Each lockdown phase
transfers more
customer engagement
online




E-commerce global

January June
2020 2020

16.07billion 22 billion
global visits  global visits
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COVID Accelerates Digital Adoption

Average share of customer interactions that are digital, % W Precrisis Il COVID-19 crisis
100
Global Asia-Pacific Europe North America
Adoption Adoption Adoption Adoption
acceleration’ acceleration acceleration acceleration
3 years 4 years 3 years 3 years
53
32
QO I I 18 19 I I
O l I I
June May Dec. July
2017 2018 2019 2020 McKinsey
. s & Company
Years ahead of the average rate of adoption from 2017 to 2019.
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C u Sto mers C h an g e M I n d Set How has your perspective about digital/

online customer support changed as a
result of COVID-19?

W 32.05% 17.83%
More comfortable Less comfortable using
using chat/messaging/ chat/messaging/email/
email/chatbots for chatbots
all issues

B 50.12%
More comfortable R
using chat/messaging/ Experience

: Trends,
emanl/;hatbots for Challenges &
some issues Innovations
CCW itfen
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Brands Reimagine Customer Service

Before

42m assisted
conversations
every month

* Complex, manual back office processes

* Voice-centric interactions

In scope: €1.2bn customer operations opex’

Vision for tomorrow
= ¢ D ‘@ > s
<20 million assisted o v‘

conversations =

TOBI

* Instant, prediction driven interactions
» Automated back-office and service

Ambition: 40% reduction in contact frequency by March 21
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Poll
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Customer Engagement
Habits Are Changing
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Frequency of Engagement Since Pandemic

More | Same | Less

100% — - — o —
27% 39% 24% 46% 35% 41%
75%
50%
25%
0%
Banking, Education Healthcare Retail/ Media/ Home deliveries
finance & e-commerce entertainment, (transportation
insurance gaming & online & logistics)
dating

\/ VONAGE COVID-19 Reshapes the Global
Customer Engagement Landscape
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Frequency of Engagement Since Pandemic

Average global support requests were up 19% at the

o~ beginning of June, compared with 2019
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Source: Zendesk Benchmark Snapshot

&3 brainfood



Customers Are Experimenting

- Not Sure
12% @
»
N pd
{f/ . Impact
11%

N\
\,
N
L

Have these
changes been
positive for
you?
No

Yes

16%
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In which of the following ways would you prefer to do the following activities?

Choice Is Expected (Select il that 3pply)

» Takto someone on the phone » Meet with someone in person
m Chat with a person on your computer Self-service on your computer
® Self-service on your mobile phone

2>

o

.. ®)

Update your address on an account after

A you move 20% 10%12% 45% 23%
& s
e’ \ Investigate a mistake in your monthly cell 47% 13% 17% Brrl13%
\ ) phone bill
~ \ Y { et
- l~ Check thedelivery status of a purchae;zgz e 139 43% 20%
" H % Check thebalance on a savings or checking
8 2Ny , é account e 43% 33%
» Apply foranewcreditcard B¥ TBELSICH 37% 18%
Resolve a technical problem with your
computer 36% 7% 21% 23% pLi
Schedule a service appointment for your car 41% 13% 12% B0 17%
Schedule a medical appointment 46% 129 11% B-SL 0 17%
Base: 10,000 U.S. Consumers www. xminstitute com
Source: Qualtrics XM Institute Q2 2020 Consumer Benchmark Study Copyright © 2020 Quaitrics*
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. Are you comfortable solving customer
M ore O pe N to Se If Se rvice service issues on your own (without
help from a representative), such as via
chatbots, FAQ pages, instructional videos,
or automated voice menus?

53.14% 13.77%
Yes - already No - support should
comfortable using always come from an
these self-service tools employee

MW 33.09%

Could be comfortable
in the future, but

you haven't yet had
much success with
bots or voice menus
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Contactless Engagement S ¥

g @jlandpartners

Whether welcoming a new addition or navigating your baby’s
latest milestones, our nursery advisors are on hand to help =

You can now book a free 1 hour video call with one of our
specialist Partners & receive advice from your own home.

Book here: johnlewis.com/our-services/n...

10:47 AM - Apr 16, 2020 ®

KENDRA SCOTT Q 8 2 See jlandpartners’s other Tweets
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Contactless Engagement

“Alexa, pay for gas.”

“plexa, when is

my bill due?”

Fuel payments at more than 11,500 Exxon and Mobil gas Amazon India supports bill payment for electricity,
stations in the U.S gas, water, post-paid mobile and broadband
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Voice Remains Strong

36% of 1824 year
oldsagreed that it
has beernvital to
telephone a business
during the pandemic

41% of UK consumers say phoning call centres has replaced face-to-face
and in-store interaction with brands

Source:Netcallwith Arlington Research
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Asynchronous Messaging Is A WINIn

Nearly 70% Of Consumers
Moved to Messaging During the
Pandemic

Answer

A customer
service
question

Buying a
product

Booking an
appointment

Paying a bill/
for product

Scheduling
a delivery/
store pickup

A question
about a
product or
service

23%

The Definitive
Guide to Customer
Experience 2021
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Customer Experience
Matters Even More




Multi v Single Channel Outcomes
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Chosen to Expedite Chosen out of Forced to by the Forced to by the
Resolution Convenience Customer Service Process Complexity of the Issue

4%

4%
5%
5%

0%

9

® 2016 *2017 * 2018 *2019 * 2020

Why did the process take you across multiple channels?

WhosOn Live Chat e

Currently, our claims agents are only
available over the phone. They'll be
happy to help you with this so please call
them on 0333 321 9800. They're open
Monday to Friday, 9am - 6pm.
Unfortunately we don't currently have
facility to do this over chat, as the claims
team are a separate department,
therefore we don't have access to their
systems. I'm really sorry for the
inconvenience caused, | wish | could be
of more help.
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Voice Remains Strong

X In which channel did your multichannel engagement begin/end?
™
. When we looked at these multichannel journeys in more
A P— depth, the data indicates that consumers are trying to
R 2 a use self-service channels initially, but more often than
& § S ® End not: t_hey need to turn to human support to fully resolve
their issue.
R
L)
i
5% X R
© ® b 2 2
v Ef ¥ s
Iae |ae | 28 %
i <«
« LIl ol
Phone Email Online Mobile Self Help/ Chatbot Social In-person  Mobile Video SMS Other

Chat App FAQ Media Chat Chat
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Priorities & Consequences

Following COVID-19, do you care more or
less about the customer experience when
deciding which companies to support and
buy from?

58.51% Care more
B 38.37% No change
312% Care less

Source: August 2020 Market Study by Customer Contact Week “Customer Experience Trends, Challenges & Innovations”
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Loyalty Investment

Marketers willre-emphasisdahe value

of their loyalty programs

; e
) 58
: —— ( ~ 'éu”

Y COVID-19 <
drives »

Already, media money Is shifting into

retention methods such asustomer

service We predict that spend on

loyalty will increase b$0%in 2021
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Loyalty Has A High Bar
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