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Foreword

2020 is a year we will all remember — one filled with uncertainty
and change. And while a global pandemic tested the scientific
community in ways that few have seen before, it also served as
a catalyst for great change in consumer behavior. In the service
of reducing human contact but still staying in touch, those

who could shifted as many of their daily habits to contactless
ways of interacting. In many cases, this meant using websites,
mobile apps, and digital platforms for the first time. Many
industry analysts observed that this great digital migration
would have taken five or more years had it not been for the

pandemic.

At Mobiquity, we found ourselves wondering how newfound
digital habits might impact consumer loyalty. Would consumers
switch banks, doctors, and/or insurance policies if they had

a bad digital experience? Would they visit a restaurant more
often if it made digital ordering easier? And how did these

new factors rank compared to the longstanding drivers of
satisfaction in each industry? These are the questions we

sought to answer for our clients in 2021.

Between January and June, we conducted four surveys among

over 5,000 consumers across ages, genders, and income

brackets in the US. We asked them about their behaviors,
both on-and offline, in banking, property and casualty (P&C)
insurance, healthcare, and restaurants & convenience stores.
In our surveys, we focused on understanding digital adoption,

consumer satisfaction, and drivers of loyalty and switching.
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Key findings

N——
1. Adoption 2. satisfaction
COVID-19 has led to an increase in consumer adoption of Satisfaction with digital tools is relatively consistent (around
digital tools across industries. Consumers indicate the highest 70% Top 2 Box Score) except for the convenience industry,
digital adoption in banking and the lowest in the P&C insurance where only 53% of users are satisfied with their experience.
industry. When it comes to feeling like digital tools fit with their While we see some differences between older and younger
lifestyle, younger demographics are consistently more likely to demographics when it comes to digital preferences,
agree that there is a natural fit—except in banking, where people interestingly, there is little difference between the satisfaction of
across age groups express this feeling consistently. older and younger consumers when looking at the use of digital

tools. One possible explanation is that while older consumers
e While website adoption was similar across age groups,

younger consumers were much more likely to have adopted
mobile app usage.

seem to be somewhat less likely to adopt digital tools, once a

tool is being used, customer experience and points of friction
are more universal.

e Face-to-face interactions were consistently preferred by the
majority of consumers over 56. For consumers 56 and under,

healthcare was the only area where their preference for face-
to-face reached a majority level (66%).
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3. Loyalty 4. Switching

Across industries, the majority of consumers expressed that Across industries and age groups, over 1/3 of consumers
websites and mobile apps were important drivers of loyalty. indicate that they are more likely to switch the companies/
Especially among those 56+, websites edged out mobile use providers that they work with than ever before (switching
(although loyalty was not explicitly explored in banking). In the was not explored explicitly in the areas of restaurants and
industries where consumers were less likely to explicitly indicate convenience stores).

digital tools as a driver of loyalty, the factors they listed—
customization, clear and proactive communication, and data
accuracy—are areas where digital will likely play a larger role in
the future, and can be influenced by digital tools.

e In banking and insurance, growth will come from those under
56. Those 56+ are the least likely to switch any accounts in
the next 12 months.

e While issues relating to cost and value are, unsurprisingly,
consistently ranked within the top three motivators of
switching, consumers also indicate that digital tools factor
heavily in decisions to switch in all industries except retail.

e The top retail concerns, however, are factors that can
be mitigated by digital tools, such as order accuracy,
management of wait times, and communications around
food safety and cleanliness.
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Recent

changes
In digital
adoption




COVID-19 has been the catalyst for significant uptake of
digital tools across multiple industries.

The change has been markedly smaller in insurance.

% reporting increased use of digital tools
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The increase in website usage among those aged
56+ was quite close to the increase among younger
respondents, except in retail.

The increase in mobile app use has been far sharper among those aged under 56 than among older respondents.

% reporting increased website use % reporting increased mobile app use
(in retail: restaurant/convenience store’s own app)
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A belief that digital fits their lifestyle is common across
age groups in banking.
Those aged under 56 are most open to digital ways of operating across all sectors.

