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Housekeeping

» WE’ll host an audience Q&A at the
end of the webcast. Submit your
guestions at any time.

» Use the Q&A box for any technical
issues and we’ll respond as quickly as
possible.

» This webinar will be archived. We'll
send you a link in a follow-up email.




Driving Customer Loyalty through
Contact Center CX Analytics

CRMI Webinar
June 7, 2018

Peg Ayers, MBA, CCXP, Senior Consultant
The Taylor Reach Group, Inc.
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THE TAYLOR REACH GROUP INC. | e

/= Front Lines of Loyalty

— Customers contact us with issues and problems

" +Nobody gets in touch just to say “good job!”

. ‘fyOur most loyal customers are those for whom we’ve
. solved problems

Our contact center staff can make or break
customer loyalty
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CX Components

Customers
Get Value
Without
Difficulty

Customers
Feel Good
About the
Experience

Emotion Effectiveness

Customers
Get Value

From the

Experience




Elements of CX Perception

CSR was empathetic
Emotion Website was visually appealing
Store ambiance was pleasant
Order process was quick
Product information was clear
Help was accessible in context
Right item was offered

Effectiveness Essential product info was available

Required help was provided
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Each CX interaction can be
viewed across three
dimensions, that have the
greatest impact on the

! customers perceptions,
opinions and experience:
* Emotional connection.
e Rational connection.

* Customer effort.
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Best CX Metrics

;
2

CSat

Shows brand alignment v

Focused on customer’s feelings and perceptions

AN

Reactive and focused on aggregate view of many events

Specific to moment of truth
Internal focused v
Drives internal and external goals

Provides feedback on elements of customer’s experience

Gives indication of improvement areas

Aligns to customer experience cycle and customer journey
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Relates easily to other CX metrics
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+/ Quality Assurance
*Simplicity is paramount
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*Feedback is Actionable
*Coach with recordings

I Process |mprovement
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fy . *SL-Service Level

, *AHT-Average Handle Time

*Hold Time
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THE TAYLOR REACH GROUP INC.
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Thank youl!

The Taylor Reach Group, Inc.
www.thetaylorreachgroup.com

Email:
info@thetaylorreachgroup.com

Phone:
647.428.5811 x102
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http://www.thetaylorreachgroup.com/
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CRMI Building
Customers for Life

Callminer$

™

“Customers Tell You
What They Expect
From You. Be
Listening’

J
E

MOST CUSTOMER AWARDS

FOR BEST USE OF

SPEECH ANALYTICS

Brian LaRoche
Marketing Director

Callminer

Eureka




"If you can't measure it, you can't improve it.”

Peter Drucker



Intelligence Interactions

Today’s customers don'’t just want more from companies — they expect
more from companies.

CUSTOMER CARE
cost reduction / efficiencies /
resolution source for positive / negative
customer experiences (agent,
product, policy)

SALES MARKETING, PRODUCT,
revenue / sales FEEDBACK / INSIGHT PoLicy & PROCESS
effectiveness / compliance feedback on lead quality, brand / NPS /lead gen /
campaign & messaging customer experience/process
effectiveness, customer/competitor
REVENUE RECOVERY

intelligence
revenue /collections

effectiveness / compliance

McKinsey research shows 70% of the buying experience is

based on how customers feel they are being treated.
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Multi-Channel Analytics Allows you Truly Understand
Customer Experience
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Intelligence

Analyzing language, acoustics and metadata provides organization the
opportunity to conduct root cause analysis of customer sentiment

Why are customers
contacting you?

Leveraging Interaction Analytics to
assess, trend and predict these
drivers allows contact centers the
critical insights to make
appropriate course corrections to
improve products, channels,
services, processes, efficiencies

and most importantly, OUTCOMES.

Billing/
Receivables

Events

@ Services

Process
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Intelligence Interactions

What Is Sentiment Analysis?

a

Sentiment Analysis combines both the acoustic characteristics of a
speaker’s voice and the context of the conversation into a single score.

This call score can be used to measure relative sentiment or emotion across various
cross sections of calls, agent groups, and time frames.

