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Introduction

An excellent customer experience is a vital factor in a company‘s success. Customers
not only expect high-quality products and services, but also outstanding service and
support. Especially in the age of Al, digitalisation and self-service, they want to feel
valued and understood, and they expect fast, friendly and effective support when
they need it.

Launched in 2022, Capita CX studies aim to analyse current trends and best
practices in Germany‘s customer experience field and understand how businesses
can improve their customer retention and satisfaction through effective service
strategies. Each year, our studies alternate between the perspectives of end
customers and businesses. After interviewing over 100 customer service managers
in 2023, it was the customers’ turn again this year. So, after two years, it's a good
opportunity to analyse what has happened on the customer side of the service. What
experiences did customers have in 2022 vs. 2024 in their service contact? Which
contact channels did they use then, which do they use now? And how did their first
experiences with Al-based solutions, such as chatbots or intelligent voice response
systems, go? We asked them.

The Capita CX Study in its 3rd edition — conducted on our behalf by hopp
Marktforschung — provides a representative picture of German online users aged
between 16 and 69 who have used customer service within the last twelve months
(survey period: 27 June — 30 July 2024). In a panel-based online survey, 2,002
participants in the study evaluated their last customer service contact, gave the
reasons for their contact and provided an assessment of the increased relevance of
new contact channels.
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Status quo in the use
of customer service

The Capita CX Study 2024 reveals that 74% of

customer service users were satisfied with 141
their last service contact (for detailed information, ln 2024’ tradltlonal
see page 5). This important figure remains at the contact channels such

same level as in 2022.

as service hotlines
Despite the fact that the use of new channels -

including, for example, service chats, chatbots and emall are Stl”

and service apps — has increased compared to Very popular
the last survey, consumers still primarily prefer :

traditional contact channels to have their con-
cerns addressed.

Accordingly, the companies were contacted by the survey respondents within the last
twelve months primarily via email, telephone and self-service customer portals. We
also asked about the use of service chats for the first time. 37% of users stated that
they had used this at least once in the last twelve months. This meant that this chan-
nel was able to secure fifth place straight away.

Contact channel usage over the entire year versus last service contact

If we compare the results of the question about the contact channels used in general in the last
twelve months with the question about the last contact channel used, we get a relatively homogeneous
picture. Only the use of telephone and e-mail in the top two positions is reversed.

Note: When comparing the years 2022 and 2024 below, it should be noted that this year we have included
the service chat as a separate channel for the first time. This should be taken into account when conside-
ring the apparent percentage decline of the classic channels in 2024.

Customer service usage full year 2022 vs 2024 Contact channel of the last service contact 2022 vs. 2024
; I - Service-Hotino I NNMMEE 25
Ei |
mail 76 35
. 24
o 57 — |
cewrwte |
ervice-Hotline . 30
_ 50 Customer portal/website (Self-service) _ 13
Customer portal/website (Self-service) e 13
_ 40 Face-to-face dialoge _ 12
Face-to-face dialoge P 10
Service-Chat* 1— 9
S I |-~ "Neu
"New Service-App (Smartphone) -4 6
Service-App (Smartphone) _ 26 - 5
22 Social media channels 3
Social media channels _ 2 . 2
21 Postal contact 2
. 2024 | [ 2024 |
Postal contact 21 2022 don't know / no answer .23 2022

Al figures in per cent | Multiple answers possible | n 2022 = 2.020 | n 2024 = 2.002 Al figures in per cent | n 2022 = 2.020 | n 2024 = 2.002
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The need for information as
the main reason for getting
In touch

We asked our participants about their reasons for their last contact with
customer service. For 37% of users, the stated goal was to get information —
the same as in 2022. But there were also developments in terms of the most
important reasons for making contact. For example, technical support rose to
second place with 25% of the vote, displacing the adjustment of contracts,
which is now only the fifth most common reason for contacting customer
service, presumably due to the growing number of self-service options.

The top reasons for contacting customer
services in 2024:

Gathering information

25 %

Technical support

23 %

File complaints

20 % Utilisation of consultancy

19 % Adjustment of contract contents

16 % Buy product / Make a booking

10 % Cancellations

1% Reclamation (open nominations)

Al figures in per cent | Multiple answers possible | n = 2.002
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Experience and satisfaction with
customer service usage

Overall, 74% of users were explicitly satisfied 0

with the outcome of their last service contact, o

of which 32% were very satisfied and 42%

satisfied. of users are explicitly
Only 8% of customers said they were satisfied with the

dissatisfied with the service.

outcome of their last
service contact.

