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PREFACE

The past two years have brought about
tremendous change within the customer
experience (CX) industry — from the shift

to work-from-home (WFH) to an industry

pivot toward greater reliance on artificial
intelligence (Al) and automation. Furthermore,
consumers and companies alike have placed
more emphasis on things like wellness,

well-being, and an improved work-life balance.

All of these aspects have combined to change
consumer expectations. This report, along
with the data and analysis it contains, seeks

to describe exactly how well brands are
currently performing in meeting these

shifting expectations.

Like last year's inaugural edition of the CX
Leaders Trends & Insights Consumer Edition
report, this year's report continues to extends
trends, evolve to include new topics, and
organizes results around specific channel/
solution definitions, including the following:

Voice-Based Interactions:

Phone, In-Person, Video Chat, etc.
Text-Based Interactions:

Online or Mobile Chat, Email, SMS, etc.
Self-Help Interactions:

Chatbots, Mobile Apps, FAQs, Kiosks, etc.
Social Media Interactions:

Twitter, Facebook, Forums, etc.

Along with several new individual questions,
this year's report also includes an entirely

new section, The Happy Consumer, aimed at
gaining a deeper understanding of how well
the current consumer experience is resolving
a customer care issue or inquiry. The report
also continues to examine critical topics like
The Multichannel Journey, Self-Help Solutions,
Opinions, and Expectations.

Some of the

more interesting
results from this
year's consumer
surveying include:

* Text-Based
solutions had sizable year-over-year (YOY)
gains with 35% of consumers naming them
as their most frequently used solution

(page 13)

e “Difficulty in Reaching a Live Person” was the
top frustration among consumers (page 15)

e Preference for Text-Based solutions edged
out their preference for Voice-Based
solutions in 2022 (page 59)

® Better communication (listening and
speaking) ranks as a top consideration
among consumers (page 56)




A NOTE FROM

THE AUTHOR

Time and again, the Execs In the Know (EITK) community of CX leaders (as well as the wider
industry) has shown itself to be resilient, inventive, and adaptable to virtually any challenge and
change. Consumer preferences and perceptions continue to shift, and it is our hope that this
research, the CX Leaders Trends & Insights series, can provide a window into that change.

Special thanks to our edition contributors, true CX practitioners in every sense. We appreciate
the time, effort, and years of experience that go into providing such valuable, actionable insights
found in this edition’s practitioner features. We are very grateful for these contributions, and we
hope that you, the reader, will take the time to consider the brilliance relayed in each.

We also want to express our gratitude to Zenarate, our distinguished partners and collaborators
on this project. The Zenarate team was instrumental in helping this research evolve in new

and interesting directions. We encourage you to explore Zenarate's Partner Commentary on
the following pages where Brian Tuite, Zenarate's CEO and Co-Founder, does a wonderful job
of putting this research in context by combining with industry trends, as well as compelling
strategies for agent improvement.

Execs Iri. TFIE Know

Thanks again to this edition’s
practitioners! Their contributions
can be found on these pages:

Dave Pitsch Tracy Sedlak Chris Dieckmann Andy Yasutake Teresa Ignacio
(p. 13) (- 20) (p. 23) (p. 27) (p.37)

o Offerpad. Ryeirbr>  VISA

Jerry Hong Ted Stodolka Toni Keller Brian Graves
(p-40) (p-42) (p-44) (p-59)

@ airbnb %dﬁ%m‘&, GYM;@;TlKA“ redbox.

CX LEADERS CORPORATE EDITION

TAKE OUR SURVEY OR CONTRIBUTE A PERSPECTIVE!

We want to hear your story! Execs In The Know is currently gathering
survey responses and Practitioner Perspectives for the 2022 CX Leaders
Corporate Edition, and we could use your expertise, insights, and leadership!

Your individual responses will never be shared, and your participation will help
broaden the insights and results, adding tremendous value to this research.

For information on how you can participate, please contact Susan McDaniel
at Susan@execsintheknow.com.
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Consumers Still Want Human
Customer Care Interactions

by Brian Tuite

The promise that Al-based technologies would replace the need for human interactions has been
a difficult one to keep, especially regarding customer care. A 2022 research report published

by Forrester states, “Service delivered by human agents (not robots) is what drives positive
customer outcomes. The pendulum is finally swinging back from hyper-automation to the human-
led conversation.” Your customer care agents are on the front line of your business. In fact, the
following research report shows that 80% of customers said a good experience with an agent
would reinforce their brand loyalty.

But today, consumer demands are becoming more complex, with automation leaving agents with
the toughest problems to solve. When the customer and prospect conversations matter more
today than ever, how do you train your agents to deliver the best customer experience possible?
This CX Leaders Trends and Insights report sheds light on consumer preferences, desires, and
what’s missing from customer care interactions today.

Four Trends to Consider:
1. Consumers Prefer Human Agents to Automation

Your gut is right — your customers prefer to speak to other humans instead of robots, especially
when solving complex problems. In 2022, most consumers found the lack of access to a live
agent to be the most frustrating aspect of customer care, indicating that the pendulum swung
away from automation and toward human-centered service channels. With 67% of consumers
using the phone to engage with a brand'’s customer care department, leading brands must
ensure that the human touch is optimized to deliver the best brand experience possible. What's
the solution? Leaders must invest in the scalable training solution that develops top-performing
agents before live calls and close tenured agent skill gaps.

2. Voice- and Text-Based Channels Dominate Customer Resolution Rates

In 2022, only 25% of consumers acknowledged using multiple channels to solve a customer care
issue, with 75% saying they did not use multiple channels. There has been little change in this
trend over the past two years, indicating that consumers are deciding on their preferred channel
rather than increasing their multichannel use.

CX LEADERS TRENDS & INSIGHTS
WWW.EXECSINTHEKNOW.COM
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Regardless of consumers embarking on a multichannel journey, the important takeaway is which
channel is their first contact and with which channel they find their resolution. CX Leaders Trends
and Insights research found that 61% of multichannel engagements begin in the voice or text
channel, with 69% of customer resolution occurring in the voice or text channel in the past

12 months. This means that your human agents, not your chatbots or self-help portals, deserve
your attention!

Agents need the training to deliver the highest level of customer support in voice- and text-
based channels because they are still at the front lines of your business. As the report’s authors
put it, “Consumers are looking for easier access to agents and better skill sets among those
agents. Investing in better recruiting, training, and coaching are all areas of opportunity for
driving higher satisfaction levels and smoothing out process snags.”

3. Positive and Negative Customer Experiences Define Brands

This year, 27% of consumers affirmed they had positive customer experiences compared

to 15% with negative experiences with brands. The majority of both positive and negative
customer experiences occurred through the human channels of voice and text, at 83% and 81%,
respectively. The top three reasons for positive and negative experiences are agent problem-
solving and agent soft skills.

But, how do these experiences affect your brand perception and, ultimately, your revenue? Much
more than you may have previously thought! Fifty percent of these positive experiences are
shared, and nearly 80% of these customers indicated that the positive experiences improve the
likelihood of doing business with a brand again. Conversely, negative experiences are shared
80% of the time and affect future purchasing decisions 80% of the time as well.

What does this mean for your business? Customer experiences, positive or negative, can directly
impact your business’ revenue. Because your agents influence customer experiences greater
than any other self-help or automated channel, you must ensure you are leveraging technologies
that help agents learn how to improve their soft skills, solve problems effectively and, ultimately,
deliver superior customer experiences.

4. Now is the Time to Improve Agent Training and Coaching

Most consumers want businesses to focus on the Customer Care Experience, but only a third
believe that the area has improved over recent years. Instead, consumers have seen the greatest
improvement in businesses’ shopping and purchasing experience. This improvement is likely
due to heavy investment in technologies that streamline the online shopping experience. But, the
drive to modernize shopping/purchasing experiences to be self-serve has influenced leaders to
invest in automation and self-service options for customer care.

CX LEADERS TRENDS & INSIGHTS
WWW.EXECSINTHEKNOW.COM
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The reality is that consumers are not asking for more automation and self-service in customer
care. The data shows that customer care is more of a human endeavor than ever before. Seventy
percent of consumers want companies to focus more resources on improving their customer
care agents rather than creating better self-help solutions. Over 55% of consumers view good
communication (both speaking and listening), product knowledge, and problem-solving
efficiency as the most important agent attributes. Training and coaching your agents to solve
problems, actively listening to customers, and clearly communicating your best and required
practices will help your business deliver superior customer experiences.

How To Develop Confident Top-Performing Agents

The data tells a vivid story — customer-centric organizations like yours need more effective ways
to develop confident, top-performing agents trained to deliver superior customer experiences.
How do you accomplish this? | recommend using technology to scale the ways humans

learn best, through practicing, solving problems, making mistakes, building confidence, and
leveraging Simulation Training.

Simulation Training is an approach to agent training that prepares new hire agents to confidently
deliver superior customer experiences before their first live customer interaction, and help close
tenured agent call types and skill gaps. Today, you can leverage advances in simulation training
to provide agents with an automated role-play partner, allowing agents to practice and master
any real-life customer engagement scenario, in private, from their home or office.

Customer Service Agent Learning Journey

-

v

Zzenarate

Al Coach

\ B3
(5

Facilitation

Agent receives first
knowledge transfer
from live facilitator

CX LEADERS TRENDS & INSIGHTS
WWW.EXECSINTHEKNOW.COM
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Agent reinforces
understanding via
E-learning

Agent practices with
Al Coach through immersive
Al Conversation Simulation
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Agent begins OJT
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Production

Certified Agent hits
production floor, Al
Coach supports
upskilling agents to
learn new, more
complex skills
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Zenarate Al Coach leverages an advanced form of Simulation Training called Al Conversation
Simulation. The Al produces realistic, experiential, and active learning experiences that prepare
your agents to deliver superior customer experiences before interacting with their first live
customer and closing tenured agent call type and skill gaps. Zenarate Al Coach simulates any
customer or prospect scenario, immersing your agents in lifelike conversations while providing
tone, soft skills, and best and required practice coaching throughout the simulation training.

