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‘ accelerate
your
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The uncomfortable truth

High-performing disruptors are outpacing established market leaders by
committing to the opportunity created by the digital revolution.

81% of companies recognise CX as a
competitive differentiator

CXis the nol most important strategic
performance measure

79% can evidence cost savings; 84% an uplift in
revenue/profits

Just 13% self-rate their CX delivery at 9/10 or
better

Only 10% consider their digital business
strategy to be optimised

36% dondt have a single
responsible for CX; Of those who do, just 36%
are at board level
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Top strategic performance measures

CX remains most important strategic measurement for organisational
performance

APAC Singapore

Customer experience

Sales revenues or profits

Customer advocacy or
loyalty (e.g. NPS)
First contact resolutions
(right first time)
Complaint levels (service
quality)
Productivity and cost to
serve

Employee engagement

Customer effort scores
(ease of doing business)

Migration to digital assisted

services
Security systems or
services -7
Other
Migration to fully automated
services -7

What are the top three performance measurements according to your com



Benefits evidenced by improving CX

Business benefits increased significantly, once CX improved
79% can evidence cost savings, 84% an uplift in revenue/ profits, and 85% appreciate its impact on employees

Increased customer loyalty (incl. value) ¢

Increased employee engagement

88.3

-
Increased company revenue/profits o
Reduction in costs 875
81.5
Reduction in contact volumes
77.1
uSG APAC

What business benefits can be evidenced by an improving CX capability?



Digital business strategy

Less than 10% of respondents have an optimised digital business strategy
51% are at best in the process of developing the companyos

APAC Singapore

Optimised

Delivering

Being developed

Separate strategy for
each contact channel

Don't have one

TI|II
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How would you describe your companyds strategy for digital business?



Or gani s aatingmhGCXa@apability
Just over a third of the respondents believe their CX will receive a rating of eight out

of ten, or more.
One in five (22.0%) organisations self -rate CX delivery at five out of ten, or worse.
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10.2
9.3 9.2
55 46
4.0 3.4 ) 3.6
2.5
1.1 06 12 11
1 2 3 4 5 6 7 8 9 10
® How do you rate your CX ® How do customers rate your CX

Onaratingof1-10, how woul d you/ your customerso6 rate your organisationds

CX
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Digital dominance

The world has formed a digital skin. Business, service, technology and
commercial models have changed forever. Organisations are strategically
challenged to keep pace with customer behavior.

9 channel choices the norm, will rise to 11 by Customer awareness of solution and

2018; CX no1 driver for digital functionality not meeting user needs top factors
hindering digital transformation

70.7% forecast increases in assisted-service

volumes; 78% a rise in fully Actual split of interactions falling short of
automated contacts desired model

Virtual assistant (Chat bots) top growth focus Majority are not tracking cost per transactions
in 2017 ; 10T to double on digital solutions

Copyright © 2017 Dimension Data



Services supported

Average of nine channel <c¢choices now
Virtual assistant (chat bots) provide largest area for growth; 10T surging in tandem with proactive automation services

t

APAC Singapore
Telephone (contact centre e e
operations) :
Email ) e %3
Website (incl. knowedge S es2
portals, pe 0- p 130 7.8 11.1 3.7
Back office admin support 6.7 16.1 s s 185
IVR (touch-tone/speech) 87 | 151 s BT 1.4
Social media (Facebook, B % .
Twitter, etc.) 18.6 13.9 111 14.8
SMS text 22.8 17.5 o, 148 14.8
Mobile application (smariphone, -
tablet apps) 27.2 16.1 18.5 22.2
Web chat (incl. instant [T I A
messaaina. co-browse) 318 153 2 Gt
Physical location (nc. service S e0
kiosks) 10.2 41.6 7.4 29.6
Proactive automation services 34.7 335 . s19 222 25.9
Internet of Things 24.2 49.6 s 7.4 44.4
Video chat 27.8 53.8 T 25.9 63.0
Virtual Assistant (Chat Bot) 35.0 51.4 222 29.6 48.1

= Now Within 1 year No plans

What services can your organisation support, now and in the future?

h €



Digital transformation of CX in next two years

62% forecast arise in overall customer interaction levels in coming two years
71% anticipate increases to fully automated contacts volumes, while 56% expect transactions via telephone to fall

APAC

Digital assisted service
vol umes wi

Fully automated volumes
will é

CX via social

Overall interactions
(spanning all channels) will
é

85 47 56.5 217 8.7 13.0

Proactive automation

vol umes w 4.0 17.8 43.5 21.7 8.7 13.0

Headcount empl - é b 35.4 515) 47.3 47.8 4.3
Tel ephone vol wi | 1253 57.0 4.1 13.0 17.4 65.2 4.3

H Increase Stay the same ®mDecrease mNot applicable

How will digital transform your CX operations in the next two years?



Desired interaction split

Actual split of interactions falling way short of desired model
Evidence of a pragmatic and balanced approach towards migrating agent based interactions towards partial/full

automation

2017 Actual 2017 Desired

APAC APAC
Singapore
Singapore 26.4
21.3
M Telephone Assisted-service [l Automated channels

What is your desired split of customer interactions by channel grouping?
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Conscious journeys

Seamless, proactive, reactive, connected, automated and analysed. Omnichannel is
a priority but the customer journey patterns need to be understood,
designed and personalised.

8% have all channels connected; just another
Connecting customer journeys 2nd top factor 22% have most connected
to transforming CX in next 5 years; 76% ) .
already have some channels connected 58% channels are being managed in silos;
42% channel data not actively shared between
67% can now track customer journeys in some teams
form, of those 44% have automated processes ) ) o
available 72% fail to collect data to review and optimise
journey patterns; 76 % candt i denfqtif
process that will impact CX

Copyright © 2017 Dimension Data



Omnichannel strategy

41% now have, or are striving towards, a full omnichannel strategy
70% currently have no, or very few channels connected

APAC Singapore

All channels

connected 43.4 40.0

B

Most channels
connected 22.4 34.2 23.8 35.0

A few
channels 45.2 125 66.7 15.0
connected

|

None

o
o
o

u Now Within 2 years

How many of your contact channels are covered by an omnichannel (connected customer journey) strategy?



Tracking customer journeys

Noticeable improvements but visibility of the CX journey still low
Just 38% can track an interaction that spans multiple channels; A third have no ability to track

I <2 5
Interactions can be tracked across multiple channels

36.4

son o s p
Key decision points can be identified
oumey I 238
We can't track the customer journey

38.1
Glockage paints i process (that can affetthe ) can be locazed 1NN

Other
5.6

uSG APAC

How well can you track the customer journey across your service channels?



Challenges of tracking customer journeys

System integration issues are still the biggest challenge

58% compound the problem by operating channels in silos; and a quarter of technology teams are unclear on operational
needs

Global Singapore

Our systems are not
integrated

Channels are operated in
silos

Data content is
inconsistent across
channels

Channel data not actively
shared between teams

Technology team unclear
on operational needs

We can't see which
channels are being used

]|
||||”

What are the main challenges you face when attempting to track customer journeys?



Methods to track customer journeys across multiple channels

Manual systems remain the norm
Automation levels are rising though, and 44% are using data analytics to track interactions across multiple channels

APAC Singapore
Customer
feedback
Automated
through data
EQENYS

Manual process
maps
Other '

What methods do you use to track customer journeys spanning multiple channels?



Data supremacy
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