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Executive Summary
Study Goal and Objectives

The Interactive Intelligence CustonteerviceExperience Study (Wave Il) was designed to antvesetwo
guestions

z

G2 KIG R2 Odzali2YSNBE 61 yi ardy I INBFG aSNBAOS SELISNA
G2 KFEd R2 Odzaidi2YSNB |yR O2 YoehlingKS& BHNFEHG FAEX(I & KSNILS

TheWave lIstudy was conducted between March and May of 2014. This study is a{otideva similar
study (Wave ) conducted in 2012ind sponsored by Interactive Intelligen&pecific study objectives in 2014

were to:
A Resurvey consumers about their customer service and technology expectations and preferences.

A Resurvey IT professionalad customer care leadets & LIN2 T S abdut tRejff tubtdmenservice and
technology expectations and preferences.

A Identify keydifferences between consumer and professional expectations and preferences.

A Pinpoint and aalyze key differences in survey results from 2013 to 2014.
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Study Methodology

A Interactive Intelligence and Actionable Research created separate surveys fanthenerand
professional(lT professionaland customer care leadegrpopulations.Each population was given a
aAy3tS adzNBSe GGKFG AyOf dzZRSR a0Odzad2YSNI aSNBAOS Ay

A Where applicable, the same survey questions were presetatébth populations.

T

Surveys were delivered via email.

A Survey questions were largely the samefassein the 2013Customer Service Experiendedy, though
some questions were modified and/or added to obtain more and/or more meaningful data.

A The samalobal regions were surveyed e 2014study compared to the 2013 study. Likewise, all
surveys were translated and programmed in German, Swedish, and Brazilian Portuguese.

A The survey for consumers was fielded specifically to individuals who hadia-person interaction
with a business in the last 12 months (onlitedephone, web chatetc.), while the professional survey
targeted IT professionals and customer care leaders in all industries who were responsible for the
technology behid a great custmer experience.

A Actionable Research recruited, screened, and surveyed indiviolutile consumer and professional
populationson behalf of Interactive Intelligence.

A Surveying was conducted between March 27, 2014 and April 24, 2014.

A Total samples of 1462nd 459 were gathered for the consumer and professional surveys, respectively,
among the following countries:

o Datais segmented by country and 2014 results are compared to 2013 reshdig applicable.

Australia 174 51
Germany 157 51
South Africa 154 52
United Kingdom 152 51
North America 517 151
Brazil 157 52
Sweden 151 51

Total Sample Size 1462 459
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Ahg@SNIftz |

2014

2014Key Finding

2014 vs. 2013 Comparison

GGAYSE e
most frequently chosen as most valuedaicustomer service
interaction.

German, South African, and North American consumers repor
aly2¢ft SRAISIofS F3Syue Yzada ¥

Overall, consumers most frequently found not being able to
understand the agent when speaking on the phone and an age
who is condescending/demdmgvery frustrating

64% of consumers indicateldey had an exceptional, positive
customer experience that causéigem to tell family or friends.

South African, North American, and Brazilian consumers were
most likely to have had thisxperience, while consumers in
United Kingdom and Sweden were least likely.

The industries providing thizest customer service experiences
reported by consumers are hotels, online retail stores, and bar

The worst customer service experiesagme from government
agencies andtility providers

The method preferred most by consumers when interacting wit
customer service or support, regardless of tteuntry origin, is
having a live agent via phone.

More consumers find agents who have access to their previou
service interactions extremely valuable when contacting
businesses/service providers regularly or repeatedly.

For the vastmajority of consumer respondentthe acceptable
telephone wait time before a customer support representative
becomes available is less than 3 minutes.

© 2014 Interactive Intelligence, Inc. All rights reserved.

NEB&aLR2y&aSé AIn20bs |

alyz2e6ftSI
F3SyGé NBIAAGSN
total participants, followed by a
GiAYSte NBaLRya

Same as 2013.

For each country besides
Sweden, the percentage of
consumers who indicated having
an exceptional, positive
experience increased fro2013

to 2014

2014 results are very similar to
2013; however, consumeis

2013 ranked technology
companies, utility providers, and
government agencies as providin
the worst customer service
experiencesin that order.

