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| principali cambiamenti da Febbraio in poi...

Smart Working e lavoro «da casa»

Incremento dei canali digitali

Cambio della comunicazione: contenuti, tone of voice, canali

Cambio dei driver di progettazione organizzativa: «safe and health driven» design
Cambio della propensione all’acquisto da parte dei consumatori e dei loro

comportamenti
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Alcuni dati (Survey McKinsey)

"N
Italian consumers continue to feel the impact of the crisis on their
income and are delaying purchases
Overall sentiment in the genera] population in Ita|y1 Il Strongly disagree / disagree Somewhat disagree / agree [l Strongly agree/ agree
% of respondents Strongly agree/

agree difference
since last survey?

| or someone in my family or a close friend have had negative health 13% 08

effects from COVID-19 1

My ability to make financial ends meet has been negatively impacted by

COVID-19 3
My ability to work has been reduced by COVID-19 -4
My job feels less secure because of COVID-19 -4
My income has been negatively impacted by COVID-19 -2
Given my current economic situation, | am delaying some purchases that 189, 4
| had planned to make =
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Alcuni dati (Survey McKinsey)

More than 40 percent of Italian consumers are becoming more
price-sensitive and reducing discretionary spending

How have COVID-19 restrictions changed the way ltalian consumers shop?’ W Agree / svongly agree
% of respondents

Spend less money on superficial or irresponsible things

In fashion, shop less for luxury designer brands or buy fewer items
Pay more attention to prices

A brand’s broader purpose is now more important

Buy more private-label products in food and beverages

During the crisis, tested other food or beverage brands and plan to stay with them 20%

Spend less time online than before the crisis 16%
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Gli impatti sui processi e sugli indicatori di Customer Service

Oltre agli indicatori di Cross e Up-Selling, in questo periodo diventano particolarmente strategici gli
indicatori di Retention e Churn Prevention.

Oltre agli indicatori di Produttivita, in questo periodo diventano strategici gli indicatori piu
«qualitativi»: Soddisfazione e NPS.

Alcuni indicatori diventano particolarmente strategici sui processi a «minore intensita relazionale»:
tasso di self-service, utilizzo dei canali digitali (anche e-Commerce), accessibilita e usabilita dei
sistemi.

Nelle attivita a «maggiore intensita relazionale» ritorna invece fondamentale la «Persona di
Contatto» (operatore, agente, consulente...) e la Personalizzazione del Servizio
(anche con nuove logiche di profilazione basate su criteri socio-assistenziali...)
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CHANGING SCENARIOS

Which of the following metrics were priorities for your contact center prior to the
Coronavirus situation? What about now?

Wasn't important, still not important M Wasn't important, now important M Was important, now unimportant
M Was important, still important M Was important, now even more important

Customer satisfaction

Customer advocacy/Net Promoter

|
1.33% 2.67% 4.00% 44.00% 48.00%

7.04% 4.23% 11.27% 53.52% 23.94%

Customer retention/loyalty rate
5.41%  8.11% 40.54% 45.95%

Average speed of answer |
1.37% 1.37%  17.81% 57.53% 21.92%

Average handle time
8.33% 5.56% 23.61% 47.22% 15.28%

Customer effort

2.90% 4.35% 13.04% 56.52% 23.19%

Agent effort

4.35% 4.35% 7.25% 53.62% 30.43%

Self-service utilization

10.00%  571% 7.14% 31.43% 4571%
Digital channel utilization

9.86% 2.82% 7.04% 35.21% 45.71%

Source: “New Standards for Customer Contact Performance”, CCW MARKET STUDY 2020



CHANGING SCENARIOS

Which of the following metrics were priorities for your contact center prior to the
Coronavirus situation? What about now?

Wasn't important, still not important M Wasn't important, now important M Was important, now unimportant
M Was important, still important M Was important, now even more important

Return on automation

12.86% 7.14% 17.14% 38.57% 24.29%
Return on learning . |
714% 2.82%  11.43% 61.43% 17.14%
First contact resolution - I ——
2.67% 2.67% 9.33% 52.00% 33.33%
Callback rate [ [
8.57% 21.43% 44.29% 25.71%
Error/accuracy rate T ———
417% 1.39% M.11% 63.89% 19.44%
Wait time/hald i I 4@ I
2.70% 21.62% 60.81% 14.86%

Agent engagement/satisfaction

=
43% 2.86% 15.71%

Agent retention

A% 4.23% 12.68%

System uptime/accessibility 1
1.35% 2.70% 8.11% 39.19% 48.65%

Source: “New Standards for Customer Contact Performance”, CCW MARKET STUDY 2020



