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For the eighth straight year, Temkin Group has evaluated the state of Customer
Experience (CX) management at large companies. When we analyzed their efforts and
their progress this year, we found that:

m While only 8% of companies view themselves as industry leaders in CX today, 55%
aspire to be leaders within three years.

m A majority of companies have a CX executive in charge of their efforts and a central
team who coordinates significant CX activities. The median number of CX staff
members falls between 11 and 15 full-time professionals.

m Companies find significant value in working with voice of the customer vendors, and
the percentage of companies who get value out of this relationship has been steadily
increasing.

m We used Temkin Group’'s CX Competency and Maturity Assessment, which evaluates
four CX competencies (Purposeful Leadership, Compelling Brand Values, Employee
Engagement, and Customer Connectedness) to benchmark the maturity of
companies’ CX efforts and found that only 10% of companies have reached the
highest two levels of customer experience, while 59% still find themselves in the
lowest two stages.

m When we compared CX leaders with CX laggards, we discovered that the leaders
enjoy stronger financial results, are more likely to have senior executives leading
company-wide CX efforts, employ more full-time CX employees, use more
experience design agencies, and feel more supported by senior leaders.

m This report also includes an assessment that companies can use to benchmark their
CX efforts and capabilities.

To understand how companies’ customer experience (CX) management efforts are
progressing, we surveyed 180 CX professionals from companies with at least $500 million in
annual revenues.! The results of this survey show that:

' Temkin Group fielded an online survey during March 2017. The data was cleansed to eliminate partial, duplicate, and
questionable responses. This report analyzes 180 responses from companies with annual revenues of at least $500
million. These respondents come from a global set of companies.
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= Companies have strong CX ambitions. While only 8% of companies believe that
they are leading their industries in CX today, 55% aim to be the best within three years
(see Figure 1).

* Most have centralized CX leadership. We found that 67% of respondents have a
senior executive in charge of their company’s overall CX efforts, and that 69% have
centralized CX groups (see Figure 2). Half of the companies have had these corporate
CX elements in place for 12 months or more.

* Most CX teams have more than 10 FTEs. Fifty-three percent of respondents report
that their CX efforts are significantly coordinated across their organization (see Figure
3). Of the companies with centralized CX teams, the median firm has 11 to 15 full-time
CX employees. More than one-quarter of respondents have 21 or more CX employees.

= Customer insights is the most successful area of focus. When we asked
respondents which activities have most positively impacted their company, 57% said
that their customer insights & analysis efforts are “strong” or “very strong” (see Figure
4). The only other area where more than 45% of respondents consider themselves
strong is working with senior leaders.

» Market research and VoC software are the most valuable tools. We asked
respondents about which tools and services their company uses and found that
market research vendors and VoC software deliver the most significant value (see
Figure 5). Voice of the customer software and speech/voice analytics are the only
areas that respondents say have increased in value over each of the last two years
(see Figure 6).

= Experiences differ across channels. Sixty percent of respondents feel that their
phone agents typically deliver either a “good” or “very good” experience, by far the
highest level of any interaction channel (see Figure 7). Conversely, only 14% of
respondents feel the same way about their efforts across multiple channels. When we
compared this year's results to results from previous years, we found that the quality
of CX across every interaction channel decreased in 2017 (see Figure 8).

= Companies struggle with competing priorities. Sixty-eight percent of respondents
identified other competing priorities as a significant obstacle to their CX efforts (see
Figure 9). Fifty-two percent of respondents selected lack of a clear CX strategy as the
next most significant obstacle to their CX efforts. The percentage of respondents who
cited a lack of clear CX strategy increased by 10 points between 2016 and 2017, the
largest increase for any obstacle.

Temkin Group has identified four CX core competencies that companies must master if they
want to become customer-centric: Purposeful Leadership, Compelling Brand Values,
Employee Engagement, and Customer Connectedness (see Figure 10).2 As part of the survey,
respondents completed our CX Competency and Maturity Assessment, which evaluates how
proficient their company is across these four competencies (see Figure 11). The results show:

2 See the Temkin Group report, “The Four Customer Experience Core Competencies,” (April 2017).
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* Few companies are truly customer-centric. Only 10% of the companies that
completed this assessment have made it to Align or Embed, the top two stages of CX
maturity (see Figure 12). While companies have a lot of work to do across all four
competencies, they received the lowest ratings for Compelling Brand Values.

