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There’s no denying it —  
we live in a digital-first world. 

As digital delivery continues to ingrain itself in  
provider-client engagements, clients across high-touch 
industries have grown accustomed to quick, convenient 
and seamless access to the services they require.  
The ability to build strong client relationships without 
relying on face-to-face contact is a must-have, as 
is ensuring security for clients who share sensitive 
information digitally. In today’s digital world, service 
providers must establish seamless digital service delivery 
and identify the right strategy to power  
long-term digital resilience.

To better understand how providers are addressing service 
delivery expectations in our digital-first  
world, we surveyed 1,500 employees and 1,500 clients 
in three high-touch, client-facing industries: financial 
services, legal and real estate. By comparing these results 
with last year’s Small Business Digital Resilience Report, 

we also gained a sense of how employee  
and customer sentiment has evolved over time —  
and where businesses stand the best chance of improving 
operations in 2022 and beyond.

While service providers are investing heavily in digital 
transformation, our research shows there’s still room  
to grow. In particular, consolidating all operations for end-
to-end digital service delivery into one platform  
can streamline client and employee experiences, improve 
security, reduce fragmentation and eliminate other key 
pain points — ultimately earning and retaining loyalty from 
clients and team members.

Today’s digital-first environment is here to stay. The 
question now: How resilient is your digital strategy  
and how well does it equip your organization to live  
up to your customers’ high expectations?  

https://moxtra.com/library/report-smb-digital-2021


54%

97%

85%

72%

85%

73%
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Key  
findings

Clients who would consider seeking an alternative if  
a service provider’s digital capabilities were lacking.

Employees who say digital solutions will be extremely 
important to improving business efficiency going forward.

Clients that say they’d prefer to engage with providers 
digitally as much as possible.

Clients who agree that, “The service providers I  
currently engage with use so many different digital tools 
and technologies, I often feel they make certain tasks 
more complex.”

Employees who agree that, “My day-to-day work 
would be more streamlined if some routine tasks were 
automated through a workflow application.”

Clients who would consider using a provider outside their 
geographic area if they knew that the provider could 
fulfill their needs.
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Digital-first 
is here  
to stay. 
Now what?

Section 1



In 2020 In 2021

0%

30%

42%

64%

of clients would consider 
seeking an alternative 
provider when a service 
provider’s digital capabilities 
are lacking, maintaining from 
84% last year. 

85%

36%
28%
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Clients demand digital service delivery, even 
when hybrid and in-person options are available.

Going into 2022, clients continue to show a strong preference for 
convenient, digital engagements over in-person appointments or 
phone calls, similar to feelings shared in last year’s report. More 
noteworthy is the fact that when digital capabilities are lacking, 
clients’ willingness to shop around remains as high as ever.

While the number of clients using services in-person has increased 
since last year’s survey (up to 30% likely due to lifted social 
distancing restrictions across the country), remote/virtual still 
remained the most popular overall service delivery option within 
the past 12 months. In fact, 70% of clients now report accessing 
services virtually at least some of the time. What’s more, more than 
half of clients (54%) prefer to engage digitally with providers as 
much as possible, compared to just 39% of clients who prefer hybrid 
engagements and 6% who want to handle needs in person.  

How clients received services

Remote/virtually

In-person

A mix of remote and in-person



I’d like to engage digitally  
as much as possible

54%

I’d like to engage in a mix of 
digital and in-person services

39%

I’d like to engage with in-person 
services as much as possible

6%
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Client behavior over the past year surfaces  
a few key takeaways for providers. At the top 
of the list is that digital-first is here to stay. 
A vast majority of clients (90%) agree with 
the statement: “If I have a question about my 
account/business transactions, it’s important 
that I can reach out to my representative 
digitally (via a designated client portal) when 
convenient, rather than having to schedule 
an in-person appointment or phone call.”  
This belief holds steady from last year,  
when 89% of clients agreed.

Likewise, among providers that offer hybrid 
services, about half (52%) allow clients 
to choose whether services are handled 
remotely or in person. This suggests that  
of the clients mentioned who already receive 
services remotely/virtually, many are in fact 
opting into this service delivery method.

Second, as clients grow more accustomed 
to holistic digital experiences, expectations 
for those engagements continue to increase. 
Simply offering digital service delivery is not  
enough to win clients over, and customers  
are eager to take their business to providers 
that go the extra mile and power easy, 
convenient, fast and flexible digital 
engagements — the top reasons chosen.

