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It’s all about trust

Customers expect the best experience possible—and why
wouldn’t they?

As customers ourselves, each of us knows how important a
good experience is. We also know how one bad experience
can change the way we feel about a given company.

To understand how our customers feel about their
experience working with SanDisk®, we have been diligently
tracking customer perceptions through our worldwide

Voice of the Customer survey. We seek to understand what
motivates positive experiences for our customers and with
this information we improve our organization. This process is
invaluable for both SanDisk and our customers.

| am proud to say that we now score among the leaders

in terms of customer satisfaction, loyalty, and willingness

to recommend. More importantly, scores reflecting the
interactions with our people and processes show significant
improvements year-over-year.

It’s up to each of us to deliver on our promises, earn, and
ultimately keep our customers’ trust.

Dnew Ho Ll

Drew Hall, CCXP
Director, Customer Experience
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Eighty-three percent of
respondents are Decision-
Makers and Influencers.
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The 2015-2016 Voice of the Customer initiative resulted in over 185
organizational responses, representing distributors and customers

from Retail, Mobile & Tablet, Connected Home, Automotive,

Industrial, Computing, and Data Center segments.

Expanding the Possibilities

In the world of technology, things change quite rapidly. New market
trends, changing customer demands and technology itself all push
one another forward. At SanDisk, we embrace the constant change

and work hard to bring even the smallest potential application for

flash to the market.
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UNDERSTANDING
EXPECTATIONS

Understanding custo
expectations is critical to s

Expectations form the basis of every decisi&'-a

cV S TOME make. Faced with alternatives, customers have t
\V\G R <o+ experiences to inform their choices. Theories sugg
eo B making is a process of eliminating risk to—and ultimat

disappointment. But what motivates the decision to cho
SanDisk? For these reasons, we want to understand:

¢ Do our Products meet quality, reliability, and speed expectation
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= * Are our People as available, accessible, reliable, and knowledgeabl
2] as expected?
¢ Are our Processes on-time, complete, easy to navigate,
and consistent as they should be?

By understanding our customers’ expectations, we have the ability
to meet their needs and deliver memorable experiences. More
importantly, when we understand which interactions don’t meet our
customers’ expectations, we can improve our process, eliminate
these sources of disappointment, and keep our customers happy.

aspect in achieving success for
) companies in all industries.”

— Financial Times
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NET PROMOTER

SCORE

SanDisk’s 2016
Net Promoter Score = 46

2
Who recommends our products: by Industry

Our customers are happier than ever when it comes to Banks 61
recommending SanDisk. Up 30 points from 2015, the number Electronics 60
of perfect 10s rose from 23% to 59% of the entire respondent Alrlines 57
. . . . Software 49
population—which means word on the street is not only positive, Utilities 27

but couldn’t get any better! ISPs 17
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“l have a very proactive
relationship with SanDisk. |
find the whole team | deal with
passionate about your business
and would highly recommend
SanDisk as a company.”

— Sales Manager at a European
Commercial Distribution Partner




THE BlGES
PERCEPTIONS

TWO-YEAR TRENDS + 2015-2016
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When ROl is calculated based

on improvement in processes,
quality, delivery, and service—from
the customer’s perspective—it is

clear SanDisk is investing in those

improvement projects that
matter most to customers. ﬂﬂ

‘Customers are
"happier than ever

before

Year-over-year scores show significant
improvements

Current trends suggest SanDisk has overcome the
challenges presented in previous years. Up in every
category, the 2016 data suggests customers are
pleased with their experience, and more importantly,
what’s ahead. These perceptions don’t come without
reason, there’s a lot of work driving the change.

* Resources have been allocated to drive improvement
projects across SanDisk

Case studies and best practices have been shared
across departments and divisions

Education and training have embedded customer
experience into our company culture

Individuals and teams have championed change,
and high performing teams have been recognized

“Over the past few years

SanDisk has changed their
approach and commitment
to my business.”

— Managing Buyer at an
Asia/Pacific Retail Outlet
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By revenue, 96% of
the total revenue
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LOYALTY
ANALYSIS
A ROBUST AND LOYAL
THE MAJORITY OF SANDISK CUSTOMERS ARE
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Measuring the impact of customer-focused

initiatives makes the business case for

investment

When customer feedback is tied to improvement initiatives

based on the potential benefit to the customer, there are

clear metrics that justify the spending.

* Business segments drive process improvements that lead to
cost savings and improved customer experiences

* Cross-functional teams implement large scale programs to
improve technical support

e Customer-facing employees take more action to increase

associated with the customer interactions and drive account team satisfaction

respondent population * Processes are put in place to monitor change initiatives
is not at-risk. during product development
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PRODUCT

SATISFACTION

® unders.o @ 80-85 @ 8.5and up

@ MICRO SD @® 373
INAND

@ SSD (Commercial) ——«———@

@ PCle @® 855
SAS
SATA

@ MUSIC PLAYERS —@

@ MEMORY CARDS —————@ 8.70 : : :
$D Retai Deliver customer insight

@  CARD READERS ———@ aCross the eﬁtire COmlOaﬂy

USB STORAGE
SD CARDS
@ MOBILE MEMORY ————@ 8.50

SanDisk is not a complicated company, but as the uses for flash
continue to expand, the variety of customers increases. New
technologies, expanding geographies, and differing business
models challenge the process of developing customer insight.

“Working with the FlashSoft team for To realize the full value of customer feedback, tailor the
intelligence to each team within the organization, and provide

data in fun and engaging ways.

caching solutions has been a pleasure.
They are extremely knowledgeable and
responsive and have delivered solid
solutions to us and our end customers.”