» CX maturity rises with CX leadership tenure. We examined the CX maturity levels
of companies based on the tenure of their senior CX leaders (see Figure 13).> The data
shows that CX maturity jumps considerably for companies that have had a CX
executive in place for more than 18 months.

» Customer experience maturity remains about the same. Temkin Group often
refers to the bottom three levels of maturity as “fluff” because they can be reached
without significantly disrupting the way than an organization operates. We refer to the
top three levels of maturity as “tough” because they require significant change across
an organization. We examined the results of the maturity assessments from 2010 to
2017 and found that the percentage of companies in the three highest levels of CX
maturity has dropped a bit from last year (see Figure 14). This drop is driven by the
fact that each of the four competency areas individually declined over the previous
year.

»= Senior leaders communicate the value of CX. In order to learn where companies’
CX efforts excel and where they fall down, we asked respondents whether or not their
company does 20 different CX activities from across the four competencies (see
Figures 15 and 16). At the top of the list, more than half of respondents’ companies
have senior executives who communicate the importance of customer experience and
regularly collect and act upon customer feedback. At the bottom of the list, less than
one in six companies provide industry-leading training for employees.

= Employees better understand core values. When we compared the percentage of
companies that did each CX activity in 2016 versus the percentage doing it in 2017,
the activity that increased the most was marketing does as much brand marketing
inside of the company as it does outside the company (see Figure 17).

What distinguishes CX leaders from CX laggards? We split the respondents into two groups
based on their CX Competency and Maturity Assessment scores. We labeled companies with
scores of 54 and above “CX leaders” and companies with scores below 54 “CX laggards.”
When we compared the results of these two groups, we found that CX leaders:

= Have better financial performances. Seventy-three percent of CX leaders report
better financial results than their competitors, while only 44% of CX laggards report
the same (see Figure 18).

= Have a more active CX efforts. More than 80% of CX leaders have a senior executive
in charge of their CX efforts, compared with only 53% of CX laggards. The CX laggards
fall even further behind when it comes to having significant, highly-coordinated CX

8 For this evaluation, we examined smaller segments of companies than is our general practice; however, we still believe
that the insights from the analysis can be useful and are indicative of broader trends.
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efforts, trailing CX leaders by a full 34 percentage-points. CX leaders also have
considerably more CX employees.

= Work better with executives. CX leaders perform better across all CX activities we
looked at (see Figure 19). These two groups differ the most when it comes to working
with senior leaders as the percentage of CX leaders that excel in this area is 36 points
higher than the percentage of CX laggards that excel.

= Use more experience designh agencies. When we looked at the tools and services
that companies use, CX leaders are much more likely to use all of the items, except
market research vendors (see Figure 20). These two groups differ most — 21
percentage-points — when it comes to using experience design agencies.
Interestingly, we found that CX leaders are considerably better at gaining value from
their market research vendors than their laggard counterparts (see Figure 21).

» Deliver better cross-channel experiences. CX leaders report delivering a higher
percentage of good experiences across all of the interaction channels on our list (see
Figure 22). They outperform CX laggards by the highest margin when it comes to
cross-channel experiences, followed closely by phone experiences with agents.

= Have more executive support. When asked about major obstacles to their CX efforts,
both groups struggle equally with competing priorities (see Figure 23). CX laggards,
however, were more likely than CX leaders to select all of the other obstacles on our
list. These two groups differed the most inlack of commitment from senior executives,
with CX laggards falling 36 percentage-points behind CX leaders.

* Focus more on delighting customers, less on cutting costs. We asked respondents
to rate how important their executives consider different business goals (see Figure
24). CX leaders are much more likely than CX laggards to focus on fixing customer
experience problems, making the culture more customer-centric, and finding ways to
delight customers. CX laggards, on the other hand, are much more likely to focus on
cutting costs.

As some companies focus on the four core CX competencies more than others, we expect to
see the gap between CX leaders and CX laggards continue to grow. To gauge your
organization’s progress, use Temkin Group's Customer Experience Competency and Maturity
Assessment. You can use this tool in a number of ways:

» Self-assessments. Take the test yourself to identify the strengths and weaknesses
of your organization.

