ORGANIZED BY:

25th APQO International Conference & IQPC 2019

“Customer Experience Framework
A Strategy for Creating Customer Focused
Organization”

14th to 16th October 2019, Bali, Indonesia.

Sunil Thawani
Fellow, American Society for Quality
CEO, Quality Indeed Consulting Ltd.,
Author, Board Member, Dubai Quality Group, UAE.



Competitive landscape is changing

From Product features to service

experience

Didn"t Do It at All

Achievement .~

From acquiring as many new customers
to serving existing customers and
providing better / more customer value.

Total
Dissatisfaction



Everything speaks to the customer

Disney World Example of Customer Experience



Defining and understanding customer experience (CEX)

“Short and long-term interactions and
relationship between a company’s
products /services/ brand/
communication etc., and its
customers.”

CEX journey can include how a
customer uses organizations’
products/ services and interacts with

company’s employees, facilities,
brand, communication etc. in both the
real and digital worlds”.
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Defining and understanding customer experience (CEX)

CEX should help differentiate

organizations’ product/ service/
brand from the competition.

Organisation must know the
factors/ attributes that
contribute to customer’s
experience.

Creating an emotional connection with
customer.

Products or services that provide an
important benefit to the customer

Look and feel of physical and digital
environment

Making it easy for customers to do business
Reliability of product / service

Empathize with customer (especially in
businesses like health care, education etc.)



Developing customer experience strategy

Best practices, frameworks, standards for developing CEX strategy

Major Causes of Custormer Dissatisfaction
Service Quality Gaps Model

Customer Meeds to Satisfaction Cycle Service Cuality Measurement Model ©
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Customer Experience Frameworko
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Mapping customer journeys to enhance customer experience

Customer Journey Example for “Auto Loan from a Bank”

Understand Banks products/ Contact bank. Apply for Receive notification Complete Avail loan. Start paying Settle the last

services offerings with terms loan. Provide of approved loan documentation. Buy car. monthly loan. Get

& conditions supporting value. Provide bank with instalments documentation
documents/ collateral/ cheques from Bank to

Evaluate the service offerings information as needed. etc. as needed. release the lien

vis a vis other Bank service
providers. Choose bank.

3
Promote products & Explain terms. Review application. Prepare loan Set up Settle loan and
Open account. Credit check. Decide contract, Complete )Release loan. instalment release lien
Register loan application. J loan. Inform customer Loan agreement cycle

services

For each stage of the customer journey detail

* associated processes,

* functions responsible,

* performance measures,

* communication messages,
* service standards

« Staff competencies etc.



Customer journey — Key insights

1. Map end-to-end customers journey in

detail el sl
2. From customer point of view. (Not from 5% '.' 'i:-‘;-ﬁ%-'-:’-'.@:-."".':i.'_
“my” perspective) “' :_ s _'- .::':"
3. ldentify all the key touch points with R :.
customer A
4. |dentify various stakeholders involved at %

different stages of customer journeys



Customer journeys — B2B - Key Insights

* More complex

* Long c@)

e Technical in nature MARKETING AW MATERIALS
' 3 7
* Teams from different functions g>/ Y@

 Need continuous engagement.

* To be tailored to suit individual
customer needs.

e Trust based o SNSRI 5389

e Strategic partnership

 Mutually beneficial
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Benefits of mapping customer journeys

* Enhance transparency

* Design customer focused communication

* Build accountability among all stakeholders -
internal & external

 Develop key measures of performance across
journeys

* Build people capabilities as per customer
needs

 Develop shared vision among different
functions on overall customer journey
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Customer listening systems

6 Surveys 6 Total market

surveys

Customers

6 Mystery shopping 6 F:)Ctusqroup
' ' nterviews

New, Declining,

Complaints,
Lost customer 6 P
i - Comments
analysis

6 Service Reviews 6 Compliments

e Each approach has its own advantages and limitations.
* Need to adopt a holistic approach
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Impact of adopting CEX strategy

Basi-mn-class companias aptimize cusiomer (Qurmeys, nol
ust towshpoints.

Gain competitive advantage

Attain/ maintain market leadership e

Att in t m r | |t = 2T eSS AT = o =g & [T
ain customer loyalty Ilﬁk (—:) oR O

Enhance bottom-line gains

Create a customer centric organization overll expornce o pour

Create organizations with a Soul of —
Service. Toucheoint | ooy | X aene L% pmog | X ooy B
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Concluding thoughts

As per Gartner, 81 % CX leaders

report they will compete mostly or
entirely on CX, but less than 50 %
have established the rationale for
why CX drives business outcomes.
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