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“In the digital age, every point of engagement with a customer – from a service call to a 

marketing email –  serves as a ‘Moment of Truth’ for broadband and telco providers where 

the customer relationship is put to the test over and over again. Are service providers 

measuring up with a uniquely differentiated experience?”  

November 2015 
 

US Survey Results from Broadband/Telco Providers and 

Customers on the State of Customer Experience 
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Overall Takeaways 

1 
Disconnect between providers and customers – Broadband/telco providers generally feel they 

are providing better customer service than what customers are experiencing. As a result, more 

customers may be at risk than providers may realize. 

2 
Need to be understood as individuals – Broadband/telco consumers have a want and need to be 

understood as individuals, but this need is not always being met. 

3 
Threat of disruptors – Broadband/telco decision makers are underestimating new, innovative 

providers that are gaining the attention of consumers.  
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• Au revoir! – 38% of broadband customers surveyed said that it was quite likely that they would switch providers in the next 12 months. 

However, the broadband decision makers expected on average just 17% churn rate.  
 

• Ignoring disruptors? – 52% of broadband consumers are considering switching to a new, innovative provider. Yet, traditional 

broadband/telco decision makers are not threatened by these upstarts as 72% said they are only a little worried or not yet worried at all 

about these new brands.   
 

• Lack of understanding – 64% of broadband/telco decision makers felt that they know their customers extremely well, but less than a 

quarter of consumers agreed. Furthermore, 1 in 5 felt that their provider doesn’t know them at all. 
 

• Need for speed – Customers want a fast response time but just 27% feel that their broadband provider respondents quickly to them 

every time. However, providers feel they are much faster, with the majority saying that they respond quickly every time. 
 

• Invest in the right communication channels – For broadband customers, phone and face-to-face interactions delivered the best 

service. However, the majority of broadband/telco decision makers surveyed think that moving more interactions to online chat would 

provide an improved customer experience. 
 

• Stuck on the basics – The vast majority pf broadband/telco decision makers say that their customer service initiatives are primarily 

focused on getting the basics right, even while customers demand more personalized services.  

Key Data Points 
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Methodology 

CONSUMER SURVEY 

1001 consumers with a 

broadband account were 

interviewed 

B2B SURVEY 

50 business decision makers 

(BDMs) were interviewed in the 

broadband/telco sector 

*This survey was conducted by Redshift Research www.redshiftresearch.co.uk 
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• Throughout the deck the consumer results are depicted in green 
 

• The broadband business decision maker results are depicted in orange 
 

• The questions can be found in a  dark blue bar  toward the top of the slides. 
 

• Business Decision Makers will be referred to as ‘BDMs’ on all applicable slides.  

Notes on Reading the Slides 

Consumer 

results 

Broadband 

results 
Questions 
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THE 
FULL 
RESULTS 
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Best Level of Customer Service 

46% 

42% 

38% 

24% 

16% 
14% 13% 

11% 10% 10% 10% 
7% 7% 

3% 

Hotels and restaurants take the top spots for the best level of customer service as rated by consumers. Banks fare 

well with 38% of consumers saying they are in their top three for customer service. However, broadband and telco 

providers are not seen as standing out in terms of customer service with just 10% selecting them in their top three. 

Q. Generally speaking which of the following sectors do you think offers the best level of customer service? (Please select your top three) 
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What Matters Most for Customer Service? 

CONSUMERS BROADBAND/TELCO BDMS 

1st 

2nd 

3rd 

Listening to and understanding my 

needs (40%) 

A representative with a courteous, 

patient and/or friendly attitude (38%) 

Responding to inquiries in a 

timely/responsive fashion (32%) 

1st 

2nd 

3rd 

Providing multiple ways for customers to contact us 

which are suitable for their needs (26%) and useful 

proactive product or service recommendations (26%) 

A representative with a courteous, patient and/or 

friendly attitude (22%) and showing that customer 

needs are important to the company (22%) 

A quick path to assistance (20%) 

*Respondents were asked to select their top three from a range of options. Full results can be found in the Appendix section. 

