@SogoCX

The Sogolytics
Experience Index

Customer Edition Q12026

Q12026 Update:

How Customer Expectations and Loyalty Are Shifting

2 sogolytics




n The Sogolytics Experience Index: Customer Edition Q12026

(About the StudD (T he State of CX> (Expectation Gaps) (Great vs Poor CX) (AI and Human Balance) Grivacy and Data (Building Trust) (Feedback Loops> (Loyalty and Chuer (Future of CX>

. Summary This report is based on findings from a Q12026 survey of U.S. consumers, with comparisons to 2025 data to highlight emerging trends in
customer experience. The results show that while companies can deliver strong individual experiences, consistency, trust, and follow-
Key findings from Q1 through remain ongoing challenges.
i026 Czkogg and trends Customers today prioritize reliability over novelty. They expect fast, seamless interactions, clear communication, and fair value, while
rom . - . . : - . . . . .
remaining cautious about how their data is used. Loyalty is still present, but increasingly conditional, shaped by each interaction
rather than long-term brand attachment.
Customer satisfaction is Loyalty is Feedback s Comfort with Future priorities are shifting
stronger for individual increasingly conditional, widely shared but not data use is improving, toward trust and value,
interactions than for overall consistently acted upon,
brand experience,
i 42% 44%
39% 1 0%
24% 19%
with 39% very satisfied with their most with 37% of customers saying with only 34% of customers with 42% now saying they are . .
recent experience compared to 24% they are likely to switch after reporting that their feedback comfortable with companies with protectlngpustomer data
who say the same about their overall a single negative experience, led to clear improvements, using their data, up from 32%in (444? and'reducmg fJOSTS (41%)
experience. This gap highlights both indicating reduced tolerance highlighting a significant 2025.However, a large share ranking hyghgst Wh"?
the challenge of consistency and the for poor interactions and opportunity to strengthen remains neutral or uncomfortable, personalization (19%) is less of a
difference between single greater willingness to explore trust through visible action. showing that trustin data focus.
experiences and brand perception. alternatives. practices s still developing.

Looking ahead, the next phase of customer experience will be defined by trust, affordability, and consistent delivery across every interaction.
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. Introduction

Customer experience has reached a point where delivering a single
great interaction is no longer enough. Customers now evaluate

Framing the evolving brands based on how consistently they deliver across every
challenge of customer touchpoint, and even small gaps between expectation and reality
experience. are becoming more visible.

At the same time, the nature of expectations is changing.
Customers are no longer focused only on speed or convenience.
They are placing increasing importance on transparency, fair
pricing, responsible data use, and the ability to engage with
companies in ways that feel both efficient and human.

This creates a growing challenge for organizations. Technology has
made it easier to scale experiences, but harder to maintain
consistency, trust, and meaningful interaction. As automation
expands, companies must balance efficiency with empathy,
ensuring that convenience does not come at the cost of clarity or
control.

The gap between what customers expect and what companies
consistently deliver continues to widen. This report examines how
expectations are evolving, where companies are meeting or falling
short, and what will define effective customer experience in the
years ahead.
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. About This report is based on insights from two Sogolytics surveys conducted among U.S. consumers, including the 2025 annual study and
the Q12026 wave. The combined analysis provides both a longitudinal view of changing customer expectations and a current
the StUdy snapshot of experience trends.

Survey design, sample,

A total of 1,000+ participants were surveyed in each wave, with quotas applied to ensure balanced representation by age, gender, and
and methodology.

geography across the United States. Participants were required to have had at least one meaningful customer experience within the
past 12 months.

The survey included a mix of question types, including single-select, multi-select, Likert scale, ranking, and open-ended questions,
designed to capture both quantitative trends and qualitative insights. Results reflect self-reported perceptions of customer
experience, expectations, trust, and behavior across major industries.

. L ‘l. .qri c T
\‘I U 1,000+ experience within

l mv Participants the past 12 months.
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. The State Where Experiences Are Happening

Of CX Customer experience today is shaped by frequent, everyday interactions across key industries.