Satisfaction with the last service contact

Poor / very poor 8

Very satisfied

32

Average 18

Satisfied

42

Al figures in per cent | n = 2.002
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Poor service and the intention
to switch providers

o Among the small percentage of dissatisfied customers, there is
0 a noticeable trend that could become relevant:
of dissatisfied customers Of the 8% of customers who were explicitly dissatisfied (160

. . respondents), 12% subsequently changed providers, and a
switched providers after further 33% seriously considered doing so.
a poor service

; F F Compared to the Capita CX Study 2022, 5% fewer participants
|nter§ctlon, _Or SerIOUSIy actually switched providers, but the proportion of those
considered it. considering a switch increased by 4%.

Change of provider considered — comparison of Capita CX study 2022 vs. 2024

12

| changed providers afterwards
17

33

| seriously considered switching
providers 29

The idea of changing providers arose
briefly

| hadn't thought about changing
providers

| generally do not want to change the
provider

2022

don't know / no answer given

Al figures in per cent | n 2022 = 194 | n 2024 = 160
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Satisfaction with and frequency
of use for modern customer
service channels

The majority of users are very satisfied with the
way their requests are handled via self-service 0

and social media. Only chatbots have so far 76 /O
failed to fully convince in customer service. Only ..
54% of users were satisfied or very satisfied of survey part|C|pants were

with their contact with the often Al-supported satisfied with customer service
helpers. contact via social media.

Satisfaction with modern customer service channels

Self-service via mobile app or
customer portal

A 1.9

83 13 -~
Social media channels, such as
e WhatSApp : @ 2,0
_ -

Chatbot

& 26

- 1+2 (very) satisfied - varies 4+5 (completely) dissatisfied not answered

All figures in per cent / average value | n = 2.002

Frequency of use of modern customer service channels

When asked which of the ‘modern’
customer service offerings they use, the
participants answered that they use the-

S0 3 gechannels noticeably more often than in
our 2022 survey.

Self-service via mobile app or
customer portal

67% of respondents use providers* apps
36 6 and customer portals to take care of ser-
vice issues themselves.

Chatbot

Chatbots were used by 58% of respon-
dents, and social media by almost one in
three.

Social media channels, such as

Facebook or WhatsApp 65 3

- I use I don‘t use not answered

All figures in per cent | n = 2.002
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Customer portals: self-service
Is becoming more popular

50 %

of those surveyed regularly use customer portals to
take care of service issues themselves.

83 %

of users of customer portals are satisfied or

very satisfied with them.

of users of customer portals use them at least
once a week or more often.

Frequency of use of customer portals for self-service

20% of customers solve their
20 issues independently via the
customer portal once a week or
more often. 31% do so 1-3 times

Once a week or more often

dlI
o

25 tmes amonts NN > - oo
29
_ 24 The frequency and regularity of
Once a month use of self-service offerings has
25 increased slightly overall since
- 13 the last survey in 2022.

2-3 times per quarter

6
Once a quarter -
8
K
rarer
7
K | 2024 |
1 2022

Al figures in per cent | n 2022 = 620 | n 2024 = 737

14

don't know / no answer given



Capita CX Study 2024 Customer experience insights and customer service trends page 11

Mobile apps:
The mobile service option

0 Service apps are most commonly used for services in the
o telephony, internet and mobile communications sectors.

of those surveyed These are followed by online retailing, finance and insurance
in terms of frequency of use. Healthcare/health insurance and

regularly use apps to utilities are further relevant sectors.

take care of service

matters. The frequency of use of mobile apps in customer service has

increased by 4 percentage points since the last Capita CX study
in 2022, reaching 26% in 2024.

The main sectors using the service apps

Telephone, internet and mobile
communications

Online retail

Finance and insurance

Health / health insurance

Utility companies, e.g. gas, water,
electricity

Travelling and mobility

Technology, Electronics

Automobile, e.g. car dealership,
repair shop

All figures in per cent | Multiple answers possible | n = 1.336
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Social media: dynamic
development in user behaviour

Once again this year, we asked about the use of social media as a service channel. The
result: since 2022, the use of social media in customer service has increased from 24% to
32%. In 2022, one in four respondents had already contacted customer services via social
media, and by 2024, this figure had risen to one in three.