A Same as 2013.

A NA

A Same as 2013.

2014 Customer Service Experience Study | 5
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2014

2014Key Finding 2014 vs. 2013 Comparison

A When using a social media outlet such as Faceloodkvitter to A NA
submita question or requediand $milarto usingr 02 Y LJI °
website), nearly half of consumers overall believe a response
should arrive anywhere from 10 minutes to within 24 hours.

A Thecommunication method used most often by consumersto A Percentages are almostddtical
interact with customer service or support from a business/servi to those in2013
provider, regardless of their country origin, is by phone (51%),
followed by enail (18%), then web chat (11%).

A In terms of devices, more consumers currently use a laptop A These results are very similar to
and/or desktop computer to contact customer service vs. a 2013; however, there was a 10%
smartphone or tablet. increase of users of laptops

2014vs.2013(70% vs. 60%).

A The majority of consumers (74%) expect good service as part A These results are similar to 2013;
doing business and therefore are not willing to pay a fee to however, North American
receive a higher level of service from a business/service provic consumers were most

comfortable with the idea of

paying a fee to receive a higher

level of service in 2013.

A Only 10% indicated that they were willing to pay a fee, if
reasonable. South African and Brazilian consumers are most
comfortable with the idea of paying a fee to receive a higher le
of service, while Australian and Swedish consunfeuad a fee
most objectionable.

AClosei2z KIfF 2F O2yadzYSNBR onp: A NA
purchasing decisions on products or services based solely on-
2NBFYyAT FGA2yQa Odzai2YSNI aSNIL

A The majority of consumers (70%), expect for Swedish consum A NA
join customer loyalty progms

A The top reason for joining loyalty programs among total
consumers ishat consumers enjoy earning poirtisat translate
into small rewardssuch agliscounts

A Overall, consumers feel not needing to repeat information if A Same as 2013.
transferred is the mostaluable service a company can provide
during an interaction.

© 2014 Interactive Intelligence, Inc. All rights reserved. 2014 Customer Service Experience Study | 6




Research Results %

INTERACTIVE INTELLIGENCE
CUSTOMER SERVICE EXPERIENCE STUDY

INTERACTIVE INTELLIGENCE
Jeliberately Innovative

2014Key Finding 2014 vs. 2013 Comparison

A Alittle more than half of total consumers (53%) have used or A This result was similar to 2013;
would use Facebook tateract with a company for customer however, we did see increased
service. percentages in the use of social

networks by German, UK,
Australian, and Swedish
consumersn 2014

A Overall, consumers are more likely to shargositive customer A Question was worded differently
service or support experience on a social media site vs. a neg: for 2014,but 27% of total
one (37% vs. 29%). consumers in 2013 indicated
actually sharing a customer
service or support experience on
a ocial networking site.

A What frustrates consumers most when using a smartphone A Same as 2013.
and/or tablet in a customer service interaction is having to leav
the appto manually dial a customer service number.

© 2014 Interactive Intelligence, Inc. All rights reserved. 2014 Customer Service Experience Study | 7
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Summary of Key Findingg ProfessionalSurvey

2014Key Finding

A

A

h@SNIft> LINRPFSaaAz2ylfta @I dzf

or support iteraction with their customers.

Professionals from Australia, Germany, and Brazil report
GLINPEFSaaAzyltAraye a yYzad oI

56% of totalprofessionals reported a live agent via phone as th
method most preferred by their organizations when interacting
with their customers.

Those professionals who indicated that self service from a
smartphone or tablet is not a preferred channel of interaction
(did not rank it in their top 5) listed a variety of different reason:
why, but mainly because their infrastructure is not set upifar
they prefer to use other methods firgsuch as phongwhich is
more personal and effective.

Professionals indicated that their customer service or support
typically uses a phon@3%)to interact with their customers,
followed by email (17%)nal website (9%).

Professionals from UK ambrth America are most likely to use
email.

82% and 45% of professionals who indicated that their compai
has at least used social media to interact with thestomers
mentioned using Facebook and Twitter, respectively.

© 2014 Interactive Intelligence, Inc. All rights reserved.

