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Digital savvy, demanding, and empowered

Today’s telecommunications customers are firmly in control of the provider-customer relationship, largely
due to low switching costs and a plethora of provider options. Having grown accustomed to a world in which
goods and services can be summoned at the click of a button, communication with others is instantaneous,
and choices are abundant. Customers expect their providers to offer products that are personalized based
on their interests, accessible whenever they want, and available on whatever device they choose.

Accustomed to using digital technologies in their everyday work and home lives, customers expect their
service providers to anticipate their needs, immediately respond to inquiries or problems, and allow
customers to self-serve when appropriate. In short, today’s telecommunications customers are digital
savvy, demanding, and empowered.

Perhaps most importantly, today’s customers demand that their provider treat them as unique individuals,
know their personal preferences and purchase history, and will anticipate and respond to their needs.
Customers will rate and choose their providers based on these factors, as well as their overall digital CX,
which can encompass the quality and availability of the provider’s product offerings, their interactions with
their representatives, and their presence and responsiveness to problems, questions, and inquiries.

Meeting and exceeding the expectations of customers today requires a centralized care approach, which
involves putting the focus on the customer, rather than the transaction, taking a proactive and predictive
approach to addressing the needs of the customer, and ensuring that all marketing, sales, and service
requests and inquiries are addressed quickly, through the customer’s preferred channels. This unified
approach relies on the alignment of people, processes, and policies, and increasingly underpins using
powerful and flexible platforms and tools.

The role of today’s telco provider to meet these CX
challenges

Customer journeys are not linear, but an infinite loop that begins with an initial touchpoint or interaction,
continues through to the purchase or use of a service, and returns to a point of repurchase or renewal.
Often, additional touchpoints along the way are encountered, usually to handle questions on how best to
use the product, to address problems or concerns with the product or service, or administrative or account-
focused issues. In each of these cases, organizations need to keep the elements of delivering excellent CX
in mind:

e Customer care: This refers to how well customers are taken care of while they interact with the
brand.

e Customer success: The methodology of ensuring that customers achieve their desired
outcomes while using your product or service.

e Customer service: The category of providing advice or assistance to customers, which can
cover administrative, product, and technical issues.

o Customer satisfaction: A measure of how well a company’s products and services meet,
exceed, or fall short of customer expectations.

CXis the sum of a customer’s interaction with a company, brand, or service, and encompass each of the
actions or measures listed above. And because telecommunications product and service offerings are
generally comparable across the competitive landscape, CX has become a key differentiator that exerts a
significant influence across the entire customer journey and lifecycle. Ultimately, it is incumbent upon the
telecommunications provider to be present and responsive along each step of the journey.
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At the initial touchpoint, consumers expect any outreach by the provider to be both relevant and
personalized. Customers expect that any marketing or advertising should speak to them directly, with a
clear understanding of who they are and what their needs are, and ultimately, offer a specific solution.
Collecting data on customers and prospects to generate personas can be useful in creating more relevant
marketing and sales interactions, because the content, verbiage, approach, and channel are tailored and
targeted to the individual, with a focus on the customer’s specific interests, triggers, and needs.

The Customer Journey: An Infinite Loop

4) Purchase

® 8) Recommend

3) Select 7) Maintain

Market & Sell Support & Serve

2) Research

® B) Use
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Once the prospect has become a customer, providing excellent customer service is paramount to creating
an experience that will meet or exceed their expectations, transforming customers into evangelists. By
applying a customer-centric mindset to CX, rather than a transactional approach, organizations can deliver
a unified, cohesive, and effective CX strategy that becomes part of the company’s overall brand message
and value proposition. There are several specific benefits from approaching each customer as a valued,
long-term asset to be nurtured and supported:

¢ Increases customer loyalty: Customers that have good CXs tend to stay with the same
provider, which, in turn, reduces customer churn. Forrester's CX Index data has shown that
when a company makes customers feel appreciated, 76% indicate they’ll keep their business
with the brand, and 80% say they will spend more with the brand.

¢ Improves sales conversions and increases customer lifetime value: Happy, satisfied
customers are more likely to make incremental or add-on purchases, thereby increasing the
total amount of revenue per customer. According to Marketing Metrics, the success rate of
selling to an existing customer is 60-70%, while the success rate of selling to a new customer
is only 5% to 20%.
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* Improve brand perception and reputation: Demonstrating that the company is attentive and
responsive to customer feedback can improve the overall reputation and perception of the
company.

e Drives product or service evangelism: Superior CXs can help transform customers or users
into evangelists, who will act as unpaid brand ambassadors or influencers. A 2020 survey of
10,000 US customers across 20 industries published by the XM Institute found that 94% of
customers that rated their experiences as “very good” indicated they’d recommend the company
to others.

o Improves employee experiences: Happier customers can also improve employee
experiences (EXs), as they are less likely to encounter angry or frustrated customers.

The shift to digitization is also extending to traditional call centers. Rather than eliminating or reducing the
role of human agents, integrated CX-focused technology can be used to further empower agents with more
information that allows them to address complex customer demands more efficiently.

