Boost Up Your Performance

Customer and Market Focus
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SMART "\

: Strategic Thinking
: Management View
: Aligned to Organization Goals & Strategies
: Review and Learn for further improvement
: Tie to Organizational Performance
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» Customer/Stakeholder Expectation - ’ -

» Vision / Mission / Value
» Critical Success Factor
» Goal of Excellence

» Challenge / Advantage
» Strategy
» Action Plan

» KPIls

» Work System / Process
» Org. Structure / Culture

» Performance Review System
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3.1 A2NUAIAN9YB9aNnAT (Customer Expectations) : sa1Uuliasnis
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(1) Q’L%EJuuazgnﬁﬂnﬁmﬁuﬁﬁagiuﬁaqﬁu (Current Students and Other
CUSTOMERS)
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(2) ﬁﬁﬂluuﬁzﬁﬂﬁ"mﬁﬁuﬁﬁdﬁ (Potential Students and Other CUSTOMERS)
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. MIVWUNNFUR FEULALANAMNGNBY Uazn1INMUANITIANISANEY 398 wag
U315 (Student and Other CUSTOMER Segmentation, and Program and
Service Offerings)

(1) msdwunngufeuuazandngudy (Student and Other CUSTOMER

U u

Segmentation)
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(2) NFIANITANTN 98 KAZUIN151 (Program and Service Offerings)
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3.2 AUKNAUYB9gNAT (Customer Engagement) : an1UudiasnIs
ag13lsluni1sa3nemuduNUsSAUE s ULazanAINgUB LAz UTZIIY
AUNIND lalazAUKNWY (45 AvLUL)

n. ANuFuRUsSUaznIsaduayuditeuLazanAINgudu 9 (Student and Other

CUSTOMER Relationships and Support)
(1) A15IANITAMNUSUNUS (Relationship Management)
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(3) N139AN15T959458U (Complaint Management)
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. nMsdunianunawelanazaugniuve siSeunazgndingudu (Determination
of Student and Other CUSTOMER Satisfaction and ENGAGEMENT)
(1) anunswala anulinawela wazArugnu (Satisfaction, Dissatisfaction,
and ENGAGEMENT)
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v Goutazandingudy
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Organizations)
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a. n1slideyaldesvasanduaznain (Use of VOICE-OF-THE-CUSTOMER and
Market Data)
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7.1 wadwsAumsBouivesiBou uazusmsinaususssegnAngudy
LAaZAIUNTZUIUNNS (Student Learning, Customer-Focused Service
Results, Process Results) : HAAWSATUNTISEUIVOITEY LAZUINIS
fneuauaIiagnAINgudY LazduUszAnsnavanszurumsduetnels
(120 AZLLU)

n. wadnsFunsiseuivediSeunazduuinsisjutiugndn (Student LEARNING
and CUSTOMER-Focused Service RESULTS)

wadwsiunsSeuivesiBounazduuinisiinauaussdSeunazgndngudu
CRLHE

@ 1
v =e =

NAENTUBIFTINNIBAIT TN A VDINTEHUT VDN LT HURALHANITALTUNTS
vosuUiMITidiuaziAntedaenssiuEeuazgnéngudufoosls nadwsivanil
uannsiuegdlsseninamdnansuaruinig nauvestiBsulazandngudy uazdu
nan (%)

21



7.2 wagwdn1uanan (Customer Results) : waadwsn1saLdun1s
Y 1 o o = 1
aruntTsauandUuagials (80 azuuw)

. Naﬁwéﬁ’mmﬁﬁjaLﬁu@ﬁﬂmLaxﬁﬂﬁ’ﬂﬂﬁjuﬁu (Student and Other CUSTOMER-
Focused RESULTS)

(1) anuienwalavesdiFounazandngudu (Student and Other CUSTOMER

Satisfaction)
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(2) ANuENiuYBsEiFeunazand1ngudu (Student and Other CUSTOMER
ENGAGEMENT)
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M9IATILUNILLFNS (Customer Analysis)




6 I 1 Yo a .
ENEEMNITLUNNANKIULTNS (Customer Segmentation)
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6 [ 1 Yo a .
ENUMNITLLUINANNTUUTNT (Customer Segmentation)
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6 I 1 Yo a .
ENUMNITLUINANNTLUTNT (Customer Segmentation)
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6 I 1 Yo a .
ENUMNITLUINANNTLUTNS (Customer Segmentation)
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Customer Segmentation Process

4. Assign Resources




WHAT IS MARKET SEGMENTATION2

Market Segment is an identifiable
group of individuals, families,
businesses, or organizations,
sharing one or more characteristics
or needs in an otherwise Clear Measurability
homogeneous market. Market |dentification

segments generally respond in a
predictable manner to a marketing
or promotion offer.

Align with
Strategy

Accessibility




HOW TO EVALUATE SEGMENT?

A viable target segment should satisfy these requirements:

Is the segme
nt large
: enough to be profitable?
icatone g
: er icati
different from other segm:r:ts? Sommurioations poch the

Segment?

Can
mari;zt;:erﬁtﬁasure the Can the Mmarketer serve th
. Seégment’s needs? y




WHERE TO START

Picket Fence

Mass Marketing

Highest Value
Customers

Number of Customers

Customer Value




DIFFERENT CUSTOMERS BY VALUE

Most Valuable Customers: Retain

Most Growable Customers: Grow

Marginal customers: Business as
vsual?

‘Below Zero' Customers:
Dismiss, or?

Customer value segments Source: Peppers & Rogies Group

Actual value - Strategic value (potential share of customer)



Workshop 1 : Segmentation
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1.1 szutvieia/
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71iA Segment /
Sub-segment

Prospect ?
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MBNQA (2008) Iredell-Statesville Schools A%kﬂ

ISS has identified its key stakeholder groups as students,

parents, staff, community, and business.
Core student market includes all children under 18 and under

which further segmented into

» » »

Segment Sub—segment

Former Former students and district alumni.

Current *By program: AIG, Regular, EC, ESL. JQ
*By grade: Elementary, Middle, High.@
*By demographic: White, Black, Hispanic,
Economically disadvantage.

Prospect |Home school, Private school, Children not yvet

@lternative | of school age.

education)
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YBIFINIATU Logistics & Supply Chain

B2C c2C

\

Market
B2B

Product

B2B

Cross Doc
Transportatio (1 order %a1® unit)
n Distribution

(one to many)

Parcel

(1 order 1 unit)

Dedicate Warehouse
Warehouse General Warehouse

Complicate Warehouse
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Service
6%

Traditional Trade
29%
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Customization
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Customer Segmentation

Customer
Product
B2B B2C
MsISeUS | Kangas Academic C1: Degree Student
X
C2: Non-degree Student
Kangas Practical Skill C3: Bootcamp Student | C4: Short-course
KSov:10u C5 Student
udanssy | VIUIVEIAUIANSSY C5: 19n¥U KUJL U .
IV lla:ms SIS 13:5TIAKNAD
Ighion. C6: a0ANSEoIG X
inAlulag

mstenaainalulagd na:avAnLS

C7: MAQAAKNSSY

C8: yanamlu

Digital Startup

C5: 19NBU KUDELU
SIMS 1a:STIAKAD

C8: upnarmlu

Existing Customer

Intermediate Customer (2Y)

Next Customer (4Y)

Not Interest
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« Customer Segmentation is an undeniably valuable tool that helps
brands understand and reach key consumer groups.
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Team Visits

