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Executive Summary

Abreeding ground for contradiction and hypocrisy, the customer management realmisalsosubjectto the epitome of a
corporate dilemma.

One theone hand, investing in the customer experience simply makes sense.Businesseslo not exist without
customers, and they do not make degrable fiscalimprovements without satisfying them.Any C-level executive who
wants to be in businessneedsto recognize the fundamental importance ofcustomer savice, and any suchexecutive
who wants to grow sad businessmustapproachit asa strategic Holy Grail.

Unfortunately, while caring about the customer experience isthe only logical path for acontemporary executive, it is
alsoa path owerrun with many obstacles,many exit points, many supposedshartcuts and many mirages.

Executives might unanimously be affirming theimportance ofthe customer experience, but their inability to
understand the nature ofthat commitment isnearly asuniversd.

Believing the customer experience game tobe arhetorical one, some mistakenly believe saying the right thing is proof
of customer centricity. Others, still tripped up by the Odst centerdperspective, view an additional financial investment
into the customer experience? no matter how stongly they value thatexperience in phiosophy? asinherently
undesrable. Some,forgetting that, by definition, only a customer can dedare acustomer experience successful,
ignorantly and irresponsibly limit their focusto internal performance meaaures.

It isno surprise thatexecuivesroutinely point to the customer experience asatop businesspriority. It wasno surprise
that the majority of executivesinterviewed for lastU A AQDonitéxrt Center & Customer Management Executive
Priorities Repl O&pproved budgetary increasesfor various customer experience focuses,and it isequally unsurprising
that executivesclaim to have similar pbnsfor 2014.

But thanksto the wide gradient of optionsfor actualizing that prioritization, consensusrecognition of customer
sewicA dntportance doesnot guarantee any notable improvement? let done awidespreadone--in what customers
actually experience.

The key therefore, isnot the extent to which businessesare atively investing in the customer experience, let adone the
extent to which they simply care @out customer management. The roado successul customer sevice is paved by
investment into and attention tothe perspectives,qualities and activitiesthat produce meaningful? and positive?
change for customers.

Thisreport, the result of acomprehensive survey of call center, customer experience, marketing, IT, operational and
general executive leadership, revealshow businesseglan to pave that roadin 2014. After initially lookingat how
businessesabstractly, areapproaching the customer sewvice question, it will then evaluate what investing into the
customer experience, let alone prioritizing it, will mean br executivesin 2014.

Once thereport unpacksthatissue, it can determine what customer sevice practiceswill mean tocustomers? and
corporate bottom lines? in 2014.
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Key Findings

Predictably, the customer experiencewill
reignasaprimary investment target in
2014. Sixty eight percat (68%) of
businesseglan toincrease their aistomer
managemant spendin 2014, 21%plan to
keep theirspending congant andonly 11%
are phnning reductions.

Objectivesfor Success

Of thosedevoting budget to customer management in 2014,80% are committed to
achieving demonstrableimprovement against operational metrics. 62% of businesses
call © Eréadng operational efficiencU & pammount concern, while an additional 26%
call it an important focus.

Granted, thosehoping 2014will introduce a morepositive approachto customer
service are not wrong. While only 17% call O At @rostsda topstrategic concern, 74%
ascribe that label to increasing revenue. Increasng customer sdisfaction, another

O Bitivedcustomer management outcome, earnsthe top priority label from an
impresdve 64%of organizations. And eventhoughit isnot a topobjectivefor all
businesses, a whopping 81%are committed to at least improving performance against
customer satisfaction metricsasthe yearunfolds.

Historically a major focusfor call center executives, challengesinvolving workforce
distribution, including thoserelated to outsourcing, are not ofimportanceto
businessesin 2014. While many focusesfailed to earn majority support as top
priorities, concepts like outsourcing, insourcing, nearshoring and offshoringwere
actually deemed unimportant by the majority of respondents.

Viewed a0 no€at all importal Gdunimportant by 64% of businesses, O dnsolidating

operationsthroughrelocationsand closuresdis also absent from the 2014radar.

Pathwaysto Success

Goalslike increasing operational efficiency, increasing revenueand increasing
customer saisfaction, though relevant barometers of where executiveinterest lies,
are not bold commentson the state of customer management. What businesswould
notwant to focuson thosethings?
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Reaching such a state of mind isgreat, but actualizingthat state of mindismore
important? andmore challenging.

Popular strategiesfor achievingthat actualization include peopletrainingand
retention (deemed important by 72%), processimprovement (85%), quality
management (72%), customer service and marketing automation (64%) and
workforce/workflow management (57%). Deemed unimportant by 7% of
respondents, downgrading technology isa paticularly unattractive strategy for 2014.

Sinceprocessimprovementis considered the most important strategy for call centers
in 2014,it isno surprise that it will also attract budget increases. 77% of businesseswiill
increase spending on process improvement and optimization in 2014;28%consider an
absolutetop priority. Other popular spending areasinclude social customer support
(increases from 60% of businesses), mobile customer support (62%), digital/social
marketing (53%), customer analytics and intelligence (66%)and quality assurance
(53%).