The use of all common social media for customer service enquiries increased, in some cases
by double digits. Only Facebook lost favour with users and had to cede its first place from
the previous year to WhatsApp.

This year*s distribution by age group also confirms that, at 31%, 16- to 29-year-olds are the

heaviest users of social media as a channel for contacting customer service. Among 30- to
59-year-olds, the figure is 22%, and among over-60s, only 9%.

61 %

WhatsApp (+13 %)

I ---
Facebook (-9 %)
TikTok (New)

Instagram (+17 %)
17 %
Snapchat (+12 %)

14 %

X formerly Twitter (+2 %)

Already made a Service
request via social media

74%

Multiple answers possible | n = 641

A third

of the survey participants
have contacted customer
services via social media.
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Chatbots:
Popular by users but...

Thanks to new Al models, chatbots have become increasingly powerful in recent
years. It is therefore reasonable to ask what customers mainly use chatbots for —
in other words, what tasks they trust chatbots to perform.

At 31%, gathering information is the top priority. But customers also trust digital
assistants to provide simple technical support (21%) and to file complaints (15%).

58 %

of those surveyed regularly
use chatbots for service requests.
Service request Chatbot use

Gathering information

Technical support

File a complaint

15

Obtaining advice

'S
N

Product purchase / Booking

Adjustment of contract contents

Cancellation

Complaint / return / returns

]
= N

Al figures in per cent | n = 1.164
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Chatbots:
...not yet there in terms of quality.

Only 54 %

of users are satisfied with the processing
of their service request via chatbot Customer satisfaction

with chatbots in service
Unfortunately, chatbots often do not currently fulfil customer
expectations. Only 54% of chatbot users surveyed were
satisfied with the outcome of the interaction.
21
This is by no means because customers perceive the
interaction as too impersonal (3%). Rather, chatbots are
often unable to understand the request (46%), do not
suggest suitable solutions (27%) or provide information
that is too general (21%). Newer Al models could provide
a remedy here and will be increasingly used in the coming
years.

- 1+2 (very) satisfied 25

varies

4+5 (competly) dissatisfied
All figures in per cent | n = 1.164

Reasons for dissatisfaction with chatbot use

Chatbot does not understand the

request / answers do not match the
question

46

Chatbot does not offer any solutions

to the concerns 27

Chatbot only provides very general
information

Communication with the chatbot is
too impersonal

Al figures in per cent | n = 289
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Voice recognition: ‘Please Press 1’
belongs to the past...

Since Alexa, Siri and similar devices, intelligent voice dialogue systems have become part of
customers® everyday lives. A fact that also increases the openness to using these systems in
service. We have looked at the use of intelligent dialogue systems and their distribution and
possible applications in service.

Regular use of voice recognition in everyday life

Voice assistants such as Alexa,
Amazon Echo, Google Dot, etc.

Mobile voice input 64 O/O

of participants regularly
use voice recognition

in everyday life.

Direct translations, e.g. using
Google Translate

Google / Windows voice assistant

Voice recognition in other technical
devices

Telephone banking

Do not use voice recognition 36

Al figures in per cent | n = 2.002

Use of intelligent voice recognition systems in customer service

55% of respondents have already had contact with a system where the request could be freely formulated.

A further 31% had already had contact with a digital system that did not allow voice input, but only a selection of
the request by entering a number/name. There is acceptance for intelligent voice systems in customer service,
particularly with regard to gathering information as this is a type of application that the respondents already know
and use frequently with Alexa and co.

Have you ever used intelligent voice recognition Which service issues could you imagine
in service hotlines? using intelligent speech recognition to
solve in the future?

no, | didn't have to Gathering information

deal with either system
Technical support

Obtaining advice

Adjustment of contract
contents

No, only selection by

quoting a number File a complaint

Product purchase /
Booking

Cancellation

neither of them

Al figures in per cent | n = 2.002 Al figures in per cent | Multiple answers possible | n = 1.099
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Artificial intelligence:
The next step for customer service

Al applications have become indispensable in customer service. Al supports
agents in the backend of their work, algorithms structure customer data and
natural language models are used in voice dialogue systems and chatbots. But
how much trust do end users have in the new technology when it comes to sol-
ving their specific problem? When can customers imagine direct contact with Al

Page 16

helpers such as chatbots or language assistants?

