plyghyth I

Delivering Customer Engagement Solutions through
Inbound, Outbound, Live Chat,
Quality Monitoring and Social Media Services.

Live Chat ] : ' ’ Social Media
Monitoring

Experienced People | Innovative Technology | Remarkable Results
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Etech’s Servant Leadership Commitment

VISION

To make a remarkable difference for each
other, our customers, and within our
communities.

MISSION

Etech is a servant leader organization
providing superior customer experiences
and innovative solutions which enable our
clients to build stronger brands,
strengthen customer relationships, and
gain market share.

Team Work

0

.

Integrity @ @ Humility
Adaptability @ && Communication

Creativity o o Positive Influence

Vision

Valuing people
Accountability

Courage Teachability

Nacogdoches, Texas ® Dallas, Texas ® Lufkin, Texas ® Rusk, Texas ® Palm Beach, Florida

Montego Bay, Jamaica e Gandhinagar, India ® Vadodara, India

24/7/365 - Multilingual
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Etech Global Services — Our Journey
OUR STORY OUR BUSINESS

Trusted advisor to numerous

playing by the rules

Customer Engagement
Solutions

Fortune 50 companies

Inbound & Outbound Interactions, Chat,
Sales, Service, and Tech Support

NO
MERGERS
NO ACQUISITIONS

(==~ \ @gg‘h} Etech Insights

Actionable Insights for Total Quality
Management to Enhance Operational Efficiency
and Customer Experiences

Today
» 3 Countries, 8 Sites, J
» 3000+ Team Members
P 1 Etech

Ele' cn‘ Technology ‘ Etech Technology

2003 Q_~ Solutions Solutions

Grew from 400 Team
Members in 1 location

Software/Application Development, Custom
Reporting, WFM

- A D\
* ) P p Customer
INOVATION H ¥y @ Q || [ C
p | INFLUENCER [ { MANAGEMENT
cennrten w 2019 STEVIE PACE-SRO . Weview SOLION VDRSS 1017
e [ PA >

WINNER

FOR GREAT
EMPLOYERS
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Structured Engagement Approach

Etech assigns a dedicated Project Manager to coordinate the efforts and launch the program

successfully.
@
o,

Monitoring
&
Controlling
. * Operational
Planning .
S * Gap Analysis Reporting
Initiating B «  Post Transfer * Establish and
* Hiringand Support Track Baseline
« Readiness -gaf'_mngB ' «  Prepare and Metrics
: * Define Baseline : . CAi o
« Define Client Chgckllst . SLA'S Sign fo On-Going Training
Requirements * Define Project . <oft Launch - Detailed
«  Define Software/ Schedule Track Progress Transfer Plan
Hardware

Requirements

www.etechgs.com | Confidential 4



Transforming Scores to Insights

> >
Call Ingestion: Al or Hl Input
Direct API/SFTP as Required
) Data Processing )
and Mapping
Coaching Recommendations:
Insights for Improvement
Training Needs Analysis and
Quality Matters Identification
] ‘
.Structur.ed Data Converted - Client Process Recommendations:
Insights/Reports « Customer Sentiment Analysis
Customer Satisfaction Drivers
Insights for Strategic Decisions

www.etechgs.com | Confidential
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Etech Insights Drives Business Results

“Etech Insights provides you deeper insight into your customer interactions, which enables
you to improve customer experience, reduce effort, meet all corporate governance
requirements, and gives you a competitive edge allowing you to increase market share.”

ACQUISITION / RETENTION

Control Churn

CUSTOMER EXPERIENCE

Customer Complaints

VOC Analysis

sghis for BUSINESS INSIGHTS

improvement Customer Sentiment
Analy5|s
Insights for Strategic Decision
Drivers

and ldentification

GIE[:II www.etechgs.com | Confidential




Case Study — Sales & Service

Methodology Business Challenges

Listen: Data Ingestion
Unstructured data is ingested in layers for
further processing

¢ Drive Top Line Revenue
- Increase Sales Conversion
- Reduce Cancellations

Identify: Mapping and Processing
Data Scientists review the calls to identify
relevant behavior & add business insight rules

e Improve CX
- Reduce Customer Effort: Hold

Analyze: Impact Analysis

Etech’s A.l Engine provided intelligent H
data output on trends and patterns using Tlme
150+ unique categories and scripts _ FCR’ Educating the Customer /
. __________________________________
Self Serve