Methodology, Demographics &
Background

In November and Decenber 0f2013,Cdl Center 1Q conductedthis research
with collaboration fromanaudence of customer savice, customer
experience and contact center professionals. Representing buy-side
organizations,vendor organizationsand independent consultancies,
respondents contributed insights viaaweb survey and/or targeted, one-on-
oneinterviews.

Requeststo participate were issued irrespective ofcompany size, call center
size or regbn, assuring that the sample represented aglobal customer
management audience.

RespondentProfile

If there were a skew to actual participation, however, it were in favor of larger
organizations. 22% of respondent organizationsemploy at least 5,000 individuals,
while 47.4%haveat leag 1,000 employeeson their payroll. Only 29% of respondent
organizationsemploy less than 250 workers.

Though many respondents confirmed they manage large customer serviceteams, the
skew towards a specific call center sizewas less pronounced. 14%of respondent
organizationsemploy at least 1000 agentsin their customer service functions(and
3%Poemploy at leas 100agents), but 36% seat lessthan 50agentsin their contact
centers.

Example respondent job titlesincluded GPresident and CEOh @irector, Customer
Interactii 1 GCOCh @perational Directorz Call# A T OGRBONMartketing &

Cuwstomer CaO Ad @ad of Customer Experenceh @/ice President, Customer Sewiceh 6
O -anager, Customer StrategU énd Mirector of Pre-Sales8 81%of respondents
identified themsedves as either presdents or C-level executives, while an additional
38%operate on either the VP ordirector level. An additional 35%fit into the
managerial rank, while 5%identified themsedves as analysts and 1%are at the agent
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level or below.
More than 20% of respondents personally manage at least 100employees.

Though industry representationwasnot concentrated? twenty eight distinct
industrieswere identified by respondents? it did skew slightly in favor of computer
and telecom manufacturing, consulting and insurance. 11.6%, 11.6% and 10.3%
represent those respective sectors.

Service Status

Call CenterlQ does not share individual response data with readersor report
underwriters (sponsors), but 19.2%still declined to provide insight into their annual
customer management budget. Of thosewho did reveal their total annual budgets,
26% confirmed a budget in the $100K-1Mrange. 21%are spending between $1M-
$10M,while 11% have a budget of at least $10M.

Whilethe term Gall cel O AsOften used synonymouslywith the customer service
function, live telephone support wasnot the most popular communication channel for
respondents. Thathonorinstead belongsto e-mail support, which is used by 85%of
respondents. 81%offer telephone support (with live agents), while 60% provide in-
person service. A majority of organizationsalso engage customersvia Facebook (53%)
and telephone IVR systems (50%). With representationin 7.7%, 18%and 19%o0f
organizations, respectively, Google Plus, O i éddbcial networksd(not Google,
LinkedIn, Twitter or Facebook) and live mobile support are theleas popular customer
engagement options.

The New Customer Service

O 6ople have always been vocal in expressing frustration with customer service but the
rise of more social channelshasgiven them a greder sense of empowerment to not
only voicetheir frustrationsand praise in very public forums, but to take greater
control of thoserelationshipsby conducting them whenever and wherever they
chol OA84d

- JimFreeze, SeniorVice Preddent and Chief Marketing Officer, Agpect

Cental to the relationship that literally definesthe success or failure of a business
customer service hasnever been meaninglessto customers. It hasnever been
irrelevant to a businessistrategic planning. It hasnever been anythinglessthan
pivotal.

Unfortunately, essentiality cannot independently breed success Customer service
investment might have been unavoidable, but without accompanying, significant
motivationfor optimization, evidence of success absolutely waselusive. As aresult,
the compulsionto deliver a sufficient level of customer care wasnon-existent.

To customers, customer service wasnot something they defined but something they
received. Absent adirect voice in the decision-making process or a compelling
alternativeto the experiencesthey were enduring, they simply could not drive change.
Wholly empoweredto set the course of customer service, businessesopted to use
their power to maintain the status quo.

Customer service therefore became a concept synonymouswith disgppointment
rather than a differentiator between thoselooking to delight and thosewillingto
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disappoint. Onecould? and often did? complain privately about customer service,
but he could do little to actually transformiit.

Until he could. Thougha clichéd sentiment, the notion that the Internet? and
particularly social media? initiated a shift in the customer management power
dynamicis an undoubtedly accurate one.

Forthe first time ever, customerscould address customer service issuesin a public
forum. Forthe first time ever, they could evaluate? anddocument? abusinessd
customer service in the same way trade critics havelongaddressed issueswith the
product. Forthe first time ever, the quality of customer service became a meaningful
criterionin the pre-purchase process

And though social mediaistypically considered a forum for negativity, the opportunity
to share postive experienceswasequally beneficial to customer management. If
businessesthat disgppointed customersrisked reputational damage and thosethat
saisfied them enjoyed reputational benefit, businesseshad a far more compelling
reasonto act. Creating an excellent customer experience wasnot simply a wayof
keeping up with the Joneses; it wasa means of upstaging them.

Bytranscendinginto a rde as a psitive valuedriver, customer service finally began
gameringthe type of attention it deserved. It wasnolonger a priority because
businesseswere forced to spend moneyon communicating with customers; it wasa
priority because businessesknew that if they managed such interactionscorrectly,
they would thrive.