A representative with a courteous, patient and/or friendly attitude appear in the top three for broadband/telco 

providers and their customers. However, customers feel listening and understanding their needs is the most  

important service attribute from a provider. 

Q. When it comes to customer service, which of the following matter most to you? (Consumer) 

Q. When it comes to customer service, which of the following is most important to provide to your customers? (B2B) 
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Customer Service as a Differentiator 

4% 

10% 

42% 

44% 

No, it’s not a differentiator 

Yes, it’s a differentiator but it’s no more important 
than other business metrics 

Yes, it’s an important differentiator 

Yes, it’s a critical differentiator 

Customer service is clearly seen as a differentiator for brands – 44% of broadband/telco BDMs feel that 

customer service is a critical differentiator, while a further 42% feel it is an important differentiator. 

Q. Do you think that customer experience is a differentiator for your brand? 
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Effect of a Positive Customer Experience on the Brand 

2% 

2% 

4% 

14% 

30% 

48% 

Positive customer experience has no impact on the brand

I don’t know what impact positive customer experience has on the 
brand 

Positive customer experience has less impact on the brand than
most other activities

Positive customer experience has about the same impact on the
brand as most other activities

Positive customer experience has more impact on the brand than
most other activities

Positive customer experience has a greater impact on the brand
than anything else we do

Broadband and telco BDMs feel that positive customer experience has a huge impact on their brand – for 48% it 

has a greater impact than anything else they do and for a further 30% it has more impact than most other activities. 

This alone would be enough of an argument to indicate that customer experience is one of the most important 

aspects of their business. 

Q. To what extent do you think customer service has an impact on your brand? 
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Quality of Customer Service 

59% 

41% 

Yes No

26% 

34% 

22% 

10% 
7% 

1% 

52% 

40% 

6% 
2% 

0% 0% 

Very good Good Average Poor Very poor I don’t 
know/can’t 
remember 

Quality 

Consumer

Telco

Just over half of respondents had interacted with their broadband provider’s customer service team in the last 12 months. Of these, 

just 26% felt that they provided very good quality service. This is significantly lower than the broadband providers themselves, of 

which 52% felt they provided very good service and 40% felt they provided good quality customer service.   

Q. Have you interacted with your broadband provider’s customer service team at any point over the last 12 months? (Consumer)   

Q. How would you rate the quality of customer service currently provided by your broadband provider? (Consumer)   

Q. How would you rate the quality of customer service your organization currently provides? (B2B) 
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Methods of Interaction 

77% 

32% 31% 30% 

6% 
0% 

Telephone Face-to-face
interaction

Online chat Email Social media Other

Methods used 

52% 

20% 

12% 10% 
5% 

1% 1% 

Telephone Face-to-face
interaction

Online chat Email All equally
good

Social media Other

Offered best service 

The vast majority of customers use the phone to interact with their broadband provider, although a third have 

chosen face-to-face interaction. Telephone is seen as offering the best service for over half of respondents. 

Q. Which of the following methods have you used to speak to your broadband provider? (Please select all that apply) 

Q. Which of the following methods do you feel have offered you the best service when dealing with a broadband provider? (Select one) 
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Level of Interaction 

13% 

27% 

41% 

18% 

I require only a minimal amount of contact from my broadband
provider

I’d like my broadband provider to interact with me only when I 
contact them 

I like a moderate amount of contact when needed, and for the
service provider to understand my needs

I'd like lots of proactive interaction from my service provider with
a personalized service.

A moderate amount of contact (41%) or reciprocal contact (27%) are most desired levels of 

interaction by customers. 

Q. How much interaction do you want from your broadband provider? 
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Reaction to Poor Customer Service 

Just 38% say their first reaction to poor service is to complain directly to their broadband provider. 1 in 4 

respondents would start looking for a better provider while 15% are just resigned to this just being how it is. 