The beauty of simulation training software like Zenarate Al Coach, is that it is easy to deploy
across any enterprise, with no personal or account information or IT integration for test or
enterprise rollout. The only IT requirements are a browser and headset for agents to role-play
with their personal unbiased Al Coach from home or office. You quickly see the effective and
scalable benefits of active learning role-play without the awkwardness and inefficiency of role-
playing with another human being. This experiential simulation training approach promotes the
benefits of active learning and improves both customer and employee experiences, delivering
56% faster speed to proficiency, 33% higher CSAT scores, and 32% lower employee attrition.

Simulation Training is one of the fastest-growing training approaches for agents, and is evolving
to make active learning more efficient, scalable, and realistic—helping agents rapidly prepare for
and adapt to dynamic customer needs.

Zenarate's Al Coach helps leading brands develop confident, top-performing agents through
Simulation Training. Zenarate's Al Coach is used worldwide every day in over a dozen countries,
including the U.S., Canada, Mexico, Philippines, India, and Europe, supporting 13 languages.
Zenarate Customers include eight of the top 10 U.S. financial institutions, 3 of the top 5 BPOs,
and leading companies in the healthcare, telecommunications, travel, technology,

and services industries.

Brian Tuite
CEO and Co-Founder
Zenarate

Brian Tuite's background includes enterprise, private equity and VC leadership.

‘. He's held executive positions at MBNA, Bank of America, and SquareTwo Financial.
He's an experienced contact center leader, and understands how today’s automation
is leaving agents with the most demanding problems to solve. Brian formed Zenarate's
Al Conversation Simulation vision, developing top-performing agents around

the globe in 13 languages.

v4 zenarate
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CONSUMER EXPERIENCES - CONSUMER USE

CUSTOMER CARE
CHANNEL USE

Consumers are more open to utilizing Text-Based solutions than ever before. In the

12 months preceding August 2022, consumers increased their use frequency of Text-Based customer
care solutions by seven points in comparison to the previous 12 months. This reflects a 25% increase
in use. This coincided with a slight drop in the use of both Voice-Based (primarily Phone) and Social
Media-Based solutions.

Within the past 12 months, which method of interacting with
customer care have you used the most frequently?

48% 45,
35%
28%
13% 13% %
l 1 T
=
Voice-Based Text-Based Self-Help On Social Media
(Phone, Video, (Online Chat, (Chatbot, FAQ, (Twitter,

In-Person) SMS, Email) Mobile App, Facebook,

Kiosk) Forums)

B 2021 B 2022

Text-Based engagement (especially SMS) is accelerating. What is your organization doing
to support this rapidly evolving trend among consumers?

Dave Pitsch E aﬁ

Vice President, Guest Services ARC'TERYX



CONSUMER EXPERIENCES - CONSUMER USE

SOLUTION USE AND IMPORTANCE OF CX

Although consumers used the Phone with less
frequency over the past 12 months (as indicated
above), Phone remains the most widely used solution
of care among consumers, and by a wide margin.

At the same time, Online/Video Chat, Mobile App/
Mobile Chat, Chatbot/Self-Help, and SMS all saw
significant increases in use year-over-year. More

than ever before, consumers are spreading their

Within the past 12 months, which solution(s) have you used to engage with a brand’s customer

engagements across channels. In fact, in 2022,

responses across all solutions totaled 308%,

compared to an average of 248% over the previous
eight years of data. In other words, individual
consumers are increasingly engaging across more
channels — a trend that has only strengthened

with time.

care department? (Select all that apply)

61%

60% 585,

Experience continues to heavily shape

brand opinion, even slightly increasing in
importance year-over-year. Last year, 49% of
survey respondents indicated that experience
was either “Very Important” or “Important,”
increasing to 52% in the most recent survey
results. Clearly, building a positive experience
can be an influential business investment not
only in terms of retaining customers, but also
in its ability to attract new customers.

54%

53%

52% .

49%
39% 41%
21%
6%

45%

41%

34%

Phone Online/Video Email Mobile A p/
Chat Mobile C
M 2019 M 2020

I4 | CX LEADERS TRENDS & INSIGHTS
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35%

31% 29%

19/«-»

16A-»
12%'

Chatbot/Self- Social Media/
Help Online
Community
W 2021 I 2022

18/o| I17A, 17%I

26%

6%16%

In-Person

How important is your experience with a brand’s customer
care department in shaping your opinion of that brand?

30%

27%
22% 22% 0% 19%
Very Important Neutral Unimportant
Important
B 2021 M 2022

22% 22%

Completely
Unimportant



FCR AND WHAT FRUSTRATES CONSUMERS
_____

Consumer impressions on First Contact How often are your customer care issues resolved during the first
Resolution (FCR) remained remarkably instance of contacting a company'’s customer care department?
consistent year-over-year (YOY). In both 2021

and 2022, a combined 19% of consumers

indicated they “"Rarely” or “Never” resolve

their issues during the first instance of

contact. Although 100% FCR is unrealistic,

there are valuable learnings to be had

from investigating which types of issues go 44% 44%

unresolved. It's also important to glean such

information across channels. Resolution 2% o2

rates (as well as FCR rates) are important I 13% 15%

factors as consumers adopt new channels of 2% 8% l I 6% 49
care. Understanding any obstructions to an [ N
improved resolution rate is of great value in ey Gz Aol NS

striving for better efficiency.

B 2021 M 2022

In a new question for 2022, we discover that, far and away, the lack of access to a live agent is the most
frustrating aspect of customer care for consumers. Over the past couple of years, access to live help has
become increasingly restricted, and consumers are taking notice. Although automation is somewhat
inevitable in today's contact center, brands must take care that they are striking the right balance between
self-help and live assistance. Not only is ease of use and effectiveness crucial on the self-help side,
companies must pay heed to having the right people in place to handle more complex issues as more
and more of the not-so-complex engagements are automated out of the workflow.

What do you find to be the most frustrating aspect of resolving a
customer care issue with a brand?

Difficulty in Reaching a
S [ -

Poor Agent Quality

(Communication, Attitude) 19%
Process Takes Too Long .
or Cumbersome 15%
Lack of Accountability
o cormpory D

Unhelpful Company
Policies 10%

CX LEADERS TRENDS & INSIGHTS ‘ I 5
WWW.EXECSINTHEKNOW.COM
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CONSUMER EXPERIENCES - THE HAPPY CONSUMER

RATE OF POSITIVE EXPERIENCES AND CAUSE

This year’s research expands the examination

into the consumer experience by investigating

not only negative customer care experiences
(starting on page 22), but also positive customer
care experiences, while also comparing the two
(page 28). Accordingly, 27% of survey respondents
affirmed having had a positive experience when
interacting with a brand’s customer care department
compared to 15% who indicated they had a negative
experience (page 22). Experience massively shapes
brand opinion, so it's reassuring to know positive
experiences are almost twice as common as
negative experiences among consumers.

Within the past 12 months,
have you had a positive
experience when interacting
with a brand’s customer care
department?

Issue resolution was a primary driver of positive experiences among consumers, with nearly half of
respondents (46%) indicating such. Speed to resolution was also a significant factor, garnering a response
of 37%. Outside of getting a resolution (and quickly), agent-related attributes accounted for a total response
of 105%, with an average response of 35%. This clearly illustrates the important of agent quality. Not only
do agents need to have the training and tools to perform their jobs efficiently and effectively, they also need
the soft skills necessary to shape a pleasant experience for consumers, especially when considering how
powerful experience is in shaping brand opinion and driving future purchase decisions.

What made the experience positive? (Select all that apply)

My issue was resolved

46%

Agent was friendly 41%

My issue was resolved quickly

37%

36%

Agent seemed knowledgeable

Agent was eager to help

28%

Company policy or process - 9%

CX LEADERS TRENDS & INSIGHTS ‘ |7
WWW.EXECSINTHEKNOW.COM
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CHANNEL AND SOLUTION USE

Among survey respondents, positive Within which contact channel(s) did the positive
experiences mostly occurred in Voice- experience occur? (Select all that apply)
Based channels. Although it may be

tempting to try and define channel quality

from these results, the occurrence of

positive experiences by channel are largely

influenced by overall usage (page 13). If

one were so inclined, one could loosely 55%

infer quality by the differential, hinting at

a higher probability of consumers having

a positive experience in Voice-Based and asi
Social Media solutions versus Text-Based 15% 13%
solutions. The inference is further affected .
by the “Select all that apply” nature of the
. Voice-Based Text-Based (On- Self-Help On Social Media
usage qUGStlon- (Phone,Video, line Chat, SMS, (Chatbot, (Twitter,
In-Person) Email) FAQ,Mobile App, Facebook,

Kiosk) Forums, etc.)

As expected (and reflecting the above results), the bulk (51%) of positive engagements noted by survey
participants took place over Phone (combined with In-Person and Video Chat). Again, defining solution
quality based on the occurrence of positive experiences might be misleading given the differences in
overall use (page 14). In general, occurrence closely aligned with overall use, with the only notable anomaly
occurring with Email. Email was a close third in overall use, but a distant fourth in the occurrence of positive
experiences. Perhaps this is easily explained by the fact that it's quite difficult to “wow” someone in an

email exchange. At any rate, brands should seek to understand within which solutions their most positive
experiences are occurring, and seek to replicate those successes elsewhere.

Which specific method(s) of contact were you using when the positive
experience occurred? (Select all that apply)

Phone/In-Person/Video Chat 51%

Online Chat

23%

Mobile Chat/SMS 14%

Chatbot/Self-Help/Mobile App - 8%

Social Media/Online Community - 8%

CX LEADERS TRENDS & INSIGHTS
WWW.EXECSINTHEKNOW.COM




CONSUMER EXPERIENCES - THE HAPPY CONSUMER

SATISFACTION AND SHARING THE EXPERIENCE

Satisfactory resolution among survey respondents stood tall, at 90%. What's interesting is the implications
of the inverse: ten percent of respondents expressed having an overall positive experience even though
their issue wasn't resolved or resolved satisfactorily. It's likely agent soft skills, but brands should seek

to understand which factors can yield positive experiences for customers, even if they don't ultimately

receive a satisfactory resolution.