Theintroduction of stakes has not, however, rid the world of dissaisfying customer
experiences.

Long an important investment target, customer service hasspent the past few years
as a topbusiness priority. Thatbusinesseshaveyet to find a magic pill for overcoming
customer service woesis both well-documented and irrefutable proof of the fact that
changewill not happen overnight. It isalengthy process? andonethat requires
effective strategy at every turn.

Offered countless potential mindsets, strategic options, countlesstechnologiesand
countless success measures, businessesare not inherently positioned to instantly
overcometheir customer servicewoes. Thatcustomer profilesand expectationsare
ewolving at a rapid pace only addsto the difficulty of unlocking one of the business
worldd @deatest challenges.

('hemajority of businesssare playing catch up to support consumeradoptionof
communicationchannelsand devices,which is occurringat an unprecedentedpacA Fsays
JimFreeze, Aspect. GDonsumer expectationsare higher. Word of mouth travels faster.
Consimersare empoweredlike neverbefore andall of this putsincreasedmportanceon
the customerexperiencA 8 6

Safe in their complacency for so many years, businesses were already behind the curve
when it came to meeting customer demand. As customersbecome more empowered
and begin to demand service of greater complexity and magnitude, businesseswill not
only need to plug existing service gapsbut find a wayto get in front of a rapidly

moving marketplace.

With significant dollarsand resources at stake, businesses cannot afford to misfire.
They must invest in the kind of servicethat createsvalue rather than the kind that
producesmore cost.
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2014 Results: The State of
Customer Service

In order to assure businessestake the rght adionsin 2014, it isimperative to
look at the current state of customer management.

Performance

Insofar as call centers serve customers, it islogical that customer-driven metrics,
including thoselike Customer Satisfaction Score, Customer Effort and Net Promoter
Swrereceive at least as muchattention asinternal measuresof efficiency. Busnesses
should never strive for inefficient operations, but if a well-oiled call center routinely fails
to keep customershappy, it does not warrant a stamp of executive approval.

Optimistically, todaU dinesesare at leas consciousof that reality. They know
that nomatter how efficient a call center, it isnot effective unlessit can create
sdisfying customer experiences.

Acoording to respondents, 74% of businesses measure customer management
performance O Hdrms of customer sétisfaction/advocacy/loyalty8 Whilethat does
mean26% of businesses haveno idea how customersfeel about their service, it also
means more of todaU &uBinesses value customer-driven metrics than efficiency ones.

Only 72% of businesses evaluate performancein terms of Gagent/operational
efficiencU 8 6

Of course, asisthe case with customer management on the whole, caring about
something isnot the same as achievingiit.

While more businessesare measuing customer sétisfaction than operational
efficiency, fewer businessesare happywith their performancein that realm. Asked to
rate their performance against customer-driven metrics on a scale of 0-5, respondents
produced an average score of 3.06. Only 4% awarded their performancea 55; 6%,
meanwhile, condemned their businesseswith a 0/5rating.

Though not superb, performancewithin the confines of efficiency wasstronger.
Respondents, on average, rated their call center efficiency a 3.26/5. Only 11% graded
themselvesbelow a 3/5 (compared to 26% for customer satisfaction),and no
respondents selected a 0/5.

Channels

Forget the context of customer service. Even when asked the broad question about
which channelsthey use for any sort of customer engagement, respondents still
revealed a strong preference towardsthe most traditional call center channels.

Relied upon by 85%and 81%of businesses, e-mail and live telephone communication
remain the clear channel preferences for businesses. They might endure endless hype
about social, mobile and live chat, but when it comesto building their contact centers,
their guts say to stick with tradition.
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Used by 61%,in-person engagement, also a traditional contact option, isthe next
most prominentchannel.

With 19%utilization as alive communicationtool and 21%utilization as aself-service
application, mobile hasnot yet emerged as a ppular channel option. Sccial has
gained far moretraction, but with only one networkin use by morethan half of
businesses (Facebook at 53%), it is certainly not ubiquitous.

Save for Facebook climbing above the 50% mark and web self-service, interestingly,
slipping below 50% penetration (to 45%), there were no significant changesto the
channel offeringsidentified in the 2013Executive Priorities Report.

Theredundancy revealsthat despite constant advocacy for creatingan O 1 rii-
channeldcustomer experience let alone a multi-channel one, businessesremainin a
state of inertiaon the channel issue. Andthough that could meanbusinessesare
thinking deeply about their channel investments and assuringthey do not begin
venturinginto new channelsfor the sake of doing so, it also means businessesremain
unableto flexibly communicate wherever their customerswant to communicate.

Aspecd &réeze explainsthat in an ideal world, @onsumers[would be] engagingthe
companiesthey do businesswith through an increasing number of interaction points
including voice, web, text and social amongothers8 | any companiesare failing to
engageand service their customers @herethe customersaO A 8 6 6

That many businessesremain unable to offer Freezed \@rsion of an ideal customer
experience, which is thesame onetouted universaly by customer management
speakers, bloggers and consultants, is undeniable. While many factors, including
organizational bottlenecks, resource limitationsand cultural stagnation, contributeto
the failure, the inertiaalso stemsfrom a gapin mindset.

