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300 PROFESSIONALS CLIENTS THROUGHOUT 6 CORE PRACTICES:

CONSULTING WORLDWIDE BUSINESS CONSULTING

TECHNOLOGY CONSULTING

©),
>
INDUSTRIES: (>) DIGITAL EXPERIENCE
>
>

(>) FINANCIAL SERVICES (>) TELECOMMUNICATIONS CUSTOMER EXPERIENCE
(>) ReTalL (>) AGRIBUSINESS
(>) ENERGY (>) HEALTHCARE

@ EDUCATION @ JUSTICE & PUBLIC SAFETY

SERVICE MANAGEMENT
RISK, SECURITY & PRIVACY

& Results. Guaranteed.
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Digital Customer Experience
How did we get here?
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1970 1980 1990 2000 2010
Technology Technology Technology Technology Digital
Core Enablement Collaboration Engagement

\EIREES Office Computing PC Revolution Internet Revolution Mobile
Distributed Terminals Mini-Computers Network Computing Browser Wars Cloud Computing
Core Computing Word Processing Email Customer Engagement Big Data — Analytics
Spreadsheets Relational Databases Intranet Applications Social Media
Home Computing Client-Server Broadband

Applications
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Digital Transformation
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New Business

Modols Operations
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Exhibit 4
Current digital investment priorities

Total

Medium High medium/high

New business opportunities (e.g., smart
home/building/cities, mobility, energy solutions) 33% 22% 56%
Customer relationships
(e.g., omnichannel, individualization) 22% 67 % 89%
Lean operations and asset
optimization data analytics 30% 59% 89%
Training, talent, and culture 19% 19% 37%

Note: Sums may not total 100 due to rounding.
Source: Strategy& analysis
© PwC_All rights reserved.
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of consumers believe their
digital expernience with
their energy providers is
more difficult than with
other types of providers

Source: Accenture (2015)



DIGITAL STUDIO

Improved Digital Experiences

more with more

their energy provider their current energy

provider

more ly ‘ their

personal information and

energy usage information

N Digital users
) | - _.\ -
. | / S
more 7 3 0f 48% more
for home energy ) : - N in an energy management
4 — — -) | , -
generation products : program
VA~ more : for
e automated home energy

@ Non-digital users management devices or services

Energy Consumer research program. 2015 consumer surye
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If you could choose two things for organizations to improve in customer service,
what would they be? (Select two), 8/16

70%
60%
60%
53%
50%
w
@
2
Q 40%
W
@
5 30% 29%
=
21%
20%
10%
0%
Easier Access to Online Faster Agent Reponse Consistent Customer Faster Access to Live
Support Channels Times Experience Across Support
Channels

H LEIN E H Source: Ovum Get It Right: Deliver the Omni-Channel Support Customers Want (8/18)
Naote: Survey of consumens ages 18-80 in Ausiralia, Europe, New Zealand, and USA, n=400, 9
PERKINS
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How has the digital transformation of

customer experience impactec

IT?
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Software
Development —>
Projects

Product
Management
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How do we design a great product?
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Traditional Inside Out Thinking PSSR0

Huh?
Steering Business Design and
Committee Owner Development

Design Flow




oniine Outside In Digital Experience Design

STEERING BUSINESS DESIGN AND
COMMITTEE OWNER DEVELOPMENT

User Research CX Strateg Business
-M‘ Goals Requirements

Iterative Design

USER
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BUSINESS
PROCESS
MANAGEMENT USER

RESEARCH

BUSINESS
STRATEGY

CONTENT
STRATEGY
ENCE !

EXPERI
DESIGN

CUSTOMER DATA/
INTELLIGENCE

PHYSICAL
& DIGITAL

ORGANIZATIONAL
CHANGE

MEASUREMENT

Source: Digital Clarity Group

TECHNOLOGY
@9 FLUENCY

Digital Customer
Experience
SUCCESS IN CUSTOMER EXPERIENCE

REQUIRES DESIGN THINKING +
TECHNOLOGY.
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Omni-channel Customer Experience

DIGITAL STUDIO
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The ability to deliver a consistent experience

across off

factorinc

are using

Nt
to |

ine and online channels, while

e different devices that consumers
nteract with your business.
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flyAccount

name [ Log Ot

Account: 101543312

$]