= Group discussions. Use the self-test in a group exercise and discuss the strengths
and weaknesses you identify as well as the areas of agreement and disagreement in
the results.

= Benchmarking. Compare your results to Temkin Group's data about other
companies. We've provided a chart you can use to identify how your score compares
to 180 large companies (see Figure 25).
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» Action planning. Develop plans for making progress towards being a Customer-
Centric Organization.

» Progress tracking. Repeat the self-test every six months to track your progress.

Copyright © 2017, 2019 Qualtrics®. All rights reserved. Page 6
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Customer Experience Today and Future Ambitions

How would you rate the overall customer experience that your
company CURRENTLY DELIVERS?

Better thanallcompanies in any industry 1%

Thebest in our industry 7%

Considerably above average inour industry 18%

Slightly above average in our industry 30%

Average for our industry 28%

Slightly belowaverage in our industry 13%

Considerably below average in our industry 3%

How do you think your executive team would describe your
company's goal for customer experience IN THREE YEARS?

Better than allcompanies in any industry 9%
The best in our industry 46%
Considerably above average inour industry 31%

Slightly above average in our industry 10%

Average for our industry 4%

Slightly belowaverage in our industry 1%

Considerably below average in our industry | 0%

Base: 180 organizations with $500 million or more in annual revenues

Source: Temkin Group Q12017 CX Management Survey Qualtrics

XMinstitute

Copyright © 2017, 2019 Qualtrics®. All rights reserved.

Figure 1
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Customer Experience Leadership and Organization

How long, if at all, has your organization had a senior executive in
charge of customer experience across products and channels?

More than 36 months 20%

18 to 36 months

12 to 18 months i
67% have a senior

exec in charge of CX

Six to 12 months

Less than six months

We donot have one 33%

How long, if at all, has your organization had a centralized
customer experience group?

More than 36 months 24%

18 to 36 months

12 to 18 months

69% have a
centralized customer
experience group

Six to 12 months

Less than six months

We donot have one 31%

Base: 180 organizations with $500 million or more in annual revenues

Source: Temkin Group Q1 2017 CX Management Survey Qualtrics

XMinstitute’
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Customer Experience Coordination and Staffing

Which of the following best describes the customer experience efforts
within your company?

There are significant efforts across the
company that are being driven by a centralized 24%
customer experience group

There are significant efforts underway across
the company with significantcoordination 29%
across them
There are significant efforts underway across
the company with minimal coordination across 36%
them

There are limited efforts underway in different
parts of the company

12%

How many full-time employees are dedicated to your
company's customer experience organization?

More than 50 17%

41to 50 2% 52% of CX

organizations have
11 or more full-time
employees

31to 40

21to0 30

16to 20
11 tol5
6tol0

3to5 20%

lor2

Base: 180 organizations with $500 million or more in annual revenues

Source: Temkin Group Q1 2017 CX Management Survey Qualtrics

XMinstitute’
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Customer Experience Team Effectiveness

How would you rate the effectiveness of your CX team in these areas?

mVerystrong EStrong B Okay © Weak mNot doing

Customer insights & analysis | 517 46% 33% 10%

Working with senior leaders | 172 36% 36% 13%

Customer journey mapping 747 27% 35% 23% I
Internal communications |5 23% 45% 23% I
Liaisonacross organizations |8 ZE) 47% 23% I

Experience design 23% 40% 24%

Change management & culture change 19% 42% 32%

Training and coaching 19% 45% 28%

Process analysis and redesign 23% 46% 27% I

Ambassadors program 14% 28% 27% -

Base: 180 organizations with $500 million or more in annual revenues

Source: Temkin Group Q1 2017 CX Management Survey Qualtrics

XMinstitute’
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Customer Experience Tools and Services

To what degree are the following tools and services adding
value to your customer experience efforts?

u Significant value B Moderate value Minor value HNot currently using

Voice of th t ft
oice O evit;zgrr:er software 26% 30% 16%
Mar ket research vendors 20% 40% 21%
Textanalytics 13% 24% 27% 35%

Predictive analytics 29% 36%

Customer experience
consultants 20%
Experience deSign agendes 7 _
Speech/voice analytics |51 19% 20%