Despite intellectual advocacy for a channel-neutral world in which customerswould
receive the same experience, resolution and satisfaction in any channel at any given
time, many executivesstill believe different contact channels possessdifferent
intrinsic value.

47% of organizations, for instance, view QelephonesupporQ &s thepreferred channel
for most interactions. Only 23% possessthat view regarding O xbfemail/chat
supporth @nd a dragtically smaller percentage appliesit to the mobile (9%)and social
(6%) channels.

Even when given the option of selecting channelslike mobile and social as prderred
onlyfor simple, transactional issues, which would still allow them to recognize the
telephone as gotimal for high-touch conversations, only a respective 13%and 4%
bestowed the honor of preference on mobile and social.

TodaU dBinesses, which do notconsider all channels equal, simply do not value
social and mobilethe way they do phone and e-mail.

Organizational Challenges

Thatan impresdve 47% of customer management functionsrepresent their own
corporate division (comparedto 36%that fall under operations, 13%that report to
sdesand 4%that answer to marketing) is not reason to ignorethe possibility that
organizational issues inhibit performance.

Whether or not it exists within a contemporary organizational, the traditional
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dismissd of customer service as avalue driver is not without present day impact. If the
Odst centeO épproachresulted in fewer resource allocations or a budgetary approach
that provideslittle leeway for overhaul, it will cripple even thosecall centers run by the
most forward-thinking, customer-centricmanagers.

Of thosewho identified inhibitors to their customer management objectives, a
whopping 52% blamed their stagnation on time, money, staff or other resource
limitations.

Proving that not all organizationshaveentered the Gge of the customeO fard
additional 22% view organizational mentality as their biggest inhibitor to success
11% view process and complexity issues as their biggest bumpsin the road.

The Evolution of Priorities: From
Spending to Investing

Knowing theneed and believing in thevalue, businesseswill continue ranping
up their customer srvice investments in 2014. 68% of businesseswill increase
their customer management spend in 2014,and only 11%are panning
cutbacks.

But when one considers how muchmoney hashistorically been pauredinto
ineffective customer service, all the aforementioned figure realy provesisthat
businesseainderstand the abstract importance ofcustomer sevice. When
judgedin thecontext of the actual customer experience, dumping more
money into the wrong precticesand wrong technology isafar lessdesrable
strategy than trimming overall spend but routing fundsto the proper
locations.

If the call center isto cement its reputation asan enabler ofvalue rather than
asanimposer ofcost, businesseanust assure they are approaching their
customer service spendsasinvestments. Theymust clearly define their
objectivesand selectthe strategic pathwaysthat will unequivocally leadthem
to thosedesred ends.

Fundamental Objectivesfor 2014

Presently more inclined to focuson customer satisfaction measurementsthan
operational ones, businesseswill continue prioritizing the voice of the customer in
2014.

Asked to rate their organizationsctcommitment to improving performance against
customer-driven metricsin 2014 0n a 0-5 scale, respondents expressed an average
commitment of 4.32. 57% expressed their commitment as a 35, while only 2% of
respondentsrated their commitment lessthan 3/5.

Busgnessesare also very committed to improving operational efficiency, but in
revealing an average commitment of 4.21 (with 45%rating their commitment as a
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5/5), respondents confirmed that it isnot quite as pvotal as customer satisfactionin
2014.

Granted, insofar as qoerational performanceis presently strongerthan customer
sdisfaction, one can certainly arguethat executivesare using 2014as acatch-upyear
for the customer-driven suite of metricsrather than as a patform for proving such
metricsare moreimportant.

On a moregranular, actualized level, businessibiggest 2014 objectiveisincreasing
revenue. Respondentsrated the objective, which speaksto businessfocuson actual
growth rather than merely on profitability, a 455/5. 75%o0f companieswill approach
revenue growth as an absolute top priority in 2014.

Other key objedivesinclude improving customer sétisfaction/C-Sat score (4.49/5, top
priority for 64%), increasing operating efficiency (4.49/5, top priority for 62%),
improving customer feedback programs (3.81/5,top priority for 43%),increasing
selling/cross-selling/up-selling (3.81/5,top priority for 40%) and reducing complexity
(3.81/5,top priority for 30%).

While support for goalslike increasing revenue/saes, increasing customer sdisfaction
and increasing operating efficiency are fundamental objectives expected of any
businessclimate, that O E fo#ngcustomer feedback programsdand Geducing
complexitydemerged as toppriorities offersa urique commentary for the current Gge
ofthecusOT I AO8 06

As with increased emphasis on customer-driven metrics, the growing desire to
improve customer feedback illustrates the changing power dynamic of customer
management. Once entirely at the whim of the businessand its internal
considerations, the customer experienceis nowthe product of a fluid relationship
between brand and consumer. Busnessesare beginning to realizethat the customer
service they offer should not be governed by their previousmentalitiesand resource
allocationsbut by the manner in which the customer wants to engagewith the
business

Therising aim to reduce complexity, meanwhile, correspondsto the broadening
concept of customer engagement. No longer merely a hub for offering singular,
transactional, retroactive responsesto customers, the current call center conception,
acoordingto AspecO &réeze, @onsigsof beingfrontandcenterfor consumers,
managing multiple communicationplatforms, analyzing customeractivity, customer
sentinent, analyzing data, conneding the dots betweencustomerrelationsand
departmertslike product developmert, marketing, andfinance,anddeliveringan
informedand prompt responsethat hascustomersleaving happy andsatisfied3 6

In shifting from a transacti onal customer service approach to arelationship one,
businesseswill not only burden themselveswith more customer data but with a greder
need to accessthat data in new, unexpected and immediate ways. Sincefew call
centerswere even equipped to handle complexity levelsin the traditionalconception of
the call center, the escalated processesassciated with afluid, 24/7/365, omnichannel
customer management function appear understandably daunting.