How technology can support and augment agents to
deliver an excellent CX

To enable a more unified and comprehensive approach to providing excellent CX, employees must be
provided with tools that can not only offload routine, time-consuming tasks, but can also augment and
support their customer interactions across multiple channels. In fact, data published in 2020 from the
Harvard Business Review found that 86% of business executives say frontline workers directly interacting
with customers need better technology-enabled insight to be able to make good decisions in the moment.

Customers view agents as an extension of the online experience, and they expect quick, efficient care.
They will no longer accept being transferred to separate departments or agents to handle routine questions
or actions, and agents need to be provided with the product, account, and customer information to address
these queries quickly and authoritatively. Essentially, call centers have become “engagement centers,” and
should be aligned to customers’ expectations to get the service they need across any and all channels,
quickly, efficiently, and easily,

There are three key technology attributes that can support agents in their quest to deliver an excellent
experience across any channel, every experience, and with every customer. First, a cloud-native software
platform is essential, particularly for today’s workforce, which may be located on-premises, distributed
around the world, or in a hybrid on/off-premises mix. Ensuring that agents can always access customer and
product data and from any setting can improve workflow, reduce onboarding and training times, and ensure
that customers are always able to access representatives, even when external conditions are challenging
due to weather events, public health scenarios, or other national emergencies.

Second, self-service options should be tightly integrated into any CX solution. American Express research
found that two-thirds (60%) of American consumers say they prefer digital self-service tools for customer
support. Agents are overworked, and should not expend time on simple, routine tasks that customers are
able and willing to handle themselves. Self-service technology, which can be implemented via integrated
artificial intelligence (Al) technologies such as machine learning (ML), deep learning (DL), natural language
processing (NLP), and sentiment analysis, can improve efficiency and speed of care interactions, and can
positively impact the overall CX if executed properly.
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Finally, any technology platform must be
. able to provide a comprehensive view of
Any technology platform must be able to provide  the customer's interactions with the
a comprehensive view of the customer’s company over time, and across all
interactions with the company over time, and  channels. Customers will not feel like they
11 channels are truly valued if the agent_ cannot view
across a : and access the comprehensive details of
previous and relevant interactions,
particularly if they are having an issue or problem. Further, this information must be captured across all
channels, and should also be able to incorporate any unstructured content, such as notes entered by other
agents during previous interactions. Making this information available and easily accessible will not only
delight customers, but will greatly enhance the ability of agents to focus less on trying to find customer
information and allow them to focus on empathizing with their customers and working with them to find
solutions to their problems.

The key attributes and elements required in a modern CX
platform

Telco providers must provide a comprehensive, overarching approach to providing care, which allows the
company to focus on a customer’s needs through the user’s channel of choice, which can include voice,
automated bots and self-service applications, social media platforms, SMS, or mobile applications. Most
importantly, a unified platform should include embedded artificial intelligence (Al) technology, which allows
providers to offer personalized and context-driven tools. Data from Invesp found that companies with
omnichannel customer engagement strategies retain on average 89% of their customers, compared with a
customer retention rate of 33% for companies with weak omnichannel customer engagement.

Key features will include a cloud-native, low-code environment that supports flexibility, fast deployment
schedules, and the ability to roll out intelligent automation across hundreds or thousands of use cases
efficiently without requiring extensive data science or application development skills. Software deployed in
the engagement center, as well as in other customer-facing roles, should have several attributes to support
efficient and effective customer service, including:

e The ability to quickly capture customer feedback, which can drive better customer insights,
understanding, and empathy models.

o The ability to support interactions across any channel, along with seamless handoff between
those channels, based on the context of the issue, customer needs, and preferences.

e The ability to ingest customer data, analyze it for customer behavioral and product trends, and
then provide predictions and recommendations for agent interactions, product upsell
opportunities, and interventions (such as assessing when a customer may be likely to switch
providers) in real-time.

e The use of embedded Al to handle routine tasks and support intelligent automation, improving
the speed, efficiency, and accuracy of basic tasks, while also supporting compliance mandates
(such as legal disclosures or terms and conditions).

e The ability to pull in data from other platforms and systems, including customer relationship
management (CRM) software, customer data platforms (CDPs), marketing platforms, and
product information data systems, presenting them to agents in context.

Ultimately, investing in digital transformation with a focus on customer experience can generate increases

of 20%-30% in customer satisfaction scores, as well as generate economic gains of 20%-50%, according
to a McKinsey & Co. analysis.
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The engagement center agent

Organizations need to truly understand their customer base and create personas based on different types
of buyers, which likely have disparate needs, decision drivers, and preferred methods of interaction with
their provider. Based on these personas, the company can define what excellent CX looks like for each of
these personas.

But the most important aspect of providing
. a great CX is ensuring that the policies and
To support the shift from a call center agent to  procedures that have been established are

an engagement center agent, organizations need  adhered to throughout every interaction,
to implement policies, procedures, and training  With every customer. Today's customers

will not tolerate being transferred to
to empower agents to address all types of different agents or systems when they

customer issues, and then pl"OUide them with the contact the company; as such, agents are

appropriate tools and technologies that will  expected to own the customer relationship

facilitate an excellent customer experience. across all lines of business, while handling
a wider variety of issues across multiple
communication channels.

