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= Why "Customer Experience?"
= What is "Customer Experience?"

» How digital are Greeks?
= How do they feel about TN?

=  What is changing in Customer Experience?
= |nshort: where are we headed?
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A few words about me

What does "Resilience Expert" mean?
Specialist in Mental Resilience

I help you build the qualities you need to
successfully cope with the constant
changes in your personal and
professional life/busines!

It's not how high you go that matters, but
how far you gol!
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My Sources

o' FOCUSantechire YouGovProfiles EIEP research FB CX Stories
mobile -households- web by FOCUSBari

= Continuous nationwide

= Monitoring the
online survey

relationship between
Greeks and technology
since 1995

Quantitative nationwide study
Population: Adults aged 18-64
Sample: 600 individuals

Fieldwork conducted: April-October

= A range of questions on
public opinion,
purchasing habits,
mindset, attitudes and
positions on social issues,
exposure to the media,
etc.

Structured questionnaire

Real CX stories (Wow & Ouch)
YouGov Online Panel (40,000+)
Focus Bari is YouGov's Affiliate
Partner in Greece

CATI telephone
TERIETS

= Annual sample of 20,000

= Annual sample of 8,500+

-/ FocusBari



Why is
Customer
Experience
Important?

D FocusBari
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The ultimate customer experience is the key reference
point for the corporate mission

Loyalty & Word of

Philosophy & Mission Mouth Advertising

Profitability & Growth

FocusBari
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Consumers' experiences become more influential when publicly shared:
2 out of 3 Greeks consult reviews and ratings before choosing a product or service

Q. "How often do you read reviews and ratings before purchasing a product or service?"

%

® Always/almost always

® Sometimes yes/sometimes no

32

Systematically/quite often

® Rarely/not so often/never

Men

Women
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Consumers share online:

The WOW experience shared spontaneously The bad OUCH experience shared spontaneously

o0 %
_/
38
33

= Often/ systematically
sometimes yes / sometimes no

= Rarely /not so often FocusBari
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Consumers tell their friends:

Regarding the exceptional WOW experience Regarding the bad OUCH experience

= Often/systematically
Sometimes yes, sometimes no

= Rarely/not so often FocusBari
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#1. Key Learning
Customer
experience is the
"foundation of
business
success" for
every company.

,O FocusBari
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What is Customer
Experience?

= WOW!
= OK
= OUCH!

pFocusBari
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The customer experience is defined as...

The feeling a customer has after
every Interaction with us!

This feeling can form the
foundation for your own "CX
Statement.”
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Through their cholces, consumers want to meet all

human needs, and organizations must embrace these
needs through:

Contribution Social contribution, health, planet...

Growth/progress Resilience, robustness, expansion

Connection & love Authentic, genuine interest and behavior

Significance Personalized service "for me!"
Variety/change Renewal, evolution within our identity

Safety/security Quality, consistency, faith in our values

-/ FocusBari
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. What makes a "WOW" experience?

Solve my problem immetdiatey and effectively BRI {olV & (oTgqg(=lgiilgf-8p) (=

Politeness, honesty , genuine interest

Postitve response to their mistakes, with appropriate compensation

Deliver what they promise

Treat me personally, not as part of a crowd

Reward my loyalty

Surprise me positevely, with something | did not expect

Anticipating my needs, and meeting them

»

Trained, knowlegeable staff
FocusBari
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What ruins the experience? "OUCH

%
56

When | can't communicate with them

Indifferent, rude, and cold staff

Indifference to correcting their mistakes
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Untrained staff without the appropriate knowledge

W
~

Reality # Advertising

W
NN

Overpromises that are not kept

)

When they treat me like a number / not as an individual
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Neglected/dirty environment

N
o
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How does the customer feel in each case?

o0 %
/
Pleased/satisfied Angry
Positive surprise 17 Unhappy/disappointed
Trust/security Annoyed
| want to stay/ | want to stop

become a loyal customer being their customer

They give me value Disgusted

FocusBari



#2. Key Learning
Customer
Experience is an
Emotion primarily
associated with
e g s
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All Greeks are internet users (97%)

Authority Today

Men-Women
Ages 13-54, Urban 50+ Men-Women 13-70, Nationwide (-25 km) 13-74. Nationwide

3,604,000 6,585,000

7,916,000 '
21 Greeks online g "
1
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i 2 g 8 88 8 8 88 8.8
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Men and women equally!
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FOCUS ontechiife

Almost all of them use their cell phones
(93 %)

70

e-shoppers

Social

g’ ... through which they do everything!

(updates-expression-socializing-information-shopping-services-transactions...)