Al (e.g. voice robots, chat systems)

is most often accepted for gathering o
information. Almost half of respondents o
can imagine using Al for such requests

in the future. For other requests, service of respondents can imagine being

users are more hesitant. Technical
support is the second most likely to be ) :
entrusted to Al. information.

Which service matters would you like to be able to take care of using
Al-based systems in the future?

Gathering information

Technical support

W
(%)

Cancellation

N
(<2}

File a complaint

N
S

Product purchase / Booking

N
(%)

Adjustment of contract contents

N
—

Obtaining advice

neither of them

©

N
=

supported by Al when gathering

46

Al figures in per cent | n = 2.002
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Customer service of the future:
new contact channels
becoming more relevant

Almost 70% of respondents are certain that they will use customer portals for self-service
more often in the next three years. Only 7% believe the opposite. The relevance of the
service app channel is also predicted to increase: 51% of respondents say they will use
this channel more often in the future. However, 19% say they will not use service apps in
the future. In 2022, almost half of the respondents were still of the opinion that they would
not use social media channels, voicebots and video telephony more frequently in the
future, in 2024, the respondents had already rated the likelihood of using these channels
significantly higher.

¥ By the way:

The chatbots, which were surveyed for the first time this year, are expected to become
highly relevant for 38% of respondents in the next three years. Only 30% of respondents
do not expect to use the little Al helpers in the future.

Assumed increase in relevance

Customer portals on websites

Service-Apps (Smartphone)

Intelligent voice recognition in

Social media channels (WhatsApp,
Instagram, Facebook etc.)

&

2024 2022

(Self-service) 72 2,1 1,9

3 26 2,8

Chatbots 3 2,9 3,2

phone calls / voicebots 4 3,0 3,5

Video telephony 3 3,2 3,5

1+2 4+5

definitely / very

likely possible probably not / N/A

definitely not

Page 17

Al figures in per cent / average value | n = 2.002
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Preference for self-service
vS. personal support

One of the most important developments in customer service over the last 10 years has
been to empower customers to help themselves. Self-service apps, customer portals,
video tutorials, FAQs and many other offerings enable customers to make changes to
their contracts themselves, for example, or to fix minor technical problems independently.
The ability to quickly take care of issues themselves and not having to contact customer
service for every little problem (with the associated waiting times) is perceived as a
thoroughly positive thing.

We wanted to know how pronounced this tendency towards
self-service is among the study participants and asked whether
they tend to prefer to be able to handle everything
independently or would rather be helped by personal contact
with customer service. The results showed that 35% of
respondents would like to be able to take care of as many
service matters as possible themselves in the future. Not
surprisingly, the tendency towards self-service is particularly
pronounced among younger respondents. However, at 29%,
the tendency towards self-service is also still remarkably high
in the 60+ age group.

Self-assessment of service type preference by age

In average 18 2

16-29 years old 15 2

30-59 years old

60 years and older

1+2

445

. (all) in personal
(all) self-service half/half contact with real N/A

people

All figures in per cent | n = 2.002
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Services and industries
where customers prefer

personal support

Services with dependency on personal contact

Obtaining advice

Technical support

File a complaint

Adjustment of contract
contents

Gathering information

Product purchase / Booking

Cancellation

neither of them

All figures in per cent | Multiple answers possible | n = 2.002

Industries with dependency on personal contact

Banking transactions

Insurance contracts /
adjustments
Technical support (e.g. broken

mobile phone, washing
machine, etc.)

Mobile and landline contracts

Holiday bookings and travel
services

Reading meters (electricity,
water, gas)

neither of them

All figures in per cent | Multiple answers possible | n = 2.002

: I
@
a
o
a
©

In an age of diverse service channels,
including complete self-service, we were
interested in the question of which areas
customers still prefer to talk to in person on
the phone or instore.

The answer: The most common preference
for a personal contact is for counselling
services: 47% state that they would only
like to speak to a ‘real’ person regaring
such requests. This is followed by technical
support (42%) and submitting complaints
(40%).

When looking at different industries, there
are also some where respondents find
personal contact with employees more
important than others. For example, 59%

of respondents would like to have personal
contact when carrying out (complex) ban-
king transactions, followed by adjustments
to insurance contracts (50%) and the use of
technical services (43%).

