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WARNING:

WE ARE... BEING PRODUCTIVELY
DISRUPTIVE
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CONSUMER ENGAGEMENT 20/20

KEY HEADLINES

Looking ahead, companies must embrace a new model for Consumer Engagement to
achieve sustainable growth in an emerging “Flat and Frictionless World”

Consumer self service Is the most compelling long-term solution for
meeting customer expectations

Excellence In Customer Service enhances traditional Marketing

The Collaborative/Sharing economy challenges conventional consumer
engagement models and traditional views on consumer loyalty
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And with billions of customers
/ Interacting with brands right now

\
\




The opportunity to surprise and delight

/ IS ever present

}



THE SCARY PART IS...

Brands continue to struggle to engage with their
customers or recognize them...

...and that is a big problem




We think it's time to help
customers create happier outcomes




Customer Is Important
“giving them our attention”

W think it's time to help
customers create happier outcomes

GOAL I Customer Is Important

‘winning their attention”



Does It matter....

» 80 Million Millennials, ages 19 to 37 are poised to
outspend Baby Boomers in 2017
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The Aspect Consumer
Experience Index:

Millennial Research on
Customer Service
Expectations

Millennials, mobile technology and social media are colliding to
radically change customer service as we know It



What they told us... -
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> 55% told us that my
v have Increased over the past three years

61% say If | ever have to my story to more than
one customer service agent | am going to




What they told us... -

©
Over 70% of Americans want the abllity to solve product and —
service issues \/)
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65% of customers told us that they feel really good when
they solve a problem



91 %

would use
self- service if
it were available

N
of customers prefer

text over picking
up the phone




Today’s
Consumers

are
DIFFERENT

.
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Y%

Expect the customer service
agent to be an expert

8 of consumers agree.

How do consumers feel about
customer service?
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THE ‘;NOWochSUMER” E&flfgg'TloNs

\ s = Know me
Make It mobile
m Letmedo it

Make 1t social

® Fit into my life
Save me time
m Make me smarter

Help me discover




MACRO CONSUMER

TRENDS SET THE STAGE FOR CHANGE

£% It's the experience — not the features —
@7 that matters

The Internet of Things (loT) Is exploding

AN Context matters, and it matters a lot



We are undergoing a power shift
from brand to consumer...



We live In the age of the idea, ideas are the currency, execution is the killer
app, not strategy.
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EVERYTHING IS CHANGING

EVERYTHING AGENTS CONSUMERS

moves to the cloud become SMEs and go from dependent
problem solvers to self-reliant




EVERYTHING IS CHANGING

EVEARMIGRENG ORBEHEENAKER OEBNENMERYS

moves tgghe cloud becometpMES and go from ggpendent
PRIVATE PRS SIS FAKESS LRI RN
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PUBLIC COACH AUTONOMOUS



VALUE PROPOSITION

CONSUMER ENGAGEMENT 20/20

Q00

INCREASE IMPROVE DECREASE MAXIMIZE

customer consumer costs through agent
INnteractions satisfaction self-service value




WE CAN HELP YOU

CHANGE THE CONVERSATION



ASPECT CONSUMER ENGAGEMENT REFERENCE MODEL

ELEVATE
role of your agents

@ EXPAND

consumer empowerment

o EXTEND
Interaction models




ACTION
NT 20/20 IN
ENGAGEME

CONSUMER

What woulqd b
airport? Pleas

e
codes, e.g. JFk




CONSUMER ENGAGEMENT 20/20 IN ACTION

e CONTEXTUAL HANDOVER

( Messages Car rental

it wouid e your s TO LIVE AGENT

irport? Please use airport
codes, e.g. JFKor D

Live Service




| CAN DO THAT?
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YOU CAN WITH ASPECT.