Retail (24%) and healthcare (20%) account for the largest share of recent experiences. Financial services (13%) and entertainment (12%)

Reveals where experiences ) T
follow, with smaller contributions from other sectors.

occur, satisfaction patterns,
and industry-level CX rankings.

Where Recent Customer Experiences Occur

Y Retail (physical stores, malls, in-person
shopping)
@ Healthcare
1% ® Financial services (e.g., banking,
insurance, credit cards, investments)
S Entertainment and media (e.g., streaming
services, events, news platforms)

Technology (software, devices, digital
8% S gy ( g

platforms)
® E-commerce (online shopping platforms)

Travel and hospitality

P Telecommunications (internet, mobile,
cable providers)

Government and public sector (e.g.,
o licensing offices, postal, utilities)

Figure 1: This graph shows the industries in which participants reported their most recent meaningful customer experience, whether positive or negative.
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. The S'tate Satisfaction: Recent vs Overall

Of CX Customer satisfaction is higher for individual experiences than for overall experience.

77% report being satisfied with their most recent experience, compared to 68% overall. Overall satisfaction has improved since last
year, with more customers now reporting positive experiences. This gap shows that companies can deliver strong moments, but
consistency remains a challenge.

Reveals where experiences
occur, satisfaction patterns,
and industry-level CX rankings.

Recent Experience Satisfaction (2025 vs Q12026) W December 25 [ March 26

20% 20%
17%
15%
10%
5% . 5% 4y
0
Very dissatisfied | Somewhat dissatisfied ‘ Neutral Somewhat satisfied Very satisfied

Figure 2: This graph shows how participants rated satisfaction with their most recent meaningful customer experience. Results are shown for Q12026
and full year 2025. Because of rounding, the total percentage may not equal 100%.
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. The S‘ta‘te Overall Customer Satisfaction (2025 vs Q12026) Bl December 25 [l March 26
of CX
0% 70%
Reveals where experiences 68%
occur, satisfaction patterns,
and industry-level CX rankings. il 60% 60%
50% 50%

40%

30% 30%
267%

24% 24%

20%

10% 10%
6%

Very dissatisfied| Dissatisfied Neutral Satisfied Very satisfied Dissatisfied Neutral Satisfied

Figure 3: This graph shows how participants rated their overall satisfaction with customer experiences across companies today. Responses have been
grouped into satisfied, neutral, and dissatisfied categories. Results are shown for Q12026 and full year 2025.
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. The State Industry CX Rankings

of CX Financial services rank highest in customer experience in Q1, followed by entertainment and healthcare. Financial services also held
the top position in the previous wave, showing consistent performance. Telecommunications and travel rank lowest, highlighting
Reveals where experiences continued challenges in these sectors.

occur, satisfaction patterns,
and industry-level CX rankings. Customer Experience Rankings by Industry (Q12026)

Financial services (e.g., banking, insurance) 100%
Entertainment and media 97%
Healthcare 89%
Retail (physical stores, malls, in-person shopping) 87%
Government and public services (e.g., postal, licensin... 80%
E-commerce (online shopping platforms) 7%
Technology (software, devices, digital platforms) 69%
Telecommunications (internet, mobile, cable providers) 63%

Travel and hospitality 61%

0 10% 20% 30% 40% 50% 60% T0% 80% 90% 100% 110%

Figure 4: This graph shows how participants ranked industries based on the overall quality of customer experience they provide, with 1 being the best and
9 being the worst. Rankings are based on relative weighted scores.
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. Expectations and Customer expectations continue to rise, creating a growing gap between what customers expect and what they receive. As
expectations increase, delivering consistent experiences becomes more challenging across industries.

Experience Gaps

How Expectations Are Changing
How expectations are changing
and where gaps persist between
expectations and delivery.

Customer expectations continue to rise, with more respondents reporting higher expectations compared to five years ago. 53% say
their expectations are now higher, up from 44% in the previous wave, highlighting rising expectations for better customer experience.