Lastly, despite the permanence of digital 
solutions in our modern business ecosystem, 
clients still want the ability to elevate needs 
to human service touchpoints as they see fit.

Businesses often veer off course in relation 
to this third truth, and decision-makers  
need the confidence to read between the 
lines when it comes to their customers. 
Despite the growing number of customers 
heading to a provider’s office or branch 
to access the services they need, clients 
are not exactly calling for more in-person 
connections with employees moving forward. 
Rather, they’re reiterating the importance 
of personalized, high-quality service 
experiences, and avoiding virtual settings 
with businesses that cannot yet deliver on 
those expectations. While some service 
providers have been able to get away with 
shuffling clients to in-person touchpoints 
when digital capabilities fall short, tolerance 
for such a fragmented customer journey is 
waning — and fast.

Clients’ preferences  
for engaging with 
service providers

Customers aren’t 
going digital because 
it’s the only available 
option. They’re 
choosing digital 
because it's the 
option that they  
want and expect.



68%

51%

31%

37%

39%

53%
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Still hesitant to make the jump  
to digital?
  
Consider the headspace of today’s clients: Customers 
are keenly aware of both in-person and online service 
models, and the perks of each. Clients now expect 
access to the personalized attention and high quality of 
in-person service coupled with the ease, convenience 
and speed of digital, no matter where they choose to 
interact with your business.

Directionally, this means strengthening digital service 
delivery. While you can echo the advantages of in-
person engagements with the right digital tool, it’s much 
more challenging to match the convenience and speed 
of online services with your in-person experiences 
(not to say that you cannot still improve your in-person 
capabilities via stronger digital tools). Set yourself up 
for success from the start by investing in the service 
delivery option that’s capable of combining the best of 
in-person and digital.

Thinking critically about the elements of in-person 
interactions that deliver human, customer-centric 
connections — and then mapping those same 
experiences into quick and easy digital settings — 
means that you can both win over in-person loyalists, 
and further delight customers who already prefer digital 
service options.

...digitally as much as possible

Ease/convenience

Flexibility

Speed of engagement/transaction

Top 3 reasons to engage...

...in-person as much as possible

Personalized attention

More convenient

Better quality of services
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Common 
tech 
investment 
trends — and 
mistakes

Section 2



17%
In-person

15%
Remote

69%
Hybird
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The good news is that service 
providers already overwhelmingly 
see the value in digital (just like 
their clients), and many have 
leveraged recent investments to 
shift fully to remote and hybrid 
service delivery models. At this 
time, just 17% of employees 
say their organizations operate 
purely in person, while the vast 
majority of employees (84%) 
work at businesses that have 
already implemented hybrid 
services, or completely migrated 
to exclusively remote services.

The even better news is that 
businesses are pursuing digital 
improvements with both clients 
and employees in mind. Almost 
three-quarters of employees 
(73%) say that digital solutions 
will be extremely important to 
improving business efficiency 
in the future, and more than 
half (60%) report that digital 
solutions will prove just as  
vital as their companies try to  
improve client service delivery 

and account management. 
When tackled strategically, 
comprehensive digital service 
solutions cater to customers  
and workers, and it’s encouraging 
to hear that many organizations 
are already pursuing investments 
that meet both internal and 
external needs. However, this 
is just the tip of the iceberg in 
terms of digital capabilities, and 
as more and more clients flock  
to digital service delivery, 
providers must continue to  keep 
pace — over half of employees 
(60%) shared that their 
organizations have accelerated 
technology investments over 
the past 12 months. Almost 
all employees (91%) say those 
investments have included 
digital offerings for clients to 
use beyond a website. Top 
motivators behind technology 
investments and having digital 
offerings beyond a website 
include meeting client demand 
and streamlining service delivery.

In alignment with client and employee  
interests, providers are investing in hybrid/
remote services. But do your digital capabilities 
miss the mark?

How organizations deliver services



27%

19%

16%

33%

26%

19%
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To meet client demand & To streamline service delivery

To reduce expenses

To transition to a remote-first environment

To meet client demand

To streamline service delivery

To reduce expenses

When it comes to digital, providers 
often feel the pressure to be available 
24/7. The beauty of digital service 
delivery is that your business  
doesn’t have to operate that way  
— and shouldn’t. 
 