Did you share this positive
“ experience with friends,
family and/or strangers?

Among survey respondents who had a positive
experience, 50% shared the experience with others.
This is a powerful reminder of how influential
positive experiences can be. More than ever before,
consumers are hungry for value and meaning in the
relationships they have with companies. Younger
generations, which are continuing to gain a larger
share of wallet, are even more conscientious about
how they spend and who they spend with. They are
also more likely to look for brands that share the
same values as themselves and their immediate circle
of influencers. Experiences matter, and consumers
are highly inclined (and motivated) to share those
experiences, both good and bad.

Accepting the customer care

experience was positive, was
your issue also resolved to

your satisfaction?

)

If yes, how did you share the experience?

80%

Personally,
In-Person or
On the Phone

(Check all that apply)

17%
] -
1

Publicly, Privately,
Via Social Media  Via Social Media

CX LEADERS TRENDS & INSIGHTS ‘ |9
WWW.EXECSINTHEKNOW.COM



CONSUMER EXPERIENCES - THE HAPPY CONSUMER

FEEDBACK ON EXPERIENCES AND FUTURE IMPACT

Voice of the Customer (VoC) data is some of the richest, most insightful information a brand can have.

Furthermore, brands must appreciate that there's value in knowing what is being done, both wrong and
right. Clearly, consumers are willing to share their thoughts if they are afforded the opportunity, yet only
57% of survey respondents indicate they were given the chance to remark on their positive experience.

Were you given the YES
opportunity to express

your satisfaction via a survey
or other feedback form?

If so, did you take advantage YES

of the opportunity to
?
“ Will this positive experience SRR Y IR
positively impact your future
purchase decisions?

Positive experiences create repeat business. This fact has long been understood by CX leaders. It is
reflected in the fact that nearly 80% of survey respondents indicated the likelihood of a positive impact on

future purchase decisions. Of course, loyalty is the end goal, but repeatedly wowing a customer is the most
direct path to getting there.

Consumers are usually willing to provide feedback if they are afforded the opportunity.
How does your company go about capturing such feedback?

O ffe rp a d . Iir;:aeCF}:efijedr!:IC(ustomer Success



CONSUMER EXPERIENCES - THE HAPPY CONSUMER

PROACTIVE CONTACT AND OUTCOMES

Interestingly, consumers perceive

companies to be more likely to Followina th i
proactively follow up on positive o °VY'"9 e.pOSI ive
experiences versus negative experience, did the brand

experiences. Forty-five percent proactively contact you to
of survey respondents who had a ensure your issue was resolved

positive experience indicated they and offer further assistance
i ive follow- i
received a proactive follow-up versus if needed?

only 15% of those who had a negative
experience (page 27).

3

This is especially puzzling, since proactive follow-ups on positive experiences showed little to no impact on
future purchase decisions, whereas follow-ups on negative experience indicate significant impact on future
purchase decisions. More on this comparison on page 29.

Percentage of consumers who said the
overall experience will have a positive
impact on their future purchase
decisions based on if they were

Proactively Contacted Not Proactively
Contacted

CX LEADERS TRENDS & INSIGHTS | 2 I
WWW.EXECSINTHEKNOW.COM



CONSUMER EXPERIENCES - THE UNHAPPY CONSUMER

NEGATIVE EXPERIENCES

In 2022, survey participants indicated a slight increase in the incidence
of negative customer care experience, up two points YOY. In a reassuring
comparison with the incidence rate of positive experiences (page 17),
negative experiences were almost half as common — 15% versus 27% for
positive experiences. This is especially good news, since consumers are
more apt to recall a negative experience versus a positive experience.

Within the past 12 months, have
you had a negative experience
when interacting with a brand’s

customer care department?

YES 2022 YES 2021

22 | CX LEADERS TRENDS & INSIGHTS
WWW.EXECSINTHEKNOW.COM



CONSUMER EXPERIENCES - THE UNHAPPY CONSUMER

CAUSE OF NEGATIVE EXPERIENCES

Just as it was revealed in the Happy Consumer results regarding cause (page 17), resolution rates are a
huge factor in determining the outcome of an experience. However, agent attributes, collectively, are also a
major factor. Among those having a negative experience, agent-related responses totaled 95%, compared
to 105% for positive experiences. This points at agent soft skills being additive to satisfaction, while also
illustrating the importance of bringing agent quality up to a baseline in order to address a significant
portion of dissatisfiers, particularly in regards to agent knowledge and politeness.

What made the experience negative? (Select all that apply)

52% 53%

41%
> 37% 35% 35%
28% A
I I I I I 24I% I zi% 21I% i
No

Lack of Agent Had Resolution Rude Agent Company
Resolution Agent No Desire Took Too Policy
Knowledge to Help Long or Process

M 2021 M 2022

Agent quality is a significant factor in CX outcomes. Which soft skills are most in focus at your
organization, and how are you training up those skills?

Chris Dieckmann
Global Head of Operations Enablement and Program
Management - Platform Operations

Western

Union\\




CONSUMER EXPERIENCES - THE UNHAPPY CONSUMER

CHANNEL AND SOLUTION USE

Within which contact channel(s) did the negative

. . experience occur? (Select all that appl
Year-over-year, negative experiences P ( pply)

occurring over Voice-Based solutions
fell dramatically, sinking 21 points.
As with the positive experiences in
the previous section, inferences can't
accurately be made about channel
quality since, overall, different
channels are used at different rates
(page 13). That said, consumers
reported far fewer negative
experiences using Text-Based
solutions when accounting for overall
use, though issues within these

11%11%

. Voice-Based Text-Based Self-Help Media
solutions were up YOY. (Phone, Video, (Online Chat, (Chatbot, FAQ, (Twitter,
In-Person) SMS, Email) Mobile App, Facebook,
Kiosk) Forums)
On Social

2022

Issues were up slightly YOY on both Email and Online Chat, though, just like positive experiences (page 18),
results closely aligned with overall solution use (page 14). That said, identifying pain points by channel is a
valuable exercise for brands looking to raise satisfaction rates, and this requires quality monitoring across
channels, and even between channels in the case of multichannel journeys.

Which specific method(s) of contact were you using when the negative
experience occurred? (Select all that apply)

19%

Oy )
15% 15/012% 1%

Phone/ Email Online Chatbot/ Mobile Social

In-Person/ Chat Self-Help/ Chat/SMS Media/

Video Chat Mobile Online
App Community

M 2021 M 2022

24 | CX LEADERS TRENDS & INSIGHTS
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CONSUMER EXPERIENCES - THE UNHAPPY CONSUMER

SATISFACTION AND SHARING THE EXPERIENCE
N

As contradictory as it seems, 30% of survey respondents claimed both a negative overall experience and
an eventual satisfactory resolution, indicating a painful process to achieving satisfaction for many. This

is also probably less of an expression of indecisiveness and more a commentary on how unforgiving
consumers can be. Brands need to focus on this fact, placing attention on avoiding negative experiences
from the onset of an engagement, as true recovery (once things go awry) is extremely difficult to achieve.

Even though the customer service
experience was negative, was
your issue eventually resolved to
your satisfaction?

YES 2022 YES 202] , ,

“ Did you share this negative
experience with friends,
family and/or strangers?

YES 2022 YES 2021

)

The data is clear on one important fact: If yes, how did you share the experience?
consumers are far more likely to share (Check all that apply)
a negative experience than they are to

share a positive experience. Among survey 86%

respondents who had a positive experience,

50% claimed to have shared the experience 70%

(page 19), compared to 80% of survey

respondents having had a negative experience.

In other words, yes, creating positive

experiences has a positive impact, but allowing

negative experiences to occur has an oversized

effect in the opposite direction. In other words, 17%16% 155%
brands need to focus on fixing the breakdowns I I I 9%
and pain points before they turn their attention |
and resources toward creating moments Personally, _ Publicly, ~ Privately,

f deliah In-Person or Via Social Media Via Social Media
ot delight. On the Phone

B 2021 M 2022
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FEEDBACK ON EXPERIENCES AND FUTURE IMPACT

While 57% of survey respondents having had a
positive experience were given an opportunity
to provide feedback (page 20), only 40% of
those having a negative experience were
afforded the same opportunity. This alignment
seems counterproductive to the point of
collecting customer feedback, and points to
the possibility of selective feedback-gathering.
In other words, only collecting feedback when
the feedback will be positive.

If so, did you take advantage

of the opportunity to express
“ your displeasure?

YES 2022 YES 202I

65% 61%

26 ‘ CX LEADERS TRENDS & INSIGHTS
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Were you given the opportunity

to express your dissatisfaction via
a survey or other feedback form?

YES 2022 YES 202i

40% 31% 99

Perhaps the most troubling aspect of the
low feedback opportunity expressed in the
previous finding is the fact that, if given

the chance, customers are very willing to
provide that feedback. Of those given the
opportunity to provide feedback about their
negative experience, 65% participated.

Negative experiences are as powerful as
positive experiences in their ability to shape
future purchase decisions, with 80% of those
having a negative experience indicating a
negative impact in the future compared to
79% of those having a positive experience
indicating a positive impact in their future
purchase decisions (page 20).

Will this negative experience
negatively impact your future
purchase decisions?

YES 2022 YES 202i

80% 83% 99




CONSUMER EXPERIENCES - THE UNHAPPY CONSUMER

PROACTIVE CONTACT AND FUTURE OUTCOMES

When companies engage in proactive follow-
ups after a negative experience, the action
is not only beneficial in helping customers

resolve their issue, but such follow-ups . .
o P did the brand proactively contact
also reduce the negative impact on future

purchase decisions. In comparing the future you to try to remedy or apologize
impact on purchase decisions between for the situation?

those receiving and not receiving a proactive
follow-up (below), the delta hit an extreme YES 2022 YES 202i
not seen since 2019.In 2022, those receiving
a proactive follow-up had the instance of

a future negative impact reduced by 26
points, reducing the impact of the negative
experience by nearly one-third.