Sentiment Analysis measures:

(J The amount of physical stress in the voice
(J The changes in the stress

(J The rate of speech

J The context of the conversation

18



Intelligence Interactions

Customer Interactions Interaction Metadata CRM Data
Cuctomer [D- Top Rank
S 5 G
Debt Value: $5,145 * Risk
Collector: Gabriel Nelson % Debt Collected: $1,649 “Your Compliance Risk
. Account: Marine Bank Last Contact: June 15, 2015 score is the lowest on the
Supervisor: Jay Gatsby BTP Score: 75% team. Keep it up!”

Date: Aug 27, 2015 — 9:36AM Prior Written Consent: YES FEEDBACK
Direction: Inbound

Audio Capture

Search, Trend, Discover,
Compare, Report

Contact Analytics
Speech recognition » Language patterning & acoustics ® Automated scoring

@ [Right Party D] Agent Quality: 82

Good Morning. Is this

Gabriel Nelson of [Right Party Confirmed] Compliance Risk: 23 ANALYZE
1255 Elm St? = Yes, this is Gabriel Nelson. Is this S ) _
BN ./ about a bill or something? | 1 [Agitation] Collector Skill: 86 Automated Quality and
- Performance Management
want to talk to your boss! ® [Billing] Efficiency Rating: Optimal °
@ [Escalation]
This call is being recorded and is Collector Ownership: Yes
being made in an attempt to o
collect on a 2 [Mini Miranda Talk Down: Yes
debt. I've already entered paid my bill
in full,_I do not understand why © [Over-talk] API
you people are still calling! Dissatisfacti
Q@ [Dissatisfaction] EXPORT

3rd Party Applications such as
CM Systems Gamification,
Tableau, etc.




Intelligence

Truly Measuring Voice of the Customer in your Contact Center

Interaction Analytics evaluates and score key trends and metrics such as
customer sentiment

Tagging Applied

to Scoring
(language patterning
and acoustics)

<

effort language

product
observations

escalations

acoustic agitation

competitor
mentions

complaints

x
x)
x
A
x
x

AHT

high silence

compliments

positive
comments

negatlve
comments

churn Ianguage

O
e

ANALYZE

FEEDBACK

customer
sentiment
score

ALERT

Interactions




Intelligence Interactions

Multi-Channel Customer Journey Mapping

CUSTOMER SATISFACTION SCORE

100% 5

™ T * (=) o~ . o
% o o
(&)
Fri25 Sep 27 Tue 29 October Sat03 Mon 05 Wed 07 Frio9 Oct11 Tue 13

Contact Type Date / Time Agent Duration Pct Silence Score
& Email 09/23/2015 12:30AM Binx Bolling 3m12s 43% 74%
S Call 09/25/2015 4:41AM Willie Stark 5m48s 23% 61%
£ Social Media 09/27/2015 8:51AM Eugene Henderson 11m02s 45% 74%
® Chat 09/29/2015 1:02PM Molly Bloom 7m33s 64% 63%
S Call 10/01/2015 5:12PM Rabbit Angstrom 8m26s 21% 100% >
S Call 10/03/2015 9:23PM Atticus Finch 4m58s 44% 78%
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< Intelligence Interactions

|dentify opportunities for systematic improvements
and self-service opportunities

rd  Email Email Address
Gonna Reset the Password

d Rese I emporary Password
New Temporary Password Own Password Password is Going
Common Theme Password is Invalid Password Reset for this Email Password Reset for this Email
“Password” Password Reset Key SSW t Password to that Email

to that Email Remember Reset Reset Your Password

Send You a Password Reset Send Y
S N

u a Temporary Password

Temporary Password to Your Email Vvalid Wrong Password

Q Adhoc discovery in speech analytics can quickly uncover repeat
contact themes in customer conversations such as “password re-set”
that could be efficiently handled by an IVR Option or deflected to
Web self service 22