Change in Customer Experience Expectations (2025 vs Q12026) B December 25 [l March 26

60%
55%
50%
45%

40%

20%
15%

13%
10%

5%

Lower About the same Higher

Figure 5: This graph shows how participants rated their current customer experience expectations compared to five years ago. Results are shown for Q1
2026 and 2025. Because of rounding, the total percentage may not equal 100%.
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. Expectations and What Customers Expect in 2026

Experience Gaps Customer expectations have expanded across multiple dimensions, with no single factor standing out alone. Privacy and data
protection lead, with 37% strongly agreeing they expect greater respect for their data. Ethics (31%) and transparency (30%) follow

How expectations are changing closely, while demand for speed, personalization, and human connection remains consistently high.

and where gaps persist between
expectations and delivery. Evolving Customer Expectations Across Key Experience Factors

B Strongly disagree [l Somewhat disagree [l Neither agree nor disagree [l Somewhat agree [l Strongly agree

I now expect faster and more efficient experiences 7% 9%
I now expect more transparency and honesty from companies % 8%
I now expect brands to act responsibly and ethically % 1%
I now expect more personalized and relevant interactions %

| now expect greater respect for my privacy and data % 6%

| now expect more genuine human connection and empathy i... % 8%

0 10% 20% 30% 40% 50% 60% 0% 80% 90% 100%

Figure 6: This graph shows how participants rated their agreement with statements describing how their customer experience expectations have
evolved over the past five years. Participants responded on a five-point scale from strongly disagree to strongly agree. Because of rounding, the total
percentage may not equal 100%.

Customer expectations continue to rise, while overall experience remains more moderate. High expectations for speed,
transparency, and trust are not always matched by current experiences. This gap increases pressure on companies to deliver
reliable experiences at scale.
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. What Defines Customer experience is shaped by a consistent set of core drivers. The same factors that create strong experiences also influence
how customers evaluate and compare brands.
Great and Poor

. Drivers of Great Experiences
Experiences
Great experiences are driven by a combination of speed, communication, and human interaction. Fast response and resolution (31%)
Explores the drivers of remains the top driver, followed closely by clear communication (30%) and empathy (29%). Trust and reliability also play a strong role,
positive and negative showing that customers value both efficiency and confidence in their interactions.
customer experiences.

What Makes the Best Customer Experiences Stand Out

Fast response and resolution time 31%
Clear and transparent communication 30%

Empathy and courtesy from staff

Trustworthiness of the company

Accuracy and reliability

Price fairness and value for money

Product or service quality

Ease of access

Ethical or socially responsible behavior

Personalized offers

0 5% 10% 15% 20% 25% 30% 35%

Figure T: This graph shows the factors participants selected as making their best recent customer experiences stand out. Participants were allowed to
select multiple responses. Because of multiple responses, the total percentage may exceed 100%.
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D What Defines
Great and Poor
Experiences

Explores the drivers of
positive and negative
customer experiences.

@SogoCX

Drivers of Poor Experiences

Poor experiences are driven by delays, poor communication, and lack of transparency. Long wait times (35%) and poor communication
(34%) are the most common issues, followed by hidden fees (29%) and unresolved problems (28%). These breakdowns highlight how
quickly trust can be lost when expectations around speed, clarity, and accountability are not met.

What Makes the Best Customer Experiences Stand Out

Long wait times or delayed service 35%

Poor communication or unhelpful responses 34%
Hidden fees or misleading information 29%
Unresolved issues and lack of accountability 28%
Lack of empathy 24%
Unclear or confusing processes

Technical issues or unreliable systems 21%
Privacy or data misuse concerns

Unfair treatment or bias

0 5% 10% 15% 20% 25% 30% 35% 40%

Figure 8: This graph shows the factors participants selected as making their worst recent customer experiences stand out. Participants were allowed to
select multiple responses. Because of multiple responses, the total percentage may exceed 100%.

The same factors that define great experiences also drive poor ones when they fail. Speed, communication, and empathy appear on
both sides, either strengthening or weakening the overall experience. This symmetry highlights that customer experience is shaped
less by new features and more by consistently delivering the fundamentals.
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Al and the Human Overall Sentiment Toward Al

l Customer sentiment toward Al remains divided, with most viewing it as a mix of benefits and drawbacks. 30% say Al has both positive
Balance and negative effects, while 22% say it improves the experience and 22% say it harms it.

