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< Today, IVR meets IVA and the game is afoot to figure out
channel synergies that work for all customers, regardless
of their choice of channel!

It’s not confusing:
Customers just want their transaction to be
quick and resolved to their satisfaction.




“You just want a quick, straight answer ...
It’s a busy life, this world now, a lot busier
than my parents said it was for them.”
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So the challenge is going from simply talking about
Omnichannel to providing real
Digital Platform Consistency

)

Omnichannel
has been
a
“mirage”
for the last
20 years!
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<= IVR Trends: High-level observations

» There’s a lot of ‘buzz’ about Siri, Alexa, and Al, but...
» Speech can be expensive...and it still has foibles...
» And there’s no implementation rush, however...

- Elements of speech in IVRs, when properly understood, tested
(with unbiased Usability Testing) and implemented well,
are here to stay!

» Today, there are two leading IVR/speech design strategies:

<> Dual modality (e.g., ‘press or say’) - emerging as the safest, and
best-in-class IVR menu design.

<> Technology-assisted or full natural language. Full natural language can work
In some industries and with certain customer groups, but may not be ‘ready for
prime time’ for all. However, a hybrid design captures the best of both modalities.
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< A natural language & hybrid dual modality

(speech & touchtone) design serves all callers.

7 To the appropriate application

re&SOY\ fory
or to high-performing press or say menus, if..

Response is not coded
Unintelligible response

No response
! "

Other speech problem —
Caller says “MAIN MENU.” Power I
Problem B|II|ng
F
Payment
Matter Stang
. J Stop, r
Move For
: Service
Main All
Menu

Caller says a directed speech command

Other
Matters
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<= A look across the utility speech landscape «soronsio)
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< Summary: Some of the Pros and Cons of each speech format

Pros Cons

Speech comes in many
flavors, and each has its
pros and cons...which
much be carefully

a— considered - well In
advance of approaching
speech vendors.

Numbers

Numbers §

-
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<= Speech comes in many flavors, and each has its pros and cons...

...all of which much be carefully considered - well in advance of approaching speech vendors.

Directed dialogue, with no context (w/DTMF latent): @

“You can say OUTAGE, BILLING, PAYMENT, MOVING, or OTHER.” Cost-reducing

Al-assisted elements

Directed dialogue, with context (w/DTMF latent): may apply

“To report an outage or to get an outage update, say OUTAGE.” for Selfﬁ:g:’gaﬁﬂ'tcat'ons

Directed dialogue, with our without context, with dual modality: @
“You can say OUTAGE, or press 1.” Or
“To report an outage or to get an outage update, press 1, or say OUTAGE.”

Or (say, and then press) “...say OUTAGE, or press 1” - which leads with a potentially more problematic
speech element; namely, it also requires a different cadence and pausing strategy for each option.

Directed dialogue, with our without context, with dual modality:
“For billing and payment matters, press or say TWO.” (Which may be easier and less expensive
to manage, but does not provide for the principal benefit of speech, namely, level-compression.)

Natural Language (NL)/Open-ended speech:

“How can we help you?” (Which can either drop right to the application, if NL works, or to a high-performing
menu-based, dual modality structure, keeping the benefits of speech, while also allowing callers the familiarity
of touchtone if they so prefer, or if the caller is in an ambient noise situation that may defeat speech.)

IVR Doctors }S ~ 11



< When it’s all said and done with any shiny new technology
object, don’t forget...

“You've got to start with the customer experience and work
back toward the technology - not the other way around.”
SR -Steve Jobs

12



<= Designing an exceptional customer experience in the IVR
world or in other digital channels rely on many of the same
key principles, as we’ll see next when Chris Bond explores...

Designing
Exceptional Digital
Experiences

13



Designing
Exceptional Digital
Experiences

-@- Usability Concepts, LLC

Making it easy for customers to do business with you.




What is the Customer
Experience?

The sum of all interactions between an
organization and a customer over the
duration of their relationship.

© 2020 Usability Concepts, LLC.  Reproduction prohibited



What is a channel?

A channel is any method that a customer
uses to communicate with you or conduct
business with you.

© 2020 Usability Concepts, LLC.  Reproduction prohibited



Examples of channels

* In Person
* Phone (CSR)
 Digital Channels

[ v Web ]

v" Mobile
v IVR
v Virtual Assistant
v Texting

v" Social Media
v loT

 Email

« Paper Bill
« Direct Mail (promotions, forms, etc.)

