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" In September 2020 SAS launched the first CX 2030
Covid19 consumer poll across EMEA

. And later study was published March 2021 3

This consumer research of 10,000 consumersfrom across Europe
Middle Eastand Africa (EMEA)was conductedand statisticscompiled

for SASy 3Gem It wasconductedasan online questionnairein August
2020 & February2021acrossa number of markets(UK,Germanyiitaly,
France,Spain,Netherlands,Poland,Sweden,Greece,SaudiArabiaand
SouthAfrica)for adultsoverthe ageof 18.

Key findings across these topics:

¢ Increase of new digital usesmcethe pandemicstarted

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

¢ Customer loyalty is easily lost SS&S
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The Importance of the Customer Experience 1 <

loyalty Is easily lost - = e
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34% 48% 89%

of customers would ditch of customers would ditch Nine-in-ten customers
brands after jusbne bad brands after jusbne or said they would abandon
experience two bad experiences their old provider after up

to five bad experiences

The | esson 1 s that brands can’t r
the customer experience.
P Ggsas



The Importance of the Customer Experience 1T <

loyalty Is easily lost

Country

Percentage of customers
who would ditch brands after
1-2 poor experiences

Percentage of customers
who would ditch brands
after 3-5 poor experiences

Sweden 58% 33%
France 57% 32%
UK 51% 5 2 % 39%
Poland 50% 42%
Italy 50% 41%
Spain 47% 43%

Saudi Arabia 46%

of customers have .-

Netherlands 45%

switched providers ,,,

Greece 41% 49%
Germany 41% 43%
South Africa 38% 48%
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The Importance of the Customer Experience Is

Strengthening

61%

of consumers would

pay moreto buy from
businesses that
delivered a good

customer experience
during pandemic

Customers who would pay more for
products and services from a company that
provided a good customer experience
during COVID-19, by country.
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of food and grocery
customersreported an
Improvement in their
customer experience
despitepandemic
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The Importance of the Customer Experience Is

Strengthening

Importance of low prices continues to fall, thus it still remains the main driver,
with 52%including it as a top 3 priority.

48%

Convenience

42%

Good servicd CX
during lockdowns

Customer experience
factors

Percentage of customers
who ranked itas a
top three priority

Percentage of customers
who ranked it as a
top three priority

(September 2020) (March 2021)
Low prices & discounts 54% ‘ 52%
Convenience 36% ‘ 48%
Companies that act fairly, responsibly 30% ‘ 43%
and respectfully towards others and
the environment
Product or service availability 44% ‘ 42%
and quality
Good service/customer experience 27 %)= 42%
during lockdown/s
Friendly customer service 30% ‘ 33%
Flexible returns or refund policies, 23% 26%
with quick turnaround
Customer reviews or 18% 24%
recommendations by other people
Personalised offers that match 22% 20%
my current need
Regular communication and 13% 15%

updates from the company
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43%

For companies that
actfairly and
responsibly
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The Importance of the Customer Experience Is
Strengthening 1 cheap prices are losing their appeal

Customers will pay more money to organisations that provide a good customer experience

..........................................................................

490/0 ? of customers put price itheir had it in their top 3
? top 3 factors for a good customer after 1 year of COVHDO;
experiencenefore COVIBEL9 A DROP
of customers labelled customer @ OF 2%

experience asnore important
than low prices and discounts

0000000000000000000000000000000000000000000000000000000000000000000000000000000000

of customers would pay more to buy/use products and services from businesses Csas
that provided them with a good customer experience during COMID J .



Effects on the Digitalization of Business e
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A new pool of digital customers gives business opportunity.

of customers had started of customers had started
using a digital services during pandemic  Using a digital services during pandemic
for the first time inSep2020 for the first time in

r" c
LJd

of customers who started using
‘ 7 O)/ a digital service/app for the first time
0 intendto keep using it moving forward

“* C 0-%9 hds driven true digital transformation and shown how digitally focused organizations have been
able to approach their customer exper. egsasw



Effects on the Digitalization of Business |
- Industry -specific takeaways =

Industry Percenta
digital users sinc igital users now
pandemic st

€75 Bankings Finance 14% 14% 55%

&= Government Public Services 17% —>  19% 46%

j@ Grocery& FoodCompanies 17% — 20% 42%

Healthcare Provids 18% —> 19% 42%

@ Insurance 15% — 17% 46%

(L Retall 16% — 18% 45%

% Travel & Hospitality Brands 13% —> 15% 45%
9/2020  3/2021 3/2021 GSsas



Effects on the Digitalization of Business
- Industry -specific takeaways

20%

Grocery& Food

Companies saw
the highest risan
new digital users
with an uptake of

55%

Banking& finance
has thehigher
percentageof
overalldigital

users

30%

Only three in 10
people plan to
revert backo the
samepre-pandemic
shoppinghabits

J
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How did the digitalization reflect to the customer &

experience first
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Customer An average of Across most
experience 14%0f Industries, less than
Improvement customers felt 20%o0f consumers
experienced by their customer describe to be
30%o0f experience has hlghly satisfied with
consumers since diminished over their customer
the pandemic lockdown. experience.
9 started. ) g ) L y
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What did the customers think about the customer &

experience later e
-
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18% 80% 32%
The number of Xof people feel Xof people are

more likely to share

digital users has the customer _
grown by18% experience has their personal data
since the improved during now than before
pandemic started. the pandemic. the pandemic.
N / o J \_ Y,




<
What did the customers think about the customer & v

experience improvement by industry

Industry Percentage who feel the customer experient
has improved during the pandemic
@ Grocery& FoodCompanies 91%
P20 Reta 89%
@ Insurance 84%
ﬁ Banking& Finance 82%
Healthcare Provids 74%
% Travel & Hospitality Brands 74%
% Government& Public Services 68%




New kind of customer Customer Experience is like all or
nothing

Customers want more from the customer experience and, if they
don’t get 1t, they’l |l take their bus

{1734% 2@27% @32%

of customers would ditch . of customers place high : believe itis essential for
businesses after justneor two : value on customer : companies to behave
poor experience ) support responsibly

16% ¥ . 22% (&

OFF
demand regular communication/: believe that _
updates from organizations : personalized offers ~ 1—L

J P‘H@ from 13% preCOVIBLY :  are essential
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New kind of customer expectations

for the customer experience

o
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32%

more likely to share
their personal data
do so in return of ar
Improved customer

The people who are

v

experience.
- J
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60%

Xof people are
more vigilant of
fraud or have
experienced an
Increase in scam

meSsSages.
- J

%

56%

..not be returning
to normal
behaviors post
vaccine.
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New kind of customer opportunity

Companies need to identify which customers continue using online and
which are moving to a more offline experience.

For adapting to the changing customer behavior, companies should take
the advantage of customer s’ |l ncreased
data.

Keeping up to date with customer s’ c h
leads to loyalty, while failing to adapt quickly will be costly for businesses.

While people are more likely to increase their spenditi@f/f than to
reduce spending®®9 , f or organizations’' that «cé
experience right there is business to be won.
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THANK YOU!

Simo Lehtovirta

Senior Business Advisor

in simolehtovirta

Download here the-xperience 2030
Download here th&eMEA Consumer Research Sep 2020

Download here th&MEA Consumer Research Mar 2021
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