Compared to last year, a larger share of customers now view Al positively, while fewer remain unsure, suggesting a shift toward more

Assesses where Al improves defined and increasingly favorable perceptions of Alin customer experience. The biggest % change is that more people have positive
efficiency and where human perceptions than last quarter. That might be the beginning of a trend.
interaction remains
essential. Customer Sentiment Toward Alin Experience (2025 vs Q12026) B December 25 M March 26

35%

32%
30% 30%
25%
22% 22%
20%
15% 15% 145/
12% 12%
Unsure It makes no real difference It has both positive and negative It harms the experience overall It improves the experience overall

effects

Figure 9: This graph shows how participants feel about the use of automation and Alin customer experience. Results are shown for Q12026 and 2025.
Because of rounding, the total percentage may not equal 100%.
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. Al and the Human
Balance

Assesses where Al improves
efficiency and where human
interaction remains essential.
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Willingness to Use Al for Speed

Customers show growing willingness to use Al when it improves speed and convenience. 55% agree they are willing to use automated
tools for faster experiences, up from 43% last year. At the same time, a smaller share remains neutral, suggesting increasing comfort
with Al-driven interactions.

Willingness to Use Al for Faster Experiences (2025 vs Q12026) M December 25 [l March 26

45%

40%
35% 34%

28%

16% 14%

10% 10%

Strongly disagree | Somewhat disagree | Neither agree nor disagree Somewhat agree Strongly agree

Figure 10: This graph shows how participants rated their willingness to use automated chats and Al tools if it results in faster and smoother experiences.
Results are shown for Q1 2026 and 2025. Because of rounding, the total percentage may not equal 100%.
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. Al and the Human
Balance

Assesses where Al improves
efficiency and where human
interaction remains essential.

@SogoCX

Concerns About Al

Concerns around Al remain centered on trust, accuracy, and human connection. Accuracy (39%), loss of human interaction (38%), and
lack of empathy (37%) are the most common concerns, alongside privacy risks (37%). These concerns highlight that while Al offers
efficiency, customers still question its reliability and human impact.

Key Concerns About Al-Driven Experiences
Accuracy or reliability

Loss of human jobs or personal connection

Lack of empathy or human touch

Privacy or data security risks

Difficulty explaining complex issues

Unclear who is responsible when errors occur
Feeling monitored or tracked during interactions 28%
Poor past experiences with automation

Bias or unfair treatment in automated decisions

0

Figure 11: This graph shows the concerns participants have about using automated or Al-driven experiences. Participants were allowed to select multiple
responses. Because of multiple responses, the total percentage may exceed 100%.
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. Al and the Human
Balance

Assesses where Al improves
efficiency and where human
interaction remains essential.
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Where Human Interaction Still Matters

Customers continue to prefer human interaction in high-stakes and sensitive situations. Healthcare (562%), emotional scenarios (46%),
and financial discussions (45%) are the top areas where human involvement is preferred. Human interaction remains critical in

situations that involve trust, complexity, or emotion.

While these preferences remain consistent, the share of customers preferring human interaction has declined slightly across most
areas compared to last year. Customers are becoming more open to automation, even in traditionally human-led contexts.

B December 25 [ March 26

Where Customers Prefer Human Interaction (2025 vs Q12026)

Sales and purchasing

Complex problem-solving or Personalized advice or
decisions

troubleshooting recommendations

Healthcare and medical Emotional or sensitive Financial discussions or
consultations situations negotiations

Figure 12: This graph shows the areas where participants prefer human interaction, even if it results in slower experiences. Participants were allowed to
select multiple responses. Results are shown for Q12026 and 2025. Because of multiple responses, the total percentage may exceed 100%.
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. Personalization, Cus’romer experience _|s |nc.re.asmgly_shaped by hoyv well companies balance personalization with trust. As expectations for tailored
experiences grow, delivery is improving, but not uniformly across all customers.