Rather than a 24/7 service approach, consider the  
just-in-time model (JIT). Unlike 24/7 service strategies  
— which are great for clients but often overwhelm 
employees — JIT allows your business to create better 
workflow processes by connecting customers with the 
continuous communication and support they need, 
exactly as they need it.

This automated procedural approach:

• Expedites critical services

• Streamlines delivery to make interactions  
more efficient

• Mirrors traditional operations to dispel human error

• Escalates higher priority or more complex service 
needs to human high-touch service

Mobile solutions engineered around JIT capabilities 
ensure that you offer clients the white-glove experience 
that they expect, from anywhere and without exhausting 
your resources or teams.

Top 3 reasons organizations 
invest in new technology

Top 3 reasons for having digital 
offerings beyond a website
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However, investing in  
technology that cannot easily 
and seamlessly integrate into 
your organization — or is  
entirely too piecemeal by 
design — creates unwanted 
complications that ultimately 
undermine the value of your 
digital transformation efforts.  
Are your digital tools as robust 
as your investment habits?

For example, our research  
found that less than half of 
employees (45%) shared that 
their organizations currently 
offer mobile apps. Likewise,  
only about a third of employees 
(36%) say their organizations 
offer automation tools or 
workflow software. Although 
organizations are investing in 
digital capabilities, many lag 
behind in terms of the offerings 
primed to build digital resilience 
and propel businesses into  
the future.

Of course, at the beginning of 
a business’ transition to digital, 
it’s easy to understand why 
automating workflows might rank 
as a lower priority compared 
to acquiring fundamental 
digital capabilities like video 
conferencing and e-signatures. 
But as digital workloads grow, 
workflow automation will be an 
increasingly important tool for 
streamlining service delivery — 
which was respondents’ No.1 
reason for investing in new 
technology and for having digital 
offerings beyond a website.

When organizations piece 
together digital solutions over 
time, the resulting fragmentation 
grows tiresome for both 
customers and employees —  
the exact opposite outcome that 
service providers are investing  
in digital to achieve. 

As digital workloads grow, workflow 
automation will be an increasingly important 
tool for streamlining service delivery.
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Top 10 technologies most commonly 
offered by service providers, according 
to employees

Top 10 technologies most commonly 
offered by service providers, according 
to clients

63% Virtual/video meetings

59% Cloud content management systems

54% E-signature solutions

53% Communication/collaboration app(s) 

53% Client relationship management tools

45% Mobile app(s)

39% Artificial intelligence technology

36% Automation tools/workflow software

32% Digital chat

31% Chatbots

58% Mobile app(s)

47% Virtual/video meetings

37% E-signature solutions

31% Communication/collaboration app(s)

28% Cloud content management systems

26% Customer relationship management tools

22% Digital chat with a service representative

18% To-do checklist or digital task management

18% Digital file sharing

16% Chatbots
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It’s equally important that companies follow-up thoughtful digital 
investments with ample education. For almost all technologies 
listed above, clients are less likely than employees to report 
that their service provider offers those tools. This could indicate 
that much of the technology businesses currently offer is not 
yet client-facing (in itself a major missed opportunity), or that 
service providers aren’t adequately educating clients about their 
technology capabilities and the variety of benefits that those 
tools provide.

An effective strategy to educate clients 
can also work wonders for your business’ 
reputation: branding.
 
Take mobile apps as an example. Mobile apps are the 
exception to the rule among popular digital tools and 
more than half (58%) of clients reported their service 
providers offered mobile apps, compared to only 45% 
of employees. While across the board employees report 
providing a greater number of tools than clients recall using, 
the branded nature of mobile apps stands out from the 
noise and is likely a main factor behind this digital offering 
sticking with customers so deeply. The ample branding 
found within many service providers’ mobile apps creates 
a strong connection between the tool and the service 
provider in clients’ minds. Branded elements include all 
sorts of memorable features, from imagery, logos and 
custom colors to the app icon itself, which earns real estate 
on your clients’ screens and can boost familiarity with your 
business even when customers aren’t actively engaging 
with your services.

Housing a wider variety of service touchpoints like video 
conferencing and digital chats in a branded one-stop client 
app helps customers remember (and enjoy) more of your 
services. Over time, increased familiarity means clients 
can access the support and resources they need, and 
employees can do their jobs more effectively with less pain.