To summarise, it is hardly surprising that
this is the case: The more complex the
issue, the more likely it is that a personal
contact will be requested. Conversely,
however, these figures also mean that more
than half of those surveyed can imagine
using the services listed here without
personal contact, e.g. by email, chat or
self-service.
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Customer expectations
torwards good service

Compared to the first Capita CX study in 2022,

a lot has changed in 2024 in terms of the Personal contact. fast
service aspects that are particularly important to ?

customers. In general, personal contact is now the processing and

most important factor for customer service users, e :
with 42% of our survey participants ranking this clarification of concerns

aspect first. The frontrunner from the year before are the most importan‘t

- clarifying my request - is only seen as the most
important factor by 23%. The top 3 reasons are aspects of customer

much closer together in the average rankings in service.
2024.

For service hotlines, the results of the survey are extremely

Short Wa|‘t|ng times close to those of 2022. Above all, short waiting times until

. ‘re contact is made and continuous availability - 24 hours a day,
and 24/7 avai Iablllty every day of the week - are desired. In the comparative

ranking of the four aspects of telephone customer service
are the mOSt mentioned, short waiting times achieved the best average
important faCtOrS for ranking with a score of 1.6, followed by availability times with a

. . score of 2.3. In a direct comparison with the other factors, users

service h()ﬂlnes_ rated both the call-back offer and having a consistent contact
person as less relevant.

Customer services overall and service hotlines: comparison of the most relevant aspects in 2022 and 2024

Relevant aspects of customer service in general Relevant aspects of telephone customer service
Personal contact _ 28 Short waiting time until contact _ 1,6
3,2 (e.g. in a queue) e
,

Fast processing

Availability (24/7)
I - - 23
Resolving my request

1,9
Availability of an online customer _ 3,2 Callback offer
3

portal (self-service) 30

Customer service availability via

2
©

social media 46 Always the same contact person
3,2
| 2024 | | 2024 |
2022 2022

Figures in avarage ranks | n 2022 = 1,961 | n 2024 = 1,926 Figures in avarage ranks | n 2022 = 1,951 | n 2024 = 1,922
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Optimisation potential

While too long waiting t?meg were still the Optimisation potential 2022 vs. 2024
greatest need for optimisation in the 2022

mentioned this in this year‘s survey. The

15
other issues remained relatively unchanged 14
compared to 2022. 14% of respondents L2590 Gl sl e o EEE oy | 13
rate the competence of employees as in .
need of optimisation and 6% would like to Improve availability | 9
6
4
5

survey at (25%), only 15% of respondents I
Reduce waiting times
I

see better availability of services. The chart ]
shows further optimisation impulses that Fast processing
smaller proportions of participants classified

brop P P Poor knowledge of the German - 5
as relevant. language | 5

5

Friendliness of the staff -

More personal contact instead of - 4

chatbots/recorded messages* | 2022 |

Al figures in per cent | Multiple answers possible | n 2022 = 2.020 | n 2024 = 2.002

Optimisation wishes for customer services

(o)

Reduce

waiting times
Improve Improve
employee availability
competence 1

Fast processing
2
3

o o' Lo-
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Summary and outlook

Customers use various contact channels

On average, 3 different contact channels were used within the last 12 months, compared to 2 in the 2022 CX
study. Although the use of modern channels - including service chats, social media and apps, for example -
has increased compared to the last survey, consumers still primarily use the traditional contact channels of
telephone and email to contact customer service.

Consistently high satisfaction with customer service

Almost three quarters of customer service users are explicitly satisfied with their last service contact. Gather-
ing information is still the predominant reason for contacting customer service (31%), followed by technical
support (25%) and submitting complaints (23%).

Poor service frequently leads to a provider change

Customers who are dissatisfied with their last service contact often switch providers. Of the 7% of customers
who were explicitly dissatisfied, 12% subsequently switched providers, while a further 33% were seriously
considering switching providers. This means that even a small proportion of dissatisfied customers can be
relevant, as almost half of the dissatisfied service contacts led to the termination of customer relationships or
prior considerations in this regard.