- Improve CSAT Scores

Improve: Agent Analytics
Speech Analytic Engine was integrated
with the Scorecard

PO e Improve Operational Effectiveness
- Calls Handled
Predict: Deeper Insights _ A HT

Etech’s Data Scientists refine large data sets into
actionable insights

www.etechgs.com | Confidential



LISTEN Customers & Agents

I * Etech filtered the total volume of 168,771 calls using
the “Number of Adult — Verification” category to
53\65 determine the potential sales calls

Total Call Volume represented in the graph: 135,495

|: %
Goal: 30% Total Calls Converted: 39,511

MTD Conversion: 29%

6000 35%
31% 31% 31% 31% 31% 31%
30% " 30% 30% 30% ’ 30% ? ? ° 30% ° 30% 30%
 mm N 29% M e 29% 29% o 29% 29% e e 30%
5000 ' | ?
28% ' - 28% 28%
" 26% 25%
4000 m
) 0 = <
3 0 = 20%
- L]
3000
o 15%
0
o0
2000
10%
1000 5%
o (=) o (=) ~
(=] (<)) o0 (20] (=)]
0 a =] S a
o (o] o o [
0 0%
8/1 8/2 8/6 8/7 8/8 8/9 8/10 8/11 8/12 8/13 8/14 8/15 8/16 8/17 8/18 8/19 8/20 8/21 8/22 8/23 8/24 8/25 8/26 8/27 8/28 8/29 8/30 8/31

I Non-converted Calls mmmmmm Converted Calls Conversion % — — — Benchmark - 30%
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a EN=A No Sale Break Down — Enterprise Level

Total Call Volume : 135,495

Sale, 39,511 No Sale, 95,984

Call Outcome - Vendor Wise Analysis

32%
31% 31%

Benchmark, 30%

27%

-
o 1S N
00 y ™M o o~ (<))
N N )] 2 0,
S P 5 < BN
Vendor 1 Vendor 2 Vendor 3 Vendor 4 Vendor 5 Vendor 6

I Potential Sales Calls [ Sold e CONversion % - - - - Benchmark
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IDENTIFY

Crucial Behaviors & Success Probability

Statistical Success Rate: 40%

Co-Efficient Value: 0.943

Inner Circle: Total
Population

Outer Pieces: Success
Percentage of the
Behavior

.

-

Successful Behaviors

Co-efficient Value shows a correlation between the observed
outcomes and the observed predictor values. The value of co-
efficient is always between +1 and —1. The closer it is to +1 the

stronger the correlation

This Analysis statistically proves the hypothesis that Asking for
Sale, Providing Rebuttals, & Creating urgency are directly correlated
to the conversion on an Enterprise Level and can be used to fuel a

predictive model

Statistical Success Rate: 30%

Coefficient Value: 0.7029

Statistical Success Rate: 30%

B Ask for Sale I Objection Handling

H Urgency

www.etechgs.com | Confidential

Co-Efficient Value: 0.7152

Note: This model is based on the data collected in the month of July. These
analysis will be run quarterly to ensure we have enough data to observe any
new patterns or see any visible deviations from the last output.
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- Nosale Calls Vs Crucial Behaviors — Asking for Sale

Vendor Wise Comparison - Asking for Sale on No Sale Calls

Vendor 6, 59%

Vendor 2, 50%
Vendor 4, 49%
Vendor 1, 38%

Vendor 3, 20 %

Amount of Lost Sales — Impact of not Asking for Sale based on
the Regression Model

Vendor 1 Vendor 3 Vendor 4

Vendor 5

Vendor 6

Vendor 2

7,082

www.etechgs.com | Confidential 11




Sa

Jardine Lawrence
mantha Campbell
Malik Thomas

Shekera Bicarie

Georgina Mclntosh

Cleon Dougherty
Sydonnie Martin

Matthew Brown

Trevaun Hamilton

Akeem Lawrence
Conroy Field
Shelly Whyte

Lionel Reid

Shanese Anderson

Demar Tomlinson
Tennica Powell
Adrian Samuels

Tevin Daniels

Kemar Morrison

Asking for Sale - Impact Bucket
m Ask for Sale = Didn't Ask for Sale

R 32% M 689
I 45% S 55 M
I 49% I 517 E—
I 51% I 4% I
I 53% I 47%
N 55% W 459 E—
I 56% M 449 S
R 56% M 44% E—
N 56% W 44% M
I 57% I 43y

I 61%
I 62%
R 65%

R 65%
R 71%
R 74%
I 76%
R 78%
P 78%

Playbook to Fix it

www.etechgs.com | Confidential

f

Primary opportunity was derived
based on the impact that behavior
will have on the conversion

\.