The ample branding found within 
many service providers’ mobile apps 
creates a strong connection between 
the tool and the service provider in 
clients’ minds.
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Streamline 
digital 
service 
delivery  
for clients

Section 3
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In this year’s survey, the majority 
of clients (81%) say that service 
providers’ digital offerings meet 
their needs at least somewhat 
adequately.

That overall positive response 
leaves room for improvement, 
however. Today’s digital 
landscape is constantly evolving 
and client expectations for 
digital services will continue to 
increase as new tools come to 
market. Service providers must 
embrace new digital tools to 
stay ahead of competitors and 
ensure they’re delivering optimal 
digital engagements, while also 
preparing for emerging needs as 
their company evolves.

Fortunately, adopting new digital 
tools presents very little risk. 
Based on our findings, more than 
two-thirds of clients (68%) said 
their provider’s digital offerings 
made them more likely to use 

the same provider’s services in 
the future. By contrast, only 2% 
of clients reported that their 
provider’s digital offerings made 
them less likely to use the same 
provider’s services in the future. 

Clearly now is the time for 
providers to adapt and improve 
digital service delivery, so 
attention should turn to the 
digital strategy that will best 
support clients and their goals. 
Of clients who find service 
providers’ digital experiences at 
least somewhat adequate, two-
thirds (66%) say that’s because 
digital tools make their lives 
easier, which is the most popular 
answer selected. There’s less 
agreement among clients about 
what contributes to a less-than-
adequate digital experience, but 
it’s worth calling out that data 
compromise is as big a pain 
point as inconvenience in  
today’s world.

The short answer — to win over 
clients, invest in digital service 
delivery that makes their lives 
easier. Reduce fragmentation, 
confusion and worry.

Clients are generally happy with current digital 
experiences, but fragmentation of service 
delivery across tools and channels remains  
a major pain point.



56%

48%

66%

34%

32%

39%
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For providers operating in  
industries like financial services, 
legal and real estate, security 
takes on even greater importance 
when building trust between your 
company and clients.
  
Digital service delivery that meets the 
compliance and cybersecurity requirements of 
your operations signals to clients the caliber of 
your business and team, and works against any 
preconceived security reservations that many 
customers now bring to the table. In particular, 
seek out digital service that goes beyond more 
common security measures to offer features like 
built-in encryption, auditable e-paper trails and 
communication logs.

Let’s take a closer look at security issues. If a client has  
had their personal data compromised in the past, they 
may be hesitant to trust digital tools again. To boost client 
confidence, make security a top consideration when strategizing 
digital service and again focus on eliminating fragmentation. 
Relying on multiple, disconnected tools can increase security 
risks, whereas centralizing digital service delivery via one  
system ensures providers turn to just a single set of security 
policies and protections. The most important thing customers 
share with you is their data, so showcase how your digital 
service has the security measures and protections in place  
to protect client information. 

The digital tools make my life easier

Digital tools function as they’re supposed to, with little 
to no hiccups

I can use the services when it is convenient for me

Top 3 reasons for a satisfactory 
digital experience

My data has been lost/compromised

The digital offerings make my life harder/more complicated

The digital tools do not function as they’re supposed to

Top 3 reasons for an unsatisfactory  
digital experience



79%
The service providers I currently engage with use 
too many ad hoc processes (e.g., email, phone, help 
tickets). I would prefer my interaction history and 
service delivery to be all in one place 

72%
The service providers I currently engage with use so 
many different digital tools and technologies, I often feel 
they make certain tasks more complex

66% I have to use multiple tools to communicate  
with providers

51%* I am not very satisfied with the number of tools needed to 
complete businesses

19%* There is no onboarding process for the digital tools  
that I have to use
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Many of today’s digital  
experiences are still riddled  
with inefficiencies, and  
providers that are able to 
securely improve digital service 
fastest will gain ground with 
customers. Dissatisfaction 
with disparate communications 
remains high, and clients are 
rightfully not backing down  
from these concerns.

The most alarming part is that 
some complaints are getting 
worse over time. Take the fourth 
bullet — the three-quarters of 
clients left feeling that certain 
tasks are more complex has risen 
from last year, when only 64% of 
clients agreed. 

Businesses must ask themselves 
— are we listening to our clients? 
Then, are we actually translating 
commonly voiced needs into 
viable digital experiences?

*Among clients who currently use more than one digital tool to communicate with providers

What have customers been saying, and where are they 
experiencing frustrations?