Customer Panels
Toll-Free Telephone Line

Warranty/Registration/Comment Cards

Customer Service / Customer Call Center

Conventions & Trade Show
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EXAMPLE

USER: &9

NEED: asnaniuainistiaguniw (a1mns CLEAN)

INSIGHT: Yeasuasnnnuainig CLEAN twse
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Experience Data (X-Data) oyaus:aumsniyovanm
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MBNQA (2003) Caterpillar Financial Services lgﬁ%@

CFSC {35 Tun1513aussuly uazlaildsz1aadiiain VOC sonnNunw

Listening Approach Customer Group Frequency Method Uses
Users, Dealers, CatBUs,

Surveys Competitions Varies Written and phone surveys 123456
Focus Groups Users, Dealers Asneeded  |RDA Consultant 123456
Complaint Resolution Users, Dealers, CatBUs |  Daily/Weekly  |Daily input and survey comments 135
TMs and MCs Users, Dealers, CatBUs Daily Individual interaction 123456
Daily Operations Data Users, Dealers, CatBUs Daily Information Systems, Users and Dealer| 1345
Dealer Association Meetings | Dealers Ongoing  |Face-to-face 123
Nashville Visits Users, Dealers, CatBUs Ongoing  |Face-to-face 31 23456
Cat Industry Councils Users, Dealers, CatBUs | Monthly/Quarterly |CFSC Representative MANWEEL
User, Dealer, CatBU Visits by % -
CFSC Leaders Users, Dealers, CatBUs Ongoing Face-to-face prﬁ‘ﬂa{%@ 1234
Customer Express Users Real Time  |Phone, Electroni 1356
Benchmarking Users Ongoing Face-to-face, Phon&, Slrveys 1345
Customer Relationship Review |Users Annual Face-to-face 3

1.Process Improvement 2.Planning 3.Customer Sat. & Loyalty Relationship Building
4.Product Development 5. Six Sigma 6.Competitive Analysis
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Voice Of The Customer

Customer .

Customer
Touch
Point

Info User

AS Is: The Web of Confusion )



Voice Of The Customer

Customer

Customer
Touch
Point

Z ® @ © o
From Information “Not work” To Information Network
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Voice Of The Customer

Integrated Voice Of The Customer (VOC)

Call Monitoring

Complaints &
CRM Data

Surveys &
focus groups

Voice Of The Customer

< Customer Requirements & >
Performance Gaps
A )

Improvement Project Pipeline

Opportunities :>
\ \/

Process
Management
System

Business
Savvy
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Customer Satisfaction Survey Work flow

Survey setup:
Understanding business
needs and goals

Report:

Present results in
tabulated & graphical
format

Survey design:
Develop appropriate
guidelines &
questionnaires,

!
]

v Survey analysis:
V Extract insights
V based on correlation
V__test &statistical
analysis

I

‘

1l
3

]

i

\ \
Identify Vehicle: +
Pick the most effective
survey method -online, %
email and telephone 4

Survey scanning and data entry:
Convert the data captured

into the required formats.

(ICR & OCR)

Information collection:
Execute the survey on the
chosen vehicle to gather information
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" Factor 1
PR Event&

Facility

Q/ A Qs = v QU Qs Qs
I nga1vaNUNINATRATK AL UAN

(Customer Requirement Factor)

Factor 2
Staff&

Information

Factor 3

Service
(Fixing)

Factor 4
Shopper
&Zoning

Factor 6
Decoration&

Atmosphere
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e Event &
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Satisfaction

Old Exciter Delighter
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WNanN153tAs1cU Regression Analysis

CE,, =0.175""F, +0.091'F, +0.34F,

+0.336™"F, +0.0847 F, +0.264™"F,|

A0 R? = 0.950
PR Event & Facility  (F1) ARUEE R =0.950
Staff & Information  (F2) Durbin-Watson = 1.855
Fixing Service (F3)
Shopper & Zoning (F4)
Park & Hygiene (F5)

Decoration & Atmosphere (F6)
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@22t @ Airport service

The customer-experience program was designed to solve an airport’s problems
serving travelers. E

@“@%

@ Comiot @ Ease @ Spoed () Other

Average customer-satisfaction score (1-10; 1 = lowest; 10 = highest)

HAS o Restroom cleanliness
GE Delighted b bty
et The airport was not ! ’ ;
0.0 - delighting passengers on 2 e
: the important dnvers of e
satisfaction Relevant and timely
Bha journey informabon
8.0 — T, , © Entertainment for
Neutral @) - long-stay passengers
75 - Ease of drop-off () @ Finding check-in and
Retail variety Outdoor signs () L 4 Transporta. hon Security
7.0 =0 rotas a0 ot loaing O o e e Administration (TSA)
65 IO ©00g @ O
7 O m transportation
6.0 —  Hetad total ® o @ For the important &) Check-in process
Displeased Bag delivery spead drivers of satisfaction, ) _
55 ~Retail o ' ® the airport was only ) Perception of efficiency
® SOt Food and beverage meeting expectations and courtesy of TSA
50 = mI!  (@orvers) ) TSA checkpoint layout
9 Food B : i
O. 1 o 1 I I I I I 1 ¢[)) Passenger processing
1 2 3 4 5 & 7 8 g i0 11 through TSA

Importance, % of iotal satisfaction

yu1: Customer Experience: Creating value through transforming customer journeys, McKinsey&Company, Winter 2016
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L = recommendations at
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< deliberation &
8 DN T E e translation info
7 s (@) operations, work plans /
> o) (@) sirategic plans
(a4
> oa
< LEARN FROM o
RECOVERY STRATEGIC
PLANS

Figure 6.4: Overview of customer satisfaction improvement process Nanyang Polytechnic,
SQA winner 1l 2011



Adult

Pre-schoolers,
Children

Young People

Researchers and
Businesses

Seniors/
Disadvantaged

Machanisms determining customaer
satisfaction

Customer Satisfaction Survey
SMU ISES

PS21Mystery customer audit
Qsm

Meet the customer session
Focus groups

Done through parents using
the above channels

Customer Satisfaction Survey
Qsm

PS21Mystery customer audit
Focus groups

Customer Satisfaction Survey
for researchers

asm

PSZ1Mystery customer audit
Focus groups

Customer Satisfaction Survey
Qsm

PS21Mystery customer audit

Qutcomes of customer satisfaction survay

Self service as a preferred service
delivery channel

CSS highlighted the need for improved
physical access to collections and
servicas, This was addressed through
OPAC clean up project.

Increased emphasis on digital and new
media

CSS results indicate poor physical
conditions of the children’s collections.
Increased weeding and refreshing the
collections followed this.

Promotion of reading
Programmes for family

(o374 1
= Creating social learning spaces. @] ’J E] EJ 1 Q
« Increased demand for digital, interactive A
and new media. This lead to gaming N13 ‘]J JEIUU

focus for Serangoon Public library after
a successful public trial at Jurong
Regional Library.

introduction of comics into collection

= o
anuiane v $uun
AUNQUYNAT

Preservation 2nd accessibility to
Singapore heritage

Improved online contents for researchers

introduce ways to help seniors to cope
with self-service and IT based library
offerings through literacy workshop for
senior as well as outreach programmes
for seniors.