To support the shift from a call center agent to an engagement center agent, organizations need to
implement policies, procedures, and training to empower agents to address all types of customer issues,
and then provide them with the appropriate tools and technologies that will facilitate an excellent customer
experience. Companies should ensure that:

e Relevant product or service knowledge is automatically delivered to the agent, based on the
context of their interaction with the customer, to ensure the agent can provide immediate
assistance.

e  Comprehensive customer data, including their customer journey information, is available to the
agent, allowing the agent to fully understand the customer’s situation and provide empathy.

e  Omnichannel communication tools are incorporated into the platform, including seamless handoff
between channels, based on the customer’s preferences and availability.

e  Support for self-service or automated responses, to reduce agents’ workload with repetitive and
lower-value tasks.

e All technology tools and applications are unified so that agents can easily view and access the
information they need to support the customer efficiently.

This process is not complete without two additional steps. To improve CX, telecommunications companies
must shift from focusing solely on key performance indicators (KPIs) related to transactions or interactions,
instead focusing on the overall CX. This means abandoning outdated metrics, such as average handle
time, and implementing metrics that focus on overall satisfaction or success ratings. Then, agents must be
judged and rewarded on these metrics, to ensure they are aligned with the company’s CX goals.

Perhaps the most important aspect is ensuring that customers and agents can submit or capture feedback
that can be used to ensure a continuous CX improvement loop that responds to customer changes, product
or service changes, or external conditions. Empowering agents by implementing an intelligent, unified, and
customer-centric platform will help ensure that today’s telecommunications providers can truly embrace
and thrive using a customer-centric, relationship-based CX approach, driving customer satisfaction,
success, and long-term loyalty.
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Appendix

Sources and methodology

Dash Research is an independent market research firm that provides industry participants and stakeholders
with an objective, unbiased view of market dynamics and business opportunities within its coverage areas.
The firm’s industry analysts are dedicated to presenting clear and actionable analysis to support business
planning initiatives and go-to-market strategies, utilizing rigorous market research methodologies and
without regard for technology hype or special interests including Dash Research’s own client relationships.
Within its market analysis, Dash Research strives to offer conclusions and recommendations that reflect
the most likely path of industry development, even when those views may be contrarian.

The basis of Dash Research’s analysis is primary research collected from a variety of sources including
industry interviews, vendor briefings, product demonstrations, and quantitative and qualitative market
research focused on consumer and business end users. Industry analysts conduct interviews with
representative groups of executives, technology practitioners, sales and marketing professionals, industry
association personnel, government representatives, investors, consultants, and other industry
stakeholders. Analysts are diligent in pursuing interviews with representatives from every part of the value
chain in an effort to gain a comprehensive view of current market activity and future plans. Within the firm’s
surveys and focus groups, respondent samples are carefully selected to ensure that they provide the most
accurate possible view of demand dynamics within consumer and business markets, utilizing balanced and
representative samples where appropriate and careful screening and qualification criteria in cases where
the research topic requires a more targeted group of respondents.

Dash Research’s primary research is supplemented by the review and analysis of all secondary information
available on the topic being studied, including company news and financial information, technology
specifications, product attributes, government and economic data, industry reports and databases from
third-party sources, case studies, and reference customers. As applicable, all secondary research sources
are appropriately cited within the firm’s publications.

All of Dash Research’s reports and other publications are carefully reviewed and scrutinized by the firm’s
senior management team in an effort to ensure that research methodology is sound, all information provided
is accurate, analyst assumptions are carefully documented, and conclusions are well-supported by facts.
Dash Research is highly responsive to feedback from industry participants and, in the event errors in the
firm’s research are identified and verified, such errors are corrected promptly.
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Dash Research Methodology

MARKET RESEARCH MARKET ANALYSIS
Primary Secondary Qualitative Quantitative
Research Research Analysis Analysis

Company
Analysis

SUPPLIERS Industry Company News
Interviews & Financials
Vendor Technology & Business Market
Briefings Product Specs Models Segmentation
Product Government & . Competitive Market
Evaluations Economic Data . Landscape Forecasts
End-User Case Technology Market Share
Surveys Studies Assessment Analysis
END USERS End-User Reference Applications Scenario
Focus Groups Customers & Use Cases Analysis
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This publication is provided by Dash Network LLC dba Dash Research. This publication may be used only
as expressly permitted by license from Dash Research and may not otherwise be reproduced, recorded,
photocopied, distributed, displayed, modified, extracted, accessed, or used without the express written
permission of Dash Research. Notwithstanding the foregoing, Dash Research makes no claim to any
government data and other data obtained from public sources found in this publication (whether or not the
owners of such data are noted in this publication). If you do not have a license from Dash Research covering
this publication, please refrain from accessing or using this publication. Please contact Dash Research to
obtain a license to this publication.
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