WE HAVE AN APPROACH
FOR CHANGING THE GAME
AROUND CONSUMER ENGAGEMENT
G
-
@
W



YOUR CONSUMER ENGAGEMENT 20/20 BLUEPRINT

~ A MODEL

©m AN ARCHITECTURE
AND PRODUCTS

A CLOUD EXECUTION PLAN



20/20 CONSUMER ENGAGEMENT DESIGN PRINCIPLES

Route a Context
guestion to aware
an answer Interaction

N owsn W

engagement

MINUTES

for use 1 0




ASPECT CONSUMER ENGAGEMENT REFERENCE MODEL

The best fit
for the customer —

Put the Self back
In Self-Service



ASPECT CONSUMER ENGAGEMENT REFERENCE MODEL

People love to help

and to be helped by
other consumers....

ASPECT SOCIAL

The best fit
for the customer —

Put the Self back
In Self-Service



ASPECT CONSUMER ENGAGEMENT REFERENCE MODEL

When self-service
falls short, agent contact

as a safety net Is an
absolute necessity

People love to help

and to be helped by
other consumers....

ASPECT SOCIAL

The best fit
for the customer —

Put the Self back
In Self-Service
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ASPECT CONSUMER ENGAGEMENT REFERENCE MODEL

When self-service

falls short, agent contact

as a safety net Is an
absolute necessity

People love to help

and to be helped by
other consumers....

ASPECT SOCIAL

The best fit
for the customer —

Put the Self back

1 Self-Service Proactive information

Improves the quality

of the customer relationship
IN every interaction

ASPECT PROACTIVE
ENGAGEMENT SUITE



CONSUMER ENGAGEMENT CASE STUDY

What happens when a
rewards member uses
the text channel?

How do we recognize
preferred customer
and make It even
easler for them?

http://www.aspect.com/solutions/mobile-
moments/interactive-text-response/interactive-

text-response-video
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THE FIRST STEP IS TO PERFORM
A CUSTOMER INTERACTION MAPPING EXERCISE




THE NRERACHONMAPPHRE PROCESS
A CUSTOMER INTERACTION MAPPING EXERCISE

gALIZE RECOMMEND

| ite those Follow the map
gonsumer to garner new
W hts Into ideas and better

DISCOVER MAP
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CUSTOMER SATISFACTION JOURNEY
SENTIMENT ASSESSMENT
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SELF-SERVICE COMES ALIVE WITH TEXT

17:35 o3%

{ Messages Car rental

What would be your return
airport? Please use airport

codes, e.9. JFK or DV

i this is Mark from
\250 Car Rentals. Lgt me
help you with your inquiry.
In downtown Orlando we

have one pranch:

1 OO Q ‘o »

Conversational Service

Complne natura_l language understanding,
passive authentication and conversation management

Highly-personal natural user interface
Start with a question

Text — the language we all know



CREATING A COMPELLING
CONSUMER ENGAGEMENT EXPERIENCE

TIE CHANNELS TOGETHER
— Continuity, Context, Consistency

ASPECT '

MOBILE: TALK TO THEM DIRECTLY
— Agent / WebRTC

LEVERAGE ASPECT PROACTIVE MOBILE




VALUE PROPOSITION

CONSUMER ENGAGEMENT 20/20

Q00

INCREASE IMPROVE DECREASE MAXIMIZE

customer consumer costs through agent
INnteractions satisfaction self-service value
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Customer Engagement 20/20 Breakfast Seminar

Aspect Speakers:

-Jim Freeze, SVP & CMO

-Tobias Goebel, Director, Emerging
Technologies

When & Where:

Tuesday, October 6 from 8:00am-
12:00pm

Newton Marriott Hotel

2345 Commonwealth Avenue
Newton, MA

Register:

go.aspect.com/boston seminar/

aspect

45



Millennial Research on Customer Service Expectations

THE CENTER FOR
GENERATIONAL KINETICS

{

www.aspect.com/landing-pages/millennials

Best-In-Class Self-Assessment Tool

Back Office Operatio

http://www.aspect.com/best-in-class-self-assessment

Speech and Text Analyticsof,, %20 <) % Sodial Engagement

=g YOUr Score

——g== Best-in-Class

Performance Management % N i "4 Mobile Seif-Service

Quality l\llanagement"\é / ®CRM Integration
»

Workforce Management
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