< Intelligence Interactions

Analyzing Results — Customer Sentiment at the Portfolio Level

A|| Product items > Product > Features > ContactlID

Product _Sentiment ~ Positive Sentiment Score  Negative Sentiment Score
Product avg 3.05 (10580) 4.37(10580) -1.32(10580)
No value = -0.04 (477) 3.75(477) -3.80(477)
Blackberryz10 = 3.23(66) 4.51 (66) -1.28 (66)
Galaxy 55 = 3.19(4931) 3.61(4931) -0.42 (4931)
HTC One = 3.73(883) 4.47 (883) -0.74 (883)
iphone 6 = 2.99 (4203) 3.25(4203) -0.26 (4203)

Nokia Lumia

n-'I
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Intelligence Interactions

Analyzing Results at the Product Detall Level

All Productitems = iphone6 > Features > ContactID

Features _Sentiment ~ Positive Sentiment Score  Negative Sentiment Score

Features avg 3.71(1991) 4.36(1991) -0.65(1991)
Apps = 3.32(192) 4.08 (192) -0.76 (192)
Battery = _ 4,52 (445) 048 (445)
Camera = _ 4.43 (796) -0.33(796)
Connectivity = 2.58(103) 3.67(103) -1.09(103)
Headset or Speaker = 3.54(28) 4,66 (28) -1.12(28)
Memory = 3.21(133) 3.69(133) -0.48(133)

Screen = 3.45(1038) 3.82(1038) -0.37(1038)

24



Intelligence Interactions

Analyzing Results

Sentiment Trend @
5 -
04
Sentiment by Product
5- |
Oct 25 Oct 27 Oct 2¢ Nokia Lumia
_Sentiment

HTC One

Blackberry z10

Galaxy S5

iphone 6

45



€
CallMiner

Best
Practices in
Leveraging
Interaction
Analytics to
Gain Voice of
Customer
Insights

Intelligence Interactions

Analyze 100% of your interactions

Measure language, acoustics and metadata to provide
root cause analysis for repeat contact drivers

|dentify opportunities for systematic improvements and
self-service opportunities

Evaluate and score key trends and metrics such as
customer sentiment, AHT, and agent behavior

Track customer journey over multi-channels of
communication

Provide Voice of the Customer insights to all
stakeholders (especially your contact center agent
community) within your organization

Actionize those insights, then measure and calculate the
ROl achieved in improving customer contact outcomes



Take free a CX Audit with CE Eureka

V4

A no cost, “Proof of Concept
CX Audit of your customer
interactions- Your Audio
Recordings and Metadata
@ www.caliminer.com/demo through our Contact

© U B o Analytics Platform




Intelligence Interactions

Thanks !

Phone (781) 547-4052

Brian LaRoche email: brian.laroche@callminer.com
Marketing Director

| .
Eureka Websites:
www.callminer.com

www.engagementoptimization.com

28
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How to turn your
customer feedback into
customer insight



Market ii background

» Help organisations understand how to provide exemplary service quality
» Develop programs to increase customer loyalty and market share

» Use insight to improve operational effectiveness

» Clients in Technology, Medical, Financial, Retail and others

»50,000 survey calls and 25,000 email/web surveys per month

»Over 27 native languages to more than 60 countries

»Company values
» Pro-active company from top down
»Innovative and flexible
> Deliver accurate, reliable, actionable feedback

» Offices in London and Boston

» We practice what we preach! We have never lost a customer to the competition



Statistical sample guide

Customer

interactions 90% (+/-10%) 95%(+/-10%) 95%(+/-5%)

50 29 34 as
100 a1 50 30

= >4 70 152

= 60 81 218

750 63 36 255

64 88 278

1,500 65 91 306

66 92 323

67 g4 341

67 94 351

67 95 357

68 96 370

68 96 379

68 96 382

63 96 383

68 96 384

68 97 384

68 g7 384




How well is your data segmented ?

Strategic

Revenue /
Profit

Regions -
Thinking both data in and data out, increased segmentation
helps both statistical relevance with the customer data for
e surveys as well as improved insight for output




Do you have an alert process in place ?

