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Customer experience is maturing
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Customer experience affects the bottom line
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Customer experience affects the bottom line

Customer Customer
experience laggards experience leaders
(Bottom quartile) (Top quartile)
Willingness to buy
more products '77% +67%

I
Dol -7.6% +8.2%

Likelihood to
recommend '82% +84%
(Percentages are relative to industry averages)
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Source: North American Technographics® Customer Experience Online Survey, Q4 2008



Customer experience affects the bottom line
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Customer experience affects the bottom line

Annual revenue change from a modest shift in
customer experience for a $10 billion company

S cte © $65 million
recuctionin . 116 million
oo $103 million
$284 million



’? What are customers
= |ooking for when they
Interact with companies



How important are the following factors in your
decision to do business with these firms?

Banks 158%
Insurance providers | 174%
Medical insurers | 168%
Retailers | 178%
Investment firms | 158%
Hotels | 17204 O Low prices
Credit card providers | 175%
Internet service providers | 173%
Airlines | 175%
Wireless service providers | 172%
TV service providers | 173%
PC manufacturers | 166%

Base: US online consumers

~

Source: Forresterds North American TechnographicsE



How important are the following factors in your
decision to do business with these firms?

0
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: 87%
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How do consumers think about price and customer
service from retailers?

Price &
Service
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How do consumers think about price and customer
service from retailers?

High

Importance of
good service

Low

Low High

Importance of low prices

Base: US online consumers (average across 12 industries)
Source: Forresterds North American TechnographicsE



Level of loyalty across consumer segments

Service Price Price & Others
Seekers |BSEEIGIEN | Service

ker
Loyal customers Seekers

Willing to buy more 81% 66% 79%
Reluctant to switch 75% 56% 71%
Likely to recommend 71% 55% 71%

Base: US online consumers (average across 12 industries)
Source: Forresterds North American TechnographicsE



‘ ) How well do online
experiences deliver on
consumer sO0 desi

good service



Satisfaction levels for online interactions
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As sites get more complicated, navigation suffers

Percentage of sites that passed sections of Forrester’s Web Site Review criteria over the past decade
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Source: Forrester’s Web Site Reviews, 1999 through 2008
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Online experiences

donot fully sat
consumer so desi
good service



Satisfaction levels for researching products online and
buying them over the phone

60+ 53%

50-59 54940
Age of
consumers 40-49 48%
30-39 54946

18-29 44%

Average across five purchase areas: wireless products, computers,
consumer electronics, apparel, and large appliances

Base: US consumers that have researched online and purchased over the phone
Source: North American Technographics® Marketing And Mobile Internet Online Survey, Q3 2008



The online and offline experience
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The onli ne and offli1 ne e
disconnected

Interactive
online
experience

Human
Assistance
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The solution: Design cross-channel experiences

Cross-channel criteria;
Choice

Consistency
Continuity
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Percentage of consumers that use and are satisfied
with customer service touchpoints
@ Stalwart
touchpoints

70% @ Emerging/niche _
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60% Mobile phone 1 _
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satisfaction
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Touchpoint adoption

Base: 603 US online users who contacted customer service via each touchpoint

.
Source: JupiterResearch/NPD Group Consumer Survey (9/08)



Summary

Customers desire good service

Onl i ne experiences donot f
needs

Offline and online experience are disconnected

Design cross-channel experiences:
Choice
Consistency

Continuity
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Thank you

Bruce Temkin
+1 617.613.6044
btemkin@forrester.com

www.forrester.com

Blog: Customer Experience Matters
http://experiencematters.wordpress.com
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Survey Says: Consumers Want Live Help

But how important is Live Help?
What drives consumers to use it?
And when do they prefer a live voice or live chat?

Ryan Hoppe
Marketing Director
ATG Optimization Services




ATG Live Help Consumer Survey

A

First broad consumer survey to examine the relative
Importance of live online help and to uncover when and
why consumers prefer a live voice or live chat

Goals:

1.

Determine the relative importance of live online help 7 including
click to call and click to chat T on business-to-consumer
e-Commerce sites

| denti fy key factors and consi de
of different customer service options, including live help

Assess the relative usefulness of live voice help (via click to call)
and live text chat (via click to chat) in different phases of the online
buying cycle and among different demographics

atgh



Study Methodology

A 1,052 respondents, age 18 and older, living in the
continental United States

A Respondents selected from panel of more than 2.5 million
iIndividuals, profiled across more than 500 attributes
(demographics, lifestyle, and behavioral characteristics)

A Respondents further differentiated by characteristics such
as browsing and purchasing frequency online, to ensure
sample represented was active on the Web

A Error rate of +/- 3% for each 1,000 respondents



Key Findings

1. Live help services play a key role in
converting online transactions

2. Consumers want their questions answered
while they shop or research

3. Consumers want options for live help

4. A live call back from a customer service rep
IS the preferred live help option

5. Demand for Click to Call outpaces availabllity
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Rank the features you find to be most i mportant ¢
least important.