 Community Events

© 2020 Usability Concepts, LLC.  Reproduction prohibited



Channel Structure

Low High
Volume Volume
Impersonal
Web/Mobile
$0.14 per transaction P p
($0.03 for email or text) a e r
$4 .95 annual cost per customer
IVR
$0.24 per transaction
Various COﬂtaCt
Field Center
Operations $ 8.76 per call

Community
Office

$2.25

Four channels cover most
customer interactions

Key
Customer
Group

Personal
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Channel Structure

Low High
Volume Volume
Impersonal
Web/Mobile
$0.14 per transaction P p
($0.03 for email or text) a e r
$4.95 annual cost per customer
IVR
$0.24 per transaction
Various ContaCt
Field Center
Operations $ 8.76 per call

Community
Office

$225

Self-Service channels process most
of the transactional volume at low
cost with no human intervention

Key
Customer
Group

Personal
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What is the User Experience?

All interactions between an organization
and a customer within a digital channel.

© 2020 Usability Concepts, LLC.  Reproduction prohibited



How UX and CX are related
CX All interactions between an

organization and a customer over the
duration of their relationship

Customer

: Customer Intent Statement
Experience

== Any method (or channel)

a customer chooses to

Touchpoints interact with the business

— -» Customer journey maps
- Personas (Market Problems)
Digital

Channels

Low-cost self-service

' ’ » interactions
(Web/Mobile/IVR/Texting)
= ,, Consistency in execution
Usability
\ Removing barriers to

self-service interactions

Delivering on brand promise

UX




What is a good User
Experience?

A good user experience is one that requires
the least amount of effort to complete a
task in the least amount of time with the
fewest number of problems or errors.

Optimal Usability = minimal physical and
cognitive effort to get something done.

© 2020 Usability Concepts, LLC.  Reproduction prohibited



Key Principles of Design

Visibility
Make relevant
tasks visible

Clarity

Avoid utility-speak
& marketing jargon

Repetition Feedback
Provid ltipl int . - C 5 . Provide summary &
o eorp:nlt;r)ye pomns S]mphClty n DeSlgn confirmation pages

Efficiency

Minimize the number of steps
required to complete a task

Consistency

Use standard templates for
page layouts
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What is the value of providing
a good User Experience?

Good user experiences are a lot less costly
than bad user experiences.

Frictionless experiences create digital loyalty.

© 2020 Usability Concepts, LLC.  Reproduction prohibited



Why is this important?

Cost savings of paperless bill $5.28
Web/mobile self-service transactions $0.14
IVR self-service $0.29
CSR $8.60
Community Office $8.60

» Design effortless, low cost digital self-service experiences
» Encourage consistent engagement with notifications/alerts

» Deliver personalized billing & payment experiences for each
customer segment

* Increase IVR, web and mobile containment

© 2020 Usability Concepts, LLC.  Reproduction prohibited



Components of UX

The user’s mental model

Intention Goal: Pay My Bill
Intent: Pay My Bill Online

Action

. Summarize: Verify and Submit Payment
Evaluation Confirm: Receive Online Confirmation
Receive E-mail Confirmation

© 2020 Usability Concepts, LLC.  Reproduction prohibited




Components of UX

The designer’s mental model

Home Page

Registration

Intention

Evaluation

© 2020 Usability Concepts, LLC.

Navigation
&
Wording

Reproduction prohibited

Account Summary

Fill-in Form

Summary
Page

Confirmation
Page

Confirmation
E-mail




Components of Usability

Bridging the Gap

Intention

Principles
Design Goals

Guidelines

Action

Evaluation

© 2020 Usability Concepts, LLC.  Reproduction prohibited



\
Objectives of the Self-Service

Conceptual Model

» Provides a basis for understanding the needs and preferences of digital users

« Establishes a common vocabulary for articulating the online experience
e Promotes consistency in omni-channel experiences
« Furnishes guidelines and standards for developing self-service functionality

« Fosters teamwork for more cohesive, cross-departmental self-service
development

 Makes the development process more predictable by providing examples of
well-crafted interactions

« Allows for informed decision-making based on knowledge of the techniques for
optimizing digital self-service

« Improves speed of throughput, adoption rates and customer satisfaction
e Decreases level of effort and task abandonment rates

e Prevents web/mobile support phone calls

© 2020 Usability Concepts, LLC.  Reproduction prohibited



Objectives of the Self-Service
Conceptual Model

« Establishes a common vocabulary for articulating the online experience



Objectives of the Self-Service
Conceptual Model

Makes the development process more predictable by providing examples of
well-crafted interactions
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Objectives of the Self-Service
Conceptual Model

e Decreases level of effort and task abandonment rates



Common Problems

The most common touchpoints of friction:

e Registration

e Signin

e Forgot password
e Pay bill

e Qutage reporting

e Start/Move Service

© 2020 Usability Concepts, LLC.  Reproduction prohibited




Common Problems

The most common touchpoints of friction:

~N

e Registration

e Signin

\ Forgot password )

e Pay bill
e Qutage reporting

e Start/Move Service
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11in 4 people forget at least
one password every day.