Creating Urgency - Impact Bucket

N

H Create Urgency M Didn't Create Urgency

Samuel Ellis 100%

Tashay

0,
Campbell -

Deano Maine 52%
Sanoy Clarke 62%
Steve
o)
Williams 65%

Agent Coaching
Packet

12



Practical Application

Type of Objections

Successful Rebuttals Agents Use

Example Phrases

City/Hotel not Serviced or sold out

Agents proactively present plan B without seek customer's consent to
present plan B. Probing help these agents to proactively present plan B.

| can get you a room at the super 8 in golden it provides you with two
gqueen beds, its a non smoking room, you get free wi-fi included as
well as the free breakfast in the morning and you actually can bring
your pet along with you.

Discuss with others

Agents always offer to stay on hold while customers discuss with others.

| don't have a particular extension so you wouldn't be able to get back
to me directly but is it an option that i can hold on line while you reach
out to them?

Not sure of dates - Customer shares that they
just wanted to know rates or are just
shopping around

Agents create sense of urgency and try to get exact dates.

Everyone is trying to get a room for the summer holidays.

Rate too high / Shopping rates - Customers
do not agree with the rates offered

Agents always look for alternate properties with better rates. To overcome
this proactively, we should always probe to know customer's budget while
probing in the initial part of the call.

We have another property in another area which will be less, it will be
at $88.69 including Tax recovery charges and service fees.

Wants to book online - Customer shares that
they are getting better rates online or are
more comfortable booking online themselves

Agents offer to stay on hold while customer's are booking online so that
they can assist the customer if they are unable to book online.

| know sometimes you book online you may not get a confirmation
number, why not get it all the way while we are already on call.

Will call back later - Customers portray that
they are not ready to make a reservation and
will call back later

Agents portray urgency by saying that the offer is for limited period of time
and rates may change later.

We do have a limited amount of rooms actually left at the location.

Will contact Hotel directly - Customers get
suspicious of whom they are calling and look
to speak to the hotel directly

Agents needs to try and convince the customer that we are discounted rate
provider for that particular hotel. Agents have to be very careful while
doing this and should not mislead the customer. As instructed by our client,
we need to inform customers that we are not the hotel.

We are the ones that actually assist you, providing the best rates and
deals for the hotel based on the availability of the hotel and check In
dates.

Will not pre-pay - Customers not willing to
pre pay due to insufficient funds on card or
they are not used to make prepaid bookings

Agents advise customer that prepaid bookings guarantee reservation to
them and that they don't have to pay anything when they reach hotel
except incidentals. They also advice cancellation policy until which date
they can get full refund.

Once you made the reservation over the phone when you check in,
there will be no additional charge.

Denies alternate property - Customer wants
to book only preferred property

In cases where customer wants to book with preferred property only,
agents share plan B and say this is the only availability they have.

Would you be open to other properties near by? The only other
property i am seeing in the area is Harrah's Laughlin Hotel its a four

star property on 2900 S Casino Dr everything else is booked.