Privacy, and Trust

Importance vs Satisfaction with Personalization

Personalization is important to customers, and satisfaction is beginning to catch up. 58% rate personalization as very or extremely

Examines personalization. important, while 59% report being satisfied with what they receive. The gap between expectations and delivery is narrowing, but
data comfort, and the role of not fully closed. Satisfaction has improved compared to last year, increasing by 8 percentage points. Customers who value
transparency in building trust. personalization the most are also more likely to report higher satisfaction.

Importance of Personalization (2025 vs Q12026) Il December 25 [l March 26

45%

40%

37%
35% 35%
32% 32%

30%

25%

20% 20% 21%

15%

10% 9%

8%

5%
3% 3%
0
Not important | Slightly important Moderately important Very important Extremely important

Figure 13: This graph shows how participants rated the importance of personalized experiences, such as tailored recommendations and customized
communication. Results are shown for Q12026 and 2025. Because of rounding, the total percentage may not equal 100%.
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. Personalization, Satisfaction with Personalization (Q12026 vs 2025)
Pri\lacy, and Trust Satisfaction with Personalization (2025 vs Q12026) B December 25 [ March 26
45%
Examines personalization, 40% 39%

data comfort, and the role of

transparency in building trust. 35% 34% a3y, 3%
30%
25% 25%
20%
18%
15%
10% o

1% 1%

0
Very dissatisfied Dissatisfied Neutral Satisfied Very satisfied

Figure 14: This graph shows how participants rated their satisfaction with the level of personalization they currently receive in their customer experiences.
Results are shown for Q12026 and 2025. Because of rounding, the total percentage may not equal 100%.
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. Personalization, Comfort with Data Use
Privacy, and Trust Customer comfort with data use is increasing, though hesitation remains. 42% report being comfortable with companies using their
data, up from 32% last year. Fewer customers now report discomfort, indicating a gradual shift toward greater trust. At the same
time, a significant share still remains neutral or uncomfortable, showing that confidence in data use is still developing.

Examines personalization Comfort with Data Use (2025 vs Q12026) Il December 25 [l March 26

data comfort, and the role of 45%
transparency in building trust. 0%
35%
30% 20% 8%
25% 25%
22%
20% 19% 20%
. 16%
15% 6 14% 14%
12%
10%
5%
0

Very uncomfortable Slightly uncomfortable Neutral Mostly comfortable Very comfortable

Figure 15: This graph shows how comfortable participants are with companies collecting and using their personal data to improve their experience.
Participants rated their comfort on a five-point scale. Results are shown for Q12026 and 2025. Because of rounding, the total percentage may not equal
100%.

Personalization is gaining ground, but trust remains the deciding factor. As customers become more open to data-driven
experiences, transparency and responsible data use are increasingly shaping long-term engagement.

@SogoCX 19



n The Sogolytics Experience Index: Customer Edition Q12026

(About the StudD (T he State of CX) (Expectation Gaps) (Great vs Poor CX) (AI and Human Balance> Privacy and Data (Building Trust) (Feedback Loops) (Loyalty and Chuer (Future of CX)

. Personalization, Trust, Transparency, and Data Behavior

. Customer trust in data practices remains cautious, but expectations around transparency are clear. Only 17% strongly agree the
Privacy, and Trust . praciice caut i ransparency g gy agree ey
trust companies to protect their data, while 43% strongly agree that companies should be more transparent. Transparency is no
longer optional, it is a key driver of trust and loyalty.

46% say they would stop using a company if their data is sold without consent, and 68% say they are at least somewhat more loyal
to brands that clearly explain their data practices. Customers are willing to reward transparency, and quick to penalize
misuse of data.

Examines personalization,
data comfort, and the role of
transparency in building trust.

Trust, Transparency, and Customer Data Behavior
B Strongly disagree [l Somewhat disagree [l Neither Agree nor Disagree [l Somewhat Agree [l Strongly Agree
| trust most companies to protect my personal data
Companies should be more transparent about how custom...
| would stop using a company if | discovered it sold my data...

| am more loyal to brands that clearly explain their privacy..