© 2020 Usability Concepts, LLC.  Reproduction prohibited 24




Common Complaints

The most common causes for low favorability
ratings include:

» Slow page loads

« Site down for maintenance

« Can’tsignin

o Forgot password process doesn’t work

» Convenience fee for one-time payments
o QOutage reporting requires authentication
« Start/Move Service ineligibility

« No mobile app or mobile app lacks full functionality of the
website

Forcing task/channel abandonment and an expensive,
often angry phone call.

© 2020 Usability Concepts, LLC.  Reproduction prohibited




Problems with Registration

Online Registration

Sign up to access your PGE account online. For assistance, call 800-542-8818.

Customer Information

First Name

Tobi

Middle Name
1

Last Name

Janes

Date of Birth
04/10/1976

Create Sign-in

A This account is already registered for online access. Sign In to view your account
information.

Email Address

rohit.garg@pgn.com

Password

LIITIITTL Y] SHOW

By registering for online access, you agree to PGE's privacy policy.

©2019 Usability Concepts, LLC.  Reproduction prohibited




Problems with Registration

A site that shames dumb password rules . . . the list is long.

https://github.com/dumb-password-rules/dumb-password-rules

Dumb Password Rules

Shaming sites with dumb password rules. ADP

Contributing Forced to change the password during the first login. At least they could use proper grammar in their rule list.

j =

Feel free to submit a pull request with dumb rules you've encountered.

See other sites for the formatting and follow these rules:

* Include the name of the site with a link. C h a n g e Pa S SWO rd

e Add a clean comment about the dumb password rule (optional).
* Include at least one screenshot.

* Keep the sites in alphabetical order.
Current password

Sites

Table of contents New password

e Admiral

s Advanzia

* American Express kCﬂ"ﬂﬂllnewmd
AmeriHealth
e AOL

Confirm new password

Apple

Arbeitnehmeraonline

Arlo subsequent characters

AT&T ) >nt from last 4

passwords used

Banco Mercantil

No givin
Battle.net surname or login

name

Best Buy

Blackrock

Blue Cross Blue Shield Massachusetts
BMO Bank of Montreal
BMW ConnectedDrive

©2019 Usability Concepts, LLC.  Reproduction prohibited




Registration

First, look at your data . . .

Percent

with at

least Percent

Phone &  with at

Has at Percent Percent Percent Percent (Either least
Person Total Has EH least DL with with with Percent with DL or DLor
Persons ai Birthday Has SSN ] i Birthday

Authorized
User 38,228 8,788 36,371 8,018 7,221 | 125,303 8,841 9,566 | 22.99% | 95.14% | 20.97% | 18.89% | 66.19% 23.13% | 25.02% | 23,447 75,325
CD‘
Applicant 191,480 34,957 | 144,660 | 150,508 92,932 | 119,861 | 111,296 | 166,959 | 18.26% 75.55% | 78.60% | 48.53% | 62.60% 58.12% | 87.19% 69,663 | 75,325
Main
Customer 739,605 | 542,284 | 655,616 | 637,866 | 552,188 | 727,852 | 676,835 | 684,915 | 73.32% 88.64% | 86.24% | 74.66% | 98.41%

719,004

How do your CSRs identify
or verify callers?

©2019 Usability Concepts, LLC.  Reproduction prohibited



Registration

Guidelines

Online Registration

Sign up to access your PGE account online. For assistance, call 800-542-8818.
Have a business? Learn how to work with multiple accounts and register online.
Identify the PGE account:

O Phone Number (for the service location)

® Account Number Sample Bill

100% ——

- \ Default to most commonly stored

O Last 4-digits of SSN or Tax ID

95.14% O“V data for highest match rate
75. 55% @ Date of Birth

mm/ddhyyyy

Create Sign-in

Email Address
agency@test com

Password
SHOW

et e Optional PIN Code
nter a 4-digit PIN code in case you forget your DaSV
PIN Code {Opticnal)

— Default to Paperless Bill

P
@ Enrollin Paperless Bill

O Send me a paper bill

By registering for online access, you agree to PGE's privacy policy.

© 2020 Usability Concepts, LLC.  Reproduction prohibited



Registration psg=

Guidelines

« Skip the Captchas

Security
Please enter th¥ e
[} . - £5
“- ' \ W'Y .' -
. e g A -

\

a2

—

Can't reg e text above?
Try angfer text or an audio CAP
Te the box:

glodrd

What's this?

L Ski p the SeC ret QU eStion S By proceeding, you agree to the Facebook Platform policies

e Use known information (Last 4-digits of SSN or Drivers License,

Birthdates)

e Encourage PIN creation

e Stay in band (don’

It’s your first opportunity to make a good impression.

t require verification code)

Remove the friction, make it easy.