Percentage of clients who use this channel  
at least somewhat frequently

Percentage of clients who use this  
channel very frequently

Mobile app 81% 47%
Desktop browser 80% 34%

Email 79% 41%

Phone call 75% 36%

In-store 69% 29%

Instant messaging 67% 30%

Virtual/video meetings 64% 28%
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Top communication channels used by clients

It’s no wonder that so many clients are 
now calling out businesses on their subpar 
communication offerings. For every 
communication channel listed below, a 
majority of clients (64%+) said they used 
those channels at least somewhat frequently 
— demonstrating that communication with 
providers remains spread across many 
different channels, rather than centralized  
in one place.

The best remedy to address client 
frustrations is identifying and eliminating 
fragmentation, and centralizing 
communication through the channel  
that customers have designated as  
most convenient for them.

Today, clients’ preferred channel appears 
to be mobile. Nearly half of clients (47%) 
say they use a mobile app very frequently 

to communicate with providers, the No. 1 
channel selected. Centralizing all digital 
engagements within a branded mobile app 
(which many clients already use often and 
are comfortable with) is an effective strategy 
to streamline communication and, by 
extension, service delivery.
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Fragmentation 
holds back 
employees, too

Section 4



49%

Keeping client 
 information secure

46%

Difficulty  
onboarding clients

48%

Our clients have  
insufficient technology

35%

My organization has 
 insufficient technology

47%

There are too many  
tools to manage
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Like clients, employees 
suffer the effects of digital 
fragmentation — both when 
trying to deliver services  
to customers and when  
working internally.

You cannot forget about your employees’ 
needs. Findings from our personnel survey 
highlight that many employees agree with 
clients on fragmentation being a major 
issue with existing digital service delivery 
— meaning providers have a clear next step 
when it comes to improving their capabilities. 

In this year’s survey, almost all employees 
(96%) said they use more than one digital 
tool to manage service delivery to clients, 
and 61% said they use four or more tools. 
Likewise, more than two-thirds of employees 
(67%) agree that, “My company uses so 
many different digital tools and technologies, 
I often feel they make certain tasks more 
complex.” This number has increased slightly 
from 63% in last year’s survey, indicating that 
employers have yet to introduce the proper 
solutions for their teams. In fact, employees 
still cited having too many tools to manage 
as the No. 3 challenge when delivering 
services digitally.

Employees’ fragmentation woes are hardly 
limited to interfacing with clients. While  
only 6% of employees say their digital 
offerings are inadequate for their needs, 
it’s notable that making more work and 
being “buggy” were top reasons for that 
inadequacy. In fact, almost all employees 
(97%) agree that, “My day-to-day work 
would be more streamlined if some routine 
tasks were automated through a workflow 
application.” Yet less than a quarter (21%) 
 of employees say their organizations plan  
to invest in automation tools/workflow 
software, and adoption remains relatively  
low among clients and personnel.

Top 5 challenges when managing accounts and delivering services digitally



They create more work for me,  
rather than less

56%

They are buggy

55%

It’s difficult to onboard clients

38%

There are too many tools

36%

Issues with security

14%
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Now is the time for service providers to align their investments with 
crystal clear employee demands for more effective client and internal 
workflow products and automation. Service providers that are not 
yet positioned to take full advantage of available technologies that 
centralize and streamline digital experiences are alienating clients 
with disjointed and mediocre service delivery, and frustrating 
employees with clunky internal and external operations. Does your 
adoption lag behind your employees’ needs?

By 2022, it’s a major red flag that 
businesses are not investing in the 
tools that would fix their employee 
 — and client — problems.

Top 5 reasons digital offerings are 
inadequate, according to employees



Personnel currently  
use this technology

36%

15%
Clients currently use  

this technology

Organizations planning to  
invest in this technology

21%
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In addition to getting the required digital 
service delivery capabilities in place, 
employers again cannot underestimate the 
role that education and onboarding play 
in driving value from — and drumming up 
excitement around — these new investments.

Difficulty onboarding clients was employees’ 
No. 4 challenge when managing accounts 
and delivering services digitally. The No. 
2 challenge — clients having insufficient 
technology — is likely onboarding related, 
too. When a client is having technical issues, 
it’s easy for an employee to write off the 
situation as a problem with the client’s 
internet connection or mobile device when  
it could just as easily be a sign that the  

client hasn’t received proper training on  
how to successfully use the technology.

