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Everyone wants to be fit...but getting there is easier
said than done

"I'll be at lunch. If anyone calls say I'm at the health club."
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Most surveys today aren’t fit

Internet Panel Survey Abandon Rates
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Implications of unfit Customer Experience Tracking

Poor links to

what people

actually do, Dedlining

or business response rates
performance and poor

quality data

Insights not
actionable
(or acted on)

Long, vague
surveys that Flat-lined
serve too metrics
many masters Far from

real-time

turnaround
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A lean solution—social media data tracking?

On the face of it, tracking consumer opinion as expressed through social media
has many things in its favor:
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Full range of opinions, unfiltered “Real-time” Sensitive to events Lower cost?
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For many, the answer has been "maybe”
(finding the signal in the noise has been a challenge)
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An approach to program fitness: 'Thin Tracking’

A fusion of survey and non survey data may yield huge benefits.

Survey
Metrics

Descriptive and predictive

Real time data

Reliance on data source

More efficient use of budget

Social
Metrics

Time
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We believe...

We need to stop asking questions we already know
the answers to!

New information streams will provide quicker, more
predictive data and save money

We need to rethink how we track and understand a world
of more information, transparency and choice

Innovative research approaches will drive (not just
influence) business impact
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Better data. Less money.



Social media in Customer Experience Measurement

Product

Competitive | Individual
Company BEEE = 5 context context Customer

performance Relationship . behavior
strength

Spend more
or less?

Speak
positively
or negatively?

Emotion
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Moving from likelihood to reality

. Potential

Traditional Asking - Promoters

NPS likelihood to

Tracking recommend [ Potential
Detractors
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Detractors they say?
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Social media mentions of key category may be more
sensitive than survey metrics

Brand 1 Brand 2

Category Brand Brand 1 Category Brand Brand 2
Brand 1 Volume Equity Affinity Brand 2 Volume Equity Affinity
Survey ratings Survey ratings
Key Attribute A .10 .14 .26 Key Attribute A .08 .06 .04
Key Attribute B .08 17 .29 Key Attribute B -.04 .08 .15
Social media Social media
mentions mentions
Total A mentions .32 27 .15 Total A mentions .29 .29 .24
Total B mentions .65 .52 .33 Total B mentions .56 .48 .38
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Return on relationship — bringing clarity to the signal



A new model for CX tracking

Customer
Support
via Social
Media

e “Thin” Competitive Focused Relationship Tracking
@ The Pulse - Real Time Social Media Tracking

Touchpoint/Transactional Survey
Customer Service Feedback

3. ll Customer Data (3™ Party and Client)

(% Automated Real Time Customer Feedback -

Trigger Survey

B |Low score

B Target segment
B Event

In-Depth Text Analytics
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Thin tracking: fit to measure the strength of your
customer relationships

Performance

TRI*M Index

Preference
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Watch the gap!

— Performance m
22 - 69 TRI*M Index

— Preference s}

Source: TNS customer insight surveys 2013/2014
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Understanding different stages in the customer
lifecycle

Constant performance

months
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“"We are always looking at the things
around us in relation to others. We
can't help it. This holds true not only for
ohysical things... but for experiences...
and for ephemeral things as well:
emotions, attitudes, and points of view

I

Dan Ariely: Predictably irrational. The hidden forces that shape our decisions. 2010: 7



Context shapes how we perceive the world
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TRI*M competitive threat analysis

No. of service providers

Percentage of
customers who
consider using ...

TRI*M
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TRI*M customer risk assessment analysis — measuring
relationship strength and churn risk together
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TRI*M competitive threat analysis
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TRI*M competitive profile analysis
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Research that drives marketing and business



"You can’t be good at everything.

You must be bad in the service of good.
Excellence requires under-performing
on the dimensions your customers value
least so that you can over perform on
the dimensions your customers value

most.”

(Frei/Morris 2012: Uncommon Service; Pos. 127)



TRI*M impact analysis

Network signal and coverage
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Summary



What we believe...

We need to stop asking questions we already know
the answers to!

New information streams will provide quicker, more
predictive data and save money

We need to rethink how we track and understand a world
of more information, transparency and choice

Innovative research approaches will drive (not just
influence) business impact
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Thank you

For additional questions or comments, please feel
free to send us an email!

stephan.sigaud@tnsglobal.com

stephen.shively@tnsglobal.com
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