Insofar as that istrue, any call center lookingto adapt to the current conception of
customer service must view complexity reductionas a fvotal focusin 2014.
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While systems and technology will play an enormousrole in accommodating the
evolving customer service mindset, structural focuseswill gamer minimal attention
thisyear.

On the same 0-5 scale, with O referring to something (ot at allimportal O h 6
respondents rated the (ear-shoO E Tolediveat a pdtry 0.81/5. For66% of
companies, its rating isa 0/5.

Other objectivesthat scored below a 2/5included offshoring (.91/5,completely
unimportant for 62%),home-shoring (1.23/5, completely unimportant for 55%),
consolidating operationsthroughrelocationsand closures (1.38/5, completely
unimportant for 48%), outsourcing (1.62/5, completely unimportant for 51%)and
insourcing (1.69/5, completely unimportant for 47%).

Other structural issues, including consolidating operationsthrough administrative or
managementrestructuring (2.34/5),consolidating operationsthrough hosted
technologies (2.49/5) and consolidating operationsthrough cloud technologies
(2.49/5) also scored poorly.

TheChainel Question

In not only revealing a status quo preponderance of traditional channelsbut that they
prefer medialike live phone support and e-mail support for primary contact issues,
respondents confirmed that 2014 will not be the year in which omni-channel becomes
a uriversd reality rather than a desirableideal.

They did, however, give indication that some channelsand communication options
will gain considerable ground in 2014.

Though only a small percentage of businessesview social and mobile as absolute
priority investments for 2014,the majority will be increasing accompanyingspend.

Acoording to respondents, 62% of businesseswill increase investment into mobile
customer support. 13%plan no spend whatsoever. Forsocial media customer
support, thoserespective numbers change to 60% and 9%.

Organizations@erspectives on mobile and social customer care provide further reason
to believe the channelswill gain groundin this year(and in future years).

Asked how they perceive mobile, only 13%said it is not offered dueto irrelevancefor
the customer base. 20% do not offer it but believe they need to do so, while an
additional 11%plan to debut mobile customer care in 2014.

Sincemobileisrelevant to 87% of customers but only offered by roughly 20% of
organizations, delayed implementationis clearly not due to a value question.
Busdnessesclearly know their customerswant it.

Sacial wasdeemed irrelevant by 19%of organizations; 4% believe they need to start
offeringit, and an additional 9% haveplansto do so thisyear.

Sincesocial isrelevant to 81%o0f customers but offered by roughly half of them,
hesitationin its implementation, too, cannot be attributed to concernsover value.
Budnessesclearly know their customerswant it.
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The Realization of Priorities:
Plans for Succeeding in 2014

If ambitions come tofruition, 2014 will be ayearnot only of more call center
efficiency but of more customer centricity. Businessesare dmost universdly
looking toimprove customer satsfaction, gain more vivid windowsinto their
audiences, reduce complexity associated with serving today@ complex
customersand expand into new channels.

But the realization ofthat list of customer-friendly ideashingeson the
contents of the executive to-do list. Businesseshave spent centuriesinvesting
in customer ervice and many yearspublicly treating it asa priority with little
to show P theirlabor. Thisisagameof action rather thanintent.

Not on theDocket

Like hollow New YeaO &dSolutionsinvolving cutting out swear words or junk food,
promisesonedoes not truly intendto fill are better left unpromised. Busnesseswill
attempt to increase and improving their customer-relat ed offeringsin 2014, but as
entitiesgoverned by the laws ofpracticality and will, they are also being upfront about
the thingsthat will not happen.

Despite surely encountering the hype over AmaU | 1G8agiay Button,din which users
of the brandd Kindle Firedevice can pressa buttonto be connededto alive support
agent, few businessesintend to offer a similar servicein 2014. Only 4% of businesses
planto start providing onein the comingyear. 11% hopeto start using onebut cannot
make any promises, while 74% outright promise they will not be letting their
customersdirectly conned to a support representative.

Theconcept of 24/7/365live support, sadly, will remain a ppedreamfor customersin
2014. Only 2% of businesseswill start offering around-the-clock servicein 2014. 7%
hopeto, and 54%outright admit it isnot going to happen this year.

All day support will, however, gain footing with thosealready offering it to customers.
17% of respondents say they are using it and will increase their investment into the
practice.

Thevirtual agent system, one of customer managementd r@ost buzzed about
technologies, will interestingly not gain muchground in 2014. Only 13%will deploy
virtual agent technology in 2014, while 11% limit their intendeduseto A~ @dédnd
50% are ruling its implementation out for 2014.

