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Customer Experience IS the Business Differentiator

|:| Current
. Planned 2017/18
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Omnichannel Customer Experience

69% of organizations say it is very

important to improve customer service
23% Important.

F\ of organizations say they provide 35% of organizations say their customers
48 A) their customers with are satisfied with the way they handle
omnichannel experiences interactions

/, 47% Somewhat satisfied.

69% of organizations say it is very

important to improve interaction handling
27% Important.
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Negative CX Influencers for Customers

50% have to repeat information

48% responses are too slow

>
e
-
37% self-service hard to use ¢

~
N 43% can’t use preferred channel

41% responses not consistent
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Employee Skills are Key

36% of “agents” are able to handle all
communication channels

33% of “agents” are able to handle all
types of interactions
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Internal CX Inhibitors

Communication channels are not
0

integrated I

Difficulty integrating business apps. I

(]

Business group don’t collaborate on o

responses 32%
Can’t map the customer journey I
Lack a 360degree view of the o
Level of employee skills I

Source: Ventana Research Next Generation Contact Center in the Cloud
Benchmark Research
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Communication Channels Supported Today

Email 92% tx@ Phone 92%

Social Media 55% ‘)‘K’ Mail 67%

Portal 40% oqe % eL Ja Social Forums 36%
. e Mobile
Chat 38% N o} apps 30%

Video 19% “ " ’ .FU’ Text 26%

Voice activated virtual
agent 8%
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Communication Channels Supported “Tomorrow”

Email 92% Phone 92% Channels with expected significant
_ growth:
Social Media 55% ‘ )‘r’ Mail 67%
 Customer portal 41%
Portal 40% e;\ja Social Forums 36%
* Mobile app 26%
Chat 38% ‘m. Mobile
kil apps 30% * eMail 25%
' Text 26% * Social Media 24%

Video 19%‘» ’

| * Messaging 22%
* Inbound calls 22%
Voice activated
Average 8 virtual agent 8% ¢
* Postal Mail 5%
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Interactions are Handled by ALL Business Groups

. Contact Center 75% @

Sales 67% Face-to-face 50%

NS E :

-0

Marketing 49% Finance 49%

O

) N @
@ Customer Service 34%

HR 28%

Home Agents 43%

Source: Ventana Research Next Generation Contact Center in the
Cloud Benchmark Research Mobile Workers 35%
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Achieving Omnichannel

‘pnocEss
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Achieving Omnichannel

#1 Add more communication
channels 44%

#2 Improve integration of
communication channels 42%

#6 Deploy advanced analytics 31%

#4 Improve training 37%

#5 Multi-skill agents 35% y #3 Update customer service

processes 40%
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Achieving Omnichannel

> Integration
> Collaboration
> Connected channels

> Customer profile » Desktop

» Employee profile
» Journey Maps

» Desktop
» Analytics to focus » Workflow
coaching/training > Alerts

> Robotics Process Automation

‘PROCESS

.
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Planned Technology Investments

Communication systems Business Apps.
Instant Messaging 38% Workflow
Unified Commes. 35% Social Media Integration

Video 35% elLearning

Visual IVR 32% Customer Feedback

Text messaging 31% WFM

Analytics Digital Self-service
43%
37% Stand alone mobile app. 329%

Social media

Social forums 35%
Speech

Web

37% Social customer service 30%

X-channel

36% Connected mobile app. 26%
35%

Text

Predictive

35%
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Planned Technology Investments

Communication systems Business Apps.
Instant Messaging Workflow
Unified Comms. Social Media Integration
Video eLearning
Visual IVR Customer Feedback
Text messaging WFM
Social
Analytics Digital Self-service

Social media 43% Social forums
0
Speech 37% Stand alone mobile app.
Web 37% . .
Social customer service
X-channel 36%
Connected mobile app.

Text 35%

Predictive 35%
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Planned Technology Investments

Communication systems Business Apps.
Instant Messaging Workflow
Unified Comms. Social Media Integration
Video eLearning
Visual IVR Customer Feedback
Text messaging WFM
Mobile
Analytics Digital Self-service

Social media 43% Social forums
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Speech 37% Stand alone mobile app.
Web 37% . .
Social customer service
X-channel 36%
Connected mobile app.

Text 35%

Predictive 35%
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Planned Technology Investments

Communication systems Business Apps.
Workflow

Instant Messaging

Unified Comms. Social Media Integration

Video eLearning

Visual IVR Customer Feedback

Text messaging WFM
Analytics Digital Self-service

Social media 43% Social forums
0
Speech 37% Stand alone mobile app.
Web 37% . .
Social customer service
X-channel 36%
Connected mobile app.

Text 35%

Predictive 35%
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Recommendations

\
‘\ Culture/Process change — take a customer view
\
/

™)

Collaboration — employee/employee, employee/customer

\
v

Information-driven
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