© 2020 Usability Concepts, LLC.
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Registration

Again, look at your data . . .

All Users Apr1,2019 - Aug 12, 2019

100.00% Pageviews

Explorer

- Before After

150
100
50
May 2018 June 2018 July 2018 August 2019
W This data was filtered using an advanced filter.
Page Previous Page Path Pageviews Iﬁha;:ﬁem ;g-:"'e on Entrances :::“’E % Exit Page
2,585 1,775 00:00:15 o 0.00% 8.97% $0.00
% of Total: % of Total: Avg for view: | % of Toral: Avg for Avg for % of
0.07% 0.07% 00:00:43 0.00% View: View: Total:
(13.761,242) (10,392,022) (64.06%) | (3,672.856) 40.03% 26.70% 0.00%
(-100.00%) | (-66.41%) (50.00)
i ietrati : 2,205 1,462 a0 0 50.00
1. Jeror Jonlineregistration/residential [85§II‘%] 82375 00:00:15 000%) 0.00% 952% 0%
i i ion/i 157 135 -00- a 50.00
2. femor fonlineregistration/index (5.07%) 7814 00:00:09 000%) 0.00% 4.46% 0%
Jonlineregistration/index?r=accountinfor 97 82 . 0 50.00
3. femor mation (3.75%) (462%) 00:00:36 {0.00%) 0.00% 722% (0.00%)
i ictrati ; 45 30 -00- 1 $0.00
4. feror Jonlineregistration/business (1.74%) (165%) 00:00:05 (©00%) 0.00% 15.56% 0.00%)
S, o 30 30 00 0 $0.00
5. ferror Jonlineregistration/index?r=paybill (116%) (169%) 00:00:16 (000%) 0.00% 0.00% 0%
] S 22 7 -00- 0 $0.00
6. feror Jonlineregistration/success (0.35%) (0354 00:00:02 000%) 0.00% 0.00% o)
" : i) ——— 15 15 i a 50.00
7. femor It ation/index?r: (0.58%) (085%) 00:00:14 ©00%) 0.00% 0.00% 0.00%)
P PP _ : 7 7 -00- 1} $0.00
8. feror ! gi findex?r= vice (0.27%) (0384 00:00:41 (000%) 0.00% 0.00% 000%)
Jonli gistration/success?r=m vic 7 7 . 0 50.00
9. Jerror (0:27%) (039%) 00:00:00 ©00%) 0.00% 0.00% (0.00%)

Rows1-90f9
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Forgot Password

Most people forget at least one password every day. Graceful

recovery is the difference between a $0.14 online transaction

vs. a $9.00 phone call.

Patientpo 5|

NEXTGEN-

HEALTHCARE

Answer Your Security Question

A
() FRAUD WARNING

Any person who knowingly with the intent to defraud any medical agency by concealing
and filing false information for medical care or treatment may be found to have committed
a fraudulent act which is a crime and may be subject to criminal and civil penalties.

® Account will be locked for 20 minutes after 4 failed login attempts. Please enter your answer

again.

What is your moth iden name? |

SUBMIT

©2019 Usability Concepts, LLC.  Reproduction prohibited




Forgot Password

Most people forget at least one password every day. Graceful
recovery is the difference between a $0.14 online transaction
vs. a $9.00 phone call.

Forgot Password Keep users within band.

Provide the following information to access your online account.

® Email Address

Display this page after 3 failed
chris@usabilityconcepts.com attempts at S]gn In.

O Phone Number (for the service location)

Enter one of the following: Use data with the highest
O Last 4-igts o7 SSN probability to exist in the customer
O Last 4-characters of Driver's License or State ID 'info rmation SyStem .

QO PIN Code

©2019 Usability Concepts, LLC.  Reproduction prohibited




Forgot Password

Again, look at your data . . .

http//portlandgeneral.com

° 2
Al Analytics Portlandgeneral.com - Cu... Resrm

Pages

All Users Apr1,2019 - Aug 12,2019
100.00% Pageviews

Explorer

p— Before After

May 2019 June 2019 July 2019 August 2019
Y This data was filtered using an advanced filter.

