
©2016 Aspect Software, Inc. All rights reserved

2017 Aspect Consumer Experience Survey

A national study of 1,000 American consumers to 

investigate the attitudes, preferences and behaviors 

regarding customer touchpoints and engagement within 

the specific context of self-service, customized or 

personalized service and the hot topics of messaging, 

virtual assistants and chatbots.

Similar surveys asking some of the same questions in the 

same period were conducted by Aspect in Germany, 

Spain and in the U.K. 
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SURVEYMETHODOLOGY

ÅA custom-crafted online study with a minimum aggregate sample size of 

1,000 Americans, aged 18-65, regionally representative and divided by 

gender as per most recent census projections (with ~25% oversampling 

of those aged 18-34)

ÅSurvey fielded online to match the behavior and expectations of this 

population

ÅSample screened to not be non-users, of Customer Engagement 

Experience (CEM) in past year

ÅConfidence interval of +/ - 3.1, 19 times out of 20

ÅSurvey content designed in collaboration by Conversion 

Research and Aspect Software
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CONTACT WITH CUSTOMER SERVICE IN DECLINE

71%

2015 2016 2017

66% 64%

Have you contacted customer service (by phone, online, live chat, text, etc.) for ANY
reason in the past month?

With the rise in self-service applications, 

it may be that what companies view as 

self-service customer service, consumers 

view as part of the product; part of the 

experience. 

Consumers may be re-defining òcustomer 

serviceó as only the moments when the 

self-service process breaks down and 

they have to engage a live person in 

some way or form. Self-management of a 

product or service may becoming part of 

that product of service itself.

Contact with customer service has DECLINED

by 7% in the last two years. 
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49%

POOR CUSTOMER SERVICE IS KILLING BUSINESS

54%

Percent of customers who stopped 

doing business in 2017:

All

53% 61%

Millennials

The number of people who have 

stopped doing business with a 

company because of bad 

customer service increased in 

2017 by 5 points. The number of 

Millennials increased by 8 points.

42%

Germany

50%

Spain

36%

U.K.

54%

U.S.

2016 2017

TheU.K. sawthe lowestchurn
of thecountriessurveyed:
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TRANSITION SLIDE

GREEN

CUSTOMER CHURN BY INDUSTRY

Cable Retail Financial Online 
Retail

Telecom/
Wireless

Big Box 

Electronics
Travel

31% 27%

21%

Contact with customer service via 

talking to a live agent has also 

DECLINED10 points in the past 

2 years. 

Cable saw the greatest number of 

customers leaving, retail (online and 

instore) saw a 19 point decrease in 

customer churn.

21% 20% 16% 15%
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PRIMARY CAUSES OF CONSUMER FRUSTRATION

12%   

10%  

27% Lack of effectiveness

Lack of speed

Lack of accuracy

The inability to complete a task or answer a 

question in a satisfactory manner is the top 

source of consumer frustration.

Å German consumers much more likely (19%) to 

get frustrated due to resolution speed than 

those in the U.K. (12%), U.S. (12%) and Spain 

(10%).

Å Spanish consumers more frustrated due to lack 

of effectiveness (33%) than others.

Å Consumers also said effectiveness is also the 

most important component (36%) of a good 

customer service experience.

From your experience, what has been the ONE most common cause of
your customer service frustration?
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EFFECTIVENESS IS ALL THAT MATTERS

The number of consumers who don't care if 

their online purchase or customer service is 

performed by an chatbot or a live service 

agent as long it is handled quickly and 

accurately. 

58%

47%

33%

Millennials

Gen X

Boomers

45%

Millennialized:

52% of people with children at home likely to 

agree vs. 39% of people without children at home 

41% Gen Z
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Based on what you think a typical customer 

service experience is like, would you rather 

clean a toilet or contact customer service viaê

THE TOILET INDEX

IVR SOCIAL HOME 
INTELLIGENT 
ASSISTANT*

CHATBOT ON 
MOBILE

MESSAGING 
APP

TEXT EMAIL VOICE IN PERSON

39% 35% 35% 32% 27% 18% 14% 13% 11%

What method of contacting 

customer service is the least 

appealing to consumers? 

Dialing into an interactive 

voice response system is 

clearly the most ineffective 

means to issue resolution.

*Home-based intelligent assistant such as Amazon Echo or Google Home
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TRANSITION SLIDE

GREEN

51%

2015 2016 2017

45%
41%

Based on the way you normally prefer to communicate, which method would you choose if
you could only pick ONE way to interact with customer service?

Even with frustrations on emerging 

channels, contact with customer 

service via talking to a live agent has 

DECLINED10% in the past 2 years. 

Å Millennials have decreased contact via voice 

15 points (29% in 2017) since 2015

Å 59% of consumers prefer customer service 

that doesnõt involve talking

Use of Voice in 

Customer Service

52%

Germany

69%

Spain

29%

U.K.

41%

U.S.

NON-VOICE NOW BECOMING METHOD OF CHOICE

Spainthe mostinterestedin usingvoice:
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67%

CX IMPROVING ON EMERGING CHANNELS

77%

Text-based intelligent 
assistant

Consumers found their experiences contacting customer service on emerging channels to be 

incrementally better than 2016. Text-based chatbots, with a 10 point increase from the year 

before, saw the greatest experience improvement.

2016 2017

72% 78%

Livechat

2016 2017

67% 72%

MessagingApp

2016 2017

66% 67%

Home-based virtual 
assistant like Amazon Echo

2016 2017

How would you overall rate your overall experience withé
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CUSTOMERS WANT THEIR CHANNEL OF CHOICE

In the 2016 Aspect Customer Experience Index, 67% of consumers said a personalized 

customer service experience was more important than the speed of service.

29%

Germany

36%

Spain

36%

U.K.

48%

U.S.

48 %

The 2017 Index found that 48% of 

consumers feel the ability to interact in the 

method/manner of their choice is the most 

important facet of a personalized customer 

experience. 3X more than knowing their 

name/history.

Percent of consumers who feel anticipating 

needs is the most important part of a 

personalized experience:

35%

Germany

28%

Spain

19%

U.K.

27%

U.S.

Percent of consumers who feel interaction on 

their method of choice is the most important 

part of a personalized experience:
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TRANSITION SLIDE

GREEN

AUTOMATED INTERACTION BY THE NUMBERS

The percent of consumers who say 

they interact with and intelligent 

assistant or chatbot at least once a 

week.

49%

66%

Millennial All

The percent of consumers who are 

comfortable with non -human 

interaction to answer questions or 

resolve issues.

39%

64%

Millennial All

The percent of consumers who 

would like to see ALL customer 

service done through intelligent 

assistants or chatbots.

33%

52%

Millennial All