% agreeing that digital fits their lifestyle
(This question was not explored for healthcare.)
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Face-to-face interactions are preferred in healthcare
by all ages, but in other areas, respondents are open to

other ways of interacting.

The gap between people under and over 56 is nharrowest in banking, and is the area where consumers
showed the lowest preference for in-person interactions.

% preferring face-to-face interactions
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current
satisfaction
levels




There is room for improvement in satisfaction with
digital tools in every industry.

Satisfaction with ordering from convenience store apps stands out as the biggest opportunity; only slightly more than half of
users express any level of satisfaction.

% very[somewhat satisfied

Checking
savings 4 Banking
Investment
Mortgage
Auto
Homeowners
Renters « nsurance
Toys
Business
Using a smart watch to monitor my health
Utilizing a patient portal to engage with my healthcare provider
Telemedicine appointments (talking to your doctor via video call)
Utilizing a mobile app to manage my health 4 Healthcare
Using smart devices, such as connected blood pressure cuff or scale, to manage my health
Using a mobile app to find the lowest price for a prescription
Delivery mobile app (DoorDash, GrubHub, UberEats etc)
Restaurant mobile app (McDonald’s, Taco Bell, Chili's, etc) < Retail
Coffee shop mobile app (Starbucks, Dunkin’, Coffee Bean and Tea Leaf etc)
Convenience store mobile app (Circle K, Casey’s, 7Eleven, etc)
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Although we see differences in adoption rates, satisfaction
rates do not vary much by age group once a consumer
begins using a digital tool.

% satisfied
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10% 68% for portal, § 70% for portal,

64% for app 59% for app

65% - 86%* 69% - 88%* 64% - 78%* 68% - 76%*
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*depending on account or store type . % satisfied, among all users aged 18-55

. % satisfied, among all users aged 56+
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Drivers
of loyalty




Across industries, consumers rate value and
personalization in their top three priorities for
assigning loyalty.

In insurance, consumers want to make sure that their policy is tailored to their needs and they are not paying for anything
unnecessary. In healthcare, good service means having enough time with a doctor or nurse to be sure that individual needs
are met. In a foodservice environment, value is centered around cleanliness, quality, and making sure the guest gets the meal
they’ve customized for themselves.

While consumers consider the factors that influence loyalty, industry leaders need to consider the vehicles that most efficiently
deliver these elements of value. In some cases, there’s no replacement for the human touch, but in many cases, digital means
can be a tool to supplement and reinforce the value consumers are seeking.

% who selected the element as important in their decision to stay with their current provider.
(Only the top three elements for each sector are shown. This question was not explored for banking.)

Insurance Healthcare Retail

Proactively offers me
the best value

Tailors my policy to
my actual needs so
that have all the

Makes it easy for me
to ask questions and
getresponses froma

physician or nurse

Spends as much time
with me as I need to

93%

Is clean

Maintains high

coverage | need and feel confidentin my quality food
I'm not paying for care plan
anything I don't need
Reviews medication
recommendations with
Clearly explains what me and updates me on Has high order
my policy does/does new options regularly 88% accuracy (you receive 95%
not cover (especially as new what you ordered)
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While not always in the top three priorities, consumers
place high importance on digital tools when
considering patronage.

Digital platforms are now critical in insurance and retail settings. While digital tools are ranked lowest in importance in
healthcare, the majority of consumers still rate them as important.

% describing website and mobile apps as important in the decision not to switch.
(This question was not explored for banking.)
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The power of both website/portal and mobile apps as
a factor influencing loyalty is higher across the board
among those aged under 56.

% describing website and mobile apps as important in the decision not to switch.
(This question was not explored for banking.)

100%
80% 86%
76% 75%
60%
Allrespondents 59%
40%
20%
0%
Insurance Healthcare Retail . Website / portal
importance
100%
. Mobile app
o, importance
89%
80% 85%
78%
60% 66%
Under 56
40%
20%
0%
Insurance Healthcare Retail
<56 compared to all respondents: +3% +9% +3% +7% +2% +5%
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Openness to
switching




Digital tools and online reviews are key

considerations in switching.