Following the negative experience,

Percentage of consumers who indicated their poor experience will have a negative impact
on future purchase decisions (based on whether they received a proactive follow-up):

2022 2021 2020 2019

Among those who
received a follow-up:

Andy Yasutake @ Qirbnb

Global Director, Community Support Platform
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CONSUMER EXPERIENCES - COMPARING HAPPY & UNHAPPY CONSUMERS

COMPARING POSITIVE AND NEGATIVE EXPERIENCES

In comparing consumer perspectives between those having either a positive or negative experience,
several distinctions appear. First, positive experiences were nearly twice as common among the general
population. A counterbalance to this is the fact that those experiencing negative interactions are far more
likely to share those experiences with others (80% shared their negative experience, while only 50% shared
their positive experience). So, while brands are doing a good job creating positive experiences, the fact is,
the negative experiences are more noteworthy in the minds of consumers.

If yes, how did you share the
experience? (Check all that apply)

Within the past 12 months, have

you had a experience
when interacting with a brand’s
customer care department?

80%

)

Did you share this
experience with friends, family
and/or strangers?

€

17%

] -

Personally, Publicly, Privately,
In-Person or Via Social Via Social
On the Phone Media Media

If yes, how did you share the
experience? (Check all that apply)

Within the past 12 months, have
you had a experience 86%

when interacting with a brand’s
customer care department? 70%
YES 2022 YES 2021 ,’
“ Did you share this ex-
perience with friends, family and/ 17%16% 15%
or strangers?
I 9%
YES 2022 YES 202i .
” Personally, Publicly, Privately,
In-Person or Via Social Via Social
On the Media Media

Phone

B 2021 M 2022
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CONSUMER EXPERIENCES - COMPARING HAPPY & UNHAPPY CONSUMERS

COMPARING POSITIVE AND NEGATIVE EXPERIENCES, CONT.

In several respects, consumer behavior was consistent, regardless of whether experiences were positive
or negative. Both sets of survey respondents were equally inclined to share their opinions with brands

if afforded the opportunity to do so, and the positive/negative impact on future purchase decisions was
roughly equivalent. Where things did diverge was in access to providing that feedback, with brands
making feedback opportunities far more accessible for those who had a positive experience versus those
who had a negative experience. Selective gathering of feedback can obscure opportunities for positive
change and should be avoided in favor of the randomized collection of feedback. Furthermore, providing
a proactive follow-up to those having had a negative experience was strongly associated with a significant
decline in having a negative impact on future purchase decisions.

“ Will this positive experience
positively impact your future

Were you given the
purchase decisions?

opportunity to express your YES
satisfaction via a survey or
other feedback form?

If so, did you take advantage YES

of the opportunity to express
your displeasure?

Will this negative experience
‘ negatively impact your future

Were you given the opportunity to express purchase decisions?

your dissatisfaction via a survey or other
?
“ feedback form? YES 2022 YES 2021 YES 2022 YES 202I

If so, did you take advantage of the

opportunity to express your displeasure?
YES 2022 YES 2021 ’ ,

Cross-comparison of consumers who indicated their positive/negative experience will have a
positive/negative Impact on future purchase decisions based on receiving a proactive follow-up:

POSITIVE NEGATIVE
Among those who
Among those who did



THE MULTICHANNEL
JOURNEY




CONSUMER EXPERIENCES - THE MULTICHANNEL JOURNEY

USE OF MULTICHANNEL
AND CHANNEL SELECTION

Compared to last year's survey results, there was little

change in the percent of consumers recognizing Within the past 12 months, did you use
and acknowledging their use of multiple channels in multiple channels (like phone, email and
resolving a specific care issue. Although the actual social media) to resolve a single
number of engagements taking place over multiple customer care issue?
channels is likely higher (perhaps significantly so), the

YOY change indicates stability in the rate change of 76% 75%
multichannel use. Regardless of the actual use, it's clear

multichannel use is robust and a critical aspect of the

customer journey. 24% 25%

To create a successful multichannel experience, brands
need to devote attention to several keys areas, including
resolution and satisfaction rates across channels,
consistency across channels, smooth transitioning
between channels, and easy access to a live person

in case an unassisted solution is unable to yield an
appropriate outcome for customers.

Likewise, channel choice was also highly consistent YOY. Voice- and Text-Based solutions continue to lead
the way, though both Self-Help and Social Media underwent YOY increases, up by three and four points,
respectively. Clearly, when it comes to improving the overall multichannel experience, CX leaders need to
look across the spectrum of channels, as each have substantial traffic flows.

In which ways did you interact with the brand as a part of your
multichannel customer service experience? (Select all that apply)

0, Oy
52% 52% 49% 50%

26% 29%
‘o
21%
17%

Voice-Based Text-Based Self-Help On Social Media
(Phone, Video, (Online Chat, (Chatbot, FAQ, (Twitter,
In-Person) SMS, Email) Mobile App, Facebook,
Kiosk) Forums)

B 2021 B 2022
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CONSUMER EXPERIENCES - THE MULTICHANNEL JOURNEY

MULTICHANNEL SOLUTION USE AND REASON

In terms of specific solutions used as a part of the multichannel experience, Voice-Based solutions (mostly
led by Phone) continue to outpace. Of interest is the consistent yearly decline in Mobile Chat/SMS as a
part of the multichannel journey, especially considering results on page 14, which show significant gains

in the overall use of these same solutions. Perhaps it's the case that, although the use of these channels is
increasing, so, too, are the resolution capabilities of such solutions, skirting the need for consumers to even
take a multichannel approach.

64%

59%
53%
i I

Phone/In-Person/
Video Chat

Which specific solutions did you use as a part of your multichannel customer

51%

41%40%

35%

Email

B 2019

34%

31%31%

29%

Online Chat

M 2020

care experience? (Select all that apply)

29%

26%

23%

I19%

Mobile Chat/SMS

B 2021

Why did the process take you across multiple channels?

30%

24%2i%27I%I

Chosen to

Expedite Resolution

32|

33%
29%

25%26%

Chosen Out
of Convenience

B 2019 M 2020
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WWW.EXECSINTHEKNOW.COM

34%

32%

27%

Forced to By the
Customer Service
Process

B 2021

25%

0

‘o
15%15%14%

Forced to By the
Complexity of the
Issue

[ 2022

[ 2022

30%

22% 21%22% 19%
15%
I I I C ﬁl
Chatbot/Self-Help/ Social Media
Mobile App

When asked to identify why they
took a multichannel approach,
most consumers (59%) indicated
they chose the approach either
to expedite a resolution or out
of convenience. Having the
majority of consumers opt for
multichannel (rather than being
forced into it) is good news, as
more positive outcomes tend to
coincide with choice, as seen on
page 37.



CONSUMER EXPERIENCES - THE MULTICHANNEL JOURNEY

MULTICHANNEL BEGINNING AND ENDING POINTS

Where a multichannel journey begins and ends is a good measure of a channel’s ability to resolve. Voice-
Based solutions continue to be a popular endpoint, meaning a significant percentage of engagements
may begin on other channels, but ultimately find their way to Voice-Based solutions for a final resolution.
Furthermore, Self-Help (including Chatbot, FAQ, Mobile App, and Kiosks) have the steepest differential
between the Begin and End results. In other words, these solution types have challenges in capturing
consumers through to the completion of the process. Naturally, this implies these solutions make for
interesting targets in terms of evaluation and improvement when it comes to their issue resolution
capabilities.

In which channel did your multichannel engagement begin/end?

47%

42%
33% 33% 32% 32%
: 29%
23% 25% =
18%
H Oy
11% 1%10*’/ “”° 3%
Begin Begin
2021 2022
. Voice-Based . Text-Based . Self-Help . On Social Media
(Phone, Video, In-Person) (Online Chat, SMS, Email) (Chatbot, FAQ, (Twitter, Facebook, Forums)

Mobile App, Kiosk)
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CONSUMER EXPERIENCES - THE MULTICHANNEL JOURNEY

MULTICHANNEL CONSISTENCY AND
OPPORTUNITIES FOR IMPROVEMENT

Cross-channel consistency remained remarkably Was your interaction with customer care
steady YOV, with roughly 60% of consumers consistent across all channels?
indicating a consistent journey across all channels.

In a result on page 66, 13% percent of survey

respondents named “Correct and Consistent

Information” as most important when dealing e o
with a large brand to resolve an issue. So, while
consistency is not of the very highest importance 40% 41%
to consumers, it's important enough (even when
combined with correctness) that it should be viewed
as an improvement opportunity among CX leaders.
Yes No

In a question aimed at understanding possible

points of improvement from the consumer’s

perspective, many of the same themes as those W21 W2022

from previous years emerged. Most common in the

responses (and by far) were suggestions around making live agents more accessible, especially early in
the process. Several other responses took aim at improving communication skills among agents (listening,
in particular), improved follow-through, reduced wait/response times from companies, and higher rates
of resolution upon the first interaction. Brands should take the time to audit the experience of their own
multichannel journey, using the information to identify and address any pain points for customers.

What could the customer care
team you interacted with have
done differently to improve your
overall multichannel experience?

“Make it easier to immediately talk with a human.”
“Be able to see information and history across channels.”
“Pay attention — it doesn't cost anything.”

“Self-help was confusing, inaccurate, and required a live
person to fix."

“Left hand needs to know what the right hand is doing.”

“Take the time to answer phone calls and talk, not just
follow a script.”

“Care about solving my concern and tell the truth.”
“The agent needed to be more knowledgeable.”

“Understand the problem, my position in the process,
and be consistent in explanations.”

34 ‘ CX LEADERS TRENDS & INSIGHTS
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CONSUMER EXPERIENCES - THE MULTICHANNEL JOURNEY

MULTICHANNEL RESOLUTION RATE

Resolution rates for multichannel journeys ticked Was your issue ultimately resolved?
up for a second consecutive year, hitting 78%.