2014 vs. 2013 Comparison

A 2014 results are similar to 2013;

however, in 2013, professionals
from Germany, South Africa, and
the UK reporedl a1y 26t
F3Syidé Yzad TNB
valued, while professionals from
{6SRSY ¥F2dzy R alL
as most valued.

Similarpercentage t®2013 (52%).

NA

By their percentagesesults differ
from 2013 when professionals
indicated that their customer
service or support typically ude
phone(34%)o interact with
customers, followed by email
(20%), and web chat (13%).

Also, professionals from German'
and South Africa were most likely
to use email.

Percentages are down frog@013
for Facebook and Twitter. In
2013, 94% and 64% of
professionals who indicated that
their company hd at least used
social media to interact with their
customers mentioned using
Facéook and Twitter,
respectively.

2014 Customer Service Experience Study | 8
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2014Key Finding 2014 vs. 2013 Comparison

A The most valuable service to offer customeegported by all A Same as 2013.

professionals, is an easy way to provide feedback on interactic
once completed.

The phone is seen as extremely valuable in its ability to provid:
customer interactionas reported by 80% of all professionals.

By professionalsverall, @mprehensive reporting is seen as the
G§2L) FSFGdz2NBE Ay YIylr3IAy3a 2NBEI
customer and support seices.

For professionals in Australithe top feature igeaktime
monitoringand alerting, while Brazilian professionals find
connecting customers on mobile devices directly to thetaot
center as most valuable.

Three quarters or more of professionals, regardless of their
country origin, indicated that their organization is currently
satisfied with their communication software and services.

Brazilianprofessionals were more satisfied overall vs. their
counterparts.

Only 28% of total professionals explain that their organization
allows customers to pag feefor a higher level of service.

More professionals in Brazil indicate that their organizations
allow customers to pay a fefr a higher level of serviq®2%).

A

A

Simila percentage t®013(76%).

In 2013, professionals in the UK
and Sweden reported redime
monitoring and alerting as most
valuable. Alfemaining
professional groups indated
comprehensive reporting.

These results are similar to 2013;
however, in 2013, Germans
indicatedbeing more satisfied
overall.

In 2013 ,53%o0f surveyed
organizations allowed their
customers to pay a fefor a
higher kvel of service.

More professionals in Germany,
South Africa, and North America
indicated that their organization
does not.

Professionals who indicate their organizations provide-@etya A NA
options report receiving a faster response to an inquiry asdipe

service that their organization allows customers to pay extra fo

Of those professionals who indicated their organizationsdono A NA

currently provide payextra service options, 45% reported that
they are not likely to implement any of the services listed in the
survey thatisNS OSA @AY 3 | Fl aidi SN NB:
inquiry, connecting to the same agent every tiraad so fort).

© 2014 Interactive Intelligence, Inc. All rights reserved.
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Consumer \s. ProfessionalPreferences (Overall Expectations

Among consurars andprofessionalsI{ professionals and customer care leaglezpinionsvariedin 2013
regarding what each group valued masta customer service interactioResults from the 2013 study
indicated that onsumersmost@ | f dzS R | | 60]fyS2 drf @88SRyEstion while professionals valued a
GOAYSE e ThBdapnldsywaréshatedequallyin 2014,with consumers and professiondisth valuinga
GOAYSE e Naewoli® 62819 &hat dfirst call resolutiod (FCRyvas added tdhe survey a change
that might have affected esults.Increasinglyserviceoriented companies araow recognizingdirst call
resolutionto be an importantcontributor to providingan exceptional customer experience.

Which do you value mosin a ‘ 2013 2014 2013 2014
customer service interaction? Consumers | Consumers | Professionals| Professionals
(Average Rank, Lower numbers represent higher rankings N = 1407 N = 1462 N =453 N =459
Timely response 24 2.7 2.4 2.8
Knowledgeable agent 2.2 2.9 2.5 3.2
Professionalism 3.0 3.4 2.6 2.9
First call resolution NA 3.0 NA 3.3
Efficiency 4.2 3.8 3.2 3.8
Effective followup 3.1 5.2 4.2 5.0

Converselyor frustrationsduring a customer service interactipthe mainannoyancereported by consumers

in 2013involved the agentThe most noted xamples were at being able to understand thegentwhen

speaking on the phon@ndhaving an agent whwascondescendin@r demarding, or both With similar

other kinds of unprofessional behaviatsoreportedin 2013, laving a competent agert & LIN2 F Sa aA 2y I £ )
thereforewasa priority for consumeré 2013, and remainsofor 2014

Additionallyin 2014 64% of consumeneported havinghad an exceptional, positive customer experignce
which led 70% of them teefer the companythey had their positive experience with their family or friends.

