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The State of Digital Experience:
Multi-Channel, Personalized, and Authenticated

For our third quarterly Digital Experience Index (DXI) panel
survey report, we examined customer satisfaction (CSAT) and
Net Promoter Scores™ (NPS) for the top 25 most popular sites
in the U.S., according to Alexa, and the online experiences of
25 top banks as ranked by the Federal Reserve.

While streaming on Netflix and paying bills on Chase.com are
different use cases, one trend holds true across entertainment,
banking, retail, social media, and other types of sites: a
majority of respondents (65% for popular sites and 80% for
banking sites) are authenticated, meaning they are logged in
to their accounts, and these people have sharply higher CSAT
scores and NPS.

Channel preference also has a big impact on CSAT: on
average, satisfaction is two points higher for app users
than it is for mobile site users.
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Digital channel preferences

When asked which digital device they prefer
when engaging with a brand, respondents
indicated clear preferences. This is true for both
popular sites, which constitute a diverse range
of industries, and banking sites. While customer
digital preferences vary depending on site
type, mobile is a go-to touchpoint, with apps
providing the better customer experience.

36% desktop/laptop
30% mobile site
25% mobile app

9% depends on the purpose of my interaction

47% desktop/laptop
21% mobile site
25% mobile app

7% depends on the purpose of my interaction

Banking is still omnichannel

In an increasingly digital world, it's not
surprising that two branchless banks,
Discover and American Express, took the
top two spots in our CSAT rankings. But our
research also shows that just 29% of people
who visited a branchless site in the last 30
days would consider it their primary bank,
suggesting that branches still offer services
that most customers deem essential.

This backs up what our previous banking
surveys show: that journeys are complex and
customers use multiple channels to meet

their needs. And those vary a great deal, from
in-the-moment needs like paying back a friend
(payment apps) to broader financial needs like
convenient access to banking tools and account
assistance (online services and contact centers).

Compete in digital,
win across the journey

Customers are heading to digital first—it's
the front door to the brand experience.
But it's also increasingly becoming part of
every touchpoint—from brick-and-mortar
employees using tablets and apps to chat
bots assisting in contact-center interactions.
So, as strong as digital influence is, the
journey is still omnichannel, for banks and
every other industry. Businesses need

to meet customers where they are—i.e.,
everywhere—while simultaneously staying
tuned in to digital-first preferences.

Consumers are only going to expect more
from apps and websites, so organizations
have to treat digital growth and complexity

as what it is—a trend without end. Businesses
that transform digital CX wind up improving
CX at every step in the customer journey. In
other words, know your customers—listen and
measure everywhere—and see improved
CSAT and NPS.



DXI Popular Sites 25

How 25 top websites in the U.S. rank on satisfaction and NPS

RANK CSAT SCORE RANK CSAT SCORE RANK CSAT SCORE
1 Netflix 10 Wikipedia 19  Twitter
2  PayPal 11 Instagram 20 Facebook
3 Amazon 12 ESPN 21 Linkedin
4  Google 13 Outlook Live 22 CNN
5 Chase 14 Icr;as':]r:acsure 23 Bing
6  YouTube 15 Fandom 24  Imgur
7  Pinterest 16  Twitch TV 25 Craigslist
8 IMDb 17  Yahoo
9 eBay 18 Reddit




DXI Banking 25

How 25 top banking sites rank on satisfaction and NPS
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Digital Experience Driver Scorecards—Banking

The DXI measures four key drivers that impact a visitor's overall satisfaction with their online
banking experience: navigation, look and feel, site information, and site performance.
The chart below shows which banks are delivering winning experiences for each driver.

RANK NAVIGATION LOOK AND FEEL SITE INFORMATION SITE PERFORMANCE
1 DISC@OVER 84. CHASE® 347 Capita/lone’ 85.3 Capita/lone’ 86.0
2 CHASE ) 837 Capita/lOnel 84.7 DISC@VER 85.1 E’J‘E‘QS 85.s
——P . ~ }
3 CapitalOne  83.3 DISC@OVER 84.6 CHASEO 85.1 DISCOVER 853
7 AMERICAN| 7 (-
4 citi 82.9 E 83.6 citi 84.6 CHASE® 853

5 ally s2s citi s3s ally 34 ally 4.



Digital Experience Driver Analysis—Banking

Priority Maps for Ally and Chase sites identify navigation as the driver with the greatest
potential to positively impact customer experience and business outcomes.
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Navigation Best Practices You Can Bank On

Top-ranked banking sites like those for
Discover and Capital One follow several
navigation best practices, including:

Goal-oriented account landing pages,
which provide easy access to account
balances, activity, and bill pay/money
transfer activities.

Orientation clues—prominent page
titles, breadcrumb trails, and clear
menus—that let customers know where
they are and help them learn the site’s
structure and organization.

Logically grouped subpages and
intuitive design that keep customers
moving through the site and reduce

unnecessary clicks and page-load times.
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The Banking Journey: Opening an Account

Customers hop channels,
but most land in a branch

When we asked banking customers
how they would proceed if they
were opening up a new account,
two-thirds said they would start the
journey in a digital channel. Though
just 28% say they would start the
journey in a branch, most (51%)
cite branches as the most popular
destination to end in, regardless of
where they started.
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The Banking Journey: The Branch Factor

A local presence and a personal touch still resonate in the digital era

Among our DXI survey respondents, branchless banks (defined
as having between zero and 50 physical branches or customer
outposts) ranked higher in NPS and CSAT than banks with a

larger branch footprint.

SATISFACTION BY BRANCH FOOTPRINT
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However, CSAT scores—a more channel-agnostic measurement—
are more consistent across all bank types. Our DXI data shows
that customers aren’t giving up on face-to-face experiences when
it comes to managing their finances:

o cite lack of branch proximity as the
26 A) primary reason for closing an account.

ONLY use a branchless institution

29% as their primary bank.



The Banking Journey: Channel Preferences

Digital delights, but doesn’t meet every customer need

Digital isn't done reshaping the customer journey. Apps and desktop sites are

only getting better at providing fast, satisfying access to banking tools and services. CHANNEL PREFERENCES BY GENERATION
But as our new-account journey satisfaction data show, each channel matters.

The desktop is still a dominant
channel for banking customers.
=—— Baby Boomers and Gen X

at every step in the journey is found in our contact center data. Among turn there most often.

those who reached out:

WHO'S CALLING

Further evidence of the need for banks to focus on customer experience

— Millennials and Centennials
il say they use mobile apps
e only very slightly more.

did so because they called because they

41 % prefer speaking to 45% couldn’t complete their

a live person. task in a digital channel.
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About the Digital Experience Index

This edition of the Verint Digital Experience Index (DXI) benchmarks
customer experience of the 25 most popular websites in the U.S.
(based on Alexa rankings) and the digital experience of the top
commercial banks in the U.S. as ranked by the Federal Reserve
according to total number of consolidated assets.

The study used a panel sample of 12,486 survey respondents,
representative of the U.S. general population, with at least 250
responses for each website. Responses were collected in April 2019.
Rankings in the DXI are based on CSAT, using a scale of 0-100 with a
margin of error of +/-2.06. NPS is also shown, on a scale of -100 to 100,
and has a margin of error of approximately +/- 8.7. When two or more
scores are identical at one decimal place, the next decimal place is
used to break ties and determine rankings.
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