IMPROVE Drive Quick Improvement

Successful Rebuttals Against the Top 3 Objections

Creating Urgency functionedasa |
successful rebuttal for the top 3 | Urgency
objections |

Lowest price rebuttal was successful 23% of the

times when customers objected to the price being .
ey Lowest Price

Type of Objections on calls

Free
Cancellation

Check Other
Property

1 Consult with someone

Stay on Phone M Rates too high

M Call back later

Holiday

I
Discounted rates: 198

www.etechgs.com | Confidential 14



> | IMPROVE Replicate Successful Skills

After understanding what behaviors drive success, Etech cross trains agents to improve performance

52%

")I Winston Archibold

Vielka Alleyne

i I)awn WS3-Turmenne

Chaira Ceballos

—)l Reynaldo Nelson

Angela WS3-Jenkins

40%

48%

44%

55%

31%

0% 10% 20% 30% 40% 50% 60% 70% 80% 0% 10% 20% 30% 40% 50% 60%

I Provide Rebuttal%  m Ask for Sale% M Create Urgency%  Average%

(Em":n‘ www.etechgs.com | Confidential 15



PREDICT Predictive Model: Successful Behaviors Increase Revenue

1 1 1 1
1 1 1 1
: : : I $2,800,000
Present Rate | | i i 35,035
1 1 1 1
! ! ! 33,575 : wm ) 34,659
' ' 32,116 : : $2,705,797
1 1 1
| | O — 1 $2,700,000
1 30,656 ] 1 1
1 T 1 1
p—1
29,196 ! » : : ) )
- , , , By Improving Asking for Sale
: : , and Creating Urgency on an $2,600,000
1 1 1 i 0 .
! ' ' enterprise level by 20/) in
: ' $2,593,180
, , the sample set of 44,374 calls,
' ! our predictive model
L) ou ' : forecasted an increase of 72,300,000
23,106 i
1
1

$542,597

I
|
|
|
|
|
|
; :
| |
| |
| |
| |
| |
| |
| |
| |
I . 1 I $2,400,000
: SerVIce : ' inthe revenue
| | |
| | |
0,
: : o : +20A) Improvement
| | |
. o . +15% Improvement | $2,300,000
: +10% Improvement : :
0,
: +5% Improvement : : :
. . . . 2,705,796
’ 182,480,400 | |$2,593,180
I | | |
AL - [$2,367,702 e = =
I ’ ’ | | |
l : : :
1 1 1 1 $2,100,000
l : : :
I | | |
I | | |
I | | |
I | | |
I I I : $2,000,000
|
Current I Improvement 5% I Improvement 10% Improvement 15% Improvement 20%
==@®==Asking for Sale = —=o-=Creating Urgency =@=Revenue
@t-e_cll Note: This model is based on the data collected in the month of July. These analysis will
: . . be run quarterly to ensure we have enough data to observe any new patterns or see any
iz Www.etechgs.com | Confidential visible deviations from the last output. 16



Call Volume Analysis

Service Calls: 44,335
Escalation Calls: 4,208

H Service M Escalations

— 133
143 @174 — _—
178 95 141
134
110
97
n 80
N~ fe)) LN
S H E s = B 3 ~ s
- = [ | LN
- - :~ Q,‘; :‘ —
0 = i
S S (0]
= S : i
)

11/1  11/2 11/3 11/4 11/5 11/6 11/7 11/8 11/9 11/10 11/11 11/12 11/13 11/14 11/15 11/16 11/17 11/18 11/19 11/20 11/21 11/22 11/23 11/24 11/25 11/26 11/27 11/28 11/29 11/30
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Call Volume Vs AHT Heat Map

Time (CST) ieekday .
Sunday Monday Tuesday Wednesday Thursday Friday Saturday
12 AM 77 91 90 81 107 146 117
1AM 195 94 111 115 154 178 134 As the volume increases
2 AM 130 109 108 122 164 217 123
3AM 109 90 92 87 114 198 118 > from 9am-2pm on
4 AM 78 9% 109 93 122 187 98 weekdays, the AHT
5 AM 85 123 164 157 179 238 149 .
6 AM 49 122 146 112 163 176 93 INCreases
7 AM 137 286 300 211 340 395 186
8 AM 252 _ 554 584 474 _ 638 __ _ _634__ _ 362
9 AM 393 f 878 731 543 798 857 | 539
10 AM 431 I 949 809 747 899 947 | 598 Recommendations:
11 AM 479 l 940 853 746 935 972 L__700 * Etech Insights recommends to have an
12PM 562 I 1033 831 720 894 903 | 632 alert system that will remind the agents
1PM S I 989 o3 731 904 _I 590 to wrap up calls
2PM 562 L _1(59_ _ . _962 ____ . 170_ ___ 815 _ = _1,021 . 624
3PM 544 1160 865 916 973 1,097 600 * Leaders should be on the floor supporting
4PM 482 908 770 816 824 1,085 552 the agents during high call flow periods
5PM 495 751 646 537 767 823 512
6 PM 456 628 551 452 672 698 370 « Build a to
7PM 370 >11 >38 467 >54 >81 352 empower customers to use self-help
8 PM 313 434 373 411 504 496 333 .
options and reduce call flow towards the
9PM 258 386 333 309 486 415 218
10 PM 190 280 173 238 311 334 198 contact centers
11 PM 112 146 142 153 203 250 128
Color Scale = AHT 0:03:00 0:05:00 0:07:00 0:00:00 | 0:10:00 | 0:da:000
Numeric Call Volume