L]
FocusBari
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YouGov Profiles
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#3. Key Learning
All Greeks are
online, but at the
same time,
technology
creates stress!
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Greeks' views on the impact of Al on society/work
remain "mixed," but...

"The impact of Al on society will be..." AT [EESUTETN e

Equally positive & negative

More negative than positive
| don't know
%

DECEMBER JULY FEBRUARY NOVEMBER
2

2021 023 ' 2024 ‘ 2024 |
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..one in two Greeks already use at least one Al tool, with

ChatGPT being the most popular

More than 1 in 3 (36%) Greeks use ChatGPT,
and... Google Bard

Grammarly
DeeplL
DALL-E
Midjourney
Notion Al
Jasper Al

Copy.ai

...about 1 in 4 (26%) use other Al tools besides :
ChatGPT Synthesia
Other

%

chatPT | 3o

FocusBari



Almost two out of three Greeks believe that Al will
Improve thelr career prospects

Do you believe that using and understanding %
Artificial Intelligence tools can improve your
career prospects?
Man 15 50 24 11
Female 19 43 26 12
18 20 54 20 6
_ 25 i 95 19 14

16 47 26

45 20 41 28 11

55 17 44 26 13

Attica 18 42 27 13

63 Thessaloniki 15 47 25 14
Region 17 49 24 10

(Yes, to some extent — Yes, to a large extent)

M Yes, to a large extent M Yes, to some extent
B No, | don't think it's relevant ® | don't know FocusBari
. AvBpwrol » EUNvEUan » nuloupyia



At the same time, however, artificial intelligence
appears to be a threat to a large portion of the public

Do you believe that Artificial Intelligence
could replace your job in the future?

4‘

42%

(Yes, | believe so and | am very
concerned -Yes, | am concerned to
some extent)

Man
Woman

18
25
35
45

Attica
Thessaloniki
Region

X

9 26 43 17 4
12 34 15 8

13 28
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13 32 35 15
10 27 41 16 6
11 32 38 16 3
8 33 11
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12 29

m Yes, | believe so, and | am very concerned.
W Yes, | believe so, and | am concerned to some extent
® No, | don't think it's likely

16

.
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The possibility of misinformation/fraud due to Al is also very
high, which is why state regulation is required.

How likely or unlikely do you think Al is to lead to fraud Do you believe that the use of Artificial Intelligence should be
and misinformation? regulated to protect individuals and society?
m Yes, strict regulation is required ® Yes, some regulation is needed.
= Not at all likely = Somewhat likely " Moderately "5‘7\%, the existing regulation is sufficient. ® No, it could slow down technological progres
® Quite likely = Very likely

® | have no opinion.

- ;p‘ ’ U\

79% (Quite likely- Very likely) 90% (Strict/some regulation is needed)

FocusBari
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What is changing
In the Customer
Experience?
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Society today is plagued by serious issues

%

Accuracy 78 19 KX
Violence/abuse of women 7 2 92
Domestic violence

o
N
©
©
N

Environmental destruction
Bullying in schools
Pandemic/human health
Depression/mental disorders

Bullying in the workplace = Very serious/
dangerous
Degeneration of traditional values
Dangers of the internet
® Quite serious
Addictions/substances gangemus /

Influence of social media

FocusBari



More than one in three Greeks today say that their income does not

cover their needs, one in two just "makes ends meet", and only one In
seven say they have sufficient income!

"These days, my income..."
%

They are more than enough to cover
all my needs

Barely enough to cover my needs

They are not enough to cover my
needs

FocusBari



Economy and Technology at a Crossroads:
Insecurity, doubt, fear, and vulnerability to Al, and the need for
responsible response, prevention, and opportunity creation

Economic insecurity will be the main problem in the
future

Our dependence on technology makes us more
vulnerable

Artificial intelligence and automation will bring more
problems
Proper use of Al can solve social problems

Al is progress and a valuable tool for our lives

If jobs are lost due to Al, new opportunities will arise
Organizations are investing in training for security
and opportunities

m | strongly agree/agree = Neither agree nor disagree = Strongly disagree/somewhat disagree FocusBari
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Mental Health:
Social crisis, professional challenges, and the need for mental
resilience in the future as hope and solution

o)
The presstre o be produ e e e e m
health
The increase in mental illness indicates social decline 80 15 b5

| feel pressure to do more than | can 59 30 11

| worry about whether | will have a job in the future 56 27 17

Mental health is a challenge, many seek help 69 25 6

Continuous learning prepares me for the future 63 29 8

After the pandemic, health became a priority 58 29 13

| believe | will be able to cope with professional demands 57 33 10

Many companies have fair working conditions 46 33 21

m | strongly agree/agree = Neither agree nor disagree = Strongly disagree/somewhat disagree FocusBari
. AvBpwriol » EPTVEUCT @ BNUICUPYIa