As seen by professionals, the most valuable service to offer custdm2@i 4is an easy way to provide

feedback on interactions ondbe customer completes theinteraction This result isimilar to 2013.Close

behindfor 2014 professionals also valued haviagystem to be connectembllaboratively so that ifa

customer igransferredii KS yS¢ | 3Syid KIF&a (GKS &datihave )6 Stkideiserkicf T 2 NI |
processoveragain Professionalin 2014indicated that omprehensive reporting and reéiime monitoring

andalerting are key features that hethem managesuch aserviceprocesdor their customers

© 2014 Interactive Intelligence, Inc. All rights reserved. 2014 Customer Service Experience Study | 10
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Most Preferred Interaction Channels

When asked their preference of media channels by which to intevéht 2014 vs. 2013 comparison

a businessmore consumers and professionats2014reported a live The percentages who ranke
agent via phone as the methddey most prefe (61% and 56%, phone as number one
respectively) Consumers also showed a growing preference for live agent increased fron2013to

web chat in 2014, which surpassed email 15% to 13%. This wastiasto 2014 but more so for the

to 2013, when consumers still preferred email 17% to 12%. In both years, Professionals (49% to 56%
the preference for self servicesmartphone or tablet, for a website, and

for social media were very similar. Somewhat surprisingly, given the global popularity of socel medi
consumers turned to social media channels only 1% of the time when interacting with a business.

For pofessionalsrespondents in that grouphowed agrowing preferencén 2014for self ®rvice using a
smartphone or tabletg A 4 K 0 K| { icfddng ffoffl@ain 20438 & 15% in 2Q1Rrofessionals also
showeda lesserpreferencefor email, which declineth usefrom 17%in 2013to 10%in 2014 Website use also
decreased from 2013 to 2014 among professionals (11% to 8%), although professionatsonepemmon

users of social media than were consumers, using social channels at a 4% rate to interact with businesses.

2 KAOK OKIyySfta R2 @&2dz LINBTSNI G2 dzaS 6KSy AyidSNI

56%

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

0%

Live agent - Email Live agent - Self-service Website Social Media  Other
Phone Web chat
2013 m 2014 2013 m 2014

Consumers Consumers Professionals Professionals
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Conclusions

Among consumers globallyhe customer experience continues to gain importarasethe gateway to new

business and higher levels of customer loyalty. Askayginding from our 2014 consumer survey indicate

cd 2a8 G2 KFEEF 2F O2yadzYSNE 6 np: 0 onsbripmdudtsiof seRidéd ¢ dza dzl f
oFraSR &az2tsSte 2y (GKS 2 NBHI yA Futhedire2gl1@, dtor@urerdvBorépdiiedt S NIIA O
havinghad an exceptional, positive customer experie(84% in total) 70% othose consumersold family or

friendsof their experienceBesidesswedenthis percentage increased from 2013 to 2014 in each country in

which our survey took place.

2 KAES y20i SELXAOAG 3IdARStEAYSE F2NJ I odzaraySaaqa aSNJ
from business tdousiness)the overallfindingsfrom our 2014 consumer survelp provide a framework of
what consumers believe a superiorstomer experience should entaRrimarily

A Consumers reportedn total thatthey valued a timely response (to a question or reduesost
frequently, followed by &nowledgeable agentn 2013 these two service criteria were reversed

A Consumers used the phone (51%) most frequently to interact with customer service or support,
followed by email (18%), then web chat (11®glatedly, consumers mopteferred interacting with a
live agent via phongrather than using an automated IVR system.

A The vast majority of consumefsel the acceptable telephone wait time beforesarvicerepresentative
becomes available is less thamiutes (same as 2013Jonsumersalsofeel that not needing to repeat
information if transferred is the most valuable service a compamypravide during an interaction.