Homebased services (Deliver mej to the
disadvantaged

Mobile service for the disadvantaged

Audio books for seniors and
disadvantaged

KidsRead programme for disadvantage
children and setting up online portal

National Library Board,
SQA winner 1l 2011



Asdssuiuanunivnaladsaunnauauas

Your company Competitor 1 Competitor 2
: | rt
Attribute mpn:man:e Rating | . | Rating | . | Rating | .
(R) (R) (R)
Quality 10 8 80 7 70 8 80
Delivery 8 b 48 10 80 8 b4
Meeting 10 10 100 6 60 9 90
Specs o
N7
Price / / 49 8 EE 9& 35
Qo

Warranty 4 9 36 6 @;/gg 5 20
Total 313 290 289
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AsUssiduaNunnU
“Net Promoter Score (NPS)”

NPS provides a single, powerful metric

for target setting
0 1 2 3 “ 5 6 7 8 9 10
detractors promoters

NPS = % promoters - % detractors



AsUssiiuaunNWU
“Net Promoter Score (NPS)”

il 2559 il 2560
NPS AU NPS AU
Score Woau Score Woau
OVERALL 39.5 256 57.7 260
nanSouaidurdia XXX 27.9 113 65.0 120
nanAuiSunn 227 58.1 86 52 (\s 90

nanAaaiduida YYY 34.2 50
§3AAUALAA - S 53.5 143 57.0 151
f512AUIRNNRNY - M 25.8 62 56.7 52
g3nuuIalng - L 16.7 51 60.5 57

wneue : Awiaaindadianuludasu iunisaduanladuinisd wazasuusinuansalilauiingsaaunldusnng



®* In 2000, a sale guy in Walmart tried to boost the sales by
bundle (at least) two products and offered discount.

— Jam and Bread?

Diapers are probably too heavy for recently pregnant women so they
ask their husbands to pick them up coming home from work and since
hubbub is off the clock and ready to get his drunk on, he also pick up
beer.

A diaper emergency occurs fairly late in the evening and the husband
is sent out while the new mother cares for the baby, Being annoyed, he

also picks up a 12 pack to relax.
93



{Bread, Milk}

{Bread, Diapers, Beer, Eggs}

{Milk, Diapers, Beer, Cola} 3 from 5 transactions
{Bread, Milk, Diapers, Beer}

{Bread, Milk, Diapers, Cola}

i & W N BB

Walmart — the world’s biggest retailer with over 20,000 stores in 28 countries, is in
the process of building the world’ biggest private cloud, to process 2.5 petabytes

of data every hour.

94
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st @® s @ css

Customer Satisfaction Score Net Promoter Score Customer Effort Score
. 5 ‘ We s ® By Nom
00000  Diffcult

Measures how satisfied a Measures overall Measures a customer’s level of
customer is with specific customer loyalty towards effort while interacting with your
area of your business. your brand. brand.

© Monkeyieam



“Customer Effort Score (CES)”

Wlumsiannuazainiignm lasunnmslduims wie msud lulaym Taeldmoima “msud ludami a5y

9 ]
v A

[ dy ' =~ A v A 1 = . . (%
Tududl eiesla” vsea13IAD U 195U izﬂznmmaﬂiuﬂﬁuﬁ'"lmﬂagm (Average Resolution Time) A 96191

F4
1 [

o < a . . & 1 o
msud lutdgndudalumsanaensasn (First Call Resolution) 1499910 maud liymifigndes 10157 taz
9y a Yo A& a J o o Y Y Aa =< [ a 9
awnsaliusms ladizalumsaanenswsn azihlignaunaanuiawe laTumsvesuuims uazad
s J
Uszaumsainaliungnm

How easy was how easy was it to solve your
problem with your company today?

Very . ,
difficult Difficult Neither Easy Very easy

A1n : https://lumoa.me/blog/customer-experience-metrics-and-kpis



Customer Journey Analysis
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Customer Journey Mapping

The customer journey (also Customer Journey Experience,
Customer Engagement Cycle) refers to the stages customers travel
through in their relationship with a specific brand. By analyzing
what the customer experiences at each individual touch point
with a company it is possible to pinpoint where improvements to
efficiency and customer service can be made. This is useful when
making decisions about the extent and nature of further
investment, to boost the service level of customer-facing teams
and to plan a coherent and beneficial restructuring plan through
providing a ‘perfect’ customer journey.



Customer Journey Mapping
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Best-in-class companies optimize customer journeys, not just touchpoints.

Customers experience companies through end-to-end experiences, not touchpoints

Sales and Change to Moving/new car Resolving
onboarding account a problem

Individual touchpoints may perform well even if the overall experience is poor

Agent Call center Web Support
End-to-end
journey
satisfaction

00% *® 85% * 5% *® 90% = 60%

Touchpoint
satisfaction

Source: McKinsey Digital Labs

in1: Customer Experience: Creating value through transforming customer journeys, McKinsey&Company, Winter 2016



Common Pitfalls

- Bafndunisuedluyunay wsadugeq Ankuulela drelasihediu a1a
msupadenlewiaszuy nnnszutumaieedunmsdmen “value”
Ioituanédn vidlussaznou seving uaends nmstedudn/lduins

- hausinswnlulaymusmues uduvinaula Suilsanusaniy

1UUBIVDIGNAT

v 1

- anAbidingasiindie/wnun selunthiivedlas/msanulaly
BIANTNABIANLUNIT INTIZYNANDILANINTIU (Journey) UBIBIANT
- ansUsulaguiazduiadaulviianisusnisineyadugnaiogig

Yy =

L1939 lnglanizanndinssavganonalinedudagnanduysedn

yu1: Customer Experience: Creating value through transforming customer journeys, McKinsey&Company, Winter 2016



Best Practice in Customer Experience

1. hlamnudosms/muaanisiusiasmesgndn aunsaasuuazdsy
auddrestadusiieg Nddnldedsdniau LLazﬁamﬁmmﬁLﬁ'mﬁu
andanillisesdnsiinenunssmiinuas U fURARmLaenndes 29
Sl arusiAeatugndumand “llsanudumessns’

2. anfusazngu (Customer Segment) flAudaenisfiunnsnetu To
auddiuusasSediviiouty fniuduinanniiszaunisal
(Customer Experience/Journey) fluanenefiu n1sSuiladesueegnen
(VOC) 9P151%aN87I5019/104N9

3. 19 Behavioral Psychology Tunsusymsanuaianisvesgnan wilawazii
NANNITIRINYUTINGANTTULUNITODNLUUNTZUIUNTITANDUUINNT LU
DNLUUTUREW/NsEUIUNISUSNShausduauauTiuUszsiula sausatunen
Inszduiiielignd3dninseliiuy wassunsuismnuAuwh sudenns
asramadenliungnen gnansanineumludaiuay Ll “dgnatuny”

in1: Customer Experience: Creating value through transforming customer journeys, McKinsey&Company, Winter 2016



Best Practice in Customer Experience

1%

4. Digitalize your processes lun1senLUy Customer Journey tNW3EANAN

Y

ABINTIIAITIIANGT AMULTUEINN wazANdLAINEU1e (Immediacy,

= a

personalization, convenience) ftuNNYILEI189U (Multi-discipline) A4

ANUFIALIUIN
5. Empower WHnuAIunLEIaIY Customer Journey
e Listen to your staff
** Hire for attitude, not aptitude
** Give your staff a purpose, not rules

4

** dalau Creativity v staff wagln empowerment Tun1suieinge

L)

wazwnllaylviugnen
6. Jara Insizrnaziilugnisusulgsedeaiiioq Susungiiseauga,

01gNeAANNE Front line

in1: Customer Experience: Creating value through transforming customer journeys, McKinsey&Company, Winter 2016
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Phase in Customer Journey Touch Point

1 g =Y v Y a
naudadun1/19usnns

] dy = v Y a
sy duA/19usn1s

v 4 a v Y a
nasgadun1/19usnns

* S3n/ankn

* | JSyuLiigu/1ann
* F9qpAUA/USNT
® Jd1523u/ANlEaNe

® 19 aUA1/USNNS

* Uszaunsalnadliaun/usnig wniu?