Those who do rely onvirtual agent systems, however, seem very content: 11% of all
businesseswill increase investment into the technology, while 11% will maintain
existing spendinglevels. Only 4%will trim their virtual agent budgets.

Like virtual agent systems, speech analytics applicationswill also struggle to escalate
from hypeinto implementationin 2014. 49% of businesses outright refuse to
implement speech analyticsin 2014;only 13%of thosenot usingit are committed to
changingthat redlity in the coming year.
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Implement in 2014
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Virtual Agents
m Speech Analytics
B Separate Social Media Support
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45%o0f businesseswill refrain from starting a separate social mediaaccount for
customer support in 2014, while 43% will avoid investing in any online customer
community. Only 4%and 6% of businesses, respectively, plan to pursuethe opposite
pathsin 2014.

Despite showing limited enthusiaan for key technology like virtual agents and speech
analytics, businesses have not fallen out of love with customer management
technology on the whole. Downgradingtechnology isthe leas popular option for
businessesin 2014; 66% afford no priority to the strategy, while only 4% consider it
important.

With complexity and customer needs growing, businessesécontinued affinity for Customer Service Tools
technology isfar from unexpected.

Earmarked for Increased Use in

MBusinessesan make a realimpact by usingenabling technologyto reduce complexitU h 6  [RASES
saysAgpect® Freeze. For example, delivering cohesve sef-savice optionswill help
companiesefficienty meet the expectationsmobile consumershaveforimmediate,
anywhere savice. Cloud sdutionsfurther easethe adoption of newchannelsandthe
latestfunctionalty, and enable businesgsto focus on deliveringgreat service rather than
worrying about the underlyinginfrastructure8

Sure enough, 45%o0f businesses consider the purchasing of technology an important
2014 priority, while only 9% dismissthe strategy. Interest in upgradingtechnology is
identical.

Outside of their oppositionto downgradingtechnology, executivesare far less united in
dismisgngother strategicaction plans. 21%,for instance, dismissan emphasis on
spedfic contact channelsas an important priority, but an opposing 19%consider it an
absolute top priority. 15%do notsee management education or buy-in as worthwhile,
but 179 consider it a centerpiece for 2014 (and insofar as 22% consider organizational
mindset their top inhibitor, it ishard to believe many businesseswill outright ignore

the need to educationthe executive rank).

Thesame polarity is evidenced on the question of budget. 26% will not be spending
moneyon outsourcing and 9% will be reducing their outsourcinginvestments, but an
oppositional 21%will increase spend. 4%, meanwhile, consider it a topbudgetary
priority.

21%will refrain from investing into IVR systems, but 23% will increase their phone self-
service and IVRbudgets. An additional 11%will makeit a toppriority in 2014.

15%will direct no money to live agent call center support and digital media sdes, but
40% view the practicesworthy of increased spending or priority statuses. Increased Use in 2014

Ready for Action

Executives surely have their oppositionsin 2014, but as dedsion makers for Customer Feedback
organizationsthat are increasingly accepting the importance of customer FAQ/Knowledge Base
management, they are nolonger held prisoner by the word no. More than two-thirds IR

of businesseswill increase their customer service budgets in 2014,and that means

morethantwo-thirdsof businesseswill be looking for opportunitiesto improvethe W Mobile Support

way they connec with customers. m Live Chat

With the voice of the customer integral not only in philosophy but by specific virtue of
businessidesire to focuson customer-driven metrics, customer feedback tools will
unsurprisingly be the most popular investment target for organizations. A whopping
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55% of businesseswill increase their utilization of customer feedback and survey toals,
while 9% will initiate use for the first time in 2014.

Only 4%will reduce or eliminate consumption, while 6% will persist in their opposition
to gathering customer feedback.

38%of businesseswill increase reliance on FAQ and knowledge base platforms. Only
2% will reduce or eliminate consumption.

Supportfor FAQ platformsis not, however, as universd asit isfor customer feedback
tools. While the solution category isa popular one, a sizable 21%maintain they will
continuerejecting its implementationin 2014. 9%, however, will use FAQ and
knowledge base platformsfor the first time.

Thefindingsare similar for telephone IVRplatforms. While 36% will increase reliance
on IVRsand 4%will use the phone-based self-service platform for the first time in
2014,a noteworthy 21%maintain they will continue rejectingits implementation.

Though many companieswill more heavily utilize tools like mobile support
applicationsand live chat (24% and 21%,respectively), they will remain unused by 35%

and 38% of businesses, respectively. Thatfinding providesfurther reasonto dismiss the

notionthat 2014 will be the yearin which mobile becomesa wbigquitous support option.

On astrategiclevel, businesseswill universdly be turningto processimprovementto
achieve their 2014 customer managementgoals. With an overall priority score of
4.13/5, O Bcessimprovement 6will be a key priority for 85% ofbusinesses. 40%
outright call it their absolutetop priority.

Insofar as existing? andnewly recruited? call center staff will be tasked with carrying
out the businessimore ambitious2014customer management vision, the people
themselveswill receive priority focusfrom most businesses. Raed a 3.89/50n the
priority scale, O Bpdle (training/retentil 1 @lbreceive significant attention from 72%
of businessesand be a toppriority for 34%.