A When contacting businesses service providers regulatlynore consumers find agestwho have
access to their previous service interactido$e extremely valuableln contrast consumers most
frequently foundthat not being able to understand the agent when speaking on the phore very
frustrating Consumers foundn agent who isandescending/demagiingto be equally frustrating

A The majority of consumers (74%) expect good service as part of doing busimésiserefore are not
willing to pay a fee to receive a higher level of service from a bustresssgvice provider. Only 10%
indicated that they were willing to pay a féer enhanced servicef the fee isreasonable.

A Nearly half of consumers overall believe thahen using a social media outlet such as Facelook
Twitter to submit a question or requegandsimilar tousingr 02 Y LJI Y &) QiesporSésaculd S
arrive anywhere from 10 minutes to within 24 hours. A little more than half of total consumers (53%)
have used or would use Facebook to interact with a company for customer service

A By industry, consumers reportetid sectors providing the best customer service experiences in 2014
are hotels, online retail stores, and banksllowed bytechnologyservices providers (cell phone, cable
TV, satellite TV)nsurance companies, credit card companies, airliaes healtltare providersThe
worst customer service experiences come from government ageaoigstility providers The 2014
results for industries are very similar to 2013

© 2014 Interactive Intelligence, Inc. All rights reserved. 2014 Customer Service Experience Study | 12
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lY2y3 L¢ LINRPFSaarazylfta FyR Odza( 2 veSaikelinNdgsrdmdirRS NBE 6 ¢
2014 pofessionakurveydo mirror someof those from ourconsumersurvey.Namely just asconsumerslo,

professionals value a timely response most in a service or support interaction with their custamesrefer

live agent phone interactionsiostwhen interacting with customer¥’'d professionalslsoview the customer

service experiencéom adifferent perspective tharconsumers. Arated by professionalgn 2014:

A The most valuable service to offer customersrseasy way to provide feedback on interactions once
the customer completes their interaction. This result is similayuo2013professional survey findings

A Of similarvalueto the customer interaction processhgving a system to be connected collatiively,
a2 GKFG AF | Odzad2YSNJ A&a (GN}XyaFSNNBR: GKS ySg | 3
start the service process over again.

A Comprehensive reporting and reiine monitoringandalerting are valued as key features that help in
managdng organizational business needs for customer and support service processes. In Brazil,
professionals find connecting customers on mobile devices directly to the contact center as most
valuablefor customer and support service processes

A Three quarters omore of professionals, regardless of their country origin, indicated that their
organization is currently satisfied with their communication software and sernéo@dar to 2013

A Professionals who indicated that self service from a smartphone or tabiedt a preferred channel of
interaction listedvariousreasons why, but mainly because their infrastructure is not set up .forit
they just prefer to use other methods firssuch aghe phone which is more personal and effective

A Regardingocialmedia 82% and 45% of professionals indicated that their company has at least used
Facebook and Twitter, respectivety interact with customersn 2014 Interestingly with the popularity
of social media, thesegpocentages are dowfrom 2013,when the pecentages wer®4% and 64%,
respectively.

A Only 28% of total professionals in 2014 explain that their organization allows customers to pdypa fe
a higher level of service, suchrageiving a faster response to an inquiry, connecting to the same agent
every time,or some other enhanced servicEompared with 2013, 53% of surveyed organizations
allowed their customers to pay a fee for a higher level of seritioerganizationghat do not currently
provide payextra service options, 45%6 professionalseported that they are not likely to implement
suchservicedn 2014

© 2014 Interactive Intelligence, Inc. All rights reserved. 2014 Customer Service Experience Study | 13
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The quest for delivering a great customer experience

In 2014, tle aim todeliver an exceptional customer experierregainsa top priority for companiearound

the world. Drivenlargelyby currenttechnology and the convenience it affordspsumerscontinue to dictate
their preferences, likes, and dislikeshen interacting with businesses for service or supporeffect these
interactions must filO 2 y & da¥afyNuend meet their expectations foease of acced® the business (by
various communications channglgxpediencyn the service procesd Y R | Y cdur§/andQ &
professionalisnt all leading to a satisfactogutcome Businesseandtheir IT professionals ahcustomer

care leadersnust therefore respond accordingly, aatignservice and support processesth what
consumersexpecttheir serviceexperienceao be. The more effectively businesses achieve this alignment, the
more the customeexperience beconmga competitive differentiator for the busineswerall The findings in

our 2014Customer Service Experience Stedpport thisbelief.