* Soasutym/lvusnisdn

Source: Understanding customer experience throughout the customer journey, Katherine N., Lemon & Peter C. Verhoef (2016)



U84%1 Touch Point Nd1AgY !

1. USS81NA
- A9PUIBANEZAIN
- ANNLINRBY
- ATHULASENTUT
- ASIRTIUAV/AUAN
2. wmalulag
- eane
- ALAINGUNE
- UTNITAULDY
3. ﬂ'ﬁ’gﬁ]ﬁ'ﬁ
- Gﬁauua Promotion

- M5USEMFURNUSYENS

4. N3ZUIUNT
- SyezlIan
- EUNIYAAUNIS (Navigation)
- NSEUIUNISIAUSNNS
5. WHUNIU
- NLRBTRSUNANNTIBLRE
- UIMsaEIuyAAa (Personalized)
- yinmenlgnuduling
6.ﬂﬁsﬁaaﬂsszwdﬁagﬂﬁﬁﬁiuae
- Customer reviews
- Word-of-mouth
7. NARNUN
- AN NFINEN ST ou
_ Ussunvinansiaiivainiane



aNyuUadlun15Wa1seun Touch Point (TP)

1. Brand owned: TP leankuuuazaivnulneusemes ivu deussridunius (lawas, (uley,

loyalty program) 53469 Marketing Mix (product, packaging, price, service, convenience,

sale force)

2. Partner owned: TP #2onuyuuayAIUANTINANTEINUSYNAY partners 19U marketing

agency, multichannel distribution partners, multivendor loyalty program partners,

communication channel partners

3. Customer owned: TP fiussnuas partners lalaithugnavnu imsiztluvasgnal iy 13

fnaulavesgnmIvaieTe, N151aN Y9N NYITEIY, YouTube

4. Social/External: TP mAn9InnI8Uen 19 other customers, peer influences,

independent information sources, environments 879 TripAdvisor



VAA5SLIY!

1. W1lagnen ... wasluyugnAn ... Put on your customer’s shoes!

2. Focus 91 Customer Journey hil9 Focus #l Touch Point

o] (%4

3. Touch Point fagunune Neddryuazlisiny deemn Touch Point

v

o

dAgyliiiaa!

4. AU Touch Point Magdnlugnsaadn wsaianaalla



How to Create Customer Journey Map!
Step 1 : gudunuaiandtiladun Common Touch Point

1.1 dugnAiveduntealuszaunisaluasiivium TouchPoint
IneATTeDe Customer Segment (Uszangd 10 57)

1.2 asduN1EINIAEUIN AMULUUNDTUN 1

38U Key Activities wag TouchPoints

(nelignAduguanmeniiad LSUATLEYIS PreService / Service / PostService)

1.3 a@5Uvdayanandn wazsaunuAImun Common TouchPoint



How to Create Customer Journey Map!

Step 2 : AANIUUUA1323 Customer Journey

2. YmaagU Common TouchPoint andavinuuunasui 2 Tagszy
TouchPoint fidAty Muaasliifiuda Customer Journey wazasaus
Funwaiase Tngluusiaz TouchPoint TaaunutiiuAy Ao

o Uszaunsal/anudan a gaduiiau (Moment of Truth)
visodsilaisiula (Pain Point)

* AAUNNNANUAIANI 8d TouchPoint ﬁ?u (Customer Requirement)

e Usufiuazuuy (1-10 930 0 dliiiendoe) o TouchPoint 1

¢ Usziflupziuuanuiianeladeuszaunsailagsiy Tuneuvineiiae



How to Create Customer Journey Map!

Step 3 : WATIZHHE

3.1 AUNI TouchPoint N1d1Agy lasA1aaA Correlations Na17A 1138AU
AMUNINalalunsas TouchPoint lWAtASIZRIAIEGUUSEANSANTUNUS
AUAZLUUANUNIND LR lnesunUssivlufaunie

3.2 asuusuhuiidagyluusas TouchPiont Usenaudiag
* Yszihungnadiulugiinnuiunaonndesiulunsagaiu Ussnausie

Moment of Truth , Pain Point , Customer Requirement



How to Create Customer Journey Map!

Step 4 : AMUANAENSLATUSUUTINTZUIUNIT LNDHII
Uszaunrsafiusznula a1nn1sAne Customer Journey

4.1 InUszguBalfURnIsiNeEUBaNANSANYIABEUI VI SHAT N8N
BERRIHE

4.2 Ussyuszauauad nandisauiilu Front Line wag Back Office e
AWUA NAENS, INTNTT FIUTINTUSTUUFINTZUIUNIT HNDNDUAUDS

4.3 TviadudrAgynuniseanwuulszaunsal iinaas1sanudsenula
lngLanz TouchPoint NildgdAgYNIeEARIINN1SANYT Correlations



Loyalty Expansion
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Key Activity

TouchPoint

Moment Of Truth
/Pain Point

Shopper
Requirement

Score
(1-10)

<-- 92IAISS <-- 92IAI9S-21d

92IAIDS 3504

1) dAumriayasiud/Judranndav

Website, Social Media

2) ld5urayainarslssainguiugsann

Augn15@N

Direct Mail, E-mail, SMS,
Social Media, Mass Media,
Outside Media

3) thunuLnauLanIsAN1aasagIUG)

das¥uiinsaansa, aansa,
5in., hauann

4) hutrniszaduenisan

sUa. , ihauannmeluaue«,
ihelsyandunusAanssus

5) tautaunaluduedn1sen

1U55eNANA (fea1n Jadiu
97U WU wasiLiiu
AUAT) , NTONLLENIFUEN

6) aWneiau/iesa

NUIWA, UITENNE

7) usn1s WIFI

[

degeuran WIFI

7]

8) 12iwaiin

a9lin, UssENAA, Jearude
ANUREAIN, WULNU

9) \dandafuduazladusnng

SIUATLRZANTUTANTUAY

S (\
WU NIIUITIUAN
o o Counter Service, Member
10) RERAUATLUULRSUANTUUDITIIIR
Card/Coupon

11) udetleynn sa9aau

51n., wiidhu, Counter
Service, Call Center

12) vduntvaannngue Iaasasiua

iheauannie, InAulnTIan
50, 514.