Q. What’s your first reaction when you receive poor customer service from your broadband provider? Select one 

3% 

7% 

14% 

15% 

24% 

38% 

I reach out to the local consumer advocacy association to report the
behaviour

I complain on social media like Twitter

I tell my friends, colleagues and anybody who will listen

Nothing - I’m resigned to this being how it is 

I start looking for a better broadband provider

I complain to my broadband provider directly
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Customer Service as a Factor when Switching 
Broadband Providers 

Although customer service issues are not the most likely cause of moving providers when compared to other factors such as price and faster 

internet, it is clear that it plays a significant role. Thirty-one percent of consumers say customer service is the top factor when considering switching 

providers, and a further 47% say it is an important factor. Broadband/telcos seem to understand the importance of customer service with 34% 

feeling that it is the primary reason customers terminate their relationships with them. 

Q. How big a factor is customer service when considering switching broadband providers? (Consumer)   

Q. Which of these would be most likely to cause you to move your broadband contract to a different provider? Select one.   

Q. How often is customer service a primary reason that customers end their relationship with your organization? (B2B) 

3% 

19% 

47% 

31% 

Customer service is not
important when considering

switching broadband provider

Customer service is a
consideration but not an

overriding factor when
considering switching

broadband provider

Customer service is an
important factor when
considering switching

broadband provider

Customer service is the top
factor when considering

switching broadband provider

Consumer 

2% 

4% 

6% 

6% 

7% 

8% 

15% 

52% 

Other

The offer of increased
security

The offer of bundling other
services (cable, phone, etc)

The promise of getting better
customer service elsewhere

The offer of more innovative
services

The offer of faster internet
speeds

Better pricing and packaging
options

Consumer 

34% 

26% 

20% 

20% 

0% 

Always

Very often

Often

Not very often

Never

Broadband/Telco BDMs 
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To Switch or Not to Switch? 

More than a third of consumers said they would be likely to switch broadband providers in the next 12 months. This 

is a much higher rate than what the providers themselves forecast for churn rates (see next slide). 

Q. How likely are you to switch broadband providers in the next 12 months? 

15% 

23% 

26% 

21% 

14% 

Very likely It’s quite likely Unlikely Not likely at all Haven’t really thought about it 

38% 
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Switch Rate in the Next 12 Months 

Sixty-two percent of BDMs surveyed in the broadband and telco sector felt they would have between 0-17% of their 

customers switch from them to another service provider in the next 12 months. 

Q. What percentage of your customers do you think will switch from your service to another provider in the next 12 months? 

0% 

6% 

4% 

20% 

16% 16% 

2% 

8% 

6% 6% 

2% 

8% 

6% 

None 1%-3% 4% - 7% 8% - 10% 11% - 13% 14% - 17% 18% - 20% 21% - 23% 24% - 27% 28% - 30% 31%- 40% 41% - 50% 51% or more

62% 
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Understanding the Customer as an Individual 

There seems to be little understanding between customers and broadband/telecom providers – just 24% of 

customers say their provider knows and understands them extremely well, compared to 64% of broadband/telco 

BDMs. This glaring disconnect between the two demonstrates a true lack of understanding. 

Q. Do you feel that your broadband provider understands you as an individual? (Consumer) 

Q. How well do you feel that you understand your customers as individuals? (B2B) 

20% 

21% 

35% 

24% 

My supplier does not understand me
as an individual at all

I would expect my broadband provider
to know and understand me as an

individual customer better

My service provider knows and
understands me to some extent

Yes - they know and understand me
extremely well

Consumer 

0% 

6% 

30% 

64% 

We do not know or understand our
customers as individuals at all

We need to work harder at knowing
and understanding our customers as

individuals

We know and understand our
customers to some extent

We know and understand our
customers and their individual needs

extremely well

Broadband/Telecom BDMs 
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Speed of Response 

Just over a quarter of customers say their provider responds quickly to them every time. Furthermore, BDMs seem 

to be overly optimistic in their view of how quickly they respond. 