This rate amounts to the highest resolution rate

in seven years of data, and is a strong indication 76% 759 77% 78%

that brands are on the right track when it comes to
zizi i
S

improving the multichannel experience.
Ye No

M 2019 M 2020 B 2021 7 2022

In 2022, multichannel interactions ending As demonstrated in the past, Resolution Rates
in a Voice-Based channel produced the are strongly correlated with whether consumers
highest resolution rate, at 83%. This should self-select a multichannel journey or are forced
come as little surprise, as brands typically into it. In 2022, the average resolution rate delta
focus resources on and base their programs between those choosing multichannel versus
around the Phone channel. If brands truly want those being forced into it stood at 14 points.
to migrate customers from Phone to other Clearly, brands need to strive toward making
more convenient or cost-effective solutions, the multichannel journey a choice, while also
resolution rates must get more time and ensuring access to a live agent is simple and
attention, particularly for Self-Help solutions. straightforward.
Resolution Rate % Based on the Endpoint Resolution Rate % By Reason
of Multichannel Engagement For Taking a Multichannel Approach
90% 91% g0,
9 H 86% 83% S 85%
83% 82% 8 80%
79% 78% 75% : ; 77% 76%
72% 70% 71% 69%  70% 71%
64% : 639 66%
| ‘ H | | ‘ 59%
Voice-Based Text-Based On Social Self-Help Chosen Out Chosen to Forced to By the Forced to By the
(Phone, (Online Chat, Media (Chatbot, H of Convenience Expedite Customer Service Complexity of the
Video, SMS, Email) (Twitter, FAQ, Mobile : Resolution Process Issue
In-Person) Facebook, App, Kiosk)
Forums)
W 2021 M 2022 W 2019 W2020 2021 W 2022
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CONSUMER EXPERIENCES - THE MULTICHANNEL JOURNEY

MULTICHANNEL SATISFACTION RATES

Although resolution rates improved slightly YOY (as highlighted on the previous page), overall
satisfaction dipped in 2022 compared to 2021. Returning to the verbatim on page 34, consumers
are looking for easier access to agents and better skillsets among those agents. Investing in better
recruiting, training, and coaching are all areas of opportunity for driving higher levels of satisfaction,
as well as smoothing out process snags.

Overall, how satisfied were you with the multichannel experience?

14% 14%

Very
Satisfied

CX LEADERS TRENDS & INSIGHTS
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32% 31%
27%

()
23% 20%

15%

Satisfied Neutral Dissatisfied

Bl 2021 B 2022

12% 12%

Very
Dissatisfied



CONSUMER EXPERIENCES - THE MULTICHANNEL JOURNEY

MULTICHANNEL SATISFACTION RATE, CONT.

Just like with Resolution Rates (page 35), satisfaction scores are strongly correlated with whether
survey respondents chose a multichannel approach or were forced into it. Among those who were
forced into the multichannel journey, satisfaction rates ranged from 9-33% lower. Satisfaction scores
were especially impacted (negatively) for individuals who were forced into multichannel because of
the customer service process itself, a process often perceived by consumers to be overly complicated.

Average Level of Satisfaction (on a 5-Point Scale)
By Reason For Taking a Multichannel Approach

3.64
3.49
3.34
3.23 3.03 3.10 3.07
2.79

i 2‘34 I I I I
Chosen to Chosen Forced By Forced By the Overall
Expedite Out of the Customer Complexity of Satisfaction
Resolution Convenience Service the Issue

Process

M 2021 M 2022

Forcing consumers into a multichannel approach correlates with lower rates of
satisfaction. What is your company doing to ensure a multichannel approach is a
choice for your customers?

Teresa Ignacio V’SA

Vice President, Consumer Client Care



SELF-HELP
SOLUTIONS




CONSUMER EXPERIENCES - SELF-HELP SOLUTIONS

UNASSISTED USE AND REASON FOR USE

Self-help solutions bumped up in use in the
12 months prior to surveying, with nearly one
in five (17%) survey respondents claiming

use. This falls in line with July 2022 research*,
in which 25% of respondents indicated they
had “recently” used a self-help solution for the
same purposes are outlined here.

*Self-Help Solutions: Exploring Consumer Experience, Preferences, and
Opinions, published by Execs In The Know, July 2022.

Thinking about your most recent attempt to answer a question, make a
purchase, or resolve an issue using such tools, which self-help or
unassisted tool did you use?

343 38%

25% 24, 22% 21%

II 8% 9%
N

6% o,
4% 5% 4%
H = E ==

Chatbot Digital FAQ Mobile Automated Phone IVR In-Store
App SMS Kiosk
M 2021 W2022

What were you trying to accomplish with the self-help or unassisted
tool in your most recent engagement?

34% 33%

32% 32%

13% 129% 12% 10%

5% 8% 4% 5%
| m =
Fix an Get Make a Make an Correct a Make a
issue witha  information  purchase or account company payment
product about schedule update or error
or service a product something correction
or service
M 2021 W2022

Have you used a self-help or unassisted

tool (like a chatbot or an online FAQ)
to find an answer, make a purchase, or
resolve a customer care issue within the

YES 2022 YES 2021

past 12 months?

Chatbots continue to lead the
way in terms of self-help solution
use, with more than a third (38%)
of most recent interactions taking
place with a chatbot. Chatbots
and other self-help solutions

also figure prominently in
multichannel engagements, being
used in roughly one-fifth of all
multichannel journeys. Improving
the self-help experience certainly
starts with chatbots, but it also
extends across all solutions and
impacts a significant portion of
the journeys a customer has with
a brand, regardless of where they
start or end.

Issue resolution and information
query were equally prominent

in consumers’ use of self-help,
accounting for a combined 64%
of interactions. The bulk of the
remaining interactions were more
transactional in nature, including
things like scheduling, payment,
and account updates. In order to
improve resolution rates across
self-help solutions, it's important
for brands to understand for what
purposes such solutions are being
most heavily used.

CX LEADERS TRENDS & INSIGHTS
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CONSUMER EXPERIENCES - SELF-HELP SOLUTIONS

SELF-HELP RESOLUTION RATES

Resolution rates for self-help solutions dipped Were you able to complete your transaction or
slightly YOY, falling from 73% to 68%, remaining find the information you were looking for using
range-bound to the low side. To put this resolution the self-help or unassisted tool?

rate into perspective, survey respondents in

the Multichannel Journey section of this year's

report (page 35) indicated a resolution rate of

78% — a 10-point delta against self-help rates.

Understanding use cases is a solid first step in 73%

boosting resolution capabilities. 69% Bl 68%
62%
38%
31% 32%
I 27%
Yes No

M 2019 M 2020 B 2021 7 2022

Consumers continue to struggle to bring their engagements to completion using
unassisted solutions. What's your company doing to boost resolution rates among
unassisted solutions?

H Jerry Hong
@ qlrbnb Product Lead, AI/ML and Data Platform


https://medium.com/airbnb-engineering/task-oriented-conversational-ai-in-airbnb-customer-support-5ebf49169eaa
https://medium.com/airbnb-engineering/task-oriented-conversational-ai-in-airbnb-customer-support-5ebf49169eaa

CONSUMER EXPERIENCES - SELF-HELP SOLUTIONS

SELF-HELP SATISFACTION RATES

In 2022, survey respondents exhibited slightly lower satisfaction levels for their most recent self-help
experience, as well as slightly higher dissatisfaction. “Very Satisfied” and “Satisfied” totaled out at the lowest
rate (44%) since 2019 (39%). As the global pandemic and workforce shortage evolved from 2020 in to 2022,
many companies increasingly relied on self-help solutions to tackle customer engagements. The slightly

lower rates of satisfaction YOY could be due to evolving expectations, as well as discontent in the range of
quality among self-help solutions and across industry verticals.

What was your overall level of satisfaction with your most recent use of a self-help or unassisted
tool to find an answer, make a purchase, or resolve a customer care issue?

43%
32% .
25% = 28%
22% 21% 1 23% 21%
[+
14%i| I I 14%I ﬁﬁ13%14%
Very Satisfied Satisfied

Neutral Unsatisfied Very Unsatisfied

B 2019 B 2020 B 2021

I 2022
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CONSUMER EXPERIENCES - SELF-HELP SOLUTIONS

EXPERIENCE AND EASE OF USE

Reflecting the resolution rates on the previous page,
roughly two-thirds of self-help solutions users describe
their experiences with self-help solutions as positive.

Two massive factors with any self-help solution
experience are ease and effectiveness. So, it's
encouraging only 22% of survey respondents
described the attempt to resolve as either “Difficult”
or “Very Difficult.” System comprehension and
comprehensiveness were the two biggest sticking
points among respondents who had a difficult time
resolving their issues using a self-help solution.

How difficult or easy was it to use the self-help or
unassisted tool to attempt to accomplish your
intended objective?

29% 28% 31%
23% 23% 24%
13% 15%
Il cs
Very Easy Neutral Difficult Very
Easy Difficult

M 2021 M 2022

Please describe your experiences using
self-help solutions to resolve customer
care issues.

GOOD:

BAD:
MIXED RESULTS:
NEVER USED:

Thinking about the previous question, what
made the self-help or unassisted tool easy or

difficult to use?

"Straightforward and
self-explanatory.”

"Familiarity.” "Too limited of answers.”
“It understood the “Not nuanced enough ,
questions | was asking.” for my questions.”

“It didnt understand my
need and kept looping me.”

Ease is a critical consideration when it comes to unassisted solutions. What is your
company doing to make unassisted solutions easy to use and as effective as possible?

Ted Stodolka

e
M Vice President, Chief Care Officer and
Diversity & Inclusion Leader



SOLUTION PREFERENCES AND WHAT’S MOST IMPORTANT

In a new question aimed at deriving insights into solution preferences, participants were asked in which
way they'd want to engage with an Al-powered agent. Again, demographics were a factor, with 34%

of those ages 18 to 44 years preferring Text/SMS (with only 12% preferring Voice). Comparatively, 30%
of those ages 55 years and older preferred Voice (with only 20% preferring Text/SMS). If brands seek
adoption among the demographic most resistant to the shift to self-help, Voice-based Al solutions seem

like a good place to start.

If you had to engage with an Artificial Intelligence (Al)-powered
customer care agent (non-human) to resolve an issue, which would
be your preferred method of engagement?

