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Emotions are the hidden han
that guides nearly al
human behavior and choices.

90% of the decisions we make are

based on emmotion.

‘% Nobel Prize-winning psychologist
“¢ Daniel Kahneman
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20% of feedback is
with insights

that surface easily

uwnstructy

vith insights that
are buried
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There is the concern that
Generative Al systems can

generate hallucinationsh

This is when an Al system
produces [EINKe IS EkTellgle

information presented as fact}

EHarvard
Business
Review
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% AlStoryAssist™ @

Overview

O

Canvs Al Story Assist™
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Gapvs A Sty Assist”
Y%J:nmlmﬁmtgﬂm co-pilot

« Operating at scale now across major research

St? Giteatisightful, and completely
tra WERS CENER) o

ANSWERS GENERATED IN
Al STORY ASSIST BY
CANVS Al CUSTOMERS (CULM)

61% of
customers now
use regularly

Q12023 Q22023 Q32023 Q42023
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Fossil Group: Global Lifestyle Fashion Accessory Brand with Diverse Portfolio

e SKAGEN
MICHELE

EMPORIOS®#ARMANI DIESEL DKNY A ’X
S
MICHAEL KORS kate spade TORY @) BURCH
NEW YORK
<+ WATCH
Zodiac STATION
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Analytics Group partners with various Business Domains to deliver Customer
Centric Measures

Competitive
Landscape

@ CUSTOMER GET-TO-KNOW

CUSTOMER VALUE

PROPOSITION
CUSTOMER
JOURNEY

CUSTOMER
ENGAGEMENT

@ CUSTOMER LIFETIME VALUE

Product
Development

ANALYTICS
Marketing INSIGHTS




Voice of the Customer is infused throughout the customer journey

Post Purchase
Active Evaluation Feedback on mteract.lons with
customer service
« Marketing copy testing - Post-purchase survey
» Creative testing - Customer reviews
%%
Search & Discovery Purchase
Product development - Live on site

Website / UX testing feedback

FOSSIL
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Al for Insights “Jobs to be Done” at Fossil Group

Elevate our Insights Team
(Everyone able to draw similar insights)

Surface Compelling Stories
(we couldn’t get otherwise)

\ | v

FOSSIL 15
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Key Selection Criteria for a Qualitative Insight Tool
Leveraging Canvs Al Story Assist

0 Time Saving

@ Customize Tool == CanVSZA‘

@ Al Story Assist™
% o0

© Actionable Insights




Product Development Open Ends - The traditional way
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Business Questions to be
Answered with Canvs Al

1) What did consumers love about
this watch?

2) What design elements could be
changed to improve the watch?

3) Which design elements
consistently makes a winning piece?




Al Question: What did consumers love about this watch?

ﬁ Al Story Assist™ @ = A 2 1 K
]

Ask a question... = [_ET

Verbatims Analyzed

What did consumers love about this watch?

What did they love?

* Design and Style
 Color and Detail
 Brand and Quality
* Functionality and
Readability

e Comfort and Material
D :

FOSSIL
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Al Question: What designh elements could be changed to improve the watch?

& Al Story Assist™ @ = a 2 4 K
L

Ask a question... > | @

Verbatims Analyzed

What design elements could be changed to improve the product?

What design elements?

« Watch Face
« Watch Band
 Color & Contrast
| * Simplicity vs.
Embellishments
 Size & Bulkiness

D :

FOSSIL 19
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Case Example: Customer Care CSAT

Agent Experience: How was your customer service experience with our team member(s)?

Top 5 Topics mentioned related to Customer Service Staff g

"So what?”

6 0 0/ Unsatisfied Customer Feedback Satisfied Customer Feedback
0 Problems with order Helpful
CSAT
Head of Customer Care
Unsuccessful phone calls Friendly
No or delayed answer to Professional
question / concern . .
Issues with replacement Polite

FOSSIL 20

GROUP




Qualitative Research Analysis - highly subjective, high impact output driven

by researcher’s expertise
Same qualitative data | Varied level of experience

Analysis Output 2
Executed by Senior Researcher

Analysis Output 1
Executed by Junior Researcher

Agent Experience: How was your customer service experience with our team member(s)?

Unsatisfied Customer Feedback - 20%
Things to Fix

60% Trouble with Order

Satisfied Customer Feedback — 60%

Agent Experience: How was your customer service experience with our team member(s)? Top 5 Praises

Helpful

Top 5 Topics mentioned related to Customer Service Staff “'
- unable to place order
Fast CSAT - unexpected order cancellation
o) Unsatisfied Customer Feedback Satisfied Customer Feedback Friendly - delay in shipping
6 O / Professional i .
o Problems with order Helpful Polite Lack of Communication

CSAT Nearly 1 in 2 people described their - long wait time for contact

FOSSIL

GROUP

Satisfied Customer Feedback

Not helpful Fast b i !
experience with customer experience Repairs & Replacements
Unsuccessful phone calls Friendly representative as joyful 0 updates or follow ups
No or delayed answer to i
quesi’icn/concern . . Professional - problem not resolved
Issues with replacement Polite

Unsatisfied Customer Feedback

ble with Order

Helpful
“Extremely helpful and answered everything | asked.”

“I needed to return an item. The team helped me through it step
by step”

“He helped me find what | needed and helped me save money on
shipping.”