Self-service increasingly important

The ability to deal with service issues independently is becoming increasingly important to users. Of those
surveyed, 50% use customer portals and 26% regularly use service apps on their smartphone for self-
service. 35% of respondents would like to be able to deal with more service issues themselves in future. Even
in the 60+ age group, 29% of respondents prefer self-service to personal contact. Against this backdrop,
83% of users are already (very) satisfied with how existing self-service offerings of companies are working.

Digital and Al-supported service channels

Al will play a decisive role in customer service in the future. Today, 58% of the survey respondents already use
chatbots and 55% have already been in contact with intelligent voice dialogue systems. Respondents' trust

in Al-supported applications is also increasing. 46% of users can imagine using Al to gather information, 33%
even for technical support.

Chatbots: popular among customers, but not yet at the top in terms of quality

Chatbots have been implemented more and more frequently in recent years. Today, 58% of respondents
already use chatbots regularly, especially to gather information. Unfortunately, chatbots often do not currently
fulfil customer expectations. Only 54% of chatbot users surveyed were satisfied with the outcome of the
interaction. The main reason for the poor rating is that the chatbots do not understand the request or cannot
offer suitable solutions.

What defines good customer service and what customers want

When it comes to customer services in general, users stated that personal contact is most important to them.
This point was ranked third in the 2022 survey, indicating that after extensive digitalisation measures, the
option of personal service contacts is once again becoming more important to customers. When it comes to
telephone customer services, the focus is on short waiting times until contact is made and continuous avai-
lability (24/7). The question about optimisation requests showed that long waiting times are the greatest need
for optimisation, followed by the competence of employees.

Digital customer experience trends.
Increase in use of Al and relevant channels:

Kl applications Self-services Chatbots

Utilisation of Al technologies Sophisticated self-service Powerful chatbots thanks to
in the front and back end of solutions via mobile apps and Al-supported natural language
customer service. customer portals. models.
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The Capita CX Study

I 1

Capita expects customer management to continue to develop dynamically in
the future. A variety of new technologies such as Al, chatbots, robotic process
automation and new concepts - such as return of experience (ROX) or hyper-
personalisation - will have a decisive influence on the customer service of
tomorrow. The CX Study is published annually in order to continuously and
analytically highlight this customer experience development in Germany. We
alternate between surveying German end customers and CX experts from
German companies in order to capture both perspectives on the status quo and
the customer service of the future.
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Survey sample

With a sample size of 2,002 people, the study provides a representative picture of
German online users between the ages of 16 and 69 who have used customer service
in the last 12 months. Quotas by age and gender were used to ensure that these
socio-demographic characteristics correspond to the distribution in the German
population, meaning that the results can be considered representative of German
online users.

The data for the study was collected from 27 June to 30 July 2024.

Age and gender

16-29 years old
30-39 years old
40-49 years old
50-59 years old

60-69 years old

@ 45 Jahre

Page 28
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Further information

About Capita

‘ I . —, . = C.apita is alconsultinlg, tran§formation and and
bapl ta ‘ : digital services provider. With around 41,000
- , ; | colleagues, the company has made its mission
' to ensure that every customer contact is a good
contact through empathetic customer service
employees combined with the right technologies,

that positively change and simplify the connections
and their customers in a positive way.

Capita Customer Services (Germany) GmbH

?gggg"gﬁ:aussee 4 Capita is listed on the London Stock Exchange
(CPI.L) and operates in the UK, Europe, India and
Phone: +49 30 80969 0 South Africa. In Germany and Switzerland Capita,
Email:  info.europe@capita-europe.com as part of the Experience Division, provides custo-
Website: www.capita-europe.com mer management for companies in a variety

of industries, always with the aim of creating better
customer experiences.

Further information at: www.capita-europe.com

About hopp Marktforschung

We are management consultants.

Marktforschung
Q opp We are market research experts with many years

of project experience and provide answers to your
business questions. We fuse market research with
business management thinking and can thus
provide you, the decision-maker, with concrete,
success-oriented recommendations for action. We

hopp Marktforschung undgrstand your operatiqnal challenges and §upport
TorstraBe 25 you in mastering them with our broad portfolio of
10119 Berlin solutions for practically all business cases.

Phone: +49 30 921057-0
Email:  office@hopp-mafo.de
Website: hopp-mafo.de

We are a field institute.

As your field institute, we reliably collect data

via our modern portfolio of quantitative and and
qualitative methods: From CATI Studio to online
focus groups, we have the right survey method for
your requirements in-house.
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