Base: 180 organizations with $500 million or more in annual revenues

Source: Temkin Group Q1 2017 CX Management Survey Qualtrics

XMinstitute’
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Customer Experience Tools and Services (2015 to 2017)
Respondents who say that the following tools and services deliver
“moderate” or “significant” value to their customer experience efforts:
Market research vendors
60%
56%
61%
Voice of the customer software
vendors 58%
54%
Customer experience consultants
Text analytics
m2017
m2016
m2015
Predictive analytics
Experience design agencies
Speech/voice analytics
Base: Organizations with $500 million or more in annual revenues Qualtri
Source: Temkin Group Q12015, 2016, & 2017 CX Management Surveys XuaMC_s tt t .
Copyright © 2017, 2019 Qualtrics®. All rights reserved. InS I u e

Figure 6

Copyright © 2017, 2019 Qualtrics®. All rights reserved. Page 12



XM Institute INSIGHT REPORT qualtrics.com/XM-Institute

Quality of Customer Experience Across Different Channels

How would you rate the experience that your organization
typically delivers through the following interaction channels?

= Very good = Good ® Okay Poor mNot applicable

On the phone withanagent

In astore/branch | (=24 18% 15% 54%

On a computer, selfservice |57 22% 40% 26% 6%

On amobile phone |7 8IS 34% 20% 24%

Online chat with an agent |77 = i) 23% 11% 45%

Across multiple channels 32%

On the phone withself-service 21%
Base: 180 organizations with $500 million or more in annual revenues Qualtrics
Source: Temkin Group Q1 2017 CX Management Survey :

XMinstitute’
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Quality of Customer Experience Across Different Channels
(2015 to 2017)

Respondents who say that their organization typically delivers a “good”

experience through the following interaction channels
(of those who 11se the channel):

In astore/branch 69%
73%
On the phone withanagent
68%
Online chat with an agent
m2017
On a computer, selfservice m2016
m2015

On amobile phone

On the phone with self-service

Across multiple channels

Base: Organizations with $500 million or more in annual revenues Qualtrics
Source: Temkin Group Q12015, 2016, & 2017 CX Management Surveys

XMinstitute

Copyright © 2017, 2019 Qualtrics®. All rights reserved.
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Obstacles to Customer Experience Success

Which of the following do you consider significant obstacles
to your company’s customer experience efforts?

68%
Other competing priorities 65%
69%
Lack of a clear customer experience
strategy

Conflict across internal organizations
Limited funding
Lack of commitment from senior executives

m2017

Unclear understanding of customers m2016

m2015

Lack of leadership for customer experience
efforts

The lack ofimportant skills inthe
organization

Lack of incentives and rewards

The wrong people are leading the effort

The wrong organizationis leading the effort

Base: Organizations with $500 million or more in annual revenues Qualtrics
Source: Temkin Group Q12015, 2016, & 2017 CX Management Surveys

XMinstitute’
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The Four Customer Experience Core Competencies

Do your leaders operate consistently with a clear, well-
articulated set of values?

Are your brand attributes driving decisions about how you
treat customers?

Are employees fully committed to the goals of your
organization?

Is customer feedback and insight integrated throughout
your organization?

Qualtrics

XMinstitute

Copyright © 2017, 2019 Qualtrics®. All rights reserved.
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Temkin Group Customer Experience
Competency Assessment

To what degree do the following activities occur within your company?
= Never = Periodically = Usually = Almost always = Always

1. Customer experience metrics are reviewed and treated as financial metrics

2. Senior executives regularly communicate that customer experience is one of the company’ s key
strategies

3. The executive team uses a clearly defined set of values to guide how it makes decisions

4. Employees across the company understand the core values of the company and understand how those
values relate to their role

