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Customer
expectations are

changing DODO




Forrester sees a shift from product sales to service
and experience delivery

Experience

Service
~
Customers expect

‘P d ¢ and are willing to
roauc pay for service Sell solutions

\ and experiences

Basic products are
commoditizing







Customer
engagement 1s the
focus for emerging
value propositions




Overview of recent
research

© 2020 Forrester. Reproduction Prohibited.

Somos commissioned Forrester Consulting to
explore the role that SMS in general and text-
enabled toll-free specifically play in omnichannel
customer strategy. We explored the business
opportunities and challenges associated with
using SMS and TFT as a customer engagement
and marketing channel.

We conducted an online survey of 301 B2C

and B2B brands in the US, Canada, and the
Caribbean and 3 telephone interviews

with service registrars to test the hypothesis.




Firmographics

Company size

24.9%

8.3%

2t099 100 to 499
employees employees

Top 5 Industries

Manufacturing and materials
Financial services and insurance
Retail

Business or consumer services

Telecommunications services

32.9%

500 to 999
employees

Base: 301 marketing and contact center decision-makers (manager+) at companies in North America and the Caribbean
Source: A commissioned study conducted by Forrester Consulting on behalf of Somos, September 2019

Geography

18.6%
8.3% 7.0%
- - North America (excluding Mexico)
1,000 to 4,999 5,000 to 19,999 20,000 or more 91.4%
employees employees employees
Respondent level
42.2%
10.0%
31.6%
9.6%
0,
8.3% 15.6%
8.0% o
4.3% 6.3%
7% mu R
CEO C-Suite executive VP/SVP Director Manager/senior

manager



Underinvestment in SMS customer
engagement demonstrates a lack of

customer focus. Key ﬁndlngs

Companies using SMS grow 10% SMS presents a tremendous opportunity for
on average year over year. companies to build closer and more
rewarding customer relationships.

With text-enabled toll-free numbers,
brands benefit from two-way
communication at a lower cost.

Base: 301 marketing and contact center decision-makers (manager+) at companies in North
America and the Caribbean

Source: A commissioned study conducted by Forrester Consulting on behalf of Somos, September 2019




Customer journey mapping can get complex across
several channels

. B2B customer Z-Gen consumer . Baby-Boomer consumer

— (1) Customer life cycle phases -

Discover Explore Buy Use

[ Desktop .—,
Mobile ‘k\\\\\
Social
Shop
Partner ./.

g/

(@) Channel <«—

Chat bot



Omnichannel delivery is only a low priority

“‘Which of the following are the top initiatives driving your company’s
customer engagement/service strategy?”

Increase sales 57.8%

Increase customer satisfaction scores (i.e., NPS,

)
CX'score, etc.) 55.2%

Improve customer self-service options

Improve tracking to enable personalized
experiences for customers

Deliver diverse support options based on customer
preference

Increase the number of customer engagement
channels

Deliver omnichannel customer engagement/support

Base: 301 marketing and contact center decision-makers (manager+) at companies in North America and the Caribbean
Source: A commissioned study conducted by Forrester Consulting on behalf of Somos, September 2019



Forrester defines omnichannel as

“l expect relevant
interaction — personalized
based on a given

The coordination of

traditional channels context”
( ma rketing se lllng “l want to interact with my vendor

- i . in a way of my choice - when it
fUlﬁllment) and suits me”.

supporting systems to
create a seamless and

consistent customer
experience.




SMS over text-enabled toll-free numbers: a sweet
spot within SMS

SMS customer engagement has three main forms:

Toll-free
number

Local
number

Appears as a
“1-800” or
other 8XX toll-
free
number to the
customer

© 2020 Forrester. Reproduction Prohibited.



The opportunity of
text-enabled Toll-
Free communications
for customer
engagement




“What were the key drivers of your company’s

e e e ot o Coee The business cases
for SMS adoption
and omnichannel
engagement are the
same

Increase the number of channels
customers can utilize to engage with _ 49%
your brand
Better customer self-service offering _ 46%
More personalized customer o
41%
engagement

Base: 301 marketing and contact center decision-makers (manager+) at companies in North America and the
Caribbean

Source: A commissioned study conducted by Forrester Consulting on behalf of Somos, September 2019




SMS and text-enabled toll-free numbers are
essential to an omnichannel engagement strategy

“Please explain the advantages of utilizing a toll-free
number as a messaging platform.”

Customers can use the same
number to reach us. [I{]

It usually is an
for the
customer/client

as
compared to other
communication channels.

Most beneficial thing | I
is customers can text
back to us

via text-enabled
toll-free numbers.

Base: 301 marketing and contact center decision-makers (manager+) at companies in North America and the Caribbean
Source: A commissioned study conducted by Forrester Consulting on behalf of Somos, September 2019



Omnichannel demands an understanding of how varying channels
fit within a customer’s day-to-day life and how each channel can
enhance the value of the brand-customer relationship.

SMS is a hallmark of omnichannel maturity

“Yes, all channels link back “Yes, all channel messaging is
to a centralized database.” consistent across channels.”
SMS users (n=176) _ 56% SMS users (n=176) _ 41%
Al others (n=125) 45% All others (n=125) S

Base: 301 marketing and contact center decision-makers (manager+) at companies in North America and the Caribbean
Source: A commissioned study conducted by Forrester Consulting on behalf of Somos, September 2019



SMS engagement leads to greater customer satisfaction and
helps brands grow and lends opportunities for automation

“What benefits have your company seen as a result of “Please estimate your organization's average year-
the adoption of SMS text messaging?” over-year revenue growth rate over the last two years.”