Page ‘ Previous Page Path Pageviews | bniaue | :30“"' on Entrances :::‘“ % Exit Eae
3,464 1,792 00:00:10 0 000% 1016%  $0.00
% of Total: % of Total: Avg for View: | % of Total: Avg for Avg for | % of Totak:
0.03% 0.02% 00:00:43 0.00% View: View: | 0.00%
(13.761.242) (10392.022) (76.23%) | (3673.856) 20.03% 2670% | (50.00)

| (-100.00%) (-61.95%)
. 3022 1,530 ; 0 ' | 000
1. feror ‘ Horgotpassword/entersecuritycode o2 —_ 000010, .0 000%  sasx  $000
orgotpassword/i 255 210 00: 0 ; 30%  $0.00
2. /error ‘ /i ndex 3% 1172% 00:00:11 ©0.00%) 0.00% 20.39% | ©.00%)
| [forgotpassword/deliverymethodselec 187 52 o 0 | $000
3. fermor L anl et 000005 oo  000% 2406% o000
Rows 1-30f3
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[ ] [ ]
Enter your payment information.
CHEREE HEPPE
. Aceount Number:
Pay Bill from Account Summary Poatia—
Service Address:
/\ Sign Out 3836 SE 49TH AVE
— \ PORTLAND, OR 97206
oenfeee Account Summary
CHEREE HEPPE Current Bill <
Search PGE a ccount st Payment Information
o | Amount Due: $78.65
MY AccounT Payment Date Payment Amount
Due Date: 03/162017
< Back Account Number: oar112019 57865
0018 849682571288 Last Payment: $83.68 received on
Account Summary Add or Remove Accounts 02122017 If you are on the Equal Pay or Average Pay plan, the account balance may not reflect the
View Bill Need " " - amount due.
Sorvice Address: more time to pay? View Bill
Pay Bill 3004 S€ LAKE RD Yo Mt Make a one-time payment by credit card or debit through BillMatrix.
MILWAUKIE, OR 97222 Ways to Pay
My Profile >
Email Address: "
8iling & Paymant Options > sk ocipa Bank Account Information
Start, Stop, Move > g“_:: S Tell us which checking account you would like to use to make your payment.
Seporten Quinge N Account Selection
Get an Outage Update @ Use account: ***#44+7989
Billing & Payment Options Energy Tracker O Entar a different account
Paperiess Bill ¥ Enrolled Estimated usage os of Daily/Hourly Usage
03162017 Compare Bills
Weys to Save
Auto Pay N
M Bilng Cycle: Day 17 of 29
il Pagiarege Py E—————
o Electricty Used: $42 (279 kWh) S d f l k . l . k
[— o g mart defaults make it one-clic
Sign up for renewable
power
Pay Bill
Payment Summary & Authorization
Pay B' " Please confirm that the information shown below is correct before authorizing it.
" Routing Number Bank Account Number
Transaction Successfu
323075181 654321
Your authorization for payment of 3§8.65 was successfully sent.
¥ . By Payment Date Payment Amount
Your confirmation number is ELEC-3340MY/JBS.
‘ 08/11/2019 $78.65

For details, download your payment confirmatiol
By clicking on Submit, | authorize PGE to deduct a payment of $78.65 from my bank account listed above.

Once you click on Submit, your payment cannot be cancelled.

Previous

Confirmation Page - Done button goes to

Account Summary which shows $0.00 due Summary Page

© 2020 Usability Concepts, LLC.  Reproduction prohibited



Setting Design Goals

Avoid dark usability patterns.
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Setting Design Goals

Avoid dark usability patterns.

a dark pattern is a misleading or otherwise

deceptive UI/UX decision that tries to exploit
human psychology to get users to do things

they don't really want to do.

Harry Brignull (PhD Cognitive Science)
August 2010
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Setting Design Goals

Avoid dark usability patterns.

% DARK PATTERNS

WX Know ledye Base Sketcn #29

DARK PATIERNS ApE

e L ey DARK. PATTERNS (AN WORY. :ASLNAGNOQQ:\JPGKWE‘\%x (ST
! ! |F SOMEONE |5 LOOV\NG FOR EON (
TRICKS TROIe haH! SHORT -TEAM RESULTS. s 7 IN THe LONG-TERM

T USERS wALL

HAT MAKE THE Uscps DO ki |. et
THINGS THEY DID NOT NEANTO. SWKESS, NOT { MORE ETWICAL
. Q SUSTAINABLE Q PRODUCTS, [SERNICES
~— — —TTHE NOST COMMON TYPes — — e | U s e RO L T ol
%D FORCED CONTINW(TY {1 ‘_ ROACH MoTeL o GM\WSH BACUNG THROUGH
- THC START \s €ASY ,E SPAMMING

FREE TRIAL —> (HANGES (SIGN UP/SUBSCRIPTION ¢ * e

To A PAYING SCHEME WITHOUT T | QWG S HARD & ‘ e Yﬁrw \fn?w\f,?"rr“&

WARNWING
g DELIBERATE MISDIRECTION Ao m| OBSWOED PRCNG ’w SNEAK. (WTO BASKET

; —p - MAILNG T HARD TO A RAUDOM ADDIMIONAL TEM
TOCUSIN G THE USERS' ATENTION = ? COMPARE THE PRICES APPEARS N Yo BASKET
ONTHE More EARENSINE OPTION,