5. Senior executives support decisions to trade off short-term financial results for longer-term customer
loyalty

PURPOSEFUL LEADERSHIP total

6. The company’ s brand is translated into a clear set of promises to customers

7. The company’ s brand guides decisions about how customers are treated and interactions are designed

8. The company regularly examines how effectively interactions live up to its brand values

9. Marketing does as much brand marketing inside the company as it does outside the company

10. Employees are encouraged to interpret how their efforts can reinforce brand values

COMPELLING BRAND VALUES total

11. Employee feedback is actively solicited and acted upon

12. Managers are evaluated based on the engagement level of their employees

13. The company provides industry-leading training for employees

14. The company celebrates and rewards employees that exemplify its core values

15. The human resources organization is actively involved in strategic initiatives

EMPLOYEE ENGAGEMENT total

16. Customer feedback is regularly collected and acted upon

17. User-centered design approaches are used to design interactions in all touch points (e.g., web, phone)

18. The company has a well-defined set of target customer segments that guides priorities

19. Executives regularly interact with customers in target segments

20. Customer feedback is integrated throughout key processes like product development and marketing

rollout
Competency Area Totals: Overall Total: CUSTOMER CONNECTEDNESS total
Ignore
Very Poor Explore
Poor Mobilize
Okay Operationalize )
Very Good Align Qualtrlcs

XM institute

Copyright © 2017, 2019 Qualtrics®. All rights reserved.

Figure 11
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Results From Temkin Group's Customer Experience
Competency and Maturity Assessment

Levels of Customer Experience Maturity

Level6: Embed

Level5: Align

Level4: Operationalize

Level 3: Mobilize

Level2: Explore

Levell:Ignore 36%
Scores on Customer Experience Competencies
= Very Good (21to 25) ®mOkay (16to 20) Poor (11 to15) ®Very Poor (5to 10)

Compelling Brand Values | ilo}/) 19% 41% 29%

Employee Engagement 45% 23%
44% 17%

Customer Connectedness

Purposeful Leadership 41% 18%

Base: 180 organizations with $500 million or more in annual revenues

Source: Temkin Group Q12017 CX Management Survey Qualtrics

XMinstitute’

Copyright © 2017, 2019 Qualtrics®. All rights reserved.

Figure 12
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Customer Experience Maturity and Competency Based
on CX Executive Leadership

CX Maturity and Competency scores based on the length of time
that companies have had a senior executive leading its CX efforts:

Average Overall CX Maturity Scores

CX Maturity

Average CX Competency Scores

16.3

Customer Connectedness 13.6

131

16.2
Purposeful Leadership 14.4
12.9

15.6
Employee Engagement 13.6
12.5

15.0
Compelling Brand Values 12.6
12.7

Base: 180 organizations with $500 million or more in annual revenues

Source: Temkin Group Q12017 CX Management Survey

Copyright © 2017, 2019 Qualtrics®. All rights reserved.

63.1

Tenure of CX executive:

® More than 18 months
(66 companies)

B Less than 18 months
(54 companies)

B Don't have one
(60 companies)

Qualtrics

XMinstitute’

Figure 13
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Results From Temkin Group's Customer Experience
Competency and Maturity Assessment (2010 to 2017)

Levels of customer experience maturity:

9 23% 20%
26% 309 ~ 26%  24% 3% g0 20%

Tough (Maturity
Levels4 to 6)

o Fluff (Maturity
Levelsl to3)

2010 2011 2012 2013 2014 2015 2016 2017

Customer experience competencies rated as “okay” or “very good:”

Purposeful Leadership 47%

=2017
Customer Connectedness 47%

50% =2016

=2015

Employee Engagement

Compelling Brand Values

Base: Organizations with $500 million or more in annual revenues Qualtrics
Source: Temkin Group Q1 2015, 2016, & 2017 CX Management Surveys

XMinstitute’
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Most Frequently Practiced Customer Experience
Competency Attributes
Senior executives regularly communicate that
: . ’ Purposeful 2
customer experience is one of the company’ s . 49%
- Leadership
key strategies
Customer feedback is regularly collected and Customer 44%
acted upon Connectedness
The company has a well defined set of target Customer 38%
customer segments that guides priorities Connectedness °
The company celebrates and rewards Employee 38%
employees who exemplify its core values Engagement 0
The executive team uses a clearly defined set Purposeful 37%
of values to guide how it makes decisions Leadership
The company'’s brand is translated into a Compelling 35%
clear set of promises to customers Brand Values 0
Employees across the company understand
the core values of the company and Purposeful 33%
understand how those values relate to their Leadership 0
role
Executives regularly interact with customers Customer 30%
in target segments Connectedness 0
Employee feedback is actively solicited and Employee 29%
acted upon Engagement
The company’s brand guides decisions about Compellin
how customers are treated and interactions peting 26%
- Brand Values
are designed
Base: 180 organizations with $500 million or more in annual revenues ltri
Source: Temkin Group Q12017 CX Management Survey QU.FMC,S t‘t ‘t ™
Copyright © 2017, 2019 Qualtrics®. All rights reserved. . Ins l u e