Quality management (3.79/5), customer service and marketing automation and self-
service (3.66/5) and workforce/workflow management (3.45/5) will also be top
strategic prioritiesin 2014.

Likethe interest in people training and retention, support for workforce/workflow
managementis consistent with the philosophy that O &ppy agents yield happy
customers8 o

Happy agentsare more likelyto resultin happy customerO diesAspect® Freeze. More
companiesare realizingtheimpact that workforce and performance management tools
haveonthe contact centerz and hence the customerexperiencA 8 6

Givenits status asa topstrategic action, processimprovement and optimization will
naturally be the top spending priority for 2014. 28%businessesoutright call it an
absolute priority, while 49% are committedto at leas increasngtheir process
improvementinvestments. Given the ongoing concern for call center efficiency and
the need to keep the wheelsturningin the face of growing customer complexity, the
overwhelming support for an operational investment isas suitable asit is predictable.

As customer service shifts from a transactional conception into onedriven by
relationships, CRMspending will naturally improve. 23% consider spendingon CRM
systems an absolute priority; another 30% will at leas increasetheir CRM
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investments.

Hoping to humanize their brandsin the Gage of the customeO A6 will spend a
priority share of their customer management budgets on Give person sdes8 &n
additional 19%are planning an increase of some sort.

Subject to constant hypeabout O Ig Datadand needing to navigate the seas of
customer insights they will be developingin 2014, 17% will prioritize their investments
into customer analyticsand intelligence. A whopping 48% are planning some sort of
increase, which meanscustomer analytics will technically be second only to process
improvementwhen it comesto commandingincreased customer management
investments.

Top priorities for 13%of businesses each, quality assurance and live agent call center
support will elicit spending increases from an additional 40% and 28% of businesses,
respecively.

Portrait of Customer Centricity:

Will 2014 Transform Customer
Service?

Theintroductionto thisreport raised a pvotal questionfor executives: insofar as
customer service hasalwaysbeen an annual investment priority and nearly as
frequently been a haen for disappointment, what will be different about 2014? That
businessesare committing more moneyto customer service, though great on a binary
scale, isnot proof that the state of customer management will be dramatically better
on December 31,2014than it wason December 31,2013.

No one can know exactly how the yearwill materialize. Executives notoriouslysay the
QGight thingsdat the start of the yearand then defend the wrong results at the end of
the year. Planschange. Customer behavior changes. Invegments materializein
unexpected ways.

Butby painting a pictureinto how businesses perceive their customer service
departments, how they define their most aggressve spending prioritiesand how they
will almost certainly notinvest their 2014budgets, the 2014 Call CenterExecutive
Priorities Report does provide a bassfor understanding how customer management
will evolve this year.

TheVoice of the Customerwill Get Louderz Busnesses have begunrealizing that
customersmake for the most qualified and agute customer experiencejudges. It is
their level of satisfaction? not an internal asessment of productivity? that

determineswhether a call center can be lauded as asuccessor condemned as afailure.

Budnesseswill surely not break free of the tendency to consider the internal,
operational ramificationsof their customer service functions, but they will finally begin
qualifyingthat data with real insight into the customer base Customer feedback tools
will be a topspending focusin 2014. Customer satisfaction metricswill be the key
performance barometersin 2014.

While the prioritization of customer satisfaction measuresis promising, truly
customer-centricbusinesses will stop classfying metricsaltogether. Instead of
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The Voice of the Customer Will
Get Louder

Whilethe prioritization of customer
sédtisfaction measuresis promising,
truly customer-centricbusinesss
will stop classfying metrics
altogether. Instead of looking at
efficiency and sdisfaction as
different tasks, they will simply
evaluate how operational
performanceistranslating into
customer satisfaction, loyalty,
advocacy and, ultimately, revenue.

[t Thme to Get Serious

O )altrue omni-channel
environment, companieshave
customer history and interaction
continuity with the ability for
customersto start a conversation

on onechannel and continueit ona
second channel without losing
context of the interactil 1 @&plains
Aspedd &réeze. BPeopledond liRe
havingto repeat themseves. In fact
they hateit. Brandsthat are able to
identify a customer and their
interaction history as soon as a call
comesin, a tweet isreceived or a
chat popsup have the advantage of
enabling customersto seamlesdy
move between channelsfor a better
overall customer experience and
fagterresolutii T 8 6




looking at efficiency and satisfaction as different tasks, they will simply evaluate how
operational performanceistranslating into customer satisfaction, loyalty, advocacy
and, ultimately, revenue.

Metricsthat can speak to the holistic experience are the onesthat will empower
businessesto excel at customer management.

Itd Timeto Get Seriousz Customer service interactionsare not isolated transactions;
they are phases of along-term (ideally infinite) relationship between a businessand a
customer. Asbusinessesadapt their customer service functionto this mindset, their
focuswill turn to specificinstrumerts.

CRMsystems, which will receive significant investment in 2014,are onesuch
instrument. Byenabling businessesto create and build profilesfor customers,
improved CRMtechnology will ensure organizationsare empowered to treat
customersthe waythey want to be treated: asvalued, uniquepartnersrather than
numbers.