CWITHOUT YoUR, CONSENT)
HIDING THE CHeAPER WAY

% BAIT 2 swivcet A  Discwised A% [IZIU ROADBLOCK
USE A ComveNTIon, PATIERN w AN AD LOOKIN G LIKE A POP-UP (IMTERRUPTS YouR
T A I T PRI THESEL. N P2 Momee Tvre oF onenr INTENDED ACTION

FALSELY ASSUMC SoMCTHING /NAVIGATION
N El/ , TRICK
(N HDDeN CosTs P\@ PRIVACY 2UMERING PPP MSWRORMATION  QuesTions
22 hTTHe crecwour ANk, SHARING MORE PRIVATC. INFO d PR EG. (OufusG (HECKBOX,

UNEYPECTE D (OST APREARS THAN Yol WANT Llolor NTRAST  1pepacyepy

LLANGUAGE
38

© 2020 Usability Concepts, LLC.  Reproduction prohibited




Setting Design Goals

Avoid dark usability patterns.

Confirmshaming

The act of guilting the user into opting into something. The option to decline is worded in such a way
as to shame the user into compliance.

= MTRAK My Account  English v/

1,160 pts

DESTINATIONS EXPERIENCE DEALS SCHEDULES GUEST REWARDS @ TRAIN STATUS Z MODIFY TRIP

RECOMMENDED:JADD TRAVEL PROTECTION @ Offer expires when booking is finalized.

Relax, peace of mind is only a click away.

(O Yes! Protect my trip to Seattleffor just $9.00 per traveler ($18.00 total)[v Highly Recommended ]

@ Compensation: Get back up to 100% for covered trip cancellation and trip interruption

© Peace of mind: Insurance for loss, damage or theft of your belongings
© Receive more: Reimbursement for eligible meals and accommodations when your trip is delayed
@ Help when you need it: 24/7 assistance in the event of a travel or medical emergency

66 'Nothing goes wrong when | travel.” lFamiliar with Murphy's Law?l'here's afirst time for everything. 99

(O No, I choose not to protect my $328.00 trip and understand by declining coverage, | am responsible for all non-refundable expenses.

2R 18,412 customers protected their trip in the last 7 days

Review Period: If you're not completely satisfied, you have 10 days (or more, depending on your state of residence) to request a refund, provided you haven't started your trip or
initiated a claim. Premiums are non-refundable after this period.

offered and sold by Allianz Global Assistance. Underwritten by Jefferson Insurance Company or BCS Insurance Company. Terms and exclusions (incl. for pre-existing
conditions) apply. Plan details and disclosures.

BACK CONTINUE
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Setting Design Goals

Avoid dark usability patterns.

Confirmshaming
The act of guilting the user into opting into something. The option to decline is worded in such a way
as to shame the user into compliance.

My Account English

& AMTRAK 1160515

DESTINATIONS EXPERIENCE DEALS SCHEDULES GUEST REWARDS @ TRAIN STATUS Z MODIFY TRIP

RECOMMENDED: ADD TRAVEL PROTECTION (@ Offer expires when booking is finalized.

Relax, peace of mind is only a click away.
() Yes! Pratect my trip to Seattle for just $9.00 per traveler ($18.00 total). v Highly Recommended

@ Compensation: Get back up to 100% far covered trip cancellation and trip interruption

@ Peace of mind: Insurance for loss, damage or theft of your belongings LOO ks li ke an e rro r m essage

© Receive more: Reimbursement for eligible meals and accommodations when your trip is delayed
@ Help when you need it: 24/7 assistance in the event of a travel or medical emergency

66 'Nothing goes wrong when | travel.” - Familiar with Murphy's Law? There's a first time for everything. 99

{® No, | choose not to protect my $328.00 trip and understand by declining coverage, | am responsible for all non-refundable expenses.
O Your trip is NOT protected.

&% 18,412 customers protected their trip in the last 7 days

Review Period: If you're not completely satisfied, you have 10 days (or more, depending on your state of residence) to request a refund, provided you haven't started your trip or
initiated a claim. Premiums are non-refundable after this period.

Recommended, offered and sold by Allianz Global Assistance. Underwritten by Jefferson Insurance Company or BCS Insurance Company. Terms and exclusions (incl. for pre-existing
conditions) apply. Plan details and disclosures.

BACK CONTINUE
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Setting Design Goals

Avoid dark usability patterns.

Confirmshaming

The act of guilting the user into opting into something. The option to decline is worded in such a way
as to shame the user into compliance.

Freguent flyer and more ¥

/Protect your flight )

A Your flight is not protected. Reconsider
Over $179M worth of trips were cancelled in 2018 without insurance.