Figure 15
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Least Frequently Practiced Customer Experience
Competency Attributes

The company provides industry-leading Employee

0,
training for employees Engagement S
Marketing does as much brand marketing Compellin
inside the company as it does outside the P g 19%
Brand Values
company
Senior executives support decisions to trade
. - Purposeful
off short-term financial results for longer- . 19%
Leadership
term customer loyalty
The company regularly examines how Compellin
effectively interactions live up to its brand P g 21%
Brand Values
values
User-centered design approaches are used to
. - . Customer
design interactions across all touch points 21%
) Connectedness
(web, phone, store, email, etc.)
Customer feedback is integrated throughout
Customer

i 0,
key processes, like product development and Connectedness 21%
marketing rollout

Customer experience metrics are reviewed

and treated as importantly as financial Purposefgl 22%
. Leadership

metrics

Managers are evaluated based on the Employee 220/
engagement level of their employees Engagement °
Employees are encouraged to interpret how Compelling 250
their efforts can reinforce brand values Brand Values °
The human resources organization is actively Employee 250
involved in strategic initiatives Engagement °

Base: 180 organizations with $500 million or more in annual revenues

Source: Temkin Group Q12017 CX Management Survey Qualtrics

(M institute’
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Customer Experience Competency Attributes that Improved
and Declined Between 2016 to 2017

Change in companies that “always” or “almost always" do these activities:

Change
MOST IMPROVED (Least declined) CX between 2016

Activities Competency | and 2017 (%-
points)

Marketing does as much brand marketing

inside the company as it does outside the Cenmeeling 3.2
Brand Values
company
Senior executives support decisions to trade
. - Purposeful
off short-term financial results for longer-term . 0.9
Leadership
customer loyalty
The human resources organization is actively Employee
. . s 2 -0.2
involved in strategic initiatives Engagement
The executive team uses a clearly defined set of  Purposeful 13
values to guide how it makes decisions Leadership ’
Executives regularly interact with customers in Customer
2.4
target segments Connectedness
Change
N~ CX between 2016
MOST DECLINED CX Activities
Competency | and 2017 (%-
points)
The company provides industry-leading training Employee 125
for employees Engagement ’
Employees across the company understand the Purposeful
core values of the company and understand P : -11.5
. Leadership
how those values relate to their role
Customer feedback is integrated throughout Customer
key processes, like product development and -10.9
- Connectedness
marketing rollout
The company'’s brand is translated into a clear Compelling
. -9.8
set of promises to customers Brand Values
The company has a well defined set of target Customer
. N -9.3
customer segments that guides priorities Connectedness

Base: 180 organizations with $500 million or more in annual revenues

Source: Temkin Group Q12017 CX Management Survey Qualtrics

XMinstitute
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Overview: CX Competency Leaders Versus

CX Competency Laggards

Looking back at 2016, how did your company's financial results

compare with its competitors?

Significantly better

Somewhat better

Aboutthe same

o

Worse

Customer Experience Efforts, Leadership, and Employees:

) ) ) 81%
Have a senior executive leading company -

wide CX efforts

70%
Have significant CX efforts underway that _ °

are highly coordinated

Have more than 10 full-time CX employees

10%

14%

34%

36%

41%

41%

53%

Base: 180 organizations with $500 million or more in annual revenues
Source: Temkin Group Q12017 CX Management Survey

Copyright © 2017, 2019 Qualtrics®. All rights reserved.

Qualtrics
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uCX Leaders
CX Laggards

73% of CX
Leaders
outperform
their peers,
compared
with 44% of
CX
Laggards

2019 Qualtrics®. All rights reserved.
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Effectiveness of CX Teams,
CX Leaders Versus CX Laggards

Customer insights & analysis

Working with senior leaders

Liaisonacross organizations

Customer journey mapping

Process analysis and redesign

Inter nal communications

Change management & culture change

Training and coaching

Rate their CX team as “strong” or “very strong:”

|

44%

28%

40%

15%

39%
30%

37%

7%

37%
20%

31%

11%

29%
23%

Experience design

26%
17%

21%

67%

64%

mCXLeaders

CXlaggards

Ambassadors program
7%

Base: 180 organizations with $500 million or more in annual revenues

Source: Temkin Group Q12017 CX Management Survey
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Use of CX Tools and Services,
CX Leaders Versus CX Laggards

