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Everest Group

PE Z.K Everest Group Customer Experience Management (CXM) in APAC — Service Provider Landscape
MAT R‘I x*  with PEAK Matrix® Assessment 2022'

A
High
i @® Leaders
i Leaders .
| ERASS @® Major Contenders
I -
: (O Aspirants
Major Contenders i transcosmos 5'¢  Star performers
|
]
1
1

Bell System24®

Market impact
(Measures impact created in the market)

Low BREUEIE

Low Vision & capability i

(Measures ability to deliver services successfully)

1 Assessments for Bell System24, Relia, and TMJ exclude service provider inputs and are based on Everest Group's proprietary Transaction Intelligence (Tl) database, provider public disclosures, and Everest Group's interactions with buyers
Source:  Everest Group (2022)

This assessment has been licensed to transcosmos
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South—Eastern Asia

WORLD

USA
China

Northern Europe

Western Europe

Russian Federation

Eastern Europe

100% -- ' Southern Europe

50% Japan
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“World Population Prospects 2019”7, Department of Economic and Social Affairs Population
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- IPNEETONELCS S TR Ljcosmos

@ Natons Y population Peak out year

WORLD 10,875,394 ---
Japan 128,802 2008
United States of America 433,854 ---
China 1,464,418 2031
Indonesia 337,382 2007
Russian Federation 148,374 1993
South-Eastern Asia 303,066 2062
Northern Europe 121,044 -
Southern Europe 153,334 2012
Western Europe 198,855 2032
Eastern Europe 310,506 1992
Africa 4,280,127 -—-

“World Population Prospects 2019”7, Department of Economic and Social Affairs Population
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exceptions )to Grow is Own a Game-
Changing Subcategory.”
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