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Introduction

This white paper is based on a research project called chow | like to communicate€ which was a Voice of the
Customeré¢ micro study exercise undertaken in March of 2010 in support of a presentation for UC EXPO at
Olympia in London.

The exercise highlighted a number of consumer trends which are discussed here in brief but the full
presentation (67 pages) is available on request ¢ see contact details at the end.

This paper concentrates on some of the key findings only:

It suggests that much of the hype surrounding the business opportunities in social media are not as they
appear.

It indicates that the gap between customer preference and corporate expectation is wide.
It shows that Customers have complex communication needs and that trends change rapidly.

It concludes that finding the balance of which trends to follow requires constant customer engagement at a
deeper level.

It found that Customer Partnerships rather than CRM or CEM are at the heart of O dz& (i 2 expBckbiba.
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Trendsdom® O | AOO

The trends that we are concerned about today will change in 3 years. Bebo (the social networking site) brought
r;n by AOL for 850m USD is an example of a trend
that had its moment and less 2 years after they
brought it in 2008 AOL announced they are trying
to sell Bebo off.

Face®ook - The Stats

Sbillien
@ Pieces of content (Web links, news stories, blogs,
photos) shared weekly
A billion
@ Photos uploaded each month
N SN The mass move to Facebook has produced some

@ Active fsers waorldnide

60 « "s‘ii?n e W inFeresting_statistics and Iookiqg at them you

35 millioa might consider that Facebook is unassailable and

e T T that would be a mistake. The use that consumers
(& Becage numbecof fricndi per wier are making of Facebook is the trend however the

b i spent on FacebooW BNy byRbypighl nsee web site may prove to be as disposable as Bebo

or MySpace.

Critical mass

Feom Incubation o Ceitical Mags ? If looked at in terms of growth of critical mass
then twitter has to be seen as the wave of the

future. But the actual twitter experience is already
starting to show cracks with many famous and not
so famous people coming off twitter after a
relatively short period of time.

The Path to 10 Billion

In our study on respondent summed up a growing
view as &Who cares what you had for breakfast or
what programme you are watching on TV tonight.
Twitter is like self -invasion of privacyé Twitter
may continue to grow but experience shows that
there will become a smarter killer app that will
challenge its popularity within a short time.

Tweets (Billions)

E P ETEE e R bR ECP R e sRPeaEeEecesEyrares
S eES B853S0 ¢ESEEEESATATEEREEEEIATRE

It was the underlying trend that said consumers
can find an easy channel to complain about
companies & the acceptance of a new type of
social networking that will prove to be the
enduring qualities of twitter. Many of those who currently register for twitter use it for a short period and then
tend not to use it again. With 550 million users and 20 million on line at any time more people are using Skype
right nowthan are members of twitter. Twitter and Facebook are just 2 of most successful options that have
currently achieved critical mass during recent times but there are new means of blogging and maintaining
social networks which are being invented every day.

L
-

So trends are not always strait forward to predict. Trends don't last but they change into behaviours which can
last. There is coloration between the use of Facebook Twitter and other social networks as Voice of the
Customer channels that clearly shows an underlying trend of expectation by consumers that they have new
power over corporate culture.
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Segmentation ofPreferences

AGE En
?yrsold @ our study produced some clear indications that
GENDER - . e
? different groups had different communication
CULTURE . needs and these needs are met through different
? . . .
’ b means according to who we are communicating
most ways of th
with.
Cands . G
Fentsy ok Eac. w
\ Far‘;(éfieﬁ“t)r‘f‘\se emai\ ffmfhj;’. }}O“'Cl, é ;j . ~ ~ .
2.3 00t ¢ +°;n;,ﬂg 4 +""~“opf King W Inour exercise we found that LJS 2 Lihaia Q a
c . .
" “<h e{f‘“ o1.bu +“°m+£f“ B 4 preferences for contact with Home Friends and
ome _ xp §3CE g % oy e«s = B Work were biased towards traditional
\ \ or d n . .
\ ‘Sapige/ *\i*};:’e em? Pprg‘P nmf‘:, racy, to in, F methodologies that have worked. Face to face is
L rig au n e . . . . .
% uitoe c chp S‘“e*, ored &1 still the best way of communicating with family but
. pae € d*ra,, i+y of texting is regarded as a good way of passing
‘:“’{N:{\ag}‘j see LA\ ama fh”eg fcw 39e 4 » information and making arrangements. We found
3. ?60\;\ woee © s ke ,P“‘ 1f° ifhd * that communication with friends reflects distance

and the ease of use of Facebook for groups to get
on line and chat to many people at the same time.
Facebook is both generational and gender biased. At work people prefer email to face to face and mobile calls
are the third preference.