Q. How quickly does your broadband provider respond to you when you need service? (Consumer)   

Q. How quickly do you respond to your customers when they require your service? (B2B)   

Q. Do you have key performance indicators in place that you use to measure how quickly you respond to customers? (B2B) If yes, how often do you meet your 

targets? 

3% 

8% 

24% 

37% 

27% 

My broadband provider never
responds in a timely manner

My broadband provider rarely
responds to me in a timely manner

My broadband provider responds
to me quickly some of the time

My broadband provider responds
to me quickly most of the time

My broadband provider responds
to me quickly every time

Consumer 

0% 

0% 

8% 

38% 

54% 

We never respond in a
timely manner

We rarely respond in a
timely manner

We respond quickly
some of the time

We respond quickly most
of the time

We  respond quickly
every time

Broadband/Telecom BDMs 

88% 

12% 

KPI? 

Yes No

0% 

2% 

9% 

39% 

50% 

We rarely meet our targets

We occasionally meet our targets

We often meet our targets

We always exceed our targets

We always meet our targets

Broadband/Telecom 
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Effectiveness of Response 

Slightly more than a quarter (28%) of consumers say their broadband supplier provides effective service all of the 

time. Although a further 38% say they are provided with effective service most of the time, this still leaves 34% 

without effective service much of the time, which is a significant proportion of broadband customers. 

Q. How effectively does your broadband provider respond to you when you need service? 

28% 

38% 

25% 

7% 

3% 

My broadband provider provides
effective service all of the time

My broadband provider provides
effective service most of the time

My broadband provider provides
effective service some of the time

My broadband provider rarely
provides effective service

My broadband provider never
provides effective service
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Areas of Excellence 

Almost a fifth of consumers (19%) feel their broadband provider excels at responding to inquires in a timely fashion, and another 22% 

feel they provide a representative with a courteous attitude. Broadband/telecom BDMs felt they were best at providing multiple ways for 

customers to contact them which are suitable for their needs (32%), although this differs from the 20% of customers selecting this in 

their top three. 

Q. Which of the following aspects of customer services do you think your broadband provider currently excels in?  Please select your top three (Consumer) 

Q. Which of the following does your organization excel at in regards to customer service? (B2B) 

17% 

17% 

19% 

20% 

22% 

Listens to and understands my needs

Offers a quick path to assistance

Responds to inquiries in a
timely/responsive fashion

Offers multiple ways to contact which are
suitable for my needs

Provides a representative with a
courteous, patient and/or friendly attitude

Consumer 

10% 

20% 

20% 

24% 

32% 

Responding to inquiries in a
timely/responsive fashion

A quick path to assistance

Listening to and understanding
customer needs

A representative with a courteous,
patient and/or friendly attitude

Providing multiple ways for customers
to contact us which are suitable for their

needs

Broadband/Telecom BDMs 

*Respondents were asked to select their top three from a range of options. Please see Appendix for full results. 
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Problem Areas 

The top four problem areas differ completely between consumers and broadband/telco BDMs. For consumers, there are gripes with the 

difficulty of getting a quick path to assistance, slow response times and failure to listen to or understand their needs, along with 

demonstrating such needs are important to the company. With BDMs in the broadband and telco sector, they feel that they fall short in 

going beyond minimum service requirements and providing consistent service across channels. 

Q. What annoys you most about the customer service you receive from your broadband provider? (Consumer) 

Q. What, do you think, are the main problems (if any) with the standard of customer service your organization is able to provide customers at present? (B2B) 

*Respondents were asked to select their top three from a range of options. Please see Appendix for full results. 

14% 

14% 

15% 

18% 

Fails to listen to or understand my needs

Fails to demonstrate that my needs are
important to the company

Provides slow response to inquiries

Makes it difficult to get a quick path to
assistance

Consumer 

22% 

24% 

24% 

28% 

Provides representatives that don’t 
understand their products or services  

Delivers generic service that doesn’t 
take customers recent history and 

activities into account 

Delivers just the minimum amount of
service and no more

Delivers varied and inconsistent service
across different channel (phone, web

chat, etc.)