10 key findings andconclusions

Among the key findings of this study overtiteractive Intelligencéas ranked these 10 resulits particular
as most likely to impact the customer experieneither positivelyor negatively.

1. Although alternate channels are making inroads, a phone call with an agent is stilefeergd
communications channel.
A timelyresponse is the most valued itemarcustomer service interaction.

Not being able to understand the agent on the phone and an agent who is condescending or
demanding causes the greatefustration.

4. If an agent is condescending or dending, the majorityof consumers say they are likely to seek an
alternate vendor

5. The majority of consumers state that they tell others when they have a positive customer service
experience

6. Only 10% of consumers are willing to gaya higher level of servigsuch aseceiving a faster
response to an inquiryor being able to access a live agent at any time.

7. 45% of consumers say they always, or usually, make purchase decisionsdlaeuh the
2 NH | y A Tustdinkrzefviee repltation.

8. Consumers are more likely share a positive experience using social media than they asbkde a
negative experience.

9. Service providers stated that offering an easy way for customers to provide feedback was ranked as
the mostvaluable system enhancement.

10. When using a mobile devite obtain service, consumers ranked the ability to get a callback once an
agent becomes available as the most valuable mobile capability.

© 2014 Interactive Intelligence, Inc. All rights reserved. 2014 Customer Service Experience Study | 14
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Summary of Findingsg Consumer Survey
Customer Servicdnteraction Questions

Which do you value most in austomer service interaction?

MOST VALUED LEASVALUED

0 1 2 3 4 5 6

Timely Response ' 2.7

Knowledgeable Agent — 2.9
First-call resolution — 3
Professionalism — 3.4
Efficiency —’3.8
Effective follow-up — 5.2

2014 vs. 2013 compariso2014 results
Intotal for201& | G GAYSE & NBaLRyaSé lrgvﬁ"a”ozoidf%"?"ter s’k Shots

. § eabfe istered i .
F3Syid¢ 6SNBE Y2a FNBIljdzSy it & Rffo g,éadd%g a;tnjne"f’yreg r%é:‘PlegsledeSR y
customer service interaction. German, South African, and also note thatiFirst call resoluticfiwas
North AmericarO2 y & dzZY SNE NB L2 NI SR a1 Y 2addedSidthg 301 48unvBy ahdFeSuftdi ¢
most frequently as most valued. might have been affected by this chang

© 2014 Interactive Intelligence, Inc. All rights reserved. 2014 Customer Service Experience Study | 15
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Which of the following are most likely to be frustrating for you
when you contact éusiness or service provider?

0% 10% 20% 30% 40% 50% 60% 70% 80%

You can't understand the agent on the phone- - ) 75%
) 75%

Agent is condescending/demandin

Initial long wait time | T .49/
Lack of effort from agent 64%
CSAY I (NI VAT S NNBRA Gz AlIfaS s (AaS Xl 63%
138y § R28ayul K|ESSIIKSI SR IS 62%
bSSR (2 NBLISI (NG 50%
Being put on hold during your interactior ) 32%

*Other ) 13%
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Overall, consumers most frequently found not being able to understand the agent
when speaking on the phone amadh agent who is condescendingdemanding

very frustrating Differencesby countrywere not significantalthough South African
consumes indicatedhat being transferred multiple timewastheir most frequent
frustration. Brazilian consumers found initial long wait times most objectionable.

2014 vs. 2013
comparison:

These results are
very similar ta2013.

In generaljf an agent is condescending demarding vs. any other issue®nsumerdind very or smewhat

frustrating, thoseconsumers are more likely to seek an alternative business or service praiidisris

assuminghat a comparablédusiness/service provides availableand that cost isimilar) For South African
O2yadzYSNEX |y F3aSyild 6K2 R2SayQi Kwdadlépramitdhentoseek t SR3I S
an alternative business or service providehereasBrazilian consumers indicatéldat being transferred

multiple timeswould most frequentlydrive them to take the same action

Have you ever had an exceptional, positive customer service experience
that made you want to tell familyor friends?

