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WHAT CREATES POOR INTERACTIONS?
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SERVICE ISSUES DELAYS COST & TECHNOLOGY
Poor attitude Waiting time TRANSPARENCY FAILURE
Lack of empathy Claim delays Unexpected charges Network outages
Difficult to contact Flight delays High fees App issues
support Perceived unfairness System downtime

Negative memories are most often created when brands fail during
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DIFFERENTIATOR

A Consistent
Treattheir o hichannel service  Responsibility
employees towards

well My experience people/planet
matches promise

Employees Communications a :
friendly / clear / transparent ?te' °"  Omnichannel
knowledge oo availability

able Fair Treatment il

Products /
services
good quality
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BEST AND WORST PERFORMING SE

Sector % Emotional attachment to brands

Automotives

Airlines

Mator Insurers

Banks

Mobile Network
providers

Retailers

Insurers
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SECTOR-SPECIFIC
EXPERIENCES el DRIVER

Banking Helpful staff & problem solving

People dominate positive )
experiences across most sectors E Mobile Rewards & network service

otor Insurance Fast claims support
Caring agents
Attentive staff
o—5> Automotive Product reliability

f[j Retailer Staff assistance
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SECTOR-SPECIFIC
WATCHOUTS S e —

: : sl " Banking App/system issues
While people dominate positive . RS

experiences across all sectors, the \ﬂ Mobile Signal quality & billing
source of dissatisfaction differs

N |,:|1 Motor Insurance Delays in service
significantly by sector.

Insurance Processing delays
~ Airlines Flight delays

Automotive Maintenance costs

HH Retailer Stockavailability
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Al DELEGATION IS WIDELY
ADOPTED IN THAILAND.
HOWEVER...

10% B24%

of Thais will let Al act of Thais will not use
as a default any part of Al at all
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A DEMAND FOR AI-DRIVEN BANKING SECURITY,
PRIORITISING REAL-TIME FRAUD INTERVENTION AND
SCAMDETECTION.

ould be used in banking and financial st es. For each one, pleas e how ch you would WANT this feature

" (46% really want)
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CX NEEDS TO START WITH PEOPLE

Put human needs at the Use technology to
heart of CX design support, not replace,
¥ The Forces of CX rB,ﬂthﬂShlps
¥ Authentic and thoughtful
gestures create a sense of

Al and automation are only tools,

and they matter only to the
Belonging and Status degree that they help a brand

¥ Redefine service recovery as deliver better emotional

emotional restoration outcomes, more consistently,

across more experiences.
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Effective Meaningful Genuine
Omnichannel experiences Personalisation Empathy and Trust
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ABOUT IPSOS

Ipsos is one of the largest market research and polling companies globally, operating
in 90 markets and employing nearly 20,000 people.

Our passionately curious research professionals, analysts and scientists have built
unique multi-specialist capabilities that provide true understanding and powerful insights
into the actions, opinions and motivations of citizens, consumers, patients, customers or
employees. Our 75 business solutions are based on primary data from our surveys,
social media monitoring, and qualitative or observational techniques.

“Game Changers” — our tagline — summarizes our ambition to help our 5,000 clients
navigate with confidence our rapidly changing world.

Founded in France in 1975, Ipsos has been listed on the Euronext Paris since July 1,
1999. The company is part of the SBF 120, Mid-60 indices, and is eligible for the Deferred
Settlement Service (SRD).

ISIN code FR0000073298, Reuters ISOS.PA, Bloomberg IPS:FP

www.ipsos.com / http://www.ipsos.com/en-th

35 rue du Val de Marne
75 628 Paris, Cedex 13 France
Tel. +33 1 41 98 90 00

19t Floor, Empire Tower, 1 S. Sathorn Road,
Yannawa, Sathorn, Bangkok, 10120, Thailand

PR Contact: Sirada.Kulphaisal@ipsos.com | +66(0)84 249 5979
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