Broadband/Telecom BDMs 
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Content Consumption 

Cost is the key factor for a third of respondents when choosing to consume content from their broadband provider or from a separate 

on-demand streaming service provider. 

Q. Would you rather consume content (i.e. movies, TV programmes etc.) from your broadband provider, or from an independent on-demand or streaming 

service like Netflix or Amazon on demand? (Select one only) 

33% 

30% 

23% 

10% 

4% 

It would depend on cost I’d prefer to use 
independent streaming or 
on-demand services for 

content, and make sure I’m 
only paying for what I want 

If possible I’d only use one 
provider - I like to 

consolidate  

I have no preference It would depend on how
good my relationship is with

my broadband provider
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Single vs. Multiple Content Providers 

The vast majority are comfortable using multiple services to consume content rather than using just one provider for everything. 

Q. How comfortable are you with the idea of using one supplier for your broadband and other different supplier(s) to provide content - i.e. using a mix of different 

providers rather than just one provider for everything? 

32% 

37% 

21% 

5% 

2% 
4% 

Very comfortable Reasonably comfortable Neither comfortable nor
uncomfortable

Reasonably
uncomfortable

Very uncomfortable Not applicable - I would
never use multiple

providers for content and
broadband
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Threat of Disruption 

A third of broadband/telco BDMs are not at all worried about newer, disruptive brands entering their industry and offering a better 

customer experience. 

Q. Are you worried about newer, disruptive brands entering your industry and offering a better customer experience? 

10% 

16% 

40% 

32% 

2% 

Extremely worried Worried A little worried Not at all worried I don’t know 
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Looking to the Future 

Broadband/telco BDMs may be underestimating the threat of new digital services in the future. Fifty-six percent felt that traditional 

providers will be their biggest competitors for customers, despite only 29% of consumers saying they would favour traditional providers 

and 52% saying they would consider newer innovative services. 

Q. In the future, do you think you will continue to use a traditional broadband service provider or do you think you might switch to a newer, more innovative 

company?  (Consumer)   

Q. In the future, do you think your biggest competition for customers will come from traditional providers or newer digital services? (B2B) 

29% 

52% 

19% 

I would favor using
familiar traditional

broadband providers

I would consider new
innovative provider
options in the future

I don’t have a 
preference 

Consumer 

56% 

44% 

Broadband/Telecom 

Traditional providers will be our biggest competitor for customers

New digital services will be the biggest competitor for customers

*By ‘newer and more innovative,’ we mean companies which don’t have a traditional background in broadband e.g. on-demand/online streaming providers, search companies, utility providers, etc. 
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Improving Customer Experience Operations 

The results indicate providers are investing in a wide variety of technology areas to improve customer experience. Mobile is the top 

technology area of interest, with 62% of BDMs planning to invest in mobile in next 12-24 months. Just 6% say they are not planning to 

invest in technology for customer experience. 

Q. When you think about great customer experience, what technology areas are you most likely to focus your investment on to improve your operations in the 

next 12-24 months? 

6% 

32% 

38% 

44% 

48% 

50% 

54% 

60% 

60% 

62% 

None of the above we’re not investing in technology in this area 

Onboarding

Integration of back office with front office application

Co-browsing

CRM

Sales

Marketing

Social media

Analytics

Mobile
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Customer Experience Focus 

Over the past two years, the majority of BDMs say their customer experience has focused on getting the basics right. However, more 

than 60% also say they have focused on multichannel and tiered services for different customers. 

Q. Over the last two years, which of the following has your customer experience focus centred on? 

70% 

64% 

56% 

22% 

2% 

Getting the basics right and
ensuring customer happiness

Multi - Channel  - the ability to do
interact with customers across

multiple channels

Tiered service for different
customers

Omni - Channel - the ability to
consolidate multi-channel

communications and ensure that
they are integrated

None - we don’t see any point in 
implementing a transformation 

strategy 
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Responsible for Customer Experience Strategy 

Almost half of broadband and telco BDMs say the CEO is ultimately responsible for their company’s customer experience 

strategy. 