Voice (Phone) _ 25%
- ™
Webchat - 11%

Mobile App - 9%

Social Media/Messaging App - 8%

None/Prefer a Live Agent . 5%

In another new question for 2022, survey participants were asked what's most important in using an
Al-powered solution to resolve an issue. As could be expected given the answers received in prior
open-ended questions, “"Easy Access to a Live Person” ranked at the top. As much as anything else, this
result is perhaps an expression of self-help’s lowish resolution rate of 68% (page 40). Keeping customers
in-channel requires high rates of resolution across all channels. Failing that, companies need to give cus-
tomers quick and seamless paths to quickly get to a highly trained agent who can expertly assist.

When resolving a customer care issue using a solution powered
by artificial intelligence (Al), which is most important to you?

Easy Access to a Live Person _37%
Security of Information _ 23%

Ease of Use/Simplicity - 20%

Accurate, Consistent Information - 12%
Lifelike Communications . 5%

Multilingual Support I 3%

CX LEADERS TRENDS & INSIGHTS ‘ 43
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CONSUMER EXPERIENCES - SELF-HELP SOLUTIONS

PREFERENCES AND FUTURE USE

In a sizable shift from 2021, recent surveying shows If you knew your customer care issue
consumers swinging toward a stronger preference would be resolved, which scenario
for live assistance. Demographics was a factor, with sounds more appealing to you?

64% of those ages 65 years and older preferring the
help of an advisor compared to only 41% of those
ages 18 to 24 years.

Do you plan on using self-help or unassisted

tools more often or less often in the future? 2021 2022
B Find a Solution Using B Find a Solution With
Self-Help or FAQ Tools the Help of an Advisor

70%
61%
At the end of the day, it's clear that adoption and

increased use of self-help solutions hinge on ease
23% of use and, perhaps more important, effectiveness.
16% 139, 17% Consumers speak broadly of gaps in Al knowledge
l and understanding, as well as poor design and
execution. Self-help solutions need to be simple
and purpose-built, and they need to work with little
B 2021 M 2022 effort on behalf of users.

More Often About the Same Less Often

How does your organization strike a balance between assisted and unassisted solutions?

@ Toni Keller

Director of Customer Experience

CYMBIOTIKA


https://www.cgsinc.com/en/resources/2019-CGS-Customer-Service-Chatbots-Channels-Survey
https://www.cgsinc.com/en/resources/2019-CGS-Customer-Service-Chatbots-Channels-Survey

CONSUMER EXPERIENCES - SELF-HELP SOLUTIONS

IDENTIFYING VIRTUAL AGENTS AND IDEAS FOR IMPROVEMENT

In yet one more new exploration, survey respondents were asked about transparency regarding Al-
powered technology. Most respondents (47%) agree Al-powered solutions should be clearly identified
as non-human. That said, demographics again played a role, with “Strongly Agree” the lead answer in all

age groups, save one — ages 18 to 24 years. Among this age group, the top response was “Neutral” at
41%, followed by “Strongly Disagree” at 23%.

How much do you agree with the following: If a company guides
me to an Al-powered virtual agent for customer service, the
solution should be clearly identified as non-human.

Strongly Agree _ 38%
Somewhat Agree - 9%
Neutral _ 25%
Somewhat Disagree - 1%
Strongly Disagree - 17%

What can companies do
differently with self-help
tools to make them more
enjoyable to use?

“There always needs to be an option to
speak with a representative.”

“A deeper knowledge base integration.”

“Don't force people to use the bots for
complicated issues.”

“Create an easy-to-use graphical

knowledge base.”
“Beta-test them with a wide group

of users.”
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CONSUMER EXPERIENCES

CONCLUSIONS

Consumers have evolved their use of CX solutions over the past year, leaning more
heavily on Text-Based solutions, yet strongly demanding more immediate access to live
help should the need arise. Multichannel journeys continue to play a prominent role,
which means easy transitions and strong cross-channel resolution (and satisfaction)
rates are crucial in creating a successful overall experience.

Here are some key results for CX leaders to consider as they develop their strategic
plans for 2023 and beyond:

e Text-Based solutions had sizable YOY gains, with 35% of consumers naming them as
their most frequently used method of interacting with customer care, compared to
28% in 2021 (page 13)

e “Difficulty in Reaching a Live Person” was the top frustration among consumers (42%)
in resolving a customer care issue with brands (page 15)

e Consumers are far more likely to share negative experiences versus positive. In fact,
80% of survey respondents claimed to have shared their negative experiences versus
50% who claimed to have shared their positive experience (page 28)

® Resolution rates remain a challenge for self-help solutions, with only 68% of survey
respondents indicating they were able to complete their transaction or find the
information they were seeking using a self-help or unassisted solution (page 40)

® Age plays a significant role in channel preferences, with 64% of those 65 years and
older preferring the help of a live agent, compared to only 41% of those ages 18 to 24
years (page 44)

Especially notable is the profound impact demographics played in a number of
consumer preferences and other results. Younger consumers are definitely more open
to both Text-Based and self-help solutions, and they seem willing to adopt to newer
channels (so long as they actually work). That said, there remains a strong desire to
connect with a live person, often by phone, and with ease. At the end of the day, a
business can only meet the needs and expectations of their customer if they know their
customer. Consumers seem to understand this as well, which might be why they are so
willing to share their perspectives, if only given the chance (pages 20 and 26). Brands
should make sure they are doing all they can to listen.

4 6 ‘ CX LEADERS TRENDS & INSIGHTS
WWW.EXECSINTHEKNOW.COM



CONSUMER
PERSPECTIVES

CONSUMER OPINIONS
CONSUMER PREFERENCES
CONSUMER EXPECTATIONS



CONSUMER
OPINIONS



CONSUMER PERSPECTIVES - CONSUMER OPINIONS

BETTER OR WORSE, EASIER OR MORE DIFFICULT

In general, do you think that companies are
Consumer sentiment toward quality of care took a getting better or worse at providing good

definitive dip YOY, with fewer respondents indicating care customer care?
was getting better, and far more indicating it was getting

worse. Most of the negative sentiment was concentrated

on those 45 years of age and older who average a

"Getting Worse" response of 60% compared to those

18 to 44 year of age who averaged a "Getting Worse”

response of 44%. This may have to do with the general 52%
expansion of non-voice and self-help solutions, options a1 44%
. . o
that younger consumers are far more receptive to in terms 37%
of adoption and use.
15%
Getting Better Getting Worse Remaining About
the Same

B 2021 M 2022

When it comes to ease, the story improved slightly YOV, but age continued to be a factor (at least in one
age group). Those ages 18 to 24 were the only demographic where responses of “Easier” outweighed
responses of “More Difficult” (28% to 27%, respectively). In all other age groups, those answering “More
Difficult” more than doubled those answering “Easier.” Within customer care organizations across
industries, there is clearly a shift occurring — be it in quality, process, or solution availability. Younger
consumers appear to be more accepting of this change. Brands should seek to understand and
consider these differences among their own customer base, especially as they invest in new initiatives
and operational changes that could impact sentiment in unintended ways for some demographics.

Do you feel that resolving customer care issues with brands
has gotten easier or more difficult in recent years?

58%

38%
. 35%
30% 32%

29%
26%
i I I
Easier More Difficult About the Same
B 2019 M 2020 B 2021 2022
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CONSUMER PERSPECTIVES - CONSUMER OPINIONS

MAKING THE PROCESS EASIER

Wait times remain the top consideration among consumers for the third year in a row, with more than
one quarter (28%) of survey respondents naming “Reduce Wait Times” as their top recommendation

to brands in making the resolution process as easy as possible. Better agent communication, greater

access, and improved follow-through were also highly positioned among survey respondents

What can brands do differently to make the resolution process as easy as possible?

26%28% 27%

20%22% 8 20%199 20%
1% = 159 18 15% 1”’ 139 15%
10% 110% 11%11% 10%
| Il el i ilae
Reduce Wait Times Establish Better Provide More Ways Be More Reliable Be More Prowde More
Agent Capabilities to Contact the in Following Up Accommodating Self-Service
and Communications Company with Policies and Tech-Based
Solutions

B 2019 M 2020 B 2021 [ 2022

66

The reality is that consumers are not asking for
more automation and self-service in customer
care. The data shows that customer care is

more of a human endeavor than ever before. ) ;

Zenarate Commentary, p. 6
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CONSUMER PERSPECTIVES - CONSUMER OPINIONS

WHERE TO FOCUS IMPROVEMENT EFFORTS

In general, where should brands focus their

. s " i ?
Consumers continue to point at “The Customer e

Care Experience” as the area most in need of
improvement, with all other areas effectively in
a three-way tie. These results are reinforced by
the opinions expressed on page 55, where 63%
of survey respondents either “Strongly Agree”
or “Agree” that a brand’s reputation for good
customer service influences their decision to do

business with that brand. Clearly, customer care
is of paramount concern to consumers, especially
in a world where value and product selection are
table stakes.

17% 16% 16%
10%

The Customer The Ownership The Shopping The Purchase
Care Experience Experience Experience Experience

2021 2022

In recent years, which area of the customer experience do you

/ ! Although most consumers point to
think brands have been able to improve most?

The Customer Care Experience as the
top opportunity for improvement, only
about a third of consumers think that
critical area has improved most in recent
years. In fact, the bulk of consumers
think the biggest improvements have
been made in the combined areas of
Shopping and Purchasing. This is likely
an expression of the technological and

7% logistical changes that have made things
yso 2 ysop 22 like mobile shopping and curbside
. pickup commonplace. And while these
13% innovations are good for customer and
. 8% companies alike, brands shouldn't lose
[] focus on the area where consumers see
The Shopping The Purchase The Customer The Ownership the most opportunity for improvement:
Experience Experience Care Experience Experience

customer care.

B 2021 B 2022
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CONSUMER PERSPECTIVES - CONSUMER OPINIONS

WHERE TO INVEST

As demonstrated in the findings at the top of the previous page, consumers decidedly want brands
to focus on improving the customer care experience. But, what do consumers think that looks like
in practical terms? First and foremost, consumers think in preventative terms. With better products
and services, the likelihood of needing customer care assistance is lessened. But beyond this,
consumers want to be better understood through effective use of Voice of the Customer (VoC),

and want better training for agents (especially communication, as demonstrated elsewhere in this
report, such as page 56).

