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VOICE OF THE CUSTOMER




\oice of the Customer

* Voice of the Customer: Big Data as a Strategic
Advantage (Aberdeen Group, April 2014)

Figure I: Companies with VoC Programs Outperform All Others
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I the Customer

Report Highlight #1

99% of companies use two or more channels to
listen to and engage with their customers
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Report Highlight #2

VoC program users decrease customer costs by
6.3% year-over-year




I the Customer
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Report Highlight #3

Using VoC within proactive social customer care
programs boots the benefits of social media




/oice ot the Customer

Report Highlight #4

The Best-in-Class are 46% more likely to
encourage customers to share feedback across
multiple touch points




\oice of the Customer

* Challenges

Table I: VoC Practitioners are Challenged with Changes in

Customer Behavior

Top Pressures Impacting VoC Programs Companies with
(n=226) VoC Programs

Customers have easier access to a wealth of 49%
information on many competitive products / services

Customers expect similar (consistent) experience 33%
across multiple touch-points

Customers expect faster issue resolution, whether 32%
through self-service or through an agent

Source: Aberdeen Group, March 2014




\oice of the Customer
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Key Performance Indicators

Table 2: Best-in-Class Enjoy Far Superior Results through
Better Execution of VoC Programs

Performance Results (n=226) Best-in-Class All Others

Customer retention rate

Year-over-year change in annual 0 .

Year-over-year change in customer
) ) y & 22.5% 2.3%
satisfaction

Year-over-year improvementin
(reduction of) average responsetime | 29.1% -5.0%
to customer requests

Source: Aberdeen Group, March 2014



\oice of the Customer

* Benefits

i Improve
Delight _
clients operational

efficiencies

\Y/s]0
Benefits




\oice of the Customer
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Data Management > VoC Process Execution > Customer-centricity

Figure 2: First Things First: Manage VoC Data Better
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\oice of the Customer

* Data Management > VoC Process Execution > Customer-centricity

Figure 3: Go Beyond Collecting Data: Put it into Action
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\oice of the Customer

*  Data Management > VoC Process Execution > Customer-centricity

Figure 4: Make VoC Work for your Customers
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\oice of the Customer

* Recommendations

Encourage interaction with the customer

Make sure customer feedback data is standardized,
whether structured or unstructured
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bsolute Value

Change in Customer Behavior
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Absolute Value

* Change in Customer Behavior
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Absolute Value

* Influences on Customer’s Decision (Past)

Other
Prior people
preferences

Marketers



Absolute Value

* Influences on Customer’s Decision (Today)

Other
Prior people
preferences

Marketers



bsolute Value

Example: price.com.hk
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Absolute Value

Example: she.com
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Absolute Value

* Example: KAmaaT
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Absolute Value

Example: openrice.com
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Romdm High-end full frames
- Best cameras for beginners sung NX500

Best compact cameras for travel

Best waterproof cameras

Best interchangeable lens cameras for under $1000
Best compact cameras for enthusiasts y

Camera feature search
Camera side-by-side compare | o

feature -
e pert Op
Popular compact cameras
Popular lenses Qe .
Browse all products by brands




Absolute Value

® Re-examination of Mantras
* Branding
* Loyalty
* Consumer Irrationality
* Positioning, Targeting, and Persuasion
* Market Research



Absolute Value

* iPhone Not Desired by U.S. Consumers

In 2007, 10,000 people around the globe were asked about portable
digital devices. It was part of a study conducted by the global media
company Universal McCann. One of the hottest topics at the time was
the first iPhone, which was announced but hadn’t yet been released.
Once researchers tallied the results, they reached an interesting

conclusion: Products like the iPhone are desired by consumers in

countries such as Mexico or India, but not in affluent countries. The
study stated: “There is no real need for a convergent product in the US,
Germany and Japan,” places where, one researcher later theorized, users
would not be motivated to replace their existing digital cameras,

cellphones, and MP3 players with one device that did everything.



Absolute Value

® A Shift From Relative to Absolute

.

* When consumers can predict the absolute value of
products, relative quality proxies and the ability of
marketers to control things lose

Less measurement of Prior Preferences (P),
satisfaction, loyalty

More systematic tracking of Other People (O)

.

.






Technology Enabler

* How to Listen?




'lechnology Enabler

S

Act

On customer
experience

Collect

Analyze

Customer To gain insight

feedback




Technology Enabler

* Social Media Analytics
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Analytic Models

Sentiment Analysis

Predictive Analysis

Descriptive
Analysis

Dashboards

Text Analytics




Technology Enabler

* What Text Analytics can Help

Make social media efforts more effective

Let the data talk to you




Technology Enabler

* Data Visualization
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Technology Enabler

* Other Technologies

Old Speech

technologies analysis




RECAP & TAKEAWAYS




& Takeaways

Customers are empowered
Keep every door open
No news is not necessarily good news

Sources of VoC data not necessarily from the
customer

Create a unified picture

® Social media offers a new world of valuable
insights

®* Technology is critical to VoC



Thank you!



URLS

* URLs
" Social Media Usage in Hong Kong — 2015-May

20 Essential Facebook Facts & Statistics for
Advertisers — 2015-Oct

" The Top 20 Valuable Facebook Statistics - 2015-Oct
Life-stage Selling
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