13) nduunldusnisah

Fuetin1sA

14) wugihuanaanIU&uUA1/U3N5

Word of mouth, Social
Media

nsasTUsEAUANNTIwalatlaasusalssaunisailunisundalteargadl




Correlations matrix

tpl | tp2 | tp3 | tp4 | tp5 | tp6 | tp7 | tp8 | tp9 |tpl0 |tpll |tpl2 |tpl3 |tpl4 |tpl5 |tpl6

Pearson | n4g|.146|.216|.370| .218 | .356 | .503 | .605 | -.092| .352 | .303| .733| .620| .365 | .477 | .462
Correlation
(zi;:‘i’l'e g |-801(-416|.135.017|.296| .018| .000 | .000| .68 | .010|.029 | .004|.000{.031 | .005 | .008

N 30 |1 33149 (41 25|44 | 54|56 | 24 | 53| 52|13




N15WAITUIAINTTH

EMOTICON

o

Auas wneds ddvddny
y9aEda wagdlen

Correlation g4 flondl

o v

ANUAIAYFONITAT AN

flanelags

o

saneds dvudfy

9EDR Lagdlan

Correlation Ununans fiein

= o w 1

fanudAgysonisaing
Anufanelauunans

o o

F1a e Tafideddry
1980 uazdian
Correlation i fednd
ANUAAYADNTEI9IAL

Ranelasn

AZUULGINT 8

Hanalage

H

ATLUU 7.5-8 9

elauunans

<

AZWUUAINT 7.5

liiflanala

1) Aunndayaiiudi/audrande

21

o

v v ' s o g 4 v
ﬂsuwagam'amsﬂszmamwuﬁmnguﬂmsm

3) N1393519559UUDNFUINITA

Score

MOT/PainPoint

Requirement

Score

PainPoint

Requirement{Score

PainPoint

Requirement

H

1.7

SEdinsfuntdayaiiudn/
Fudtfos

YF:W1gnunFeunniu

YP:Aunidayaain Social
Media (FB, IG) wag
Internet/Google

iing Review Usznaun1s
dndula

v v

AN

:

unadoyaan
Website/Social Media #i

o v 2w .
YALAU LVINVBYANY

TW:A2en15AY

azaanlunisAumn

a o

waznnaf

o

ALaU
-ag1nlduen
oy
sreazdundrudn
Thunaulu

2
' Y

FB,IG,TW Uanuawu

<

8.1

sedinfudayanin Tv U

(s

Usz¥dunus, Bill board

[

YE:3igldSudoyatiaems

v

Uszdunusdosun (291n12) [TW:ae1n
yp:ginldsudayaain Social 1d
Media (FB, IG), Website, Wau  |s18azi8ua
wys FB doya
-unsdaudelaiineldiudoyadoya [Sruduan
P19813 B uaz
TW:FB &in1s update # usly update

Avediolsiraula dneusuuy  |dayavenq
U9
-Uneuszwdunusluguds

datauiiusz vrdunusnasn

7.3

SE:lauunguda fusssuan
ws1zsalifa Tngannzdig
k73

il
-81n1AUSIIuNa1uvensalal
818w

YEn1adhguds fivane

, o v &y
Y197 wazAuTudunig
W51z uUsEaN
YP:30fnlag@nIe Tungn
TW:1adnggaan &
“aNNaIenNe wagtieguan
N19tALaU

-30hn

SE:

YF:3unganas
WinsUn.95195AB8
BIUWANUEZ AN
W31EI0RAUIN
YP:a81n1#iite
BRPREELIMIEET)
n1seanfisafinuin

TW:

A ¥ AsA

AR



6) Wutussgaudnisn

Score

PainPoint

Requirement

N (]

e SE:Unguanni19tnLaum

8.2

a '3

-sua. lainsrudrunsndafanssuvasgud
-aulsidasiirflinisdafansay
YF:9e1u Event anndedssvdunus
USamniadn
-Unguennistnlau
-sUn.realndszqgliiunsemi wdaas
waal#gan laaasldaga de,q dusua.
Aueeguuaniing
YP:5Un.Bundy dauaiudrudn/usnslu
Audld
-Urgvanniensludniau dnweuszui
v e o Ve

-audnguds dauauuin, udeiudnyseg,

¥ = v
autne Weatng
TW:dlnguannistatau

=

-Aanssudraula Gnnsdnlyududng

YP:A25MEN
Uszgidh-aen
Tddniau az'ld
laiiiun/vunu
TW:aeqnli
wenUszgidi -
aanlvidn azld
laiRuaauiu

U auwuiu

8.8

7) wuaunielugudnisén

PainPoint

SE:uaftfuaune ussennAd

YF:sg a0 Wusue
us38INAR U aanld
Jan
YP:uafifiugune aren
-

USSEINAR

o P 3
-andu aanldiady Wi aw
d7e
-AULYEDY WDDA
TW:na§iiu anuAealsey
o ey
figalddreninmaneyn

oA < a
-giadudusssun@ inas
WS
-nsdnlewdussidou glai

N #2910 78

Requirement

YF:Tau XXX 5ou
WSz Sungaing
o e
wFeuntleda
YP:UALWASE AU
Wudseda $nld
RUANALWAS

TW:

8.7

8) HINNABU/1950

PainPoint

&

sedinldussalway
dLAINEUNY
YF:114591898 N52918772
gud anusdsalgany Sduld
aanld
YP:usdz AN duln

D=1
n3zNeNMe
a o o a
-figaanuiivau 193531530
TW:AdeinTiwazuda Ok us
un9galsiazann
-anAn TW 9ns1eBuaniing

(Spending?)

9) U3n15 WIFI

RequirementiNeel{s

PainPoint

7.3

y a v

sediglduinasiies (2 a1n
18 518)
“lainsauddfivinnsg
Yrdigndnlinsiu (631n12)
Ldld wisnznanves
deysynaulaiuse (631n12)
yP:linsrundliuinng
Laild wisnz dyayrsou T
wifies connect liideaafin
TW:yaaudn vigavae
-Heudafaudtaulaild

“lainsnusia WIFI

AR




7.3

12) a2 dUAS UUULAS LANSUVDIT19TD

PainPoint

a

SE:fgldusn1sansuse lenidas
(5 91n 18)
“lidnsnudnansuasins

Uselewd T3 nfinnsazau

u

azuuuld

v

YF:lifiandn YF idhsuds ay

U

AZLUW/UANYBITI9TaLaY (0910

12)

a v

YP:aigldusnasdiesuin (2 a1n
16 Aufigauain)

-finsazay ualslnauan /e
ladvitu

a v

TW:alanAn TW ties 231015 9

U

TduSnsdz duas LUULANYBS

51498

Requirement

SE:Asnzuuuly
A1SaS FUNIN
uld/vees199a

1Y

liduiunazau

8.3

13) annudaaadenislugudn

PainPoint

SE:@919 N19AUdZ AN AFINSUAULA
“liivasnsuineaaiaandnviasnian
a 14 v v 1% 1 v
Rundavagndeududsindeads
YF:3dnUaaaded sun. ey

a v

-unsafaiawmgnlauledt fdnanla

4
= D1 v v A o o
AN LALUBLRULITAUINUITUISIU

v &

Yy
wiunidnauiela
-a1uvaAs0lA

YP:3dnUasasdiy lsineiaamanisal

l3iUn®

v

v a Y Y 1
-nfoe1asUnquiadides §anla
Uaaasfy
Tw:iAnUaands wuiiiu sUn. a5

fnaan

Requirement

YF:281n 1%
N135Un.Yaeq

vy &
NIV 3 A9
Tsamile Uaeq

] < Sl

AUaY NI LA
udLAnLNLSYaUDY
wauY

el =l
-AdSAALABNTUA.

nuymilauany

14) ¥a5un1svieman wislgui FaeGau

Score

8.5

PainPoint

Requiremen

a

SE:sua. lvidayan
-sUn.ldireuns19ns1 dandas lidey
ABUAIY NIUTN9S
= I3 < Yo a =

YFwnedusaiduan lasuusnish

v 14 L 73
-gauaurudiu sun.uazusitnu
1asuusnsh
YP:5Un. liireelinnsvreniaiiiad

I3 7 C%

TOLAUAUAIRUN Y
-5UN.U3M5A (ugansstulabeu)

v Yo o =
daunrudayaldasudinaudiuin
TW:ndduinnief@ fursean / sUa

Wulins Mee1a150auazluiiq)

YP:A2%
ausuli
sUan./
usitinu
dru1sali
doyald
whtudegyun
Tigndnld

X _ v
MUY

AR



11) \Handeduniuazly

12) dzauAsLUULazLan

Activity 6) wud1uszaiu 7) wudunieluiu 8) Wawinsiowu/uese 10) wviagin ) » »
u3n1sluiu SUVIT1998
sua., Urevennng, The 710917, UssenmAnely .. R
o . FIUALLALNITUINTUD Counter Service, Member
. L U fa 1YV ISR % o a o
Touch Point Usgdunusnanssuves USTINA, NMITANUALIIU AN, UTTINA 0911, AI0TUIWANUALAIN L.
. Ly . WUNITUIIUA Card/Coupon
Aud Twiaad, waidnu
fhgarnnsaaui
dhgnisnanatay
AANIsUNIINAIN
Arenenui S m
fredus 7
o o
YD ... d




maialunisssvdscsaunisaianadiaa Behavioral Psychology

. Sequence : n1s13ava1du Touch Point 7fi Hi-Point / Low-Point #itiuneay

dhalandAadssaunisaiidsyiiula
- fhatinvn1s Check out Ts9usu: 57a157, Voucher, &519A1udseiula last
TP (wnuiinnssiadlsanas)
. Segment : fiagne1linalasia TP Mid1deyindds asiassinaziivua
TP T

- matne Walt Disney uatlayrinnissamatiaiadtauulu Taan1ssd

AaNTsUTLNINNaAI Waaulath wavdd Express
. Control : vinluand1s8nineuiilusimiuau Journey fyand1lasunis
empowered, engaged, and updated agahaaanulinswalanntiatiein
- ghatng u3nsIWih Uszah gadtasiswalavinduaneunn MnauaINIse
Avuaal lasundeiiumiiin wasnis update Aaya

- gransiiu/Tsennaus anedanitielaaliaauwad

yu1: Customer Experience: Creating value through transforming customer journeys, McKinsey&Company, Winter 2016



MatIvNALYNS tuNss VL sEsUAIsalana

IignAaeNkarIBUYEIMNTNAIY (Pre-booking) uazaadlizaiwmiln ienanides
N15MDALALIUTNUG barN1TINYRUNLIINLNUAINGL)

1 14
U

anAELsanedeedun on-line lanelu 1 Click lnglaifainsentayad

WHNNURBUTUINIYRRLALENTTY Premium YNAU LALLIENTRNAT NOUAIIINIATEY
NNATY

WAILNTEUU Realtime Tracking telvignAlanansafnmuanIueN1sIndlanasniia

AOUSULINTAZUNVINNGWNULING e-mail LARIAMNBUR LaZINNNNUYFBUSUTAS

S A, A A,

winlaugInnistiluieein

yu1: Customer Experience: Creating value through transforming customer journeys, McKinsey&Company, Winter 2016



2o EXPLORE
g Sudertwiluse  Sudentswil downbadthe  Stdentswil understandthe  Leamers will use the ool o Students wil evakiate the
; social media tools o application. basic aperasion of the tool by accomplish the learning cbjectives of  efficency, usabilty and general
O support leaming using i and consubing the the course. aspects of the tool.
O tutorials.
0
w2 “Thewolisiree *The ool aliows 10 enfier theough "Easy 1 se “It's easy 1o inferact with other SIS oy 130 many questions about the took
- sccial notworks muwnmlm " &s casy 1o view profesor’s foecback evauation
gg mmﬂ\m *Mabida Iriendy *Allows to delivery Infosmation in many
EE *Ris posile to work in teams
:"‘ *24/7 Tech support
"OK, what can | do exacty? How &) wyymarg 4 1 aaen how to do this? "Cool, the 100l impeoves my work and
"How can { use this in my “This app locks good o
3 ) " «Tha mdew s 4 shes “This app seems vary powertul but mm:‘::“w mm\un
;g ;mnmnmx ;R‘mlnndmhdlmm problems and | anY work *Fear. Now, wil | lost all my work? Who
m m ot very good - "R s 2 beat averwhalming, whore do  *Annoyed, | have o learn anoiaer ool Can Access 10 my inlosmaton?
Sochnoogy I star? *Hapy, | can finaly manage all my actvities  "Happy. Now, | can leaen using social
*How much tme dos Eaken o here. mads ods
things? Scared

STUDENTS
EXPERIENCE
—
r
B

Explors how an| How can 1 inform the "How can | help my students 0b8  *Mow can | teach my students to *Which foatures or funchionalities will
: mysadents  lechnical requrements of the  ConAdent about ihe toaf? explate all the tool benetes? | evaluate?
x mmm wool? “Which resocrces can help tham . o imomue the seam work ? *Mow can | ask foedback I a few
2 s ol wlhout wating for my acvics? "How can | deal with the students hat  GUesdons?
§ ‘How can | mothate om0 keep 4o v o 10 use (17
w3 irying and using the tool?
— “Resaarch nd shis othars stutet's
| *Evauate the tach's *Resoarch and share the best “Bull a shte or space whene e studens  “Design an evaluation rubnc for
o . exarinces using B o (Teskmanial) al the ool informaton in the
¢ Students knowledgein  practices using this tool Shars aaodals can review evaluating the toal
2 1ech at the begnnng of m.::‘. MAQENL Y sameplice (something simibr 1o *Inchude questions in the course survey
‘B the course. “Buik! & collablritive 4pade shisk Py

C *Live tech workshoos ;mm"_“n A T . S R R oy



GUIDING PRINCIPLES

Simple & Guided Connected & Communal  Attentive & Personal Crafted & Efficient
College request infomation I the beginaing
LSt Al o ey s Vi tconade 9 DESTUSIITIINEY o e s dexnt
PRINCIPLE
I

EXPERIENCE MAP

SERVICE ) TouSardon dwed Cebogw) ) MewBerse )
STAGES |  Discorer ) ‘1 Decids | Conms )
APPl-lchmN; Awareness Request Info / Join Pre-Visit Visit Apply Post-ApplicationLoyalty

FAFSARpply

S g
Becteve Redieve » DU Webste
letser

° * o * *
rove 3
vaie & <mths >denths Jantsth Feb i5th Dec - Mar Mar9- May1 Sep Sehool
EDII/RD OUE CSS Peofile Due Admission Deposit Due Starts
Decision

STUDENT
QUESTIONS
STUDENT 8 10 408 where  Deling ’ -
e 10 Werd o) R
e wodimas e wengovce <1 pesily e crewsted

OPPORTUNITIES

whore shoakd |

300 hooks amang | wart % vt
lean méne oo (U
6819 1 e Cirpus

C

« Borvous stout Aot indeing
+ Exvted 1o hew bach

L-

Tacteato be sucesshd

+ Db to et tnd

GLOBAL

e desrand Help people get what they neod Support avdicnce in creating thelr own paths
10 your avdiance ways and selutions e

Gage: Global aage . Glotd » Seage: Glctd

Offer 3 dlear valus and educationsl Utabze sacial medis to engage sudicnce ot

pecposition the right time

« Sage < Ghaval « Soage Gkl

VISTING / APPLYING / FINANCIAL AID

POST ACCEPTANCE / DEPOSIT / ATTEND THE UNIVERSITY OF DENVER

Empowes dudience with be- Enable 3adk ‘o dtrack

comes adtienable thelr visk plans over o Vb classes e ¥
« Seage : Gicosd = Stage Vist Mavarg * Sage : Vist Manng « Sape L Acceptance * Stage tAtera DU
Support sudince usiag 3 path and sequence Support A due dates Support own paths (< Status of deposit ot all tinas. ely deets deal with quest
of stops 204 time ccuntdonn to apply’ 2 oo T change and maxt steps
» e Appiyng ~Stape Apphying « Seage : Glodal «Seage  Dagont + Seage tAmeca U

Enable audience 10 connect vist and stay in hand off / exch: ap ] ofdense in

one step phcation process and financial ai printed materials b0

~Sage | Glodut +iage {Apphying > Finarend Al «Stagy < Kecegeance



N13ELNATEINNGNAT | ! |




1) AntdangnALUIndng IuUNAIU Customer Segment NHNAL

10 518 (Wuadreiioy)
UNI9INSLAUDEN9LS

e

Qe

%

U 57UA1 LaZLIAa

2) ANANNENANENYNe9 LiagdanAdls
sy

2

ee

lngszyganananaullluniazan sey

C =] v

3) danangAnssugnaluusazyn wastunnvaya

4) ArR1UAUINALAUDBNAINYTEAAUEY

5) 53UTMVayaLazUTENIaNAIMUNAIN Customer Segment
Tawszyanianddrulva) (vasusas Segment) luldusnns

6) Anwaziveu Customer Flow asuu Floor Plan






frae1vn1g “drnasaa” ana1nuitadusn1siivassnaua

)

TW Old 18-23
YP Old 24-30
YF Old 31-49
SE Old =49



CUStomer
Relatio wsl/lip

Management
a319ANNHNIY 3alagnm




ANWZYDY “Systematic Process”

Defined

Improved Measured:

* In-Process

« End-of-
Process

Stable,
In control
Repeatable



' ZF

Advocate
Customer

gt Engagement

»

Customer
Delight

Customer

Meet Customer Im pression

Needs

Customer
Satisfaction



Kano Model
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FIGURE 3.2 Customer Relationship Management Integrates with Strategic Planning Process

CUSTOMER / STAKEHOLDER SEGMENTS
Residents/Families » Workforce » Community * Partners/Collaborators

0%

Review, Evaluate, Act Voice of Customer Analyze Data,

Listening and Leaming Tools Eerioniisice I el

SPP Steps 1, 5, 7, & 12 (Figure 2.1-1) (Figure 3.1-1) | SPP Steps 5 & 8 (Figure 2.1-1)
Review customer feedback and |

T : Analyze key data to determine customer
evaluate processe, efine listening and | | @VEV VTP TEWIREN IO RY T T requirements and identify if current services
Shne mcthods lfnecessar'y, e SPP Steps 6,9, & 11 (Fioure 2.1-1) exceed their expectations.

on Action Plan. (ongoing) eps0,5 &1l (Figure Z.I-

% Deploy process improvements through key Identify Process Improvement,

meetings and communication forums, M : ':

tudy plan

: ACI-S

Kindred Nursing and Rehabilitation — Mountain Valley, BNQA Winner 1l 2016
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Figure 3.2-3  Building Patient/Stakeholder Relationships & Engagement

Stage Tools/Practices to Move Patient to Next Level

1 Doesn’'t Know * Billboards, media coverage, ads, social media
NMHS (SIS) *Mailings * 60 SECOND HOUSECALL
Perensnsnnnnves = NMHS website * NURSE LINK

LR AR RN LR AR RS L AR RN AR dRERERERLARER RS ESEYELLERENESELENRERELENESELE RN R}

2 Heard about .‘stories’ of exceptional clinical care, * Health Fairs, screenings, community

NMHS (SIS) patient outcomes & services education, SPIRIT OF WOMEN
Lesessssssnunwe * 1=-B00-THE DESK (APPOINTMENT DESK)  * VIM & VIGOR MAGAZINE
3 Tri'E'S' NMHS :'§EI-19?1ﬂ'E.E'IEQEE.EtFIE‘".'.'...'... | R} I.l :IIE':'.I;EM:;EJE{:{‘?!I BEFRSRERERNERNEFERNEDERERAE B
(OHS) * Experiences state-of-the-art, evidence- * HEALTH LINK
based high=tech/high-touch care * AIDET, 'Key words at Key times'
[reseeeeneRtRe® s cARES » Centralized Scheduling
4 Likes NMHs *Hourly & LEADER ROUNDS * ‘Managing Up’ of physicians & staff
* 12 STEPS TO SUCCESS * PGA
(OHS) :
» Systemwide ICHR
bessasasnasasa. * Consistent use of above, plus » Experiences smooth transition in care
5 Loyalto « Discharge/follow-up calls between segments of patient care
NMHS (E) - Patient liaisons (cBH, HHC) « Physician Liaisons (csH, Radiology

peeevesanansnes «\/plunteers & Mended Hearts volunteers Dns, HHC)

s EBNEBRERTRERFERERERERTFRIFRSERERERERF R RS ERERERAEBRFEREFERGEREREDERFEREREERRERAERE Y

*Same as above, plus

* Experiences ongoing community outreach support

» Key populations ‘reunions’ (e.g. Neonatal, Bariatric, Heart Fair, Joint Replacement)
SIS - Seeks information & support OHS = Obtains health care services E = Engaged

6 Advocates
NMHS (E)
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Schneck (Baldrige winner 2011)

Identification Jn Initiation and First Impression 8
* Community Needs Assessment « Convenient Cares

+ Market Share Reports + Greeters

* Health Fairs + Community Outreach activities

* Volunteer Activities + AIDET and Standards of Behavior

+ Social Media

stakeholders

lsmm

e
Innovation . Integration & Engagement o
+ Patient and Family Advisory Council + Focus & Support Groups
+ Team SEEK * Rounding
+ Team FIND + Discharge Calls
+ Secret Shoppers + Feedback Manager

Identify/validate

requirements &
expectations




Schneck (Baldrige winner 2011)

Investigate 8 Voice of the Customer A
SEEK not what you perceive,
e S and Fally Surveys but FIND to understand what it is
* Best Practice Research that your customers seek.
* Transparent Voice of Customer Reports
-
TOON'Y HAVE A SAD ATTITUDE S8 IALREADY
ESSENTIAL 1ASK' LICE ENG EMFATHETIC AND |
COURTEOUS 50 WE CAN FOCUS ON WHAT®S
REALLY MPORTANT
(=l
Team SEEK 4 Team FIND L0
° Semce (Educate Standards of Behavior) Focused anovation Driven by Data

Team FIND ensures Voice of the Customer data is deployed,

ot Excellence (Improvement through innovation) Pndly, roacily avasiable, and relevan

9 Enthusiasm (Communicate and share bes! practices) ey

© o

‘ Kindness (Reward and recognize) confusion

information

user-
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TQA (2003) Thai Paper Co., Ltd

. . AsANLSEaNS A NANSHER . e o .
Ashinug A15A519ANUFUNUS

(O = Operation = : _
Improvement) (R = Relationship)