— Engineer at WW Data Center Customer



The strength
of our products

For more than 27 years, SanDisk has
been creating solutions that have helped
reduce the cost of flash memory by
50,000 times, while increasing capacity
by 30,000 times.

Our unwavering commitment to
innovation and quality has earned us
recognition as a leading provider of

data storage solutions for customers
of all types.

RELIABILITY
FEATURES
BREADTH
SPEED
LIFESPAN

HARDWARE

PRODUCT FEATURES

SATISFACTION COMPARISON
@ RETAIL @ DISTRIBUTOR @ COMMERCIAL
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“SanDisk has an extremely knowledgeable
technical design team and a very customer-
focused TCM and FAE team. If we can add
flawless execution in the product qualifications

and lifetime, that would make it perfect.”

— Engineering Manager at a Computing
and Data Center

SOFTWARE
FIRMWARE



COMPETITIVE

ATTRIBUTES

TWO-YEAR TRENDS « 2015-2016
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Customers score SanDisk
above the competition in ease,
quallty and trust Asking to what extent customers

believe SanDisk is a trusted

] ] ] brand determines whether or
Scores reflect the ways SanDisk is meeting

customer expectations
e The supply chain is customer-focused

not we are delivering on our
brand promise and consistently
meeting the expectations of

¢ Leadership is supportive of initiatives
our customers.

¢ Leadership puts insight into practice

¢ Account managers depend on customer intelligence
to make decisions



Building
trust requires
action

Closing the loop shows

customers we’re listening,

and that matters.

Time is money, and our

customers that give us feedback

want to know we’re doing

something about it.

* What investments are we making
in technology leadership?

« How are we making it easier to
do business?

* How do we view quality and

value?
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Expectations

“SanDisk’s account team is one of the best. They are
typically the most responsive of our suppliers. 2= =——-
ur o

— Purchasing Manager at a WW Computing
and Data Center Customer

1[I |‘ ‘
: .

I
|
|

T



The basis of customer insight is intelligence,
and to do this requires collecting information
from customers in multiple ways.

These ways can be directly, through surveys and
executive reviews; indirectly through media and other
unsolicited channels; and internally through purchase
and sales records.

Analyzing the data in a way that ties the inputs together
and leads to insights must be a core competency of the
organization. Once that’s accomplished, focusing on
key issues becomes easy for the organization,

and productive changes occur. This in turn drives
customer loyalty.

“We hope for the continuation
of successful cooperation for the
benefit of our common interests,
as well as a further increase in
performance achieved working
together.”

— Staff Member at a
European Retail Partner
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SanDisk’s
customers are loyal

When customers are asked, “How likely
are you to continue to do business with
SanDisk,” the scores suggest we’re doing
something right.

To drive high scores, organizational processes
are aligned across divisions and regions, and

employees are focused on delivering business
outcomes that are beneficial to our customers.

¢ Customer success is seen as essential

¢ There are efficiencies across functions
and regions

¢ Customers are not burdened by processes
that deliver no value

56% scored a perfect 10
14% scored 9

Delivering world-class experience to our
customers begins with a solid strategy
that is completely aligned with the
objectives of the business.

Executives must lead by example and use
customer-oriented outcomes to assess the value
of their efforts. Customer success should be the
essential consideration for every employee, from
entry-level staff members to the board room.

.
RS CUSTOMg,
o 7
Pe)
g @
g Q\
e >
w A
o] (o)
4 =
2 0
Growth
Loyalty
Trust

Expectations



stomers’

ove along their

> can identify the

at drive or impede
omes.

Contracting

Frequency
Integrity —
Knowledge
Responsiveness
ACCOUNT TEAM
EXPERIENCE
Ease |

Firmware

Hardware T
Support Team

QUALIFICATION

NjofoQyo B BN B O Qoo
\l'—nuw“mmbo‘\ .;;Noo‘

. y ; > \ EXPERIENCE
SanDisk’s B (&
- Communication
people stand out " comietsness [
— b - = Online Portal
as a key factor . Resolution [
— ORDERING
. d | . . B EXPERIENCE
In e Iverl ng . - Procurement
1 E Reliability [EX]
experiences il — IS 5.40
sider the attributes Speed R
erience—specifically - PE%EEIEL,JQ&T
processes, and péople_ Analysis Time
" Availability
— Who we work with on a day to day basis is equally as Closure Time [
important as what we’re actually working on. Courtesy, Courtesy [
Knowledge, and Communication are only a few of the Tech. Knowledge
factors that influence our customers’ experience. However, o SEszE(E),\‘FéZ
these few attributes create a significant impact on the TOUCHPOINT

overall experience. ATT R | B U _|_ E S

Given the role our people play in delivering memorable
experiences, it’s important to recognize the teams and their @ EXCELLENT @ ADEQUATE
attributes that drive satisfaction. @ Goop @ NEEDS WORK



DEPARTMENT

SATISFACTION

BY TOUCHPOINT
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SATISFACTION BY

DEPARTMENT

“Prompt, professi
at personal level a

— Sales Director at a
European Retail Partner



beyond the S&P 500.

Modeled over a 10-year period, the correlation
between putting customers first and long-term
value creation is clear.

IMPACT OF CX ON 213%

STOCKS o Lesrs

CX Leaders

75%

S&P 500

0%







Sanisk

a Western Digital brand

For more than 25 years, SanDisk’s ideas have helped
transform the industry, delivering next generation
storage solutions for consumers and businesses
around the globe.

©2016 SanDisk is a trademark of Western Digital Corporation or
its affiliates, registered in the United States and other countries.
Brands mentioned herein are for identification purposes only
and may be the trademarks of their holder(s).