0 10% 20% 30% 40% 50% 60% T0% 80% 90% 100% 10%

Figure 16: This graph shows how participants rated their agreement with statements related to trust in data protection, transparency in data use, and
how data practices influence their behavior and loyalty. Participants responded on a five-point scale. Because of rounding, the total percentage may
not equal 100%.
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. Bmlding and Trust continues to play a central role in shaping customer relationships. As expectations rise, companies are increasingly judged not
just on performance, but on how consistently they communicate, act, and deliver on their promises.
Maintaining Trust
Core Drivers of Trust
Highlights the key drivers Trust is primarily shaped by how companies communicate and interact with customers, with honest communication (41%) and
of trust and the influence of respectful treatment (38%) ranking as the top drivers, followed by data protection (35%) and transparent pricing (32%). Functional
company values. factors like product quality and problem resolution remain important, but play a secondary role compared to these leading

drivers. Trust is driven more by transparency and treatment than by performance alone.

Key Drivers of Customer Trust

Honest and open communication 4%
Respectful treatment of customers 38%
Data protection and privacy safeguards 35%
Fair and transparent pricing 32%
Consistent product or service quality 31%
Timely problem resolution 29%
Social responsibility or ethical behavior 23%

Strong DEI (diversity, equity, inclusion) practices 21%

0 15% 20% 25% 30% 35% 40% 45%

Figure 17: This graph shows the factors that most influence participants’ trust in a company. Participants were allowed to select multiple responses.
Because of multiple responses, the total percentage may exceed 100%.
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. Building and Influence of Company Values

Maintaining Trust Company values play a moderate role in shaping customer decisions, with most respondents indicating a somewhat significant
influence across social, environmental, and political factors. Social (71%) and environmental (69%) stances have slightly higher

L . influence compared to political stance (64%).
Highlights the key drivers

of trust and the influence of Company values matter, but they are not the primary drivers of trust or decision-making.
company values.
Compared to last year, the influence of these factors has increased slightly, particularly for social and environmental issues. Values

are becoming more relevant, but remain secondary to core experience factors.

Influence of Company Values on Customer Decisions

[l Unsure |l Notatall [ Slightly [l Somewhat [l Significantly

A company’s social stance (e.g., community engagement,...

A company’s environmental stance (e.g., sustainability, wast...

A company’s political stance (e.g., endorsements, donation...

0 10% 20% 30% 40% 50% 60% 0% 80% 90% 100%

Figure 18: This graph shows how participants rated the influence of a company’s social, environmental, and political stance on their overall experience
and purchasing decisions. Results reflect Q12026 responses. Because of rounding, the total percentage may not equal 100%.
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. Feedback and Customer feedback is a key part of the experience, shaping how companies understand and respond to their customers.
How feedback is shared and whether it leads to action both play a critical role in closing the experience loop.

Action Loops

How Customers Share Feedback

Explores how customers Customers use a variety of channels to share feedback, with email (45%) being the most preferred method. Text messages (29%) and
share feedback and whether phone calls (28%) follow, while digital channels like social media and in-app surveys are also widely used. Feedback is shared across
it leads to action. channels, not limited to a single touchpoint.

Preferred Channels for Sharing Feedback

Email 45%
Text messages 29%
Phone call 28%
Social media 25%
In-app survey or pop-up forms 23%
Public review site 22%
Live chat 17%
| do not usually share feedback 13%
0 5% 10% 15% 20% 25% 307% 35% 40% 45% 50%

Figure 19: This graph shows how participants prefer to share feedback about their experiences with companies. Participants were allowed to select
multiple responses. Because of multiple responses, the total percentage may exceed 100%.
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. Feed back and Does Feedback Lead to Action

Action LOOpS Feedback does not always translate into clear action. Only 34% say their feedback led to visible improvements, while 30% report only
minor or unclear changes. There is a significant share of customers who do not see meaningful outcomes from the feedback