64% of consumers have had an exceptiopasitive 2014 vs. 2013 comparisoffor each country

customer experiencen 2014that made themwant besides Sweden, the percentage of consum
to tell family or friends. who indicated having an exceptional, positi
experience increased fro2013to 2014 For
South Africa (79%) North Americar{70%) and Swedish consumers, close to 268er indicated
Brazilian(70%)consumers were most likely to have = having an exceptional, positive experience014
had this experience, while consumers in United vs.2013(53% vs. 71%). Please also note tl
Kingdom(52%)and Sweder53%)were least likely. opositivee was added to the questiofor 2014
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BestCQustomer Experience bylndustry

Which industries provide the bestustomer experience?

In 2014, consumers ratdubtels, online retail stores, .
2014 vs. 2013 compariso014 results are very

and banksasproviding the best customer service similar to 2013 however. consumers2013
experiencesThose three industries were followed, in ranked technololgy)rovidelé, utility providers,
order, bytechnology providergcellular phone, cable ' and government agencies as providing the wo
TV, satellite TV)nsurance companies, credit card customer service experiencan that order.

companiesairlines and healthcare provider3he

worst customer service experiengexccording to consumers in 20sbme from government agenciesd
utility providers.Note especially the advance of technology provijevho moved from providing one of
worst customer service experiences in 2013 to one ofrtioee acceptableservice experiences in 2014.

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

Hotels — 61%

Online Retail Stores ) 49%

Banks | 47 9%

¢ SOKy 2t 2 38 CHENEIGATRSING - 36%
Insurance Companies_ 0 349

Credit Card Companies .1 33%
Airlines | D 33%
Healthcare Providers| D 329

Utility Providers (Gas, Power, Water) J 26%

Government Agencies| —d 16%
+other |#1%
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ChannelPreferences

Whichchannels do you prefer to contact customer service or support?

When asked of consumeis 2014(as referenced earlier in this reporthe method 2014 vs. 2013
they preferred most when interactingith cusbmer service or suppois having a comparison:
live agent via phonelhis sentiment is truly global, applyimgall countries in which These results are
consumers were surveyethterestingly by age group, consumers aged 55 and oldegery similar to 2013.
preferred a live agent via phone (70%) faore than did younger consumers aged

18-24 (50%)Following live agent via phone, Brazilian, North American, and UK consumers listed live agent via
web chatas their interaction channel preferencerhile South African and German consumers inditabey
preferredemail. Self service from a smartphone or tablehichis most valuedy consumersn South Africa
still trailsO 2 ¥ & dav&eREhca for customer service or suppeia a websitebut only by a small margin
(2%).Consumerseported preferringsocial media channels only 1% of the time for customer service or
supportin 2014 againa surprising result given the popularity of social networks globally.

6% 4% 1% 0% = Live Agent - Phone

13% Live Agent - Web chat
. = Email
= Website

= Self-service

Smartphone or tablet

15% Social Media

= Other (postal mail, fax, etc.)

6X

What is mostvaluable when you contact a business sarvice regularly or repeatedly?

More consumersn 2014found agents who have access to their previous service interactiobeiag

extremely valuable. German and South African consumers were most likely to find agents who have access to
their account transaction history as extremely \able. These sentiments support the notion that consumers

perceive their service experience to be more expedient when g@ice antbr account transaction
KAAG2NARSa Llzi GKSY Ay aFdzZ f @A SCudousydss imporanttd Sy i R dzNAR
consumers is an agent knowing who the customer is when that customers calls (and being ready to answer

any questions from the customer), and reaching the same agent each time when contabtisgmess or

service provider.
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AcceptableWait Times andResponseTimes, Per Channel

What doyoufeel is the appropriate response timgor wait time for the telephone)after a
customer submits a question or request using each of the following channels?