“I ordered an item and even after a month its not been delivered.”

“You canceled my orders without explanation.”

“I've been trying to order a watch for two days and keep get the
same red writing telling me that your to busy and try again later??”

Fast
“Very prompt and helpful.”
“Quick to provide resolution.”

“Customer support was quick to response.”

Trouble with Delivery

“I really wanted the wallet | ordered. Although it was waiting for
the carrier, it never arrived. | guess lost in the mail is hard to figure
out and after over 2 weeks later | am getting a refund.”

“My order was delivered to the wrong address | did my due
diligence and looked for the package in neighbors yard and it was
not there | was told that | needed to wait 3 days as If it was lost in
transit and not delivered to the wrong house. "

Lack of Communication

“Did not receive a message regarding progress for this request
yet”

“Promised a call back and never received still having issues.”

ive was good but the problem was he didnt tell Me
how long does the shipping take before the purchase was
completed. Now it takes 4 weeks and i am traveling in two weeks
so the product i get is waste.”

Friendly

“Representative was very friendly.”

“The help | received after | was sent the wrong item was fast,
friendly, professional and helpful "

& )

“Sent in watch to be repaired, watch got lost, agents couldn't help
find it. Once it was found no one can tell me how long it will take
1o be sent back.”

“1 am still awaiting resolution to this problem. | returned an item
but the replacement has not arrived.....in fact has not been sent.
So | am not satisfied..”

p ve Not Helpful

“I had to call several times because the first customer service rep |
‘worked with was not helpful and did not follow through as they
said. And | was told that | would be credited for the shipping costs
of mailing my defective purse back.”

“The store that | bought my watch (Tannersville, PA) was very
unhelpful when they just wrote me off to call customer service.
Customer service was not helpful in that | bought a defective
watch, and the warranty repairs cost more money.”




Using Al to make EVERYONE an overachiever

Before Canvs Al With Canvs Al

« Same qualitative data Same qualitative data
* Three people Three people
» Three sets of insights

DATA

ACUMEN
SKILLSET
SKILLSET
SELF BIAS BUSINESS ACUMEN
COMPETENCE

COMPETENCE

RIGHT-BRAIN VS. RIGHT-BRAIN VS.
SENIORITY LEFT-BRAIN LEFT-BRAIN

SENIORITY

FOSSIL
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What are the wins for customer service?
Canvs Al Story Assist™ Output 1
Executed by Junior Researcher
Different Prompt, Consensus on the Insights

W AlStory Assist™ @

Ask a question. >

I What are the wins for customer service?

- Promptness and Efficiency: Many customers appreciated the quick and efficient service they received, with phrases
like "Very prompt and helpful," "Fast prompt helpful," "Quick to provide resolution," and "Agent was very quick and
efficient.”

- Problem Resolution: Several responses highlighted the ability of customer service to resolve issues effectively, such as
"Resolved my issue quickly," "Fixed issue," "Solved issue with no fuss," and "My problem was resolved."

- Helpfulness and Knowledge: Customers noted the helpfulness and knowledge of the customer service
representatives, with comments like "Professional, helpful service," "Helpful, informative, and super timely," and "Patient
knowledgeable and helpful."

- Follow-up and Communication: Positive experiences included follow-up calls and clear communication, as seen in i
"Helpful rep and followed up with return phone call" and "Kept in contact with emails regarding the promo code issue.
Appreciated!"

- Courtesy and Professionalism: The courteous and professional demeanor of the customer service team was a win, with
feedback like "The person was very cordial and helpful," "Friendly, fun took care of the problem" and "Very kind,
understanding and helpful."

Show less

D
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What do customers love?
Canvs Al Story Assist™ Output 2
Executed by Senior Researcher
Different Prompt, Consensus on the Insights

%3 AlStoryAssist™ @

Ask a question... > =

I What do customers love?

- Prompt and efficient service: Many responses highlight the speed and efficiency of the customer service, with
terms like "Very prompt and helpful," "Fast prompt helpful," "Quick to provide resolution," and "Quick & helpful."
- Problem resolution: Customers appreciate when their issues are resolved quickly, as seen in comments like
"Resolved my issue quickly," "Fixed issue," and "Solved issue with no fuss."

- Helpful and professional agents: Descriptions such as "Professional, helpful service," "The representatives
were very helpful," and "Helpful, informative, and super timely" indicate that customers value the helpfulness
and professionalism of the service agents.

- Friendly and understanding service: Customers also love the friendly and empathetic approach of the
customer service team, as mentioned in "Friendly, fun took care of the problem," "she was very understanding
and helpful," and "Very kind, understanding and helpful."

- Follow-up and thoroughness: Some customers noted the thoroughness and follow-up of the service, for
example, "Helpful rep and followed up with return phone call," and "Stayed with us to help find a solution."

- Knowledgeable staff: Customers appreciate when the staff is knowledgeable and can provide the necessary
information or assistance, as seen in "Patient knowledgeable and helpful" and "Knowledgeable and
professional."

- Personalized attention: There is a positive response to personalized service, such as "My concern was solved
Thanks to Ashley!" indicating that customers value being recognized and attended to individually.

These insights can be used to reinforce the strengths of the customer service team and ensure that these
positive experiences are consistently delivered.
Show less
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throughout the customer journey in a faster and efficient manner
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Outcomes: Creating more actionable, empathetic insights 4
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