Improving client onboarding is a major 
area of opportunity for providers looking 
to streamline service delivery and reduce 
fragmentation. When asked about their digital 
offerings’ capabilities, only 16% of employees 
said they currently offered onboarding 
assistance and just 22% said that they 
wished they offered onboarding assistance. 
As digital service delivery becomes the norm, 
offering greater onboarding assistance will 
be an important way to stand apart from 
competitors, streamline service delivery, 
support employees and ease the stresses  
of technological fragmentation.

Use and investment 
in automation tools/
workflow software



Personnel who currently have  
this digital capability

Personnel who wish they had  
this digital capability

 E-signature 69% 68%
Billing/transaction 67% 66%
Document sharing/ 
collaboration 59% 60%

Task management 55% 58%
Voice, text and video messaging/ 
meetings functions 51% 54%

Onboarding assistance 16% 22%
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Digital offerings’ capabilities

Remember — the more tools your business 
uses to complete digital service, the more 
onboarding and education required. That 
goes for clients and employees. 

Ideally, all parties involved in digital service engagements should 
be able to smoothly onboard onto and master a single system 
that translates traditional operational processes. 

And that system should be able to handle the entire range of 
services your clients and employees need — from baseline 
capabilities like document sharing, billing and e-signatures, to 
growing expectations around onboarding and workflows. This 
approach helps clients and employees build confidence and 
familiarity within a single digital service experience, driving 
greater value from your investment and preventing avoidable 
negative interactions between you and your customers. 
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Digital 
service 
delivery 
broadens 
your impact

Section 5



10%

26%

31%

5%
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The time is ripe for geographic expansion,  
both in terms of hiring and client acquisition.

In addition to improving the lives of clients and customers,  
leading digital service tools create opportunities for your 
business to expand outside of your immediate locations without 
losing your competitive edge.

According to our findings, 85% of clients would consider using 
a provider outside of their geographic area if they knew the  
business could fulfill their needs. In fact, when looking for a  
service provider, geographical proximity sits at the bottom of 
clients’ list of requirements. Employees also see the value in 
broadening traditionally held views on where customers can  
be located — almost all (90%) say that it would be beneficial  
to engage with clients outside of their geographical area.

However, few service providers have started acquiring clients  
beyond their localities. A majority of employees (74%) shared 
that their clients are currently all located across their regional 
vicinity, with more than a third (36%) of employees reporting 
that all clients are actually within an hour’s drive of them, if  
not closer.

Where organizations’ clients are located

Immediate geographic vicinity — our clients 
could walk or drive a short distance 

Domestic — our clients are located all over the 
United States 

Regional vicinity — our clients are located within 
our region (e.g., Southwest United States)

29%

Nearby geographic vicinity — our clients could 
drive to us within an hour

International  — our clients are located all over 
the world

When looking for a service  
provider, geographical proximity 
sits at the bottom of client’s list  
of requirements. 
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A similar dynamic applies to hiring. 
While 88% of employees say it would 
be beneficial to hire outside of their 
geographic area, most businesses 
have yet to operationalize this insight. 
Almost half (48%) of employees say 
their organizations have hired new 
team members within the last 12 
months, and all of their employees  
are located within an hour’s drive. 

The dots are not fully connecting for 
businesses just yet, even though the 
benefits of geographic expansion seem 
obvious — larger hiring pools, more 
diverse and stronger talent, higher 
employee satisfaction, reduced office 
space expenses and more.  

So what’s holding service providers 
back from expanding geographically?

The ultimate barrier — fragmentation.

The absence of a consolidated 
digital system that easily facilitates 
remote work and maintains efficiently 
managed client accounts limits how 
effectively providers can work across 
geographies. It’s no coincidence 
that just 70% of employees say their 
organizations aren’t completely 
prepared to transition to fully remote 
services if needed. Without digital 
service delivery tools in place first, 
the barrier of entry into new business 
locations is too high.

If clients aren’t concerned 
about a service provider’s 
location, what factors do 
influence where customers 
take their business?

At the top of the list are strong 
relationships, customer service and 
a provider’s reputation/reviews. You 
can enhance each of these elements 
through a singular digital service tool 
that empowers employees to easily 
connect and collaborate with clients, 
and in turn customers to share back 
their positive experiences. 