Poor Score

Potential Lead

S

Escalations can be sent to users on a
and/or method and to multiple
recipients

»Maximum Scores:

Where a customer rates all service elements with a 5 out of 5.
Provides opportunity to understand “best in class” service. Used
for motivational training and improvement

Where a customer rates any service element with a 1 out of 5.
Provides opportunity to immediately engage with the customer
to rectify any issue

»Potential Sales Lead:

Where a customer is thinking of extending a contract or looking
to upgrade their machines

Allows your sales and support teams to engage with the
customer about possible services

»Feedback Escalation:

Where a customer states they are in need of support

Defined by our trained agents and quality team that the survey
needs to be brought to your attention




UK - Rated Questions - Jul 2016 : Aug 2016 - Total Surveys: 419

NPS
W Detractor 0
N Detractor 1
W Detractor 2
N Detractor 3
Detract

Detract
Passive 7
Passive 8

N Promoter 9

W Promoter 10
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11.0% - Time in phone Queve

15.57% - Ease of service request

17.31% - Agent understanding of my query

Scores’

Reasons for Low Rating Jul 2016 to Aug 2016 - Total Surveys 477

10.42°% - Agent Professionalism
689% - Service Request Procedure

- Overall resolution ime on phone
Clarity of the solution peovided
Time placed on hold by agent
% - Overall reslution ime on

18.94% - Agents ability toresolve query
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Response NN Much too long

UK - Feb 2016 - Apr 2016 624 Total Surveys

Toolong WEE About right

BN Better than expected

Much better than expected




Targets

OVERALL SATISFACTION CC
PRODUCT KNOWLEDGE

Contact

Centre

TROUBLE SHOOTING ABILITYCC
AGENTS ABILITY TO COMMUNICATE CLEARLY
EASE OF SCHEDULING FIELD SERVICE
CUSTOMER EFFORT
OVERALL SATISFACTION FS
ENGINEER BEING PREPARED
PROFESSIONALISM FS

Field PRODUCT KNOWLEDGE2
Services TROUBLE SHOOTING ABILITYFS
COMM. OF WORK REQUIRED
PROVIDING PROJECTED WORK TIMELINE
CUSTOMER EFFORT
Competitors COMPETITORS OA SAT

Product

PRODUCT SATISFACTION
Satisfaction

Top 3 Improve CC

23%|Time in phone queue

Interactive Dashboards

Greater
80299

CUSTOMER EXPERIENCE DASHBOARD - JUNE 2017

15%|Response time

Resolution Time

p 3 Importance CC

27%|Agent's ability to resolve query

17%|Response time

16%|Resolution Time

op 3 Improve FS

39%|Time from request to arrival

15%|Clarity of service visit date/time

10%|Ease of service request

p 3 Importance FS
39%|Time from request to arrival

19%|Overall Fix/Repair Time

13%|Engineer's ability to resolve query

Quarter May-17 Trend KEY MATRICES
— «=@== CC OA SAT =mgm==CC LOE @~ FS OASAT emgm=FSLOE
10.00
9.50 a
9.00 ~ =
8.50 < .
8.00
7.50
‘°(\§\ PO «O{;\«{\
NN R S
@ NPS =g FTR e~ Resolution Rate call Ahead
100%
80% - ., = - S = - - -
60% o a e
40%
20%
0%
& %,\,“’ NS \\;\,b ((f»“’ ,\\,x'\ ~ &:4\ «'\,\ {\’\ (\,’\
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N Detractor Passive Promoter g NPS

= -— -
Jul-16 Aug-16 Sep-16
i Much too long &Too long

Nov-16 Dec-16 Jan-17 Feb-17 Mar-17

M About right kdBetterthan expected

AINRAAERE

Apr-17 May-17 Jun-17

HOLD TIME IN QUEUE

Apr-17

May-17 Jun-17 Apr-17 May-17 Jun-17

RESOLUTION TIME TIME FROM REQUEST TO

ARRIVAL

Apr-17  May-17  Jun-17

EMuch better than expected

il

Apr-17 May-17 Jun-17

RESOLUTION TIME FS

SWITCH TO QUARTERLY

SWITCH TO MONTHLY VIEW VIEW

Sevice T... ¥= Support Team =

CC&FS A ~
cconly |
FS Only v ||
P \
Service ... ¥—
North East = ‘
South Cen... ‘
South East ‘
West ‘
v [ g
# of surveys
300 232 248
200 166 178 169 156 158 160 159 158 149
loo I . . i i I i i .
0
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Engineer Response Time

mSameday 1 Day 142 to 4 days LIS to 7 Days §d8 to 13 Days W14 or more

100%
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— ] C —
. \ , \ \
50%
0% -
Feb-17 Mar-17 Apr-17 May-17 Jun-17



