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Data before and during Covid-19

EMEA Poll - To better understand how customers
has acted under Covid—19 and what is expected in the future

How do we use this insight to master the customer journey and how do we get started

SAS CI360 Demo
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A digital minute in 2020
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http://www.socialmediatoday.com/

EMEA Consumer
Poll 2021
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Background ==

In September 2020 SAS launched the first CX 2030
Covid-19 consumer poll across EMEA

This is the new updated version

Key findings across these topics:

— New digital users since the pandemic started

— What do customers really think about the customer experience?
- The most important factors to drive the customer Experience

— Customer loyalty are easily lost
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Industry-specific takeaways

Industry
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18%

The number of
digital users has
grown by 18%
since the
pandemic started.

80%

...of people feel
the customer
experience has
improved during
the pandemic.

32%

...of people are
more likely to share
their personal data
now than before the

pandemic started
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Importance of low prices continues to fall

Price remains the main driver, with 52% including it as a top 3 priority.

48%

Convenience

Customer experience Percentage of customers Percentage of customers
factors who ranked it as a who ranked it as a
top three priority top three priority
(September 2020) (March 2021)
Low prices & discounts 54% 52%
Convenience 48%
Companies that act fairly, responsi’ 43%

nd respectfully towards others a
‘e environment

oduct or service availability 420/ 42% 430/
d quality 0 0

300d service/customer experienc 42%
during lockdown/s

Friendly customer service 33%

Flexible returns or refund policies, 37 26%
with quick turnaround

Customer reviows or oog service ” mpanies that act

recommendations by other people fa i r.\,l a n d respo n SI b |y

Personalised offers that match 22% 20%
my current need

Regular communication and 13% 15% ‘ SaS
updates from the company ’. J




Customer loyalty are easily lost .
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o would ditch brands after Mg “**<h brands
or experiences ariences

48% 52% ]

Spain
5@ Saudi Arabia 46% 40%
s OfClIStOMeErswould of customers have
f+=litch.brands after just switched providers
— . 0one or twg,bad duringthe pandemic
south RXPETICRLES 48%




The future customer engagement
to the right generation in the right channel
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Gen X A Gen Z
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Loyal customers want to be recognized
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Data Alone Doesn’t Drive Your Organization....
Decisions Do

Operationalizing Analytics
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Data Analytical Decisions Impact
Insight




Customer engagement capabilities
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Customer engagement capabilities

Whoa, there’s
a lot going
on here!
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Customer engagement capabilities
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What we already know. = What we understand. }—

~ UNDERSTAND

What we’ve learned.




Customer engagement capabilities
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Customer engagement capabilities

Based on your
needs, here’s what ***
we recommend...
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Customer engagement capabilities

MEASURE




Customer engagement capabilities
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Based on what we’ve
learned, let’s take
this approach.




Slice the elephant
Modularity in SAS® marketing solution
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GET THE KEY INSIGHT FROM YOUR
CUSTOMERS

WHAT ARE THE CUSTOMERS REALLY
LOOKING FOR

MAKE THE RIGHT INTERACTION IN REAL
TIME AND ACT IN THE RIGHT CHANNEL
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The SAS
Hybrid Approach

SAS 360 PLAN
World Leading Workflow & Planning

SAS 360 DISCOVER
Web/Mobile Data without Compromise

SAS 360 ENGAGE: DIGITAL *
Digital Marketing 4‘

SAS 360 ENGAGE: DIRECT ¢

Direct Marketing SAS 360 ENGAGE:
EMAIL
SAS 360 Engage: OPTIMIZE Digital Email Execution

Optimize Customer Contacts

SAS 360 MATCH
Offsite Targeting



Cl 360 Demo
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Open a new savings
account today and

receive a $100 bonus
upon your first deposit.
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LET’S CONNECT

Thomas Thorning

Business Solutions Manager - EMEA

in thomas-thorning-guldborg

Download the EMEA
Consumer Poll 2021 here.



https://www.sas.com/sas/offers/21/experience-disrupted-is-covid-19-continuing-to-change-customer-behaviour.html

Questions
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https://www.sas.com/sv_se/solutions/customer-intelligence.html