Q. Who in your organization is ultimately responsible for your customer experience strategy? 

46% 

20% 
18% 

2% 

6% 
8% 

CEO Chief Customer Services
Officer

CFO CMO CIO Other
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Benefits of Online vs. Telephone Customer Service 

Fifty-six percent of BDMs see cost reduction as one of the main benefits of having fewer customer service agents on the 

phone and shifting more to online. However, over half (54%) see it as being able to offer better overall customer 

experience. 

Q. What do you see as the main benefits of having fewer customer service agents handling queries via telephone and having more online agents instead? 

54% 
56% 

48% 

44% 

26% 

4% 

Better overall customer
experience

Reduced costs More timely responses to
customer queries

Allows us to triage the
most pressing queries and

resolve them faster

Increased engagement
from customers

None of these
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Budget Savings 

On average, BDMs feel they could save 32% of their customer service budgets by moving the majority of their interactions 

with customers online, which is a significant proportion and could demonstrate massive cost savings. 

Q. What percentage of your customer service budget do you think you might be able to save by moving the majority of your interactions with customers online? 

2% 

4% 

36% 

26% 

22% 

10% 

0-5%

6-10%

11-25%

26-50%

51-75%

76-100%

Mean % = 39% 
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Would You Rather… 

Thirteen percent of respondents would rather be faced with an unexpected four hour travel delay while on holiday than 

speak to their broadband provider’s customer service team, whereas 21% would rather clean the toilet. 

Q. Which of the following would you rather do than speak to your broadband provider’s customer service team? (Please select all that apply) 

55% 

21% 
18% 

13% 13% 13% 

None of these - I don’t 
mind speaking to my telco 

customer service team 

Clean the toilet File my annual tax return Be faced with an
unexpected four-hour
travel delay while on

holiday

Get stuck in a lift/elevator Sit in a traffic jam on a
sunny day
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CONSUMER 
DEMOGRAPHICS 
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Age, Gender, and Children 

62% 

38% 

Do you have children? 

Yes No

45% 

55% 

Gender 

Male Female

6% 

31% 

25% 

18% 

13% 

7% 

18-24 25-34 35-44 45-54 55-64 65+

Age 

Consumer Demographics 
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BDM 
DEMOGRAPHICS 
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Number of Employees 

6% 

10% 

6% 

14% 

38% 

26% 

1 to 50 51 to 100 101 to 250 251 to 500 501 to 1000 1001+

Business Decision Maker Demographics 

Number of employees 
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APPENDIX 
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What Matters Most for Customer Service?  
Broadband (full results) 

2% 

14% 

14% 

14% 

16% 

18% 

18% 

18% 

18% 

20% 

22% 

22% 

26% 

26% 

None of these

Responding to inquiries in a timely/responsive fashion

Clear communication of what service actions will be taken next

Service that goes beyond expectations

Consistent service regardless of channel (phone, web chat, etc.)

Personalized service that knows customer’s buying history and 
activities 

Listening to and understanding customer needs

Representatives exhibiting a solid understanding of their products or
services

Proactive follow up after the initial service inquiry

A quick path to assistance

A representative with a courteous, patient and/or friendly attitude

Showing that customer needs are important to the company

Providing multiple ways for customers to contact us which are suitable
for their needs

Useful proactive product or service recommendations

Broadband 

6% 

8% 

8% 

13% 

17% 

20% 

22% 

24% 

25% 

26% 

32% 

38% 

40% 

Useful proactive product or service recommendations

Proactive follow up after the initial service inquiry

Personalized service that knows my recent buying history and
activities

Multiple ways to contact which are suitable for my needs

Consistent service regardless of channel (phone, web chat, etc)

Showing that my needs are important to the company

Clear communication of what service actions will be taken next

Representatives exhibiting a solid understanding of their products
or services

A quick path to assistance

Service that goes beyond expectations

Responding to inquiries in a timely/responsive fashion

A representative with a courteous, patient and/or friendly attitude

Listening to and understanding my needs

Consumer 

Q. When it comes to customer service which of the following matter most to you? (Please select your top three) 

Q. When it comes to customer service which of the following is most important to provide to your customers? (B2B) 
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Areas of Excellence 
Broadband (full results) 