Advanced analysis

1. The regression model highlights that “Ease of scheduling Field service” as the main driver of NPS followed by
“Product knowledge” & “Providing projected work time line”.

2. You can see that there is no SINGLE element that drives NPS
3. The standard error illustrates the strength of the sample size being accurate

Relative Importance Analysis (Ordered Logit): NPS Spread by Zscore

Relative imnortance P
EASE OF SCHEDULING FIELD SERVICE 13.83 -001
PRODUCT KNOWLEDGE CC 11.87 -001
PROVIDING PROJECTED WORK TIMELINE v 10.47 -003
HOLD TIME IN QUEUE 9.79 -018
TROUBLE SHOOTING ABILITY CC 8.95 001
AGENTS ABILITY TO COMMUNICATE CLEARLY 7.22 005
(RESOLUTION) 6.43 019
COMM. OF WORK REQUIRED 5.03 001
ENGINEER BEING PREPARED 4. 46 002
PRODUCT KNOWLEDGE FS 4 36 001
TIME FROM REQUEST TO ARRIAL v 4. 38 047
TROUBLE SHOOTING ABILITY FS 418 001
RESOLUTION TIME CC 409 076
PROFESSIONALISM FS 3.01 003
NO. OF CONTACTS 1.83 118
CALL AHEAD (Y/N) 0.11 840




MARKET Strategic Priority Matrix
HIGH é RESPONSE TIME |
e SRcAIi o Wi o W/ [_PrRoDUCT RELIABILITY ] | )
EASY TO ACHIEVE STRATEGIC
- / MAXIMUM VALUE ADDS
g GAIN 7 UI PRICING |
E [ wwwusaery ¢ ) . ACCOUNT
2 0 MANAGEMENT
= FIELD SERVICES
= d COMMUNICATION
[re]
S
= @ saes |
o

LOwW

LOwW

DIFFICULTY TO CHANGE
(COST, TIME, RISK & EFFORT)

HIGH

AVERAGE RATINGS
Scale 1 to 5

Below 3.00

3.00to 3.50

3.50t0 4.00

4.00to0 4.50

4.50to 5.00



Path Analysis and Predictive modelling

Highest = Promoter

TIME FROM REQUEST TO
ARRIVAL: Better than expected

PRODUCT KNOWILEDGE CC
Satisfied

EASE OF SCHEDULING FIELD

SERVICE- Satisfied Highest = Promoter

PRODUCT KNOWLEDGE CC
Neutral, Not sausfied

TIME FROM REQUEST TO

ARRIVAL - About right Lo Ll

TIME FROM REQUES
ARRIVAL: Lon -

NPS Spread

Highest = Detractor

AGENTS ABILITY TC
COMMUNICAT E.SNEARIY-
Satisfied

PROVIDING PROJECTED WaRk
TIMELINE=gSatishied

AGENTS ABILITY TO

COMMUNICATE CLEARLY-

TIME FROMIREQUEST TO
ARRIVAL: About right, Eetter than
expected

Highest = Promoter

Highest = Passive

MNeutral, Not satisfied

EASE OF SCHEDULING FIELD
SERVICE-: Neutral. Not satisfied

Highest = Detractor

HOLD TIME IN QUEUE-
PROVIDING PROJECTED WORK

TIMELINE-: Neutral, Not satisfied

PRODUCT KNOWLEDGE CC

Satisfied Highest = Passive

HOLD TIME IN QUEUE= About

right, Better than expected \m’
PRODUCT KNOW EELia

Neutral. Not satisfie Higheat = Betractor

1. Ease of Scheduling Service seen as most influential element to NPN
2. Where customers are satisfied with this then Product Knowledge at CC is seen as next biggest influence which when done well give Promoters.