Explores how customers they provide. This gap highlights a missed opportunity for companies to strengthen trust through visible action.

share feedback and whether
it leads to action. Perceived Impact of Customer Feedback

[l Unsure [l Notatall [ Slightly [l Somewhat [l Significantly

A company’s social stance

0 10% 20% 30% 40% 50% 60% 70% 80% 907% 100% 10%

Figure 20: This graph shows whether participants felt their feedback led to visible action or improvement. Because of rounding, the total percentage may
not equal 100%

Customers are willing to share feedback across channels, but the impact of that feedback is not always clear. When feedback does
not lead to visible action, it weakens trust and engagement. Closing the loop remains one of the biggest opportunities to strengthen
customer experience.
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. Loyalty and Customer loyalty exists on a spectrum, influenced by both ongoing experiences and individual interactions. Understanding how
switching Behavior customers define loyalty and how they respond to negative experiences provides insight into how stable that loyalty really is.

Self-Reported Loyalty
Analyzes loyalty levels, switching
behavior, and long-term drivers
of retention.

Most customers describe themselves as somewhat loyal rather than fully committed. 43% say they are somewhat loyal, while 31%
consider themselves very loyal. Loyalty is shifting from strong commitment to more flexible preference.

Compared to last year, fewer customers identify as very loyal, while more fall into the somewhat loyal category, suggesting that

loyalty is becoming less firm and more conditional.

Customer Loyalty Levels

B Very disloyal - | rarely buy from the same brand twice [l Not atall [l Slightly [l Somewhat [l Significantly

0 10% 20% 30% 40% 50% 607% T0% 80% 90% 100%

Figure 21: This graph shows how participants described their level of loyalty to brands, ranging from very loyal to very disloyal. Results reflect Q12026
responses. Because of rounding, the total percentage may not equal 100%.
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. Loyalty and
Switching Behavior

Analyzes loyalty levels, switching
behavior, and long-term drivers
of retention.

@SogoCX

Reaction to Negative Experiences

Customers show moderate tolerance for negative experiences, but switching risk remains significant. 37% say they are likely to switch
after a single negative experience, compared to 31% who say they are unlikely to do so, indicating that tolerance exists but is limited.
Customer loyalty is increasingly conditional, with a single negative experience often putting it at risk. Compared to last year, the
likelihood of switching has increased slightly, indicating reduced tolerance for poor experiences.

Likelihood to Switch After a Negative Experience

B Very unlikely [l Somewhat unlikely [ Neutral [l Somewhat likely [l Very likely

0 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Figure 22: This graph shows how likely participants are to switch to a competitor after a single negative experience with a brand. Participants rated their
likelihood on a five-point scale. Results reflect Q1 2026 responses. Because of rounding, the total percentage may not equal 100%.
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. Loyalty and Drivers of Long-Term Loyalty

SW|tch|ng Behavior Loyalty is driven more by value and performance than by brand values or personalization. Long-term loyalty is shaped primarily by
practical, performance-based factors, with affordability (20%), product or service quality (19%), and customer service (18%) leading,

Analyzes loyalty levels, switching followed by trust and transparency (13%).

behavior,.andlong—term drivers Factors such as brand values, convenience, and personalization play a secondary role, reinforcing that customers prioritize
of retention. consistent, tangible outcomes when deciding to stay with a brand.

Key Drivers of Long-Term Customer Loyalty
24%

20%

16%

12%

8%

4%

0

Ethical and socially
responsible behavior

Personalization and
relevance of
experience

Convenience and
ease of use

Brand values and
alignment with my
beliefs

Trust and
transparency

Customer service
quality

Product or service
quality

Affordability and
pricing

Figure 23: This graph shows the single most important factor influencing participants’ long-term loyalty to a brand. Results reflect Q12026 responses.
Because of rounding, the total percentage may not equal 100%.

Customer loyalty is becoming more conditional and experience-driven. Brands that deliver consistent value retain customers, while

those that fall short risk losing them quickly.
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. The Future of CX Top Priorities for the Next Decade

Customer priorities are shifting toward trust, value, and reliability over time, with protecting customer data (44%) and reducing costs
(41%) emerging as the top focus areas for the next decade, followed by faster service (29%) and greater transparency (28%).