Of course, it’s worth repeating that 
clients feel comfortable working with 
service providers further away from 
home only when doing so is convenient. 
That means seamless experiences, 
help as needed, trusted brand identity 
and more. Even if you’re interested in 
expanding your business’ geographic 
footprint, your organization is not yet 
equipped for that future if you cannot 
first meet — and ideally exceed — 
clients’ digital service expectations.



21%

Immediate geographic vicinity — our clients 
could walk or drive a short distance 

23%

Regional vicinity — our clients are located within 
our region (e.g., Southwest United States)

27%

Nearby geographic vicinity — our clients could 
drive to us within an hour

20%

Domestic — our clients are located all over the 
United States 

5%

International  — our clients are located all over 
the world

Strong relationships/customer service

63%

Reputation/reviews

53%

Convenient digital capabilities

49%

Security

48%

Proximity to my home/office

23%

4%
We have not hired in the past 12 months
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Top 5 client requirements when searching 
for a service provider

Where organizations’ employees are located
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The case for streamlined  
digital service delivery

In a digital-first world, the competitive landscape for 
service providers never stops evolving. While the pandemic 
has certainly expedited shifts toward digital service 
delivery, this trend was already in motion. And while it’s 
true that service providers have made sizable investments 
in digital transformation thus far, our research reveals they 
aren’t fully up to speed just yet.

Time is of the essence though because clients will not 
hesitate to shop around when your digital experiences fall 
short of their expectations and needs. And according to 
both employees and customers — many businesses are on 
the precipice of falling short, if not there already.

To keep pace with constant change, service providers 
in high-touch industries must continue to refine and  
grow their digital offerings. That means consolidating 
digital service delivery and managing your business 

within a customer-centric, all-in-one collaboration  
hub. Not only does this approach streamline internal  
and external digital experiences and alleviate pain  
points around fragmentation, but the strategy also serves 
as a fluid extension of your company with the tools required 
to support your business evolution over time. This includes 
powerful capabilities such as securing clients’ personal 
data and confidential business information, enabling 
geographic expansion outside of your business’ regional 
vicinity, onboarding assistance and workflow automation.

Together, a holistic digital experience streamlines your 
service delivery, paving the way for a seamless, secure and 
resilient digital future your clients and employees will love.
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Demographic breakdown — clientsDemographic breakdown — personnel

*Graphs included throughout this report may not add up to 100% since exact 
percentages are rounded to whole numbers.

Methodology 
In late October and early November 2021, Moxo surveyed 1,500 clients and 1,500 internal- and external-facing employees across 
three high-touch industries: finance, real estate and legal. A few questions from the inaugural digital resilience survey were selected 
to be replicated for the 2022 report, enabling year-over-year benchmarking.

Age
18-24 — 3%
25-39 — 53%
40-55 — 42%
56-74 — 2%

Industry
Finance, Banking, Accounting, 
Insurance — 33%
Real Estate, Architecture, 
Engineering, Construction — 33%
Legal — 33%

Company size
Fewer than 10 employees — 6%
10-49 employees — 33%
50-249 employees — 61%

Age
18-24 — 18%
25-39 — 47%
40-55 — 27%
56-74 — 8%

Gender
Male — 41%
Female — 56%
Non-binary/ 
third gender — 2%

Employment status
Full-time employed — 71%
Part-time employed — 18%
Contractor/1099 — 7%
Unemployed — 3%
Full-time student — 1%

Small business used
Finance, Banking, Accounting, 
Insurance — 33%
Real Estate, Architecture, 
Engineering, Construction — 33%
Legal — 33%
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About Moxo
Modernize your client interaction workflows with Moxo.

Today’s client engagement activities are stuck in the chaos of fragmented silos — requiring significant manual 
intervention. Moxo provides a OneStop Client Hub for managing client interactions through modern digital automation. 
Businesses can streamline deadline-driven client interactions, including account onboarding, account servicing, exception 
handling.

Moxo powers client interaction workflows across a diverse set of industries including financial services, consulting, legal, 
accounting, healthcare, and more. Our customers include companies like Citibank, FIS, AMCK Models, Hibernia College, 
BNP Paribas, and more.

Our team has a rich history of pioneering in the engagement space: Moxo’s co-founder and CEO, Subrah Iyar, was the 
co-founder and CEO of Webex, and Moxo’s co-founder and CTO, Stanley Huang, held senior engineering management 
positions at Cisco Systems and WebEx.