3. Where Ease of Scheduling FS followed by Projected work timelines is not good then the best outcome will be Passive if not Detractor
Integrate into your CRM to predict state of customer experience during your services & support with corrective actions where required to alter o




Customer tolerance

» Identify when customer tolerance runs out and assess when issues arise and satisfaction falls

» Identify causes and implement action items thus reducing costs spent on fighting fires

100.00%

90.00%

80.00%

70.00%

60.00%

50.00%

40.00%

30.00%

20.00%

10.00%

0-3 hours 3-6 hours 6+ hours Next day 2 days Average
B Customers 4,343 3,422 3,765 2,112 1,211
L4 Customer Loyalty index 84.30% 84.40% 85.30% 70.50% 69.30% 78.76%

L4 Resolution rate 93.00% 92.00% 92.10% 88.50% 82.10% 89.54%
= % of customer complaints 1.30% 4.30% 5.40% 17.50% 18.90% 9.48%




Use insight to retain and win more business

Feedback and insight from your customers can be turned into valuable information for you Sales and Account Management teams
Illustrate to prospects that you track customer experience and how good the results are

Illustrate to existing clients you track their experience and drive to ensure you are exceeding their expectations

Use in Marketing materials and on your website as advocacy of your services and support

100%

90%

80%

70%

60%

50%

40%

EASE TO CONTACT

COMPETITORS

30%

98% CUSTOMERS SATISFIED WITH
PROFESSIONALISM OF SUPPORT STAFF
92% OF CUSTOMERS HAD
CTORY EXPERIENCE WITH OUR
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97% OF CUSTOMERS SATISFIED WITH
EXPERIENCE OF INTERACTING WITH
96% OF CUSTOMERS SATISFIED WITH

OVERALL EXPERIENCE WITH SERVICE

95% OF CUSTOMERS SATIFIED WITH

=
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SERVICE BETTER COMPARED TO

20%

85% OF CUSTOMERS RATED OUR

10%
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Customer Journey Mapping

People, Processes, Products & Services and all impact on the customers mind
This illustrate helps identify which Departments are involved as well as the timing of key
influence and decisions by the customer to renew contracts and leave or remain.

Sample
Customer Journey July
Life Cycle

Dlscovery, Initial Usage Re-engage

“Customer touch
points”

Purchase , delivery, Service Delivery (TS,FS, TPM,DR,RF,ES)

or installation,
“moments of implementation Back office administration, billing etc

truth”

Account Management

Customer feedback
ratings

across range of touch
points combined

with predictive
modelling Possible points of
differentiation

Optimal contract renewal point /
highest customer loyalty




Customer Journey Mapping

There are many ways to illustrate feedback and insight gained from the collection of valuable feedback on the Customer Journey from both the customer
and your employees.

By marrying this information together we are able to help you better understand the journey they travel on, where their expectations are set, where
damaged or enhanced and importantly what are the critical points of customer decisions on renewal or break

This illustration provided KPI’s to critical areas, moment of truth strength of feeling about the customer experiences as well as key actions to improve and
those that you are doing well to enhance.

Sales & ‘Implementatlon /. Ongoing Client . Invoicing = . Account / ‘ Intentions /
Life cycle Stages Marketing Installation / Services & = Relationship

Billi Out
Contracts Go live Support = Management Grcomes

Advice & Issue Concern /
"M keti R rti L It
ar ng n Consultation O handling g eporting O Commitment O oyaity g
A t
Website O IT Support a A;:::;ement “ Accounting n Value g Renewals g
TOUCH POI N:; st LU presentation (D ;;Z’:a':z’f (@ | Technology (@] Billing (@ | Partnership (@ ]
nM keti A T
Proposal B |communication 3 SuZ::ortng (@ ] Communication I\;:::;ement (@& |
L L. Adapt / Thought
N tiat P o
€gotiation g Customize O rocedures g Leadership n
Contracts O Metrics O Proactive g
MOMENT OF TRUTH ] [ M
INEEX = l..l =0l I.II
r 4 pr 4 4 r 4 r 4
CLIENT EXPECTATION ON 2 2 2 2 2
AREAS TO BE IMPROVED
3 3 3 3 3
AREA HIGHLIGHTED AS 1 1 i 1 1
MOST IMPORTANT TO 2 2 2 2 2
SOLUTIONS TO BE
APPLIED XYZ ABC XYZ ABC ABC




