORMATION
FROM TEAM

CUSTOMER —_—

FEEDBACK .

71T\

SHARE BEST
PRACTICE

©%— il — %

LEVERAGE RECORD CONTACT

LEARNING RESOLUTION CUSTOMER
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Hot Alert and Closed Loop Feedback
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DISSATISFIED

SATISFIED ALERT COLLECT
INFORMATION
\_ FROM TEAM
CUSTOMER —
FEEDBACK
i
7T\
SHARE BEST
PRACTICE
(0173 o il "-‘uo
LEVERAGE RECORD CCL?S'.':.B‘:IC;R
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Real-time Dashboards & Online Results

Account and
Employee
Performance

% quest
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All Supported by a Mobile First Philosophy

20
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Notification View Determine Respond Close the loop
Of Issue Feedback Action Appropriately
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Integration with existing Client Infrastructure

-

Feedback [ Collection Action

@,.
..

L ’ii“ Insights

Market
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The system also allows for the inclusion of Non-Survey data to
provide holistic picture of customer experiences.

Social Media

I Geo-
ocation

'fnu Face to Face

e »f
| —
Internal — Web

Data \ J—

One Platform @
Variety .

Velocity
Volume

Value @

CRM Databases

22 © 2015 Ipsos.
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For more detail, please contact:

alex.chan@ipsos.com
pongpetch.ninjindamas@ipsos.com
nawajit.thanaboon@lpsos.com