MyAccount Services Billing

Bling Overview  View My il Pay My B8 Bill Summary os of August 23, 2017

. Current Amount Owing: $107.58 Croc
Bill Summcrg Ous By Crost Batarce - Do Not

Pay

Invoice Date: iy 20, 2097 B8 Tyow CQrice

Involce Amount: $107.58

Payment Amcont;  $107.58 Crodt (Augum 01, 2007)

Payment Amount:  $107.58 Credt (August 02, 2017) m View My B3l
Balance Due: $107.58 Crecnt

Oue By: Credit Balance - Do Net Pay

NS AU Owin ) Goms SO #OUe BLATTS LS I W0 Sed (NP 4008 yins st Pie

$ign up for Pre-Asthorioed Payments

Services

Repor a Payment  Sign wp for Pre-Authonoed Payments e 123 Street Naeve, Winnipeg, MB ATA 1A1

PuryTert ArargoTorty e from Onine B4 DAL PG TR Abt

Wislean (204) 1194411

Bibng Address - Crangt Biing Addreve

123 Suest ravvw Wierwpag ME Carats A14 1A

F View myein B View POF 8ill 2 Print My Bl
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Top 3 Challenges for Omni-channel

67%
.39%

Lack of internal ~ Lack of customer  Siloed organization Poor data quality
organization analytics across
channels




. . Chat
Website . Voice . .
Mobile App IVR — Voice Self Service Social Media
& Browser
Customer
Profiles D
ITF
ElljIZI
Interaction Routing, Journey Map
Personalization & Prioritization Customer Journal

Customer Service Representative

=

Transactions

Back Office / Knowledge Workers

CSM

] \
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CRM WOM
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Schedule EAM

—V

Reporting & Analytics

Business Process Workflow
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Transaction: Order New Service
Started 08/05/2017 07:00a
Started on Web Form

Web Form
08/05/2017 07:00a
App incomplete

Mobile App Form
08/05/2017 12:05p
App Incomplete

Call with CSR

08/06/2017 07:21a

Are you
calling about
your new

service
request?

DIGITAL STUDIO




@Tom Smith

555.555.5555

2 @6

1104 Sunnyside Dr.
Summerlin, NV

Martha Smith
Wilson Smith

{3

Billing

D Due: 09/30/2017
== Bi-monthly payments
In good standing

%% Monthly reccuring ON

{3 -
L¥, Services

E No outstanding calls

@© No new service orders

@ 1 move request (2hr)

E Journal

Last transaction:
09/01/2017

K41 Last interaction:
08/15/2017

[ ) &

555.555.5555 B tom.smith@email.com

4 1104 Sunnyside Dr.
Summerlin, NV

2424 Cactus Way
Henderson, NV

(« Encourage gas stovetop sale
(O Lorem ipsum dolor est sitmus

-‘a‘- Martha Smith e wife, 32, teacher

Wilson Smith e son, 18, college student

ﬁ Water heater e Air conditioner

Transaction

DIGITAL STUDIO

Customer
Profile

History

Rules /
Intelligence

29



Transaction: Order New Service
Started 08/05/2017 07:00a
Started on Web Form

Web Form
08/05/2017 07:00a
App incomplete

Call with CSR

08/06/2017 07:21a
Application Complete

DIGITAL STUDIO

Transaction: Order New Service
Completed 08/05/2017 08:35a
Complete — Credit Approved

Mobile App Form

App Incomplete

08/05/2017 12:05p

(2,
b

Credit Application
08/05/2017 08:35a
Approved

AR R R
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Users > Goals > Journey > Touchpoints > Digital Experiences > Technology

Customer Experience User Experience

Engaging Customers through end-to-end journeys

ldentify Moments of Truth at each stage

Intentionally Design User Experience Touchpoints

Create Products with design, development, and iteration lifecycles

O © © © &

Use Customer Journal to deliver omni-channel experience
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It's not enough
to be digital.

You must engage.

Download a copy of today’s presentation at: info.obsglobal.com/edist-2018

DIGITAL STUDIO

Contact:

Kevin Sigmundson

Director, Digital Experience
ksigmund@obsglobal.com
1.204.797.4695

Chuck McDowell
Senior Director,
CX Business Development

cmcdowell@obsglobal.com
1.801.201.5185