*Call volume is represented in numbers & AHT in Color Scale
www.etechgs.com | Confidential 18




Hold Time Analysis — Heat Map

Hold | Sunday Monday Tuesday Wednesday Thursday Friday Saturday |
2AM | 0:02:50 0:03:00 0:03:01 P00sa7Y oo [NNO0SALNNN 00359 | |

1AM 0:04:00 0:03:43 0:03:02 0:03:51 0:04:50 0:04:28 0:04:40

2 AM : 0:04:27 0:04:23 0:02:51 0:03:51 0:03:43 0:04:01 0:04:42 : >

3 AM 0:04:46 0:02:40 0:03:35 0:04:31 0:03:34 o °

4 AM I 0:03:24 0:03:50 0:02:43 0:03:56 0:04:10 I Agent Behavior Indicators

5AM [o0saa | 00405 0:02:26 0:03:37 | 0:0456 | I

cav _ |RSNOORSOREN  _oosos _GOTSORNN DiOAALTE] oo | .

7 AM 0:02:25 0:02:54 0:03:39 0:03:25 0:03:32 During 12 am to 6 am, the average
8 AM 0:03:45 0:02:48 0:03:48 0:03:14 0:03:09

9 AM 0:02:58 0:02:22 0:02:38 0:02:33 0:02:04 . .
10 AM 0:02:08 0:02:09 0:03:19 0:02:25 0:02:07 hold time per ca Il was 350 minutes
11 AM 0:02:07 0:02:35 0:02:36 0:02:54 0:02:10

12 PM 0:02:00 0:02:17 0:02:36 0:02:10 0:02:07 compared to the 2:47 mins for the
1PM 0:02:18 0:02:04 0:02:19 0:02:40 0:02:23

2PM 0:02:23 0:02:32 0:02:47 0:02:32 0:02:10 rest of the d ay

3PM 0:02:34 0:02:08 0:02:22 0:02:30 0:01:55

4 PM 0:02:26 0:02:13 0:02:26 0:02:49 0:02:10

5PM 0:02:50 0:02:31 0:02:19 0:03:01 0:02:15 The average Ca” Volume durlng these
6 PM 0:02:41 0:02:45 0:02:56 0:03:48 0:03:07

7PM 0:03:22 0:03:49 0:02:33 0:03:51 0:03:20 hours was 56 Calls/hour

8 PM 0:02:47 0:03:43 0:03:22 0:03:36 0:03:18

9PM 0:03:16 0:02:48 0:02:44 0:03:12 0:03:51
10 PM 0:02:54 0:03:04 0:02:42 0:02:48 0:03:01
11 PM 0:02:45 0:04:27 0:03:14 0:03:37 0:03:58

Scale 0:02:00 0:03:00 0:04:00 0:05:00 _o0s00 |

*No shift in the call driver pattern was observed during the

Average Call Volume Enterprise Level: 168 Calls/hour high hold time periods of the day
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Hold Time - Vendor Wise Breakdown

Top 2 Agents with Highest Hold Time and Hold Instances

Vendor 1 Service

== No of Calls Average Hold Time —@— Average Hold Instance/Call Agent Name No of Calls Average Hold No of Instances
3.71 Agent 1 173 485 192
Agent 2 162 438 202
Vendor 2 Escalations
2.71 2.82 Agent Name No of Calls Average Hold No of Instances
Agent 1 168 323 336
Agent 2 171 194 671
Agent 1 133 102 269
0.83 Agent 2 240 82 396
2,279
1,443
Vendor 2 Escalations
Vendor 1 Service Vendor 2 Escalations Vendor 2 Service Vendor 3 Escalations
Agent Name No of Calls Average Hold No of Instances

Agent 1 280 409 391

Vendor 1 service is impacting
the enterprise level Hold Time

www.etechgs.com | Confidential 20



22.4% Reason for Call - Cancellation
4,577 calls = Inquire refund status or
request a reservation receipt

Etech Insights recommends:

Introduce self serve options like IVR and

reservation receipt download capability
on the website

Why are People Calling?