Qustomer servicetrends

Still on the same theme, what has been your experience of those

services that you have actually used? If we consider what real

customers, have had
experience of social media
as part of customer service
it seems that there has
been little or no extension
of social media into

Talking to a real
person - call centre

Texting wih a real
person - call centre

Interacting with voice
self service - call centre

Web chating with a M customer service. The
real person - online I No personal experience o+ . .
Spesiicly % overall use of Social media
Emaifing - onlin 4
aiing - onine high standards =i hasnot been on the
Text based inft ) e n i
e el Sommen hetepodeone WS agenda despite all the
Video bgs:gvz:om:\:: - rmygmr:g; o= i hype
Other customer's )
; e 3 .
S dtmmsccaloot hostappeorsone B Talking to a call centre
AFaoeb?:‘:c;rle"se:dq‘: Consistently unfit 4‘”_ agent is still the number
ALinkadin Geoup oo 23 one customer experience
- social media =

and the web and email are
coming in second.

Twitter based customer
service - socal media

Promotion of real time

availabilty of an expen

- unified communicat...

Skype' style
conferencing - unified
communications

Despite recent headlines
that have suggested that
95% of UK customers don@
like IVR services these
headlines hide the fact that
IVR can be regarded as a preferred channel of customer contact where used appropriately. Our exercise
suggested that people recognised the difference between well planned self service and poorly planned call
routing and had very different feelings about the different experiences.

Proactive alert services
- unified communications

T 1 U T T 1
0% 20% 40% 60% 80% 100%
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What do people want?

AGE E Different gender and age groups aside people are concerned
i - about the role that mass contact organisations will use social
Both ~ Mmedia for. They welcome the choice that get in their personal
ggit’nﬁ lives but are scared and distrustful of corporate Britain. They

are concerned about the use of their data and about the
commercialisation of social networking as another sales

most concerning aspects of next generation communications

who they trust more than awards and customer satisfaction
figures. They like access to online help and customer
communities which answer questions and build social
networks. This use of social networking seems to provide a
win on both sides as it reduces avoidable contact and drives

@

The fact that my bank or

qovecnment etc my know @ It can be very

whece I am, what I'm doing disconcerting for those

and who I am with is scary 'H\a;' adf‘e not ﬁchmaa\l,
minde

0
@ Peoplewill hide behind ;
" derices cother thinhaving € Froud, misuse of pecsonst ] Channel.
3 g00d face-to-face overs dats, "a""_‘!s"ef"l’{“ ”;K‘ﬂ ?\
s " 1 I . .
pint g;’a{nzi';:j A ;, They like to be able to check the views of other customers
N
“
£
I

o)

Being contactable all th
+§n:31s 7\2‘} aluay:a 300: @ Thatwe spend less time

4hing - can be hard o gea“y,l";" ening ’f; ?e{vf'eyc /4 down call durations. Customer Communities are strongly

Eiciie l conlelely praetiing somnfe STIOEES = favoured by all age and gender groups who find examples like
ebay more trust worthy than traditional corporate sites.

AGE

?Eﬁ% i old Our exercise showed that customers are becoming better at

Both tuning out corporate noise and that the idea of being surveyed

Eg,ﬁg rather than spoken with turned people off brands. It showed

that universally people think that companies overload them

most concerning aspects of next generation communications

W with information that is unwanted and unhelpful. It suggested
o No ¥ime dor me @ The indbility +o have 5| that Customer Experience and Customer Relationship
pecsondl contact with b h
A people and how fast N Management were part of the business culture that the

@ There is going o be less L e % .

{afe jg+.’cf o a8 e 4 customer does not buy into. They are seen as corporate terms

inTee lon Inste I 2 - . .

will be rep\acd;by text, o I¥snot aspecsondl, I i (jargon) but that what they did want was customer partnership

il vol | 8 . . .