Trip Protection can cover you for unexpected events. Here's how:

Your connecting flight home is canceled. It's late. You're tired. The first thing you'll do is to book another flight.
\Trip Protection can reimburse you for the cost of the flight. /

@& How would you like to pay?

Debit/Credit Card  Masterpass

b 2 2 = I5 we e
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Outages

“Customers don’t expect you to be
perfect. They expect you to fix things
when they go wrong.”

Donald Porter
VO, British Airways
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Outage Reporting Elements

None of these guidelines will positively affect the customer
experience without accurate, timely restoration estimates,
crew status and outage cause.

o Allow customers to find an outage location by entering the address.
« Alert customers of a power outage when they sign in.

e Provide pro-active outage alerts and notifications.

« Offer notifications at the time an outage is reported.

« Allow customers to change or cancel outage alerts.

« Limit the number of notifications to 3 or 4 within a 12-hour period.
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Outage Reporting Elements

Guidelines

Outage details

Good morning,
Varshitha.

1234 SW Vista Ave Outage cause
#: Icy conditions

e

\ Outage reported Restoration estimate
Your outage has 12:01p.m. 9:30a.m.
been reported. ki A

We're waorking to resolve it and will

keep you updated. aviet Crew Cause
dispatched cetermined

206 Customers affected « 12 Reports received

Usnge

Usage is up 20% from this month last year >

904 kWh

Report an outage at another location >

L % w S A %k

Usege Outerges

Multiple paths for an outage update
(details button and message badge).
© 2020 Usability Concepts, LLC.  Reproduction prohibited
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timeline.




Pay Bill

Quick Pay

Taking the functionality of texting and the concept of guest
payment and email notifications to create, “Click to pay”.

Resulting in . . . seamless navigation across channels.

Your PGE Bill sy

View Bill Pay Bill Manage Alerts Energy Usage

Service Address: 17705 NE KINGS GRADE Electric

Account Ending in: 7023 / H
Amount Due: $2,540.98 Ql"Ck Pay

Due Date: 02/16/2016

Search PGE Q For service at 17705 NE KINGS GRADE
> Quick Pay

MY ACCOUNT > $1,610.98 is due on 02/16/2016

/Pc}land General
N

If you have any questions, just reply to this email or call us at 503-228-6322 or

800-542-8818 between 7 am. and 7 p.m. Monday through Friday. RESIDENTIAL > Payment Date
Thank you, 02/25/2016
PGE Customer Service BUSINESS >
SAFETY N Payment Amount
$1.610.98
QOUTAGES >
Resolve to get Bank Account Number
. OUR COMPANY > xnn s r5678
energy fit
Cash incentives and free & l | GellEar s Sign in to change payment information.

resources from Energy Trust of
Oregon make it easy. f

> Learn More 7‘ -~ \ ’

PGE will not charge your bank account without your express permission.

Find out about this month's news and offers.

This email was sent by: Portland General Electric
121 S.W. Salmon St. Portland, OR, 97204

Privacy Policy | Update vour email address

‘Your customer information may be shared with the Energy Trust of Oregon. Learn more.
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Summary Pages

Guidelines

Pay Bill Display the word

Payment Summary & Authorization <= Summa.ry in the title
or subtitle.

Confirm the following information is correct before submitting your payment.

Routing Number Bank Account Number Brief[y describe the
323075181 47939 purpose of the page.

Payment Date Payment Amount

06/25/2019

$149.00

By clicking/an Submit, | authorize a payment of $149.00 from my bank account listed above.

Once yfu click on Submit, your payment cannot be canceled.

Provide a Submit button.

Display data in static fields _ —
in the same order it was previous
entered.
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Confirmation Pages

Guidelines

1yl vuL

Use confirmatory

Need more time to pay? language
Transaction Successful YW Lo T

Pay $25.00 which is a portion of my past due balance by 07/21/2019.
Your payment extension confirmation number is 8155840419.

. . Not on Paperless yet?
Download Confirmation Sign up and use our Quick Pay feature.
Choose the date that works best for you. Select your due date.

Display essential data

/ and a confirmation
Provide meaningful and number

relevant cross tasks \

Prov] de a.prm.t or download Provide a Done button
confirmation link.
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Workshop Description

If you are considering a website redesign or launching a mobile
app, this workshop is an excellent opportunity for fostering
teamwork and gaining knowledge for making informed decisions
about delivering exceptional customer experiences.