Return on investment in Service and Support

By working with Market ii we can establish the best Return on Investment scenarios
Reviewing and analysing historic churn rates against service and support performance we can illustrate how and
where improved service delivery will increase NPS to affect reduction in your churn rates as well as increase sales

Churn rate NPS Sales (M S)

SALES (M 3)

&
w
[
<
o
Z
o
=
I
9
oJ
)
Qa
Z

2015Q3 201504 2016 Q1 2016 Q2 2016Q3 2016 Q4
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Sentiments analysis is based on frequency of positive/negative
words/phrases that appear in customer comments in either support
feedback surveys, social media, chat support, email, text, etc.

Most efficient way to quantify customer sentiments in big data
Below example shows and average score of 1.3 with majority of
customer comments ranging between a sentiment score of 1 and 2

0 —

-6 -4 -2 A 1:32 4 4 6 8

Sentiment scores from OVERALL COMMENT SUMMARY

Key Sentiment Analysis

Word cloud help synthesise the large bank of customer
comments

Understand the key words, phrases and pattern in customer
comments

Below example shows GOOD SERVICE as most dominant
words, however, PROBLEM and ISSUE also appear in high
frequency.

Further cleansing and turning words into phrases will better
help understand the patterns

PROBLEMS
KNOWLEDG
PROFESSIONAL WAIT

SOMEONE tR‘ESOFlL)\(/EEB EIXPER|ENCE NOW OKAY appy

REPLAC m ABLE EXCELLENT

SU BACK ONE pm
GOING |SSUES | LIKE TIMES TIM'AE\

TOLDS E R\/ | FIX (ERLI\;l\EI %EAY V\()’(S’QKK';\LEST

ER ANOTHER
E PREVENTIVE

m<

ALWAYS
NE WENT GOT [ ANUNS st
UKy HELPFUL
QU]CKLY NAME LIKED
THINGS FS THIN
WELL I
THOUGH PRO B LEM — HELP
TECHNICIAN QUICK
COI‘P\FT?\ELTEED UTTLE VISIT RESOLVE

OVERALL - COMMENT SUMMARY
sample size = 765



5.00

4.80
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Cultural variation Analysis

- == EUROPEAN AVERAGE (Referenced at average C-Sat rating of 4.38) © CUTURAL VARIATION FROM EUROPEAN AVERAGE

We are all aware there is cultural variation to feedback given by customers and their expectations across different countries and
regions

Market ii is the only organisation that can quantify these differences and illustrate the strength of difference

This allows regional managers to better assess insight and establish the right KPI’s for service and support quality




Frequency of insight into your organisation

As an integral part of our programs, Market ii run quarterly web ex sessions to review data, understand together the insight being provided by
customers and build initiatives to improve and enhance your services and support.

We then run workshops at your location with key personnel to study the results, discuss the insight provided and then plan initiatives.

The workshops are also a prime time to review the ongoing programs, scripts, outputs.




Hamza Bin lkram

Chief Client Analyst
hbikram@marketii.com

www.marketii.com
0044 203 947 6018

Duncan Heal

CEO / Managing Director
dheal@marketii.com
www.marketii.com
01144 -7720 391 779




Thank You!




Hamza Bin Ikram, Chief Brian LaRoche, Director, Peg Ayers, Senior Consultant,
Client Analyst, Marketii Outreach Marketing, Taylor Reach Group
CallMiner Eureka
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Learn More About
The CX Playbook Strategy

Contact: Bill Moore
VP, CRMI
bmoore@omegascoreboard.com
800-711-5196




