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A Score Is Only
Part of the Story.

You Need More.

iInmocment
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And that’s ok, because scores are important.
They essentially provide you with a report card
of how you are doing.



But scores have
inherent limitations:

Past Present Future

They can only tell you what has happened in the
past. Not why it happened, what it means, what to
do about it, or how to prevent it in the future.



At InMoment, we believe

that stories! are the answer.

Stories

/storez/

noun

1. Stories are insights, gathered from customer data,
that allow you to take action.
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Comments

And this philosophy drives our
technology and innovation.



“We get the greatest value from
comments. And Active Listening
makes comments richer and
more robust. The comments
mean more than a score and
provide the detail we need to
fully understand our customers’
expectations and take action.”’

Rachel Rodier
Canadian Tire Gas
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Competitors InMoment
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EVERY EXPERIENCE MATTERS

We want to hear about your

be as detailed as possible.

It was great.

experience in your words. Please

& ®

w
& 2016 InMoment
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Active Listening

\ “Retailer Express uses active listening in
W surveys about its in-store experience. Since

deploying it in October 2014, it has seen a
33% increase in survey volume and a 37%
increase in comment length versus the same
period the year before.”

Beyond Surveys: New Tools for More Effective CX
Measurement, Forrester, May 2015

| STORY

CONTRIBUTION

Active Listening encourages the customer to leave
more information, which means you get richer data.

And richer data at the beginning means you get a
better story in the end.

Active Listening Suite received a Gold Stevie® Award
at the 13th Annual American Business Awards
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Voice of Employee

 Get a holistic view of the customer experience
* Uncover root cause more quickly
* Engage your employees at a deeper level

“To better diagnose the root causes of CX
issues, companies need to get more systematic
about mining employees’ feedback. Effective
voice of the employee programs need to
collect employees’ feedback, uncover root
causes of issues, react to feedback, and explain
how VoE insights are used to improve the
customer and employee experience.”

Bob Thompson

Gaining a Competitive Edge

by Optimizing B2B Customer Experiences
CustomerThink, 2015

STORY

CONTRIBUTION

Voice of Employee solutions provide
another source of feedback from a
totally different perspective to help
You uncover root cause.
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Contextual Customer Data

@ jiffylube

Jiffy Lube uses contextual
customer data to gather email
addresses, send outbound
campaigns, and attach
metadata like invoice total,
which agent worked on the
vehicle, which bay/station was
used, mileage, vehicle type,

and other personal information.

0 Principal’

Principal Financial Group uses
Web APIs to get real-time data
on which customers have opted
to provide feedback. Outbound
phone requests are then
generated to collect feedback—
all within minutes.




Text Analytics

Competitor

When | placed my order the Cashier did not say hello, thank you or
anything. When my food was ready she put the tray on the counter and
said nothing. | was not sure if this was my order as there was 2 other
customers also waiting on their food. | said thank you expecting she
would say something, but she said not a word. | decided to just check
the food and see if it was mine. It was and again | said thank you very
nicely. Again she said not a word. To me this is incredibly [rudé not to
say much as acknowledge the customer or even say - here is your food.

Everyone was friendly & prompt
Great customer service. Liliana is very friendly & helpful. Great food.

Great visit.

Everyone was so nice! Food was very good! Then again it always is.
Keep up the good work guys!

Positive

basic model

80%

accuracy

Neutral

industry-plus model

85%

accuracy

iInmcment

anything. When my food was ready she put the tray on the counter and
said nothing. | was not sure if this was my order as there was 2 other
‘customers also waiting on their food. | said thank you expecting she
would say something, but she said not a word. | decided to just check
the food and see if it was mine. It was and again | said thank you very

nicely. Again she said not a word. To me Ehis is incredibly rude not to

Everyone was friendly & prompt
Great customer service. Liliana is very friendly & helpful. Great food.

Great visit.

Everyone was so nice! Food was very good! Then again it always is.
Keep up the good work guys!

Stories that aren't accurate are just fairy tales.

custom model

90%+

accuracy




Predictive Analytics

Purchase Type Prediction

“By applying predictive
analytics to the Voice of

Customer (VoC) feedback Purchaser Type Prediction apat
InMoment gathers for us, as
well as structured customer
o Display Inspiring First Time Store Visit
attribute data, we have been . =
able to consistently predict a5 "
. 20% ey
with about 80 percent accuracy % m | KR
h h ° l.k 1 Neither Agree N.. Disagree Strongly Disagr.. Agree Strongly Agree Sm— 92.46%
W et era cuStomer 1S like y to People who strongly agree with displays being inspiring are more likely to Visiting the store for the first time:
become a l‘epeat Customer 2 be arepeater than one timers. Once(92.46%) vs Repeater(7.54%)
Fitting Room Clean/ Tidy Used Fitting Rooms
Kristin Anderson i;: o
AVP of Customer Insights, maurices o e
20% I W |
Strongly Disagr.. Disagree NeiTher_Agree Z Agree Strongly Agree - 3,77‘56%
People who strongly agree with the fitting room being clean and tidy are If they used the fitting room:
more likely to be a repeater than one timers Once(77.56%) vs Repeaters (76.03%)
Good Quality Products lfems Recommended By Store
Understand what your customers S Gl
are going to do before they do e 15.56% gl
it, so you can finish the story and 20% i'J 5]1;‘
take more informed action. = \;‘.:_.‘,4'-?164,42%