Telephone

For the vast majority of consumer respondeims2014(43% total) the 2014 vs. 2013 comparison
acceptable telephone wait time before a customer suppegresentative For teleph.cme el tim?es el
becomes available is less than 3 minutes. South African and UK consumeigsponse times for web chat

had the highest expectationsvith 38% and 32%, respectively, likely to SMS/text, email, and
believe their calls should be answered in less than 1 mirguedish and website, hese results are
North American consume had the lowest expectationsgarding wait very similar to 2013.

times, believing aracceptable wait timeao be between 3 and 5 minutes

Web chat SMStext

76% of consumers feel the appropriate response time after submitting a question or request via web chat is
less than 3ninutes. Close to a quarter of German consumers expect an immediate respanS&S/Text
messages, on average most consumers believe they should receive a regjithitsé& to 10 minutes. North
American and Brazilian consumers have the highest expectgtiebween 1 and 3 minutesjvhile German
consumers have the lowest expectatiofetween 10 minutes and 1 hout)ikely to be determined as

Gdzy I OOSLII I of Swvholly by eoNSarheyslweré vieb éhatTesponses issued between 5 to 10 minutes
after a question or request is submitted, and text responses issued between 1 to 4 hours after an initial text is
received by the business.

Email company website

The majority of onsumers (62%) feel the appropriate response time after submitting a questicyoest via

email is anywhere from 10 minutes to 24 hours. South African consuanes clear exception to ithbroader

email response window;ase to a quarter oEonsumersn that regionexpect a 510 minute responshen

submitting a question or request viaemaild dzo YA GGAY 3 | 1ljdzSadGA2y 2N NBIjdzSai
just over halfof consumers overa(b4%)believe a response should arrive anywhere from 10 nes o

within 24 hoursBesides thos&onsumersn Germany and Brazdpnsumers irall countrieswhere the survey

took placeare comfortable with a 4 to 24 hour turnaround tinfer a websitebased response

Social media

{AYAETFINI (02 &adzoYAlGGAYy3 | ljdzSadAz2y 2NJ NBljdzSad (KNRdz3|
(47%)believe a response should arrive anywhere from 10 minutes to within 24 hours when using a social

media outlet such as Facebook, Twitter simlar sites Brazilian consumers have higher expectatjons

wanting a social medibased response within 5 to 10 minutes
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As in 2013, consumers were asked again in 2014 to rate the value of variou§014 vs. 2013 comparison

media channels being available to themewhinteracting with a company for Last year, Germar

customer service or suppotin terms of value, consumers report that the consumers found emai
phone(97%)is most valuable for them to use when interacting with a most valuable; however,
companyfor customer service or suppottn total, the phone rated just this year i was the phone.

ahead of email (91%), aragpppreciablyahead of web chat (69%), SMS/text

(44%), self servicesmartphone or tablet (44%), IVB706), and social media (35®Bjazilian, UK, and North
American consumers all value the presence of web significantly more than the worldwide average.
Interestingly, scial media access is valued more highhconsumersn Brazil and South Africa thamother
countries.Related to how consumers rate the value of each chammelbelief is thatvalue also stems from
offering customers their choice of these various chanirefsroviding a superior customer experience.

In terms of deviceand on a global basimore consumers currently use .
2014 vs. 2013 compé&on:
a laptop and/or desktop computer to contaatcompany focustomer These results are very simile
service vsa smartphone or tablet(At present, martphone use for to 2013; however, there was
customer service contact is highthan tablet use.Satisfaction levels are a 10% increase of users (

relatively high and similar for all devices used to contact customer service.  laptopsin 2014vs.2013
(70% vs. 6%).

Would you be willing to pay a fee to receive a higher level of service?

The majority of consumers (74%) expect good service as part of doing

. . . , 2014 vs. 2013 comparison
businessand therefore are not willing to pay a fee to receive a higher

These results are similar ti

level of service from a business/serviaeyider. Only 10% indicated that 2013: however, North
they were willing to pay a fee, if reasonable. South African and Brazilian ~ American consumers wert
consumers are most comfortable with the idea of paying a fee to receive most comfortable with

a higher level of service, while Australian and Swedish consumers found the idea of paying a fee tc

a fee most oliectionable receive a higher level o
' service in 2013.
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