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Customer Services Through New Age Channels - A Customer Perspective
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With the theme “Excel Beyond Limits” and the mission to foster service excellence in Hong Kong, the Hong Kong
Association for Customer Service Excellence (HKACE) has commissioned Ipsos to conduct a survey research to gain

insights into customers' perception on the usage of new age servicing channels.
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Through this research, HKACE aims to provide members with market overview and industry insights to facilitate their

strategic evaluation and resources planning on future development of the new age servicing channels.
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The survey was carried out between November 19" and December 7%, 2012 in the form of street intercept
interviews with random sampling. The field work was carried out in chosen districts across Hong Kong, Kowloon and
the New Territories with a total of 510 interviews conducted. All respondents were aged between 15-59 and have

obtained customer services through different channelsin Hong Kong.

EXRWEFEN 25— 24— H - JuH 2+ 2 H - H IR DS S P 2GETT - ARMNEIRAERE - L
BE ST SR A s 1T - SR T 510 (AL > WEIEFEIT T 15-59 kR S il ARG U R &
s -

Key highlights of the study:
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Among mass consumers today, it is common to obtain customer service via online channel.
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® large portion of customers (71%) has ever obtained customer service via online, reflecting customers' habit
of going online for communication with companies.
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Social media has high penetration and is popular among mass consumers.
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e On the other hand, high awareness level (90%) and usage penetration (81%) are also observed for social
media, indicating the popularity of this new age channel from customers' perspective.
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Social media is also an emerging channel for obtaining customer service.
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® More than half of the customers (61%) are aware of customer service in social media. A notable portion
(26%) of them has ever obtained customer service in social media.
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In the future, consumers have strong intention to obtain customer service via social media.
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® Among those who have ever obtained customer service via social media, more than half of them (59%)
claimed that they would use it more frequently in the future. Another portion of them (39%) said that they
would maintain the current usage level.
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e Amongall customers surveyed, more than half of them would consider to obtain customer service (55%) and
product/service information (58%) via social mediain the future.
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Summary of Awareness and Penetration Level
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Likelihood of Obtaining Product/ Service Information and
Customer Service via Social Media in the Future
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Obtaining Product /Service
Information 58% 8 24 36 15
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In online and social media channels, consumers obtain customer service for various purposes.
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Product/service enquiry is the major type of customer service obtained in online (86%) and social media
(86%).
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“Electronic products" and "Food & Beverage" are the top categories for customer service via social media.
More consumers obtain customer service via online for banking services.
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Convenience (71%), Quick response (34%), More sources of information (28%) and easily accessible
customer service representative (13%) are the reasons for requesting customer service via social media.
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Similar to traditional customer service, staff's responsiveness, service manner and knowledge are the key
concerns from consumers when looking for customer service via social media. This reflects that the qualities
of staff are still the prime concern for the success of customer service in the new age channels.
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Category of Interest for Obtaining Customer Service in Social Media Types of Customer Service Online Sacial Media
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