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CXO Engaging shoppers in a stay-away economy




Post-pandemic behavior changes

Avoid crowds

Avoid unnecessary travel

Shop online more often

Spend less time in stores

Eat out less often

Stay closer to home
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Question: Which of these activities will you continue doing
even after the COVID-19 pandemic has passed? Source: Sinch

The research shows:

People say even after
the pandemic is over,
they will limit their
activities

Consumers are turning
away from physical
spaces in favor of digital
interactions




Measuring the opportunity gap

Received a personalized 72%
video from a trusted brand

82%
Used customer support
The research shows:
Used text/SMS or messagin 73% ,
to pay for sometﬁing Consumers say they’re
ready to embrace new
Get a discount based on 86% .messag.ing formats and
shopping history interactions ...
Get areminder about items in 76%
online shopping cart
Track an order 92%
0% 100%

Question: Select the ways you have interacted with businesses using mobile messaging
(TXT/SMS or in-app). Source: Sinch



Measuring the opportunity gap

USED
Received a personalized 16% < 56 percentage points » 72%
video from a trusted brand @
The research shows:
33% 49 82%
Used customer support O Even though consumers
are enthusiastic about
Used text/SMS or messaging 27% 46 73% messaging features and
to pay for something O interactions, adoption
remains low in
Get a discount based on 41% 45 86% .
shopping history O comparison.
Get a reminder about items in 39% 37 76% This lag is what Sinch
online shopping cart ) calls the opportunity
. , gap
Track an order 56% 36 92%
®
0% 100%

Question: Select the ways you have interacted with businesses using mobile messaging
(TXT/SMS or in-app). Source: Sinch




Customers expect fast answers using messaging

for customer service

More than one in four say they expect a resolution in one minute or less.

Not
sure Instantly
10% 12%

1 minute

. orless
5 minutes 16%

or more
28%

2-4 minutes
33%

Question: When you contact customer
service at a company you use, how
quickly do you expect a response to your
question/problem? Source: Sinch

The research shows:

1in 4 expect answers in
one minute or less.
Delivering on this
promise requires Al-
fueled conversational
messaging



Consumers report positive experiences with

conversational Al

Immediate availability

Privacy or anonymity

Speed

Completing transaction | 73%
Ability to connect with h;man if needed | 66%
Accuracy of response/answer 57%

Personalized response 54%

0% 25% 50%

Question: What aspects of your chatbot conversations were positive? Source: Sinch

- 84%
83%
82%

75%

The research shows:

45% of consumers have
used chatbots, and their
experiences are largely
positive
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