Cuwstomer intelligence will also be pivotal. Usingthe myriad of potential touch points,
businesseswill need to collect customer data and then asaureit is accurately driving
operations. Shawing an impressve degree of foresight, businessesare not only
committed to investing in customer feedback and intelligence solutionsfor 2014 but
also thetoolsthat will help reduce complexity. They know that despite wanting
experiencesdriven by more detailed data, customersalso want to minimizethe hasde
and difficulty previouslyinherent to support interactions.

Part of truly knowinga customer, after all, isminimizing the time and effort required
to interpretthe customeO sfeand find a rdevant solution.

ThePower of the People, Thelmportance of the Process 7 Largely content with their
organizational structures, businesseswill not spend 2014transformingtheir
outsourcing strategies or drastically shifting personnel.

People, however, will still be centerpieces of the yeard édstomer management
strategies.

Counting on agentsto carry out ambitiousobjectivesrelated to processimprovement,
customer satisfactionand revenuegrowth, organizationswill value talent as a gvotal
instrumentfor successin 2014.

Through investment into training and workforce management systems, businesses
will asaure agents are positioned to parlayinteractionswith customersinto positive
business outcomes. From delivering superior servicein new channels, to pre-
emptively recognizingcustomer needs, to offering compelling resolutionsin efficient
manners, agents will be asked to prove that the call center is, indeed, a value center.

Togive them afighting chance of succeeding, businesseswill spend 2014empowering
agentsto accept and thrive in that new positive vision of the customer service
function. They will need to provide the knowledge, processesand technology
required for customer service empowerment.

Not All the Way Omni z While 2014will bring a greder emphasison the customer
experience and more attention to the voice of the customer, it will not usher in the era
of omni-channel customer engagement.

Budnesseswill continueforayinginto social and mobile customer care, but they will
not help it become a customer management obligation. And insofar as businesses
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The Power of the People, The
Importanceof Process

Aspect Freeze explains, © Hese
companiessee the contact centerswork
in concert with marketing and back
officeoperationsand becomeatrue
profit center by being able to service
and sel customersin singleinteractions
and on thesameplatform. Invesment
in the proper technology to manage
customer management operations
along with a strategicstructureto
integrate front and backoffice
operationscan yield solid returnsin
efficiency and productivity gains.

GCompanies are paying close attention

to theimpact invesmentsin process
improvements and performance
management have on the customer
experience. They need to balance
delivering a great experienceacross
more channelswith ongoing pressireto
save money and optimize8 6

Not All The Way Omni

Insofar asbusinessescontinueto value
traditional channelslike phone and
email aspreferred channels even those
organizationsthat do inves in mobile
and socialwill not necessarily treat
them aspriority engagement lanes.

According to Aspect® Freeze,

O rusnesse$ dond need to support
every channel out of the gate, but they
do need along-term strategy and plan
for delivering an omni-channel
experience.Oncethat strategyisset,
businessescan make arealimpact by
prioritizing their invesments based on
their custamer behavil O 8 6




continueto value traditional channelslike phoneand email as prderred channels, even thoseorganizationsthat do invest in mobile
and social will not necessaily treat them as prority engagementlanes.

Because a truly omni-channel organization does not simply engagecustomersin every conceivable channel but assuresthe flow of
informationis so seamlessthat it can serve customersregardlessof channel preference, busineshesitance to immediately jump
into every channel isnot inherently negative.

Hesitance driven by genericresource concernsor believe that some channels are fundamentally lessimportant than others (wit hout
rooting in the voice of the customer) is, however, quite negative. After all, even if abusinessis not ready to excel with an omni-
channel customer experience by the end of 2014,it should be settingthe long-term stage for such an offering.

Only then will businessesbe able to align service offeringswith customers.

About the Report Developers

CALL CENTER IQ

Fomed through the union of Call CenterWeek, the worldd I&rgestand most influential customer service event, and Customer
Management IQ, the worldd I&gest and most influential customer service online platform, Call CenterlQ instantly becomesthe
most significant community, resource hub and advisory for call center professonals. Join the community at CallCenter-1Q.com.

CClQmembersreceive:

[1  Networking: Comect with 50,000+ qualified profesdonalswho care as muchabout the customer as youdo.

[1 Research: Receive our quarterly executive research reportsvalued at $2,000year. CClQmemberswill get accessto these
reportsat zerocost.

[1  Access: Memberswill receive exdusive accessto ourtop presentationsand product demosalong with exclusive speaker
podcads, event research reports and live blogs.

[1  Product Matchmaking: Benefit from our vendor directory and allow us tomatch you with the solution providerswho meet
yourneeds.

[1 Event Discounts: Membersof CCIQwill receive a 10%discount on any of our events. Member attendeeswill also benefit
from VIP functionsat our big annual events.

Asped's fully-integrated solution unifiesthe three most important facets of modern contact center management: customer
interaction management, workforce optimization, and back-office. We help the world's most demanding contact centers
seamlesdy align their people, processesand touch points to deliver remarkable customer experiences. Formore information, visit

Www.aspect.com
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