Respondents who are using the following tools and services:

Voice of the customer software
vendors

Mar ket research vendors

Textanalytics

Predictive analytics

Customer experience consultants

Experience design agencies

Speech/voice analytics

82%

|

67%

1

81%

81%

1

74%

56%

1

73%

56%

1

65%

55%

1

53%

33%

1

51%

37%

mCXLeaders

CXlLaggards

Base: 180 organizations with $500 million or more in annual revenues
Source: Temkin Group Q12017 CX Management Survey
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Effectiveness of CX Tools and Services,
CX Leaders Versus CX Laggards
Respondents who say that the following tools and services deliver
“significant” value to their customer experience efforts:
0,
Voice of the customer software _ 39%
vendors
31%
Mar ket research vendors
11%
Textanalytics
16%
- 24% uCX Leaders
Customer experience consultants
16% CXlLaggards
Predictive analytics
14%
Speech/voice analytics
9%
. -
Experience design agencies
17%
Base: 180 organizations with $500 million or more in annual revenues Qualtrics
Source: Temkin Group Q12017 CX Management Survey XM . tt t ™
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Quality of Customer Experience Across Different Channels,
CX Leaders Versus CX Laggards

On the phone withanagent

37%

On a computer, selfservice
19%

34%

In astore/branch
27%

31%

On amobile phone
13%

28%

Across multiple channels
7%

27%

Online chat with an agent
17%

20%

On the phone withself-service
8%

Base: 180 organizations with $500 million or more in annual revenues
Source: Temkin Group Q12017 CX Management Survey

Copyright © 2017, 2019 Qualtrics®. All rights reserved.

Respondents who say that their organization typically delivers a “good” of
“very good” experience through the following interaction channels
(of those who use the channel):

50%

70%

u CXLeaders

CXlaggards

Qualtrics

XMinstitute’

Figure 22
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Obstacles to CX Success,
CX Leaders Versus CX Laggards

Other competing priorities

Lack of a clear customer experience
strategy

Conflict across internal organizations

Limited funding

Thelack ofimportant skills inthe
organization

Unclear understanding of customers

Lack of commitment from senior
executives

Lack of leadership for customer
experience efforts

Lack of incentives and rewards

The wrong people are leading the effort

The wrong organizationis leading the
effort

Base: 180 organizations with $500 million or more in annual revenues
Source: Temkin Group Q12017 CX Management Survey

Which of the following do you consider to be significant obstacles to
your company’s customer experience efforts? (select all that apply)

|

40%
63%

39%
56%

39%
55%

26%
33%

21%

44%

18%
54%

17%
48%

13%

31%

8%

24%

6%
11%

—

Qualtrics

Copyright © 2017, 2019 Qualtrics®. All rights reserved.

69%
68%

mCXLeaders
CX Laggards

XMinstitute’

2019 Qualtrics®. All rights reserved.

Figure 23
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Increasing customer retention

Improving profitability

Acquiring new customers

Selling more to existing customers

Fixing customer experience problems

Making the company's culture more
customer-centric

Cutting costs

Improving the work environment for
employees

Finding ways to delight customers

Base: 180 organizations with $500 million or more in annual revenues
Source: Temkin Group Q12017 CX Management Survey

Executive Priorities,
CX Leaders Versus CX Laggards
The following goals are important to the company's executive team:
77%
96%
83%
77%
32% CX Laggards
32%
86%
29%
19%
Qualtrics
. XMinstitute
rights reserved.

Copyright © 2017, 2019 Qualtrics®. All
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Percentiles of Results From Temkin Group's
CX Competency and Maturity Assessment

Percentage of large
companies with
a lower score

100%

90%

80%

70%
percentile:

60% percentl_le. |
percentile:
percentile:

50% —

40%

30%

20%

10%

0% e
RRRIHeY9oN8BCILRRERYERTIH328SN8RNY
Overall Score on Temkin Group
CX Competency Assessment
Base: 180 organizations with $500 million or more in annual revenues Qualtrics

Source: Temkin Group Q12017 CX Management Survey

XM institute
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