In your opinion, where should brands be investing in order to
most effectively improve the customer experience?

41%

38%

Creating
Better
Products
and Service

CX LEADERS TRENDS & INSIGHTS
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20% 20%

Gathering
and Utilizing
Customer
Feedback

I 2021

20%
17%

Training For
Agents and
Support Staff

B 2022

[
13/011%

Tools and
Technology
For
Customers

9% 11%

Smart,
Automated
Solutions



CONSUMER PERSPECTIVES - CONSUMER OPINIONS

IMPORTANCE OF AGENT ADVOCACY
N

Increasingly, consumers seek a deeper connection with the brands they engage. This notion is expressed
in new results in which 58% of respondents either “Strongly Agree” or “Somewhat Agree” that it's
important for customer care agents to be passionate about the brands they represent. This feeling was
especially pronounced among younger consumers (ages 18 to 24 years), with 71% indicating they either
“Strongly Agree” or “Somewhat Agree” with the statement regarding agent passion for the brand.

How do you feel about the following statement: It is important for
customer care agents to be very passionate about the
brands they represent.

Strongly Agree 31%
Somewhat Agree 27%

Somewhat Disagree . 9%

Strongly Disagree . 5%
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CONSUMER PERSPECTIVES - CONSUMER OPINIONS

RESOURCE ALLOCATION

In another new question, one exploring where consumers think companies should focus, most consumers
would rather see companies devote resources to improving agents than developing better self-help
solutions. This is true even among consumers who were pre-screened as users of self-help solutions. It

is unclear whether this indicates consumers think self-help solutions are “good enough” (not likely), or
consumers see lots of opportunity for improvement among agents. At any rate, brands should prioritize
agent training, as they are often the last stop on the CX journey. Given the current state of self-help, this is

especially true if a CX issue is either complex or outside of the competency of a particular
self-help solution.

In your opinion, should companies focus
more of their resources on improving their
customer care agents or on creating better

self-help solutions?

70%
61%
39%
30%
Improving Customer Creating Better Self-Help
Care Agents Solutions
. General Population . Confirmed Users of Self-Help
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CONSUMER PERSPECTIVES - CONSUMER OPINIONS

LOYALTY AND REPUTATION

Consumer opinion on the importance of good customer care in shaping loyalty was strikingly consistent
YOY, with most survey respondents (73%) continuing to either “Strongly Agree” or “Agree” with the
sentiment. Loyalty is a critical factor in driving business success. Not surprisingly, companies that

effectively prioritize customer care typically enjoy less customer churn.

How much do you agree or disagree with the following statement:
Receiving good customer care makes me a very loyal customer.

Oy
2 649%

I 23%2‘1"/0

Strongly

Agree
Agree

B 2021

13%14%

Neutral

M 2022

5% 7%
m B

Disagree

7% 6%
HE

Strongly
Disagree

When it comes to influencing the purchase decisions of consumers, reputation is second only to
firsthand experience. At the same time, a company's reputation is built of the experiences that company
creates. It's a bit, “What came first, the chicken or the egg?” Either way, the connection between service
experience and future intent is definitive; and finding success in satisfying customers will always translate
to repeat customers, as well as new customers who are attracted to the brand on reputation alone.

How much do you agree or disagree with the following statement: A brand'’s reputation for good
customer service greatly influences my decision to do business with said brand.

26% 27%

Agree

40%
I 36%

Strongly

Neutral
Agree

M 2021

20% 20%

M 2022

6% 9%
m B

Disagree

8% 8%
H N

Strongly
Disagree
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CONSUMER PERSPECTIVES - CONSUMER OPINIONS

WHAT IS IMPORTANT DURING AN AGENT ENGAGEMENT

Across the remaining results in this section (all new questions for 2022), it's abundantly clear that
communication is of paramount concern to consumers. Time and again, good communication (both
speaking and listening) rises to the top of the results, regardless of how the questions are phrased. In
addition to the communication, consumers are looking for agent attributes that lead to a swift resolution

of their issue ... things like higher levels of efficiency, professionalism, and problem-solving ability. Further
down the list are things like empathy, friendliness, and sensitivity.

When talking to a customer care agent to resolve an issue with a product
or service, what's most important to you?

Clear Communications _ 31%
Efficiency/Professionalism _ 26%
Product/Service Knowledge - 15%
Active Listening - 14%
Friendliness - 12%

Empathy/Emotional IQ I 2%

In which area should companies focus their resources when it
comes to training customer care agents?

Product & Service Knowledge _ 24%

Clarity of Speech/Accent Neutralization

14%

Speed & Efficiency - 14%

Company Policies & Process . 6%
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CONSUMER PERSPECTIVES - CONSUMER OPINIONS

CREATING AN EXCEPTIONAL EXPERIENCE

Even though most consumers focus on communication, that's not to discount soft skills like positivity,
empathy, and friendliness. These things are critical for creating experiences that go beyond the basics
of solving an issue. But at the end of the day, many soft skills are “nice to haves” compared to the “must
haves” of communication and problem-solving. Once companies can master the essentials and routinely
resolve issues effectively, next-level service, enhanced by the “nice to haves,” is where brands have an
opportunity to differentiate themselves in exciting ways.

Which agent soft skill (or agent attribute) is most critical to cre-
ating an exceptional experience when working with a brand to
resolve a customer care issue?

Good Communication/Listening _34%
Problem-Solving Ability _ 22%
Professionalism/Competency - 13%
Patience/Positivity - 12%
Empathy/Sensitivity - 10%
Friendliness/Humor - 9%

What do companies need to
do right in order to create an
exceptional customer care
experience?

“"How about actually answer the phone, and not with a
computer voice.”

"Respond and resolve quickly.”
"“Provide quality people who don't just follow a script.”
“Be honest and truthful.”

"Care about employees.”

“"Do what's right, not just what's cost-effective
or profitable.”

"Treat the customer with respect.”

“Have caring and attentive team members who
have a heart to serve.”

CX LEADERS TRENDS & INSIGHTS ‘ 57
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CONSUMER PERSPECTIVES - CONSUMER PREFERENCES

CHANNEL PREFERENCES

As seen elsewhere in this year's findings, consumers are gravitating toward Text-Based solutions more
than ever before. Although Voice-Based solutions still figure large, preferences are evolving, especially
among younger consumers. Among those 18 to 44 years of age, 58% prefer Text-Based solutions, while
only 22% prefer Voice-Based solutions. Preferences for Self-Help solutions were highest among those 18

to 24 years of age, at 38%.

If you knew your customer care issue would be resolved
regardless of contact channel, which would be your

preferred contact method?

40%
35%

46%
39%

Text-Based Voice-Based Self-Help
(Online Chat, (Phone, Video, (Chatbot, FAQ,
SMS, Email) In-Person) Mobile App,

Kiosk)

B 2021 B 2022

0% 4%

H ==
On Social Media

(Twitter,

Facebook,
Forums)

Preference for Text-Based solutions (primarily SMS/Text) took a year-over-year

leap. How is your company addressing this shift in preferences?

Brian Graves redbox.

Director, Customer Care
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CONSUMER PERSPECTIVES - CONSUMER PREFERENCES

FACTORS DETERMINING CHANNEL PREFERENCE

Convenience/Ease of Use continues to be the most prominent factor in determining a consumer’s
preferred channel of care. But it's important to remember that things like ease can mean different things to
different groups of customers. Brands should seek to fully understand their customer base and the various
preferences throughout, seeking to offer solutions that best map to the preferences of their customers

What are the biggest factors in determining your preferred channel of care?

63%

52%
48%
44% I

Convenience/
Ease of Use

66

B 2019

(Select all that apply)

47%

Prefer to Speak

Looking for a
to Someone

Quick Answer

B 2020 B 2021

44%
40% 38%
35%
31%
24% 26%
139
I I 3A 10%

[ 2022

14%

Comfort With
the Channel

Your gut is right - your customers prefer to
speak to other humans instead of robots,

especially when solving complex problems. ) )

Zenarate Commentary, p. 6
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CONSUMER PERSPECTIVES - CONSUMER PREFERENCES

CHANNEL PREFERENCES BASED ON COMPLEXITY

Although Text-Based solutions compete against Voice-Based solutions, Phone still dominates when

it comes to consumer preferences for individual solutions, regardless of whether issues are simple

or complex. That said, resolution rates are a significant factor. As demonstrated on page 33, Phone
continues to be an endpoint destination for multichannel engagements, signaling more robust resolution
capabilities when compared to other solutions. To truly transform solution preference and use, brands
need to improve the resolution capabilities across all solutions.

If you had a simple, transactional customer care issue to resolve
with a brand, which is your preferred channel of care?

Email _ 21%
SMS/Text - 12%
Online Chat - 10%

Social Media . 5%

Chatbot/FAQ/Self-Help . 3%

If you had a complex customer care issue to resolve with a brand,
which is your preferred channel of care?

Email _22%
Online Chat - 9%
Social Media - 7%
SMS/Text . 6%

Chatbot/FAQ/Self-Help l 3%
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CONSUMER PERSPECTIVES - CONSUMER PREFERENCES

CHANGES IN CHANNEL PREFERENCES AND CAUSE

Contact preferences among consumers Has your preferred contact method
became even more entrenched in 2022, changed in recent years?
with only 35% indicating a shift — the lowest

result in a dataset stretching back to 2018.

Undoubtedly, many shifts in preference were

brought about by changes induced by the o 650

COVID-19 pandemic and subsequent changes 57%
in how people shop and interact. Nevertheless, 43%
consumers are less likely to change preferences 36% 35%
unless there are obvious and meaningful I I

Yes No

reasons to do so.
B 2020 W 2021 B 2022

At the end of the day, consumers want solutions that work. In fact, they'll predictably migrate toward
solutions that produce results. Second to this, consumers want speed, ease, and the ability to connect with
a live person — especially when self-help isn't up to the task at hand. If brands want to guide consumers to
alternate solutions (for whatever reason), those solutions need to work, and they need to work well. They
also need to be tailored to the individual customers who use them, which sometimes means being all
things to all customers, as consumer solution preferences are currently wide-ranging and vary significantly
based on things like demographics.