N ::".jf{“‘!,g;gr‘gﬁ;j;:: k where the voice of the customer and the organisation engaged
o The amount of B Yormecs in a personal conversation.

iecelevant/bocin someone on Face book.

r{\form:hon :‘;a* {loods Ny ) '

e nternet leg. @ I+l make us ceachabl j i i i N
Topaaetied Hproifisreaciie ¥ 'g  Itis also clear that this expectation of customer partnership is

want to comnunicate m growing while dissatisfaction with organisations saying how
much it is helping customers when customers are finding their experience at odds with all the customer
satisfaction statistics.

Conclusions

Our Voice of the Customer Exercise was developed in 2 days and is a simple approach to understanding
moments of truth in customer relationships and experience. It showed that people less happy with better
phones than they were with old ones and that better telephone networks were considered worse because the
smart phone and the current networks are not as reliable as the previous generation of phones. It showed that
assumptions about peoples communication needs were generally wrong and that people have individual
preferences according to different situations and emotional status. It showed that trust was a key part of the
customer partnership that was there.

There are organisations that can use some aspects of social media for to deepen their customer conversation
where there is already brand loyalty or where brand loyalty can be more strongly developed. Everton FC and
other sport franchises successfully market using Facebook twitter and LinkedIn.

There are opportunities to reduce avoidable contact and that support of customer communities is seen as
positive. These include how to guides on YouTube and blogging support to your customer community.
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There are ways to use professional social networks like LinkedIn to find customers and establish business link or
even check up on potential staff. There is also a strong case for following social media chatter about your brand
your industry and your subject across all social media and responding to those who complain most. However
the opportunity to up-sell and cross-sell is not an automatic part of social media and the concern that
advertising and corporate selling will destroy social networking was a real concern to all ages and both genders.
Therefore the business questions are:

How can you say less so customers will listen more and how can you build trust into your customer
partnerships for the future?

How can you deliver customer partnerships rather than customer management?

Copies of the full study are free to CCA IC Members

About the Customer Experience
Foundation (CEF)

CEF is the academic arm of Customer Experience Services Ltd and provides thought leadership and business
science services through a number of partners including Empirix and New Voice Media and supports major
financial institutions on a number of areas of best practice. The Foundation also delivers contact centre training
and standards in three countries.

The Board of the Foundation comprises leaders with experience from some major institutions including
Barclays, Cable & Wireless, BT, Lloyds TSB Bank, Virgin Atlantic and Deloittes.

The Foundation also provides research programmes to develop business tools that establish information that
supports the development of ROI business cases in relation to business risks such as customer experience and
business reputation. It also offers tools that support the business case in the sales environment and provide
intellectual capital to support the use of these tools. In addition the foundation supplies training and
assessment programmes worldwide.
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the Customer Experience Group. He is also the Head of InCoSc{Institute of Contact Sciences) and the Contact
Foundation.

Morris is a leading consultant in contact strategy and business science at the heart of customer experience and
compliance. He leads a team developing new business analysis, modelling & measurement tools to meet the
requirements of major organisations. His work in the area of Customer Experience Auditing & Cost Models is
challenging the way cost of service and delivery are calculated and he is currently leading a number of studies
into key issues in the contact sciences. He is also a leader in the training of Contact Centre and Customer
Experience Professionals.

Morris recently chaired the World Class Contact Centre Forum sat on the panel of the Executive Contact
Exchange and presented at UC EXPO and has had articles published in over 50 different journal around the
world.

With more than 30 years in the Contact Industry he has been a senior manager in 2 major Telcos and has been
a strategy advisor to a number of financial institutions. He has also managed the Customer Experience
programme at a major bank well and helped to define business case processes for some key institutions. His
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work has included the delivery of a number of firsts where his role has been to turn bleeding edge technologies
into robust mission critical systems. He is a recognised industry figure and has been a £100ml budget holder in
contact technologies for major institutions.

For further information visit:
www.customerexperiencefoundation.org
or mail: mp@customerexperiencefoundation.org.

This white paper is supplied for educational purposes only and does not constitute or provide professional
advice.
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