Cancel Reservation , 10,701

www.etechgs.com | Confidential

50% reduction in potential self
serve volume =$151,041

annual savings

Refund Inquiry, 2,599

Change Reservation |77 /0t
Night, 452

Add Day/Night,
401

Taxes and
Fees, 201

Change Room
Type, 255

Add Remove
Guest, 196




AHT Buckets Vs Call Drivers

N 0-3 Minutes % H 3-6 Minutes % B &9 Minutes % BHS9-12 Minutes % M >12 Minutes %

Cancel Reservation Char_?:;m Add Remowe Guest Reseg;‘r::[hte Mﬂﬁ;ﬂ" Add DayfNight  Refund Inquiry Hm:;t Taxes and Fees Remowe Day/Night
= 0-3 Minutes % 12% 11% 2% 15% 18% 15% 8% 15% 13% 11%
| =36 Minutes%  60%  38%  sa% 3%  a1% 3%  371% 38% 38% 1%
_IE‘EI'F'IinTtE;-%_ - _lTTﬁ i _2.5-95_ - ﬁ?ﬁ_ -1 -1.99? i _2]3-5 i _ZFS'E_ - .Z.-E"}ﬁ-_ - 22% 25% 20%
m 2-12 Minutes % L% 12% 12% 12% 7% - _15% o 13% e 11% 12% 11%
B >12 Minutes % 5% 15% 2% 15% 7% - _18‘9i I _1-5_95 N | 13% 11% 17%

>12 Minutes: Add Day
and/Night + Refund Inquiry
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Why People Cancel?

Agent offered to rebook on only 30% of the

calls when customers wanted to cancel the
reservation because of change of plans

Successful Behaviors

Offered
Discount, 31%
Expensive

Offer to
Rebook, 13%

M Offered Discount

Offered H Offer to Rebook
Discount, 12%
Plans
Changed

Offer to
Rebook, 16%

Reason for Cancellation

64% M Calls Cancel %

51% 52%

N

2,763
- . . - - -
Plans Changed Expensive Sick Emergency Bad Weather Fees and Book Directly ~ Wrong Hotel Booked
\ )| Services With The Hotel somewhere else

Agents offered to rebook + provided a discount both

only on 2% calls when customers called to cancel due
to change of plans, and all of those cancellations were
saved in November

Rebuttal -
Cancel Driver

www.etechgs.com | Confidential 23




Cancellation Calls by Locations

82% of the

cancellation calls
came in for
properties like Hotel
Chain 1 and Hotel
Chain 2

Powened bry Bing
i DEAT for MISFT, GeoMames, Mavten
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Customer Sentiment Analysis