What caused your preferred contact method to change?

46%

il 30%
24%23% 22%
11%
7% 4% o,
Adapted Looking for Want to Advances in Covid19
To What More Speed, Connect Technology Pandemic
Works Best Ease and With a Live
Convenience Person
2021 2022
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CONSUMER PERSPECTIVES - CONSUMERS PREFERENCES

MOBILE DEVICE INTERACTION PREFERENCES

Like other results in 2022, when consumers were asked about their interaction preference via a mobile
device, Mobile Text/SMS edged higher, now leading Phone Call by 14 points. The preference for Mobile
Text/SMS was strong across all demographics, except those ages 65 years and older, where a preference
for Phone Call outweighed a preference for Mobile Text/SMS by a significant order of magnitude

— 63% to 37%, respectively. Again, brands likely find themselves serving two distinct cohorts of
customer, each with their own expectations and preferences. Brands should be making their investment
and development decisions only after truly understanding their customers, including their current
experiences and desired future state.

If you knew your issue would be resolved easily and to your
satisfaction, which method would you prefer when
interacting with a brand’s customer care team?

57%
51% 49%
I 43%
Mobile Text/SMS Phone Call

B 2021 B 2022
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CONSUMER PERSPECTIVES - CONSUMER EXPECTATIONS

MEETING NEEDS AND EXPECTATIONS

Consumer opinion toward customer service lifted YOY, with slightly more than a third of 2022 survey
respondents indicating their needs and expectations were generally being met. Worth noting is

that in eight years of collecting responses to this question, “Yes” responses averaged 34%, with a
high watermark occurring in 2016 with a “Yes” response of 41%. In all that time, one thing is certain:
consumers’ needs and expectations are constantly evolving. In order to deliver, brands need to

be acutely aware of their customers and the current journey. This is where things like effective VoC
programs, smart channel strategies, and detailed journey mapping can play such valuable roles in
improving the customer experience.

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

70%

35%

] I

Yes
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BETTER SERVING CUSTOMERS AND WHAT’S MOST IMPORTANT

Although the question at right was posed
open-ended, it yielded several common

themes. By bucketing responses, the

results could be summarized as follows: How can the customer care departments of
today’s companies better serve your needs

HIRE AGENTS WHO ARE MORE HELPFUL,

i ?
FRIENDLY, KNOWLEDGEABLE, AND EFFICIENT: and expedatlons °

"“Be polite, listen to and understand customer needs.”
PROVIDE EASIER/ " . "
FASTER ACCESS TO A LIVE AGENT: By not being an automated system.

“"Have knowledgeable staff that can make decisions.”
HIRE AGENTS WITH BETTER COMMUNICATION e .
SKILLS (LISTENING, UNDERSTANDING, AND SPEAKING): Listen to more of the recommendations made

by customers.”
STHES "By taking care of their employees.”

"By speaking English more clearly.”

As more and more transactional engagements are directed toward automated solutions, agent soft skills
play a much larger role in determining outcomes. Yes, consumers want ease and efficiency (getting a
resolution always comes first), but consumers also value fair and friendly treatment. These are traits that

will become increasingly important, as well as other intangibles, such as an agent’s enthusiasm for the
brand (page 53).

Aside from getting your issue resolved satisfactorily, what is most important when
dealing with a large brand to resolve a customer care issue?

29%
25%

14%13% 13%13%
Fair and A Quick and Polite and Correct and To Be To Feel Like
Honest Easy Process Friendly Consistent Heard and More Than a
Treatment Treatment Information Understood Customer

B 2021 M 2022
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RESPONSE EXPECTATIONS FOR PHONE AND EMAIL

Expectations on phone responsiveness eased YOY, with fewer respondents expecting to be connected
within two minutes. The “2-3 Minutes” range also ticked up, but this shift looked to mostly be a draft of
less than two-minute responses. Based on these results, if a company is unable to connect a customer
with a live agent by phone within two minutes, that company is likely failing to meet the expectations of

most of its customers.

When interacting with a brand’s customer care department by phone, how
quickly do you expect to be speaking to someone?

38%

35% 34%
28%
24%
15I% I

o 79 9%
8% 7% 5o, 5% 4%
|| N
<1 Minute 1-2 Minutes 2-3 Minutes 3-4 Minutes 4-5 Minutes
M 2020 M 2021 B 2022

8%

11%13%
‘o

>5 Minutes

Consumer expectations for email responses tightened up YOY, with an influx of responses flowing into
the “<1 Hour" category. Email is still a heavily used and expected channel, and consumers continue to
move toward immediacy in dealing with customer care issues. Even responses beyond four hours begin

to fail to meet the expectations of most consumers.

When interacting with a brand’s customer care department by email, how

quickly do you expect them to initially answer your inquiry?

21%

19%19% 18%
11%
I ﬁ

1-4 Hours 5-12 Hours

10%

<1 Hour

B 2020

28%

21%
17%

I 13I% 11%12%
13-24 Hours 1-3 Days
M 2021 B 2022

15%
11%

3%
|

>3 Days
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RESPONSE EXPECTATIONS FOR ONLINE CHAT AND SMS

In 2022, consumers indicated a heightened expectation for online chat responsiveness. The percentage
of consumers expecting a response in “<1 Minute” grew seven points YOY, with most of those gains
seemingly migrating from “1-2 Minutes.” If a company is unable to initially engage its customers via online
chat within two minutes, it's failing to meet the expectations of most consumers.

When interacting with a brand’s customer care department by online chat, how quickly do
you expect them to initially answer your inquiry?

44%

37%

33%

27%

18%
169
12%13% 13% 6%
5% 4% 3% 22 5% .
Hm = 1

<1 Minute 1-2 Minutes 2-3 Minutes 3-4 Minutes 4-5 Minutes >5 Minutes

M 2020 M 2021 M 2022

26%

24%

As with past years, most survey respondents expect an SMS response from a brand within five minutes,
though combined results of “<1 Minute” and “1-5 Minutes” totaled 55% in 2021, jumping to 64% in

2022. As SMS continues to grow in use, it seems the trend toward expecting more immediate responses
is only going to continue.

When interacting with a brand’s customer care department by SMS, how quickly do you
expect them to initially respond to your inquiry?

39%

34%
30% 32%
23% 23% 22%

15% 14% 15% 13%

9% 9%
. 5% 5% 4% 5% 3% I

| Hml [ |
<1 Minute 1-5 Minutes 6-10 Minutes 11-30 Minutes  31-60 Minutes >60 Minutes
M 2020 M 2021 B 2022
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RESPONSE EXPECTATIONS FOR SOCIAL MEDIA

As seen with all other solutions except Phone (page 67), consumer expectations increased for social
media responsiveness, with exactly half of survey respondents expecting a response within five minutes.
Expectations for private messaging on social platforms (and even purpose-build messaging platforms)

are typically higher, as such environments are capable of real-time communication, much like an online
chat interface.

When interacting with a brand’s customer care department via social media
or an online forum/message board, how quickly do you expect an initial response?

50%

45%
19% 20%
15% 15%
9% 8%
N o o il
H = B =

<5 Minutes 6-30 30-60 1-2 Hours 2-4 Hours >4 Hours
Minutes Minutes

B 2021 M 2022

CX LEADERS TRENDS & INSIGHTS ‘ 69
WWW.EXECSINTHEKNOW.COM



70|

CONSUMER PERSPECTIVES

CONCLUSIONS

Based on several results in the “Consumer Perspectives” section of this report, it is clear that
consumers think there is lots of work to be done in improving the customer care experience.
Furthermore, they are pretty clear on where and how they think the improvement can be made:
faster speed to resolution, better trained agents (especially regarding communication), and
fairer treatment for customers. Consumers want to have choice. They want companies to focus
on their people, and they want more passion from the brands that get their business and the
agents that serve those brands. To deliver, brands should not only look to improve existing
operations, but also consider alternate models such as GigCX, which offers its own unique
strengths and advantages.

Here are some key results for CX leaders to consider as they develop their strategic plans for
2023 and beyond:

® The consumer’s preference for Text-Based solutions edged out their preference for
Voice-Based solutions in 2022, 46% to 35%

® "Reduce Wait Times" was the top answer among consumers (28%) when asked what brands
can do differently to make the resolution process as easy as possible (page 50)

® Half of consumers (50%) think brands should focus their improvement efforts on “The
Customer Care Experience” versus an average of 17% who think brands should focus on the
"Ownership,” “Shopping,” or "Purchase” experiences, respectively (page 51)

e Fifty-eight percent of consumers feel it's important for customer care agents to be very
passionate about the brands they represent (page 53)

® Better communication (both listening and speaking) ranks as a top consideration among
consumers in a set of new questions (page 56)

Many opportunities are surfaced by these results, including better agent training (especially in
regards to communication) and a reduction of wait times. Making improvements in these areas
starts with understanding expectations, then zeroing in on the factors interferring with meeting
those expectations, be it workforce resources, process, or strategy. Once identified, brands
should prioritize corrective projects based on the magnitude of impact.

Understanding change is also key. When it comes to consumer preference, Text-Based solutions
might rival Voice-Based solutions as a whole, but Phone (as a single solution) continues to
command high levels of consumer preference. It's possible this remains true because Phone
continues to provide a very high level of resolvability for a variety of issues, especially when
compared to self-help solutions. While demographics certainly play a role in channel adoption,
brands should strive to create greater consistency and cohesion across solutions, remembering
always that a fast, simple resolution is what consumers want most. Everything beyond this is a
differentiator.

CX LEADERS TRENDS & INSIGHTS
WWW.EXECSINTHEKNOW.COM



GET PREVIOUSLY RELEASED

EXECS IN THE KNOW
CX RESEARCH

execsintheknow.com/knowledge-center/cx-research/
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