Percentages are midpoint averages of YOY growth

49% estimates

Improved customer experience

Increased ways for customers to engage with

0,
your brand 49% 10.0%

8.7%

Improved personalization of customer

46%
engagement

Improved customer self-service offerings 44%

Increased sales 41%

SMS users (n=176) All others (n=125)

Base: 301 marketing and contact center decision-makers (manager+) at companies in North America and the Caribbean
Source: A commissioned study conducted by Forrester Consulting on behalf of Somos, September 2019



¢

Imagine omnichannel as part of a smart home
offering and the consumer could:

Example of security webcam in smart home . ; o
Customer receives a SMS notification of |
unusual movement on a security WWebcam
at home.

Customer checks home status on her tablet
when travelling.

Customer receives option to call police if
necessary.

Customer receives SMS for two-way
authentication to talk to police.

» |dentification

» Authentication

» Notification

» Transaction execution

~

I
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Imagine omnichannel as partof a retail sector |
offering and a consumer of beaut roducts could:
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% 2% Example: in-store customer engagement
Dy . - Customer receive via SMS a notification
1 about a special promotion of a new
product that is similar to a product that
the customer bought online in the past.

Customer arranges a personalized
appointment with an assistant in the
retail store — and confirm via SMS.
Customer receives a SMS link to a
Webcast on how to get the most out of
the product.

4TS

Confirmation

Navigation



Steps to omnichannel
excellence

© 2020 Forrester. Reproduction Prohibited.




Business
leaders

9.

IT and
support

Designers

Redesign approach to
product and service
management

Get closer to your customer

Work faster, and get faster feedback

Open-up opportunities for
collaboration

Enhance cost transparency

Speed-up product and service
delivery




Invest in omnichannel architecture that supports
technology interoperability

Insights platform (i.e., customer
data management)

Experience platform (i.e., digital
services from CSP and partners)

Connectivity platform (i.e., network
and data centers)

» Unified presentation layer: content
management system as a unified
presentation layer for all channels (Light Ul)

» Unified access layer: APl management
system for self-care, commerce, ecosystem
partner mash-ups and authentication

> Unified customer view layer: customer
information management for identity
models, CRM, data warehousing, and
analytics

> Unified analytics layer: personalized and
proactive services; consultative sales; co-
browsing




Your next steps depend on where you and / or your
clients are 1n the omnichannel transformation

Beginner

Define your organization’s
business objectives and
outcomes for omnichannel

Involve affected stakeholder
and make them work across
silo divisions and channels

Align omnichannel and
customer experience activities
through interdisciplinary teams

Build customer engagement
based on outside-in / design-

thinking

KPIs: e.g.: resolution time;
contact center costs




Your next steps depend on where you and / or your
clients are 1n the omnichannel transformation

Beginner Intermediate

Define your organization’s
business objectives and
outcomes for omnichannel

Involve affected stakeholder
and make them work across
silo divisions and channels

Align omnichannel and
customer experience activities
through interdisciplinary teams

Build customer engagement
based on outside-in / design-

thinking

KPIs: e.g.: resolution time;
contact center costs

Integrate back-end data to
create a single data lake

Create a customer profile at
single location

Embrace structured and
unstructured data and

embrace social listening

Explore possibilities to deploy
omnichannel platform

capabilities for your growth

initiatives

KPIs: e.qg.: churn; customer
satisfaction



Your next steps depend on where you and / or your
clients are 1n the omnichannel transformation

Define your organization’s
business objectives and
outcomes for omnichannel

Involve affected stakeholder
and make them work across
silo divisions and channels

Align omnichannel and
customer experience activities
through interdisciplinary teams

Build customer engagement
based on outside-in / design-

thinking

KPIs: e.g.: resolution time;
contact center costs

Integrate back-end data to
create a single data lake

Create a customer profile at
single location

Embrace structured and
unstructured data and
embrace social listening

Explore possibilities to deploy
omnichannel platform

capabilities for your growth
initiatives

KPIs: e.qg.: churn; customer
satisfaction

Ensure consistency of business
functions across the extended

organization
Open your omnichannel platform

to ecosystem partners via an AP
management layer

Collect customer data from and
share data with external partners

Ensure visibility into processes,
services and applications for
remote and predictive services

KPIs: e.g.: NPS; up- & cross
sales; sales from partners




Thank You.

© 2020 Forrester. Reproduction Prohibited.

Dan Bieler

dbieler@forrester.com
@DSBieler

+49 176 2955 3606
de.linkedin.com/in/danbieler/
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| would say turn toll-free
texting on and see who's
texting you already. You
may be getting text
messages, and you don't
even know it.”

- Director of carrier relations
at a US-based service
registrar




Questions?

Submit your questions

in the Questions box and our moderator
will address your questions live.
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Ready to Text?

1. Access to this webinar:
* S“de DeCk “Text Me When You’re
« Recording Ready”

Serve Customers On Their Terms With Text-
Enabled Toll-Free Numbers

2. Advanced copy of the Forrester Thought
Leadership Paper commissioned by
Somos

« Text Me When You’re Ready

3. Reach out to:
—  Your telecom provider OR
— Contact a Service Registrar

FORRESTER




Service Registrars - Offer Texting to Toll-Free

NN (9) bandwidth @ brightlink 0
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