Customer Sentiments Breakdown by Call Drivers

68%, Positive
Sentiment, 19245

8%, Strong
Positive
Sentiment, 2359

6%, Negative
Sentiment, 1826

17%, Strong
Negative
Sentiment,
4931

““ |
[ ==

Reservation
Receipt

Refund not
Received

Cancel Refund Inquiry

Reservation

= Negative Sentiments %

Customers Expressed Strong

Negative Sentiments on 29%
of the Refund Inquiries

www.etechgs.com | Confidential

B Strong Negative Sentiment %

Change
Reservation Date

Remove
Day/Night

W Positive Sentiments%

Inquiry - Taxes
and Fees

W Strong Positive %

Change Room

Type

25




Customer Sentiment by Hour

Weekday
Time (CST) Sunday Monday Tuesday Wednesday Thursday Friday Saturday
12 AM 24% 18% 17% 23% 16% 19% 27%
1AM 24% 7% 5% 14% 20% 25% 13%
2AM 13% 14% 18% 15% 10% 21% 21%
3AM 15% 13% 24% 22% 15% 9%
4AM 13% 17% 23% 24% 17% 14% 14%
5 AM 18% 20% 21% 13% 14% 20% 24%
6 AM 13% 12% 20% 21% 17% 26% 25% e The call volume decreases
7 AM 22% 21% 16% 18% 21% 19% 10% . .
P ya5e L 125t L4 o5 115 9 significantly during the weekend &
9AM 25% 17% 15% 17% 14% 16% 17% the negative customer sentiments on
10 AM 20% 22% 21% 18% 18% 15% 20% . .
11 AM 16% 17% 20% 18% 16% 17% 22% calls start increasi ng
12 PM 17% 23% 21% 19% 19% 22% 29%
1PM — 20% o 10% 22% 22% 20% — e21% o 18% e L
2 Pm - By I 0% - B I’ 18% 27% 1| ¢ Wereceived 109 calls during 2-3 am
3PM 20% 23% | 19% 24% 21% | 22% | on Sundays with a customer
4PM 23% 25% I 20% 19% 19% 23% [
5PM 27% %% | 18% 22% we L o I dissatisfaction rate of 30%
6 PM I 19% 23% | 16% 28% 17% l 24% [
7 PM I 25% 20% I 16% 15% 21% | 20% I
8 PM 19% 16% 20% 15% 19% [ 19%
9PM 25% 25% I 15% 14% 29% I 22% I
10 PM 20% 18% l 19% 20% 25% I 24% l
11PM 29% 23% l 17% 14% 19% | 23% l

— e o o o o= o =) |
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Geographical Plot - VOCs

Positive

Negative

Fowered by Bing
@ DEAT for MSFT, GeoMames, Mavteq

Powered by Bing
£ DSAT for MESFT, GeoMames, Mavbes
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Pareto Analysis

Top 8 Opportunities made 80% impact on
overall performance.

AN

97%

350 91%  %4% 9%  96% % 100%
300
80%
250
200 60%
150
118 40%
109 99
100 81 77 74 66 59
20%
. 4 4 2
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Key KPI & Revenue Impact
22%

= .~ Decrease in Hold v

33%

Revenue Growth

31%

Additional Call

The 2% increase in conversion resulted in more than $542K in
incremental revenue and is about a 2000 basis point improvement

: ~
2% 8%

Increase in Increase in
Conversion Rate - _ Effectiveness Score -

%
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3%

Decrease in

~ Cancellation Rate

29



Etech Technology Solutions

Desktop Support 24/7 Support

Network

D?t?basg ’-\ Administration
Administration Etecn‘ Technology

S Solutions

CTl and
Telecommunications
Q Administration
\:

Data
Analytics

/’ —

Application and
Reporting
Development

Corporate
Security
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ISO 27001 Certified Organization

Network Security

F:=RTINET

24x7 Monitoring
Deep Packet Inspection
Intrusion Prevention
Data Leak Prevention

PCI-DSS Certified Compliant

Host Security
(@) TREND

Host Intrusion Prevention
Integrity Monitoring
Web Application Security
Log Inspection

Etech Security and Compliance

GDPR Compliant

o0
/\/é“
OreeTion

>

Vulnerability Management

@ Nessus

vulnerability scanner

Monthly Vulnerability Scans
Web Application Scanning
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PACE-SRO Certified

PACE

Individual Certifications

CompTlA

CompTIA CySA+
CompTIA Security+
CompTIA Network+

CompTIA A+
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Etech SD-WAN Diagram
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A Commitment to Servant Leadership Focusing on our
People, Customers and Communities

ETECH INSIGHTS DELIVERS
REMARKABLE CUSTOMER
EXPERIENCES

TRUSTED ADVISOR
PARTNERSHIP MODEL

INDDS§$RY SCALABILITY / LOW
STAFF TURNOVER
EXPERTISE

CUSTOMER CENTRIC WITH

CUSTOMIZED SOLUTIONS MINORITY CERTIFIED

ENTERPRISE
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Jim Iyoob
Chief Customer Officer

playing by the rules’

Tk Yore!

Jim@etechgs.com | @jiyoob

info@etechgs.com | www.etechgs.com | 936—-371-2640

To make a remarkable difference for each other,
our customers, and within our communities.
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