Identifies priorities, emerging
expectations, and what great
CX looks like going forward.

While factors like balancing automation with human interaction and building brand trust remain important, personalization ranks
lower, indicating a shift away from surface-level enhancements toward more meaningful and reliable experiences. The future of
customer experience will be defined by trust, affordability, and consistent performance.

Top Customer Experience Priorities for the Next Decade

45% 443

Protecting
customer data

Reducing costs for
consumers

Delivering faster
service

Improving
transparency

Building stronger
brand trust

Balancing
automation with
human interaction

Simplifying digital
experiences

Ensuring ethical
and inclusive
practices

Enhancing
personalization

Figure 24: This graph shows the areas participants believe companies should focus on most over the next 10 years to improve customer experience.
Because multiple responses were permitted, the total percentage may exceed 100%.
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. The Future of CX What Great CX Looks Like

Customers consistently describe great experiences as fast, simple, and human. They value interactions that resolve issues quickly,
feel easy to navigate, and are grounded in honesty and respect. While expectations continue to evolve, the fundamentals of good

. o . service remain unchanged.
Identifies priorities, emerging

expectations, and what great

CX looks like going forward ¢ Fast, decisive resolution

‘Fast efficient resolution.”

Resolve issues quickly and minimize the number
of steps required to reach a solution.

¢ Human support when it matters

“Talking to a real person that can help with what
customers need.”

Ensure customers can easily reach a real person
when issues are complex, urgent, or sensitive.

¢ Honest and transparent communication

“Just being honest with customers.”

Set clear expectations and communicate openly
about pricing, timelines, and outcomes.

@SogoCX
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Figure 25: This graphic shows the words and themes most frequently used by
participants when describing what a great customer experience looks like in 2026.
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D The Future of CX

Identifies priorities, emerging
expectations, and what great
CX looks like going forward.

@SogoCX

Seamless and effortless interactions

‘Fasy to use and secure website.”

Design experiences that are intuitive, reliable, and
free from unnecessary friction.

.
.
Fair pricing and clear value “
. g

-
1
“Fair pricing, honesty and quality in customer service.” -~

\
2
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Keep pricing simple and transparent, while clearly

~
demonstrating the value delivered. N

W—
N
—

—

Great customer experience is defined by consistently delivering fast, seamless, and transparent interactions, supported by
human assistance when it matters most.
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. AbOU't Sogoly‘tics Sogolytics delivers speed, clarity, and scale through a powerful platform built for enterprise teams managing customer journeys and
employee engagement. Sogolytics streamlines the entire feedback cycle-from intelligent survey creation to real-time dashboards
and automated text analysis. The Sogolytics platform is purpose-built to support teams of all kinds: intuitive enough for business
users, powerful enough for analysts, and customizable for every audience.

Design sophisticated, personalized feedback flows in minutes. Automatically adapt questions based on logic and earlier responses.
Pre-fill messaging based on user data. Then, visualize results immediately—no waiting, no digging. With sentiment analysis, turnkey
reports, and

real-time dashboards, your team can go from data to decisions in record time.

And while our technology is sophisticated, our support model is refreshingly human. Our 24/7 customer support team is here
whenever you need a partner-not just a platform.

Connect with Sogolytics for resources, demos, and upcoming webinars that explore how Al is reshaping the employee experience.
Join the conversation and discover new ways to listen, learn, and grow with your team.

@SogoCX

@!SogoEX @SogoCore
Customer Experience ) )

Employee Experience Enterprise Feedback
Management Management Management
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https://www.sogolytics.com/enterprise-survey-software/
https://www.sogolytics.com/customer-experience-platform/
https://www.sogolytics.com/employee-experience-platform/

2 sogolytics

To learn more about Sogolytics and how we can help
you to conduct your own research, connect with our
team today.

Email
info@sogolytics.com

Phone
+1(800) 646-0520

Website
www.sogolytics.com
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