% agreeing with each statement

(This topic was not explored for retail.)

Banking

I am more likely

to switch bank
accounts now than
in the past

If I read positive
reviews about a
digital bank, | would
consider switching
to that bank

1 would switch banks
to get better digital
features

0%

Insurance

I am more likely to
switch insurance
providers now thanl
was in the past

If I read positive
reviews about
another insurance
provider, | would
consider switching

Iwould switch
insurance providers
to get better digital
features

25% 50%
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| am more likely to
switch healthcare
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If I read positive
reviews about a
doctor, | would
consider switching

1 would switch doctors
to get a better digital
experience (more
mobile/telemedicine
options)
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In banking, younger demographics are much more
likely to consider switching, signaling that future growth
is likely to come from this group.

While younger respondents are about as likely to switch insurance policies as they are bank accounts, we do see greater likelihood
for older consumers to switch bank accounts versus insurance policies. This is especially true in mortgage and investment accounts.

% very likely or likely to switch in next 12 months, by account or policy type
(This question was not asked for healthcare or retail.)

Banking Insurance
Checking Auto
Savings
Renters
—
Toys
4 6%
Mortgage Business
_ Insufficient data to record this value
0% 10% 20% 30% 40% 0% 10% 20% 30% 40%
I Aged 18-55 B Aged 56+
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Cost and quality are top consideration points in the
decision to make a switch, but digital experience
factors heavily across most industries.

An easier-to-use mobile app is the second most important loyalty factor in banking and the third most important in insurance,
while in healthcare, both digital tools and mobile app rank in the top five. Digital tools did not place in the top five loyalty factors
for retail, but factors that did are ones that technology can mitigate.

% of respondents ranking the factors most likely to make them switch providers
(Five highest factors per sector shown.)

Poor value (too expensive for the quality of food)

Poor customer service/staff experience

42%
35%

concerned factors
that would make
them stop ordering
from a provider.)

Better account terms
Easier-to-use mobile app
Digital identification verification 4 Banking
A bank with closer branch locations
A digital wallet that allows you to pay using your mobile phone
Lower rate for equivalent coverage
An insurance company who helped reduce risk of getting into an accident/claim
Easier-to-use mobile app 4 Insurance
More digital options to manage my policy or handle claims
Easier-to-use web portal
Lower copays/charges
More one-on-one time with my doctor
Virtual appointment options (during and after COVID-19) 4 Healthcare
Easier-to-use digital tools for managing my healthcare records
A comprehensive mobile app that enables me to be better connected to my provider/doctor
Concerns related to food safety and cleanliness 4 Retail
Inaccurate order (order received is not what was ordered) (Question

Poor food packaging (spills or cold food)
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Younger respondents are more likely to think of digital
tools and apps as a reason for switching

Mobile apps have similar influence in the decision to switch among those aged under 56, regardless of the industry.

These consumers are more likely to switch than the average because of mobile apps.
33%

% of respondents ranking factors among their top 3 most likely to make them switch providers

40%

30%

33%
Allrespondents 28% i
20% :
21%
10%
0%

Healthcare Banking Insurance . Digital tools /
web portal
. Mobile app
40%
S 39%
30% % 34% 35%
Under 56 29%
20%
21%
10%
0%
Healthcare Banking Insurance
<56 compared to all respondents: +8% +8% 0% +2% +1% +6%

Drivers of Digital Loyalty: Consumer Behavior Across Key Industries © 2021 Mobiquity | All Rights Reserved.



About
Mobiquity

Mobiquity is a digital consultancy that partners with the world’s
leading brands to design and deliver compelling digital products and
services for their customers. lts approach balances human needs with
usefully applied technology, unbound creativity with research

and analytics, and agile development with strict engineering and

security standards.

Mobiquity’s end-to-end services consider every business dimension
from marketing to IT, providing strategy, experience design, product
engineering, cloud services, and analytics. Mobiquity is an AWS Partner
Network (APN) Premier Consulting Partner, and has worked with AWS

since 2011 to deliver 100% cloud-based innovation to its clients.

To learn more, visit www.mobiquity.com. —>
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