12 hours (one full day and one half-day)
e 5 Modules

e Hands-on exercises

e Principles, guidelines and best practices

o Examples of design patterns cross-industry
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Workshop Deliverables

Participants will receive a 60-page workbook that includes
over 200 design guidelines for the key self-service tasks that
really matter:

Registration
Sign In UK Worshop
Forgot Password How to Design Exceptional
Account Summ ary Digital Experiences
Start Service Participant Workbook
Outage Reporting |
View/Pay Bill
Auto Pay
Paperless Billing

VVVVVVYVYYVY

Over 300 slides with best-in-
class examples and hands-on s 1
exercises.
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Workshop Objectives

By the end of the workshop
you Will be a thought leader in
your organization who

promotes the importance and
value of the user experience.
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< Customer Experience (CX) testing is more than just
User Acceptance Testing (UAT), and it pays off!

Analysis from Bain & Company shows that companies that excel in customer experience
grow revenues 4%-8% above their market. The importance of brilliant customer

experience is obvious; however, many companies are held back by legacy debt as well
aS increaSing pressure On bUdgetS, Stafﬁng and training. CXNewtrok.com Delivering Brilliant Digital Experiences, 8/8/2019

Customer Experience Leaders Outperform The Market
11-Year Stock Performance of Customer Experience (CX) Leaders vs. Laggards (2007-2017)

200% - CX Leaders
183.8%

180% -

160% - S&P 500 Index
138.7%

140% -
120%
100% -

80% - CX Laggards
63.1%

Cumulative Total Return

40% -

20%

0%

© 2019 Watermark Consulting | www.watermarkconsult.net/cx-roi

Forbes.com Why Focus On Customer Experience?




< Consistency in design principles across platforms and
channels pays off! ..and as Chris said: “Frictionless experiences create digital loyalty.”

Our design mantra: IVRs must be clear and concise, with mutually-exclusive
and all-inclusive menus in a stable system,
whether speech is primary or offered as a modality choice.

Key Principles of Design

Design from the generic
to the specific, with critical options first,
then high-volume call types

in sequence.

Visibility
Make relevant
tasks visible

Clarity
Avoid utility-speak
& marketing jargon

Simplicity in Design

Efficiency

Clarity of menu wording is key!

Consistent navigation options
allow mental mapping.

Be careful your
error messages
don't insult your callers.

Feedback

Provide summary &
confirmation pages

Repetition
Provide multiple points
of entry

Consistency

Mutually-exclusive/ all-inclusive Srknise the amber of tape Use st fmpintns Consistent menu design
menus provide callers structure and
with efficient interfaces. navigation is a must!

IVR DoctoRrs ?‘S ~ 15



€ There are two key components to improving an IVR.

First, is an IVR Workshop, which comes in several flavors...

Where your “Y Yt
In-house team
is trained ... ‘»
e [ Deconstruct - Reconstruct ... in best-in-class menu and call flow
:y" ﬁ WOI'kShOp design criteria and on-going forensics.
MMAM NWV’W Move to Speech ... in a company’s attempt to
I WOI'kShOp incorporate speech into its IVR.
. mr{n Emerging Tech nologies ... on how emerging technologies may
- i CoE Workshop impact caller experience in your IVR.

ﬁﬁﬁﬁﬁﬁﬁﬁﬁﬁ
UUUUUUUU
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< There are two key components to improving an IVR.

The second is a highly diagnostic usability test.

An IVR

Usability
Test

“Wizard of Oz”

Usability Test

of menus and
call flows

Live System
“Buff the Diamond”
Usability Test for an

end-to-end review

IVR Docrtors §<>§
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€ There are two key components to improving an IVR.

Here’s where we can help you develop your high-performing IVR:

An IVR
Usability
Test

18



... and to answer a question we often get asked:
“When is the next IVR Doctors’ Master Class?”

Answer: An IVR Doctors’ Master Class
in designing and managing
high-performing IVRs

Host Utility:
GREYSTONE

POWER CORPORATION
Owned By The People We Serve

First week
of May
(Atlanta)

X

(785
Douglasvillegﬁ (? Atlanta

® O

“

ATL to GSP: 27 miles

IVR DoctoRrs ?‘S ~ 19



€ Before we get to your questions, don’t forget, when it’s all
said and done with any new technology...

“You've got to start with the customer experience and work
back toward the technology - not the other way around.”
SR -Steve Jobs

20



It’s time to take your pulse.

Next steps for us:

Email your copy of today’s
deck with info on discounts.

Q&A

Questions via chat




IVR Docrtors

ivrdoctors.com

IVR DocroRrs

is a collaboration of
Brandt Marketing Group, Inc.
and
Camack Consulting, Inc.

Automated Phone System Peter Brandt
Diagnostic and Optimization peter@ivrdoctors.com
Specialists 843.849.7856

Mark Camack
mark@ivrdoctors.com
503.449.5940

Joel Morgan

joel@ivrdoctors.com
503.475.3375


mailto:mark@ivrdoctors.com
mailto:peter@ivrdoctors.com

