


Contact Center as a Service.
Redefined.
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Customer service today requires
a fresh, new approach

“73% of Customers rank CX as an important
factor in their purchasing decisions and 59%
of customers will walk away after several
bad experiences.

PwC
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La mejor manera de cuidar a nuestros clientes

Cuida a tus clientes  Cuida a tus clientes Cuida a tus clientes
sin que ellos te dandoles las mejores dandole

contacten, herramientas de "superpoderes”
comunicandote autoservicio a los agentes, con
proactivamente recomendaciones a

tiempo real
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Sprinkir: the platform purpose-built to unify CXM

APIs
Integrates Seamlessly
With Existing CX Stacks

CRM Systems
eCommerce Systems
Survey CFMs

Website /Email Systems

Real-Time, No-Code
Reconfiguration
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Sprinklr Insights Sprinklr Service Sprinkir Marketing Sprinklr Social
e Measure and continuously improve: Unified Experiences
Unify and action customer insights: Unified Functions
e Governance - Listening - Automation - Workflow - Analytics - Security - Privacy - Compliance

Sandbox - Integrations - APIs - Active DataRetention - Presentations - Display - Al Studio

Sprinkir Intuition™ Al

a Be where your customers are: Unified Omni-Channel Data
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Unified-CXM
Data Model

Ingests 30+ Channels
Can Onboard

aNew Channel
in<2 Weeks
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Contact centers need to evolve into Experience Centers

Change fueled bythe need to provide better customer support

v

Experience Center

Channel-less Support

202
020 Conversational Al
CCaaSsS Digital First Self-Service
2000s . Al everywhere
* Supporton Voice,
Multi-Channel Social and Digital Augmented Agents
Customer +  Omni-channel WFM
1970s Support Center Customer Support Conversational
. Bots Intelligence
* Supporton . Unified F .
Call Center ) ) . Automation nified Function
Voice and Email & Interface
* Supporton Voice e Early Multi-channel Surveys
Customer Support e Cloud-based

e Customer Support

() Q0.+ OGO
Aol Mail, OUO
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Channel-les Customer Experiences

Real-time franscription of the
omnichannel conversation
with the customer and
identification of Next Best
Actions based on the
detection of key moments of
the call / interaction.

* Average operatfing fime

* Reduced bounce rate

* Increase customer
satisfaction
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Augmented Agents

Case #866596 -~ 00:00:17 [New)

\ violeta A

o e BaddNote & X

violeta vilaseca@sprinkir.com x

ub: '866596° ABBE596 Sprinkie_voice.

© snic @

Violeta Vilas

SMART SUMMARY WIDGET

® a8 02

© 3s ‘High Positive

AGENT NUDGES (4) Customer Profile

8 | Muteatert

00:17
Kindly unmute the call to prevent customer
dissatisfaction

Seguro de Salud

“Cotizacién Seguro”

SeguroSalud  View similar cases

i ship statu
MVP Gold

AGENT ASSIST
Q Search with customer querie COLLABORATION WIDGET

Guided Workfiow - Home

Santander POC

Guided Workfiow + [DA] Al
Change/Cancel Flight

Assisted guided workflows
forthe agent based on
automatic identification of
the next best actions,
integration of automations
with the core systems of the
entity.

* Impact on CSAT

* Operational Cost,

+ Average Operation Time

* Impact onIT Infrastructure
Maintenance
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Al Everywhere

Customer satisfaction is
identified in real fime and

Case #866596 ~  00:00:17 [New|

V) violeta A SMART SUMMARY WIDGET

o 02 i ” the supervisor is alerted to
a2 o D infervene by whispering or
reading an Al-generated

AGENT NUDGES (4)
% [ e Ater st now anchoz  vs@tvel summary.
00:17

hone Account 1D
Kindly unmute the call to prevent customer +15183207301 524440055
dissatisfaction

A seouodesaa i * * Impact on CSAT

Total Revenue Member Since
$12,230 2017

PR | e p— » Churn Reduction
12 MVP Gold
* Average Operation Time
o e Briiron | (5 (X oh i custome quer SILAORANON Doy + Agent Satfisfaction

*Cotizacién Seguro”

@ soined cal &
Jeta Vilaseca - just nov

AGENT ASSIST

R = + Supervisor Satisfaction

866596° 866506 Sprinkie_voice

No collaborations

Guided Workfiow + [DA] Airline Industry Q

*, Sprinklr Als Change/Cancel Flight




onversational Intelligence

2= NEGATIVE ANOMALY

Case Count for Customer Cancelled Orders Intent anomalously increased in the
week of 28th November, 2022.

12K A86

Case Count for Customer Cancelled Orders

Case Count

€ TOP CONTRIBUTORS (4)

McKinney

@ ROOT CAUSES (3)

Inconsistent and confusing order cancellation and errors in the system.
126 Cases - @2 Suggestions
The root cause of the issue is an inconsistent and confusing order cancellation process,
coupled with system errors.

Customers and agents are facing difficuities due to sudden, unexplained cancellations,
often while the delivery or pickup is in progress.

This has been happening for an unspecified duration and could be due to technical
glitches, inventory discrepancies, miscommunication, or issues with the platform.

This i causing inconvenience and frustration among customers, and has a negative
impact on the shopping experience

Suggestions (1)

@ Cancellation Prevention

Investigate order cancellation process, improve inventory managen=ment, and
enhance communication systems between all parties involved

View Less A

The app has multiple functionality issues, malfunctions, glitches, and crashes.

426 Cases - @2 Suggestions

® The app is experiencing multiple functionality issues, glitches, and crashes, leading to
order cancellations and inconvenience for customers.

Inadequate cold chain management and compliance policies, including issues
with the cold chain timer system and violations of the 90-minute delivery limit.

326 Cases - @2 Suggestions
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Thank you
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