Strongly Disagr. Disagree Neither Agree N.. Agree Strongly Agree
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Case Detall

Simplify the process of opening, closing,
and resolving customer experience cases

Reduce individual customer churn
Uncover larger trends and patterns

Quickly understand root cause

STORY

CONTRIBUTION

Stories aren't all about the numbers. Video
feedback provides additional context in the
form of emotion so you understand the full
breadth and depth of a customer’s experience.



Efficiency is Key

“Prior to working with InMoment we only had
anecdotal evidence to work with. But now we have
actual facts that allow us to understand member
needs in real time and make changes quickly, often
in less than 24 hours. There is no limit to the amount
of money you can spend on things like advertising
and marketing, but no amount of money can beat
the benefits and insight we’re getting directly from
our customers through our CX program.”

Ralph Cumbee, Senior Vice President and CXO at Solarity Credit Union
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Coach the front line

0077 - VILLA MARINA ~ Oct 1. 2016 — Dec 31 2016

Assistance Offered

=

Assistance when
needed

Merch. Availability
— The sales associates were working on tasks { organizing.

cleaning etc}

Checkout

“At Smashburger we believe
that our in-store experience
helps us stand out in the
crowded restaurant market.
The InMoment program and
its location focus is a key to
maintaining our competitive
edge. During our initial rollout
of the InMoment program,
we saw a 5.5% improvement
in satisfaction scores in the
pilot locations versus a 1%
improvement in the control
locations.”

Jeremy Morgan
SVP of Marketing & Consumer Insights,
Smashburger

STORY

CONTRIBUTION

Your frontline employees can have

the greatest impact on your customer
experience. But to do that, they need
insights and recommendations tailored
for them. Coach gives them the data
they need to complete the story.




“Our dedicated [InMoment] client
service team partners with us to
design programs tailored to fit our
strategic initiatives and guides us
through the execution process step-
by-step. We use InMoment as an
example throughout our organization
of an invaluable global partner
relationship that goes beyond what
we would expect from a vendor.”’

Kelly Fischer, Manager, Store Measurement - Global DTC at Nike



Exec Dashboards

“The InMoment programme
provides us with genuine,
timely insights This provides
us with robust data about
what our customers really
want from their shopping
experience and informs
our ongoing improvement
programme across our
whole business, including
retail operations, partner
development, and training.”’

Richard Quarterman
Waitrose Service Innovation Manager,
Waitrose

STORY

CONTRIBUTION

You can'’t take action if you can’t see
what’s happening. Get a 360-degree
view of your business so you know
how, where, and when to act.

Executive Dashboard

ABC Company

Satisfaction by Touchpoint Revenue at Risk
6 oo 74 82 1 $909.7
Customer Journeys, _ .. Customer Segment
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Discover

Company

Hashtags Demo

. . Discover
* Get notified instantly .
iplore
about business anomalies Dashboard Nig FriEndly
. - Heporting T - OSAT: -23.30 (62.50 down from B5.80
 Take action quickly based Gser Sextings
on in-depth, rapid analysis Log Out
* Track and monitor 5 ;
emerging issues RV HF
v | J e ‘..Il IIII . g

STORY

CONTRIBUTION

Discover brings the story to you, so
you don’t have to go looking for it. It
surfaces the who, what, where, when,
and why of customer data.




Every Experience Matters

At InMoment, we are the only vendor
with the technology to uncover the
stories your customers’ are telling. And
better stories bring better relationships
and better business results.

iInmMmoment



InNMoment

EVERY EXPERIENCE MATTERS

About InMoment

INMoment™ is a cloud-based customer experience (CX)
optimization platform that helps brands leverage customer
stories to inform better business decisions and create more
meaningful relationships with their customers. Through its
Experience Hub™, InMoment provides Voice of Customer
(VoC), Social Reviews & Advocacy, and Employee Engagement
solutions, as well as strategic guidance, support, and services
to more than 350 brands in 95 countries. The company is the
leading VoC vendor for the food services, retail, and contact
center industries, with expertise in B2B, financial services,
lodging, and numerous others. For more information, visit
www.inmoment.com.

Contact Us

sales@inmoment.com
1-800-530-425T
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