Personal relationships in the age of technology:
Weakening, uncertainty about the future, and difficult communication

%

Lack of communication leads to alienation

13 3

Technology/social media weaken relationships

| am unable to predict my children's future

There are parents who raise children with traditional
values in relationships

m | strongly agree/agree = Neither agree nor disagree = Strongly disagree/somewhat disagree FocusBari



Values and Soclety:
Profitocracy, crisis of institutions and fundamental values,
individualism and erosion of trust and honesty

82 16

Society emphasizes profit, not solidarity

Trust is undermined by individualism and 76 19 5
technology

Honesty is no longer valued as a fundamental 74 17

value

The crisis of institutions profoundly affects our 69 24
values

67 23 10

The family is losing its importance in society

m | strongly agree/agree = Neither agree nor disagree = Strongly disagree/somewhat disagree FocusBari
. AvBpwriol » EPTVEUCT @ BNUICUPYIa



#5. Key Learning
Today's
consumers
belong to a
society that faces
many serious and
ongoing issues.

SFocusBari



At the same time, contact with the customer
Is both multi-layered and complex:

) @cw Q l??,f@g

Media Websnte

N Socual Media ’
Blog Contact center Loyalty program Word of-mouth

*i*ﬁﬁ'

Publlc relations Revnews Knowledge base

Community

77
[
{

— ® O
Social ads Webshop

Online ads ) Foc}usBar,i




As a result, both positive and negative experiences are
encountered in a wide variety of sectors

Telecommunications
Electrical/technology
Fashion/clothing/shoes
Restaurants/delivery
Holidays/travel

Banks

Supermarkets
Government services
Medical services/health
Energy companies
Online stores

Beauty services
Education/hobbies

Car services

Insurance services
Household goods
Transport/courier companies
Pharmacies

I 21

I 15

%

11 7 N
|0 L JB
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Of course, the public recognizes the evolution in customer
experience offered by a wide variety of industries.

Supermarket 14 35 39
Restaurants/bars/delivery 13 ¥ ] 34
Electrical/technology 12 39 38
Telecommunications 9
Holidays/travel 9
Fashion, clothing, shoes, etc. 8
Education, sports, hobbies 7
Medical/health services B 22
Car goods/services R 25
Banking products/services | 20
Energy companies ! 25 36 19
Government services ! 24 31 22
m It has improved a lot m Has improved considerably B Remained the same
FOCUSBari H It has gotten significantly worse ® It has gotten much worse

' people = inspiration » creativity



The improvement in experience comes mainly from speed,
convenience, and multi-channel service capability.
%

Fast/efficient digital service 68

Products delivered to your home quickly and easily

Clean spaces/hygiene measures

| am better served digitally/remotely
Safety measures are followed
Less traffic in physical stores

Many opportunities/offers

Better service in general - 10

FocusBari
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For those whose experience worsens, it is mainly due to
accuracy and impersonal service.
%

Prices have risen excessively across the board 71

Personal contact/impersonal service has been lost

Delays in remote areas

Long queues in stores

Problems with product deliveries

There are product shortages 14

FocusBari
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... While consumers expect Al to improve their
customer experience

"How much do you think artificial intelligence will help improve customer service quality?"

%

= Very/Fairly ® Moderate ® Not so much/Not at all o+ FocusBari



The improvements expected from Al in CX relate to
product availability and speed.

%
Availability

Immediacy

Fast problem solving

Data collection and analysis
Personalized service
Automation of questions

Increased customer satisfaction

FocusBari
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Especially in e-commerce, Al is expected to improve the
operation of e-shops and the customer experience in several
ways

Optimization of inventory and orders (e.g., avoidance of product 77
shortages, effective warehouse management)

%

Automation of sales and support processes (e.g., faster

order processing)

Analysis of purchasing preferences and behaviors (e.g., 69
understanding customer preferences)

Personalized product recommendations (e.g.,
recommendations based on previous purchases)

Market forecasting and inventory management (e.g., 66
forecasting demand for future purchases)

Chatbot for instant customer service (e.g., automated

responses to frequently asked questions)

FocusBari



#6. Key Learning

In conclusion, we

arrive at the ideal

combination of Al

and humans to
focus on WOW

- CXlI
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Make it about them, not about you.

AZ QUOTES




#1. Make the customer experience your

"core mission"
7 Useful #2. Learn everything about your customer
(09,4 TipS #3. Focus on the value you offer

that build #4. Inspire everyone and share a common vision

WOW CX
Culture

#5. Build structures and processes accordingly
#6. Monitor systematically & improve

#/. Thank and reward

SFocusBari



Customer Experlence in the Al Era
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