9% 

9% 

10% 

11% 

11% 

14% 

14% 

15% 

17% 

17% 

19% 

20% 

20% 

22% 

Provides proactive follow up after the initial service inquiry

Delivers personalized service that knows my recent purchasing
history and activities

Shows that my needs are important to the company

Delivers service that goes beyond expectations

Offers useful proactive product or service recommendations

Clearly communicates what service actions will be taken next

Delivers consistent service regardless of channel (phone, web
chat, etc.)

Provides representatives that exhibit a solid understanding of their
products or services

Listens to and understands my needs

Offers a quick path to assistance

Responds to inquiries in a timely/responsive fashion

Offers multiple ways to contact which are suitable for my needs

None of these

Provides a representative with a courteous, patient and/or friendly
attitude

Consumer 

2% 

10% 

12% 

14% 

14% 

16% 

16% 

16% 

20% 

20% 

20% 

22% 

24% 

32% 

None of these

Responding to inquiries in a timely/responsive fashion

Proactive follow up after the initial service inquiry

Clear communication of what service actions will be taken
next

Showing that customer needs are important to the
company

Service that goes beyond expectations

Consistent service regardless of channel (phone, web
chat, etc.)

Useful proactive product or service recommendations

Listening to and understanding customer needs

A quick path to assistance

Representatives exhibiting a solid understanding of their
products or services

Personalized service that knows customer’s buying 
history and activities 

A representative with a courteous, patient and/or friendly
attitude

Providing multiple ways for customers to contact us which
are suitable for their needs

Broadband/Telecom 

Q. Which of the following aspects of customer services do you think your broadband provider currently excels in?  Please select your top three (Consumer) 

Q. Which of the following does your organization excel at in regards to customer service? (B2B) 
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Problem Areas 
Broadband (Full results) 

5% 

10% 

11% 

11% 

11% 

12% 

13% 

13% 

13% 

14% 

14% 

15% 

18% 

29% 

It doesn’t offer multiple ways to contact which are suitable for my 
needs 

Provides a representative with a unfriendly or rude attitude

Fails to follow up after the initial service inquiry

Delivers generic service that doesn’t take my recent purchasing history 
and activities into account 

Delivers varied and inconsistent service across different channel
(phone, web chat, etc.)

Poorly communicates what service actions will be taken next, if any

Delivers just the minimum amount of service and no more

Provides representatives that don’t understand their products or 
services  

Offers irrelevant product or service recommendations

Fails to listen to or understand my needs

Fails to demonstrate that my needs are important to the company

Provides slow response to inquiries

Makes it difficult to get a quick path to assistance

None of these

Consumer 

8% 

10% 

10% 

10% 

12% 

14% 

14% 

14% 

14% 

18% 

22% 

24% 

24% 

28% 

Offers irrelevant product or service recommendations

Makes it difficult to get a quick path to assistance

Not providing multiple ways for customers to contact us which are
suitable for their needs

None of these

Fails to listen to or understand customers needs

Provides slow response to inquiries

Fails to follow up after the initial service inquiry

Poorly communicates what service actions will be taken next, if
any

Fails to demonstrate that customers needs are important to the
company

Provides a representative with an unfriendly or rude attitude

Provides representatives that don’t understand their products or 
services  

Delivers generic service that doesn’t take customers recent 
history and activities into account 

Delivers just the minimum amount of service and no more

Delivers varied and inconsistent service across different channel
(phone, web chat, etc.)

Broadband/Telecom 

Q. What annoys you most about the customer service you receive from your broadband provider? (Consumer) 

Q. What, do you think, are the main problems (if any) with the standard of customer service your organization is able to provide customers at present? (B2B) 
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CONTACT 
Sean Audet 

Director, Corporate Communications 

sean.audet@pega.com 