(K = Knowledge)
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Advocate Good Samaritan (MBNQA Winner)

Figure 3.1-4 Patient/Stakeholder Relationship System: Tools, Practices, Behaviors, Measures for Building Relationships

*= Listening Post

with Patients

Stage
1-Doesn’t
Know GSAM

2 - Heard
about GSAM

Tools/Practices to Move Patients to the Next Level

* Billboards, newspaper articles, ads
* Mailings

» Parish nursing

* GSAM website

Measure
» Z of direct mail sent (AOS)
= # of direct calls to Health Advisor (AOS)
= # of website hits [7.2-23]
* Consumer Tracking measures [7.2-25]

How Level is Determined

= |ncreased volumes for
targeted populations
= [ncrease Health Advisor calls

3 = Tries
GSAM

4 - Likes
GSAM

5 - Loyal to
GSAM

* ‘Stories' of exceptional care & services

» Health Fairs, screanings, community education

* Mission & Spiritual Care quarterly Newsletter

* 1-800-ADVOCATE (Health Advisor)

» Efficiency improvements. physicians encourage their
patients o choose GSAM

* Partnership practices with local EMS

» Hourly & leader rounding

» AIDET™ 'Key words at Key Times'

* Standards of Behavior / service recovery

* Centralized Scheduling

* Admission tleam

* ‘Managing Up’ of physicians and staff

* Room service (patient meals) / valet service

* Utilize previous medical record #

* 2 of calls to Health Advisor (AOS)

* 2 of formal communications (e.g. local
newspaper articles (AOS)

* Z of health fairs, screenings, community
education hours [7.6-12]

* # of ambulance runs to GSAM [7.2-21]

= Satisfaction survey scores [7.2-1
through 7.2-15]

* Increases in all measures

* Increased # of compliment
letters
* Growth in market share

* Consistent use of the above, plus

» Key services. Pampered Pregnancy

* OP reminder cards for annual services

* Discharge / follow-up calls

* Patient liaisons (Cardiac, Oncoloay, Bariatric)

* HCAHPS - ‘Would you recommend'
rating [7.2-20]

* Likelihood to recommend (PG) [7.2-19]

* Total philanthropic donations [7.6-10]

* Increases in loyalty question
on Consumer Tracking
Survey (Brand Commitment
Score)

= % of HCAHPS -
‘recommends’ (9-10)

6 - Advocates
for GSAM

* Same as above, plus

* ‘Reunions’ of key populations (2.9. Neonatal, Baratric
Big Boomin® Heart Fair)

* ‘Donor’ designations at registration

* Total philanthropic donations [7.6-10]

= ROI: Big Boomin' Heart Fair




Steps to Partnership

A Framework lor Authontic Student Engagoment
in Decxion-Making

DOMAINS OF STUDENT

4 DRIVERS OF STUDENT
ENGAGEMENT

5 PRINCIPLES OF STUDENT

ENGAGEMENT ENGAGEMENT

+ Dialogue

« Building Trust

« Equity and Inclusivity

- Empowerment

« Students as co-creators

A CULTURE OF STUDENTS
AS PARTNERS

THE INSTITUTION AS A
SITE OF DEMOCRATIC

CITIZ . ENABLERS OF STUDENT

ENGAGEMENT

THE INSTITUTION AS AN
INCLUSIVE LEARNING
COMMUNITY

+ Capacity Building

- Institutional Approaches

. Supportive Policies and Practices
- Communities of Practice

- Sustainability

A CULTURE OF
INSTITUTIONAL REFLECTION
AND ENHANCEMENT

DEVELOPING A SHARED UNDERSTANDING AND APPROACH TO STUDENT ENGAGEMENT IN DECISION-MAKING

STUDENT VOICE STUDENT ENGAGEMENT STUDENT PARTNERSHIP




Workshop: Design your own Customer Management System

1. Avua Framework Tun1sagung

W N

- Input / Process / Output
- PDCA

- CRM Step )
TIUTUAUR Taaziaanlunsazdunau

. lddeu/mneaziduaadlily Flow/System v
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IR NRAWS

L?jau‘iﬂonsvmumsaumn 1pFipN



VOC Management

MDY
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FoUnI Aoy ST oAU Marketing Mix (7Ps)
1.Product (Wansusiuazu3n19) 2.Price (Shsimaniil) 3Place
(%941179U3073) 4.Promotion (Use¥18aius/Nanssuaaasunsyie)
5.People (AaiNIMYINIT) 6.Process (NTeUIUNITUINII) 7.

Physical Evidence (a197) uazdaladmungnani 3 ngu 15 ngu
goe (TagUu 20.8 arumu) lalin' 1) ngugnAIUeAa 2) NgugneIgIu
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Committee (o AL IveNEY 1971591879 MABATUYTAIINTT
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ABENY Customer Focus Cycle

Source Findlng)\

a9 meauq INA
TQC 2563

Identify sugnlﬁcmt Data
Information Collection
Data
Interpretation
Input (D Analyze
|
Potential Customer Customer Customer
/Customer of Satisfaction Requipment

Customer Voice & Engagement 8 2

T Product
Customer
CRM €
@ Support

Request
Design

i Aﬁ’wwg'mnmf/mﬁﬂ Thailand Quality Class : TQC 2020
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Q L]
AR N AgaaniinssuIAIg

surmIsumaszinalng
Customer Excellence Model ,

TQC + Operations 2560

0 Listen to VOC o Understand o
w 4 N

Serve and Engage Review and Improve

/
Set Customer Groups Immediate Feedback / \ Sackek Raviow 2
Product Feedback Product Offerings

Support KP| Review
S rt Feedback P
Set Channels & Methods 3 ppo e Skl o Faking Process Review
\ » e actor
< ) \ ransaction Feedbac ) Related F o
d ) N\ CRM Plans \_ J
Listen | & Obsery (i Engagement & Trust
iien; infract » Complaint Management hv g
on
) < . S \. J
Dissatisfaction
Gather & Analyze Data S s
—_— o PrmsutBatpdor. )
. ~7
Use Information to Act SWOT
Neads and Damand SO & Goals
Review VOC Process Praforences and Trend Action Plans & KPI
y

Manage Customer Knowledge and Ensure Organizational Leaming

i Lﬁum\?gjﬁfJ’)&Il‘ijiJlﬁﬂ‘lIa\?adﬁ’n5 (https.//www.tqa.or.th/cover/roadmap/)
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nszmumﬁﬁ”mmimmumﬁgnﬁﬁ TQC 2559

FIUTINTDY R
-1a%aviia VOC (51 3.1-2)
=3gnssuily (sd 3.1-3)

g - wadsuiuaanin/usnis/niguan
~uwTuugarauarauu

deeudsndumn &
HNANNSFHN A

_/\ NANGN AT WARA MY & aaa Tl
i (New segment, product &

?_. market
o = .
M-IR training '!J‘h.n.!?\i &
— R N Ve To Vo Ry

Usuusvna@an aaa asiuiunis
(PDCA, Lean, R2R) & danauanan
i wunegaranduidavasasing

sy iunarusiasarndug
(https.//www.tqa.or.th/cover/roadmap/)
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-Market Research
-M-PLEST Info

Strategic Planning

Vocs @/

’ CAN Ex-Com
- . Vocs

cC AC

Strategic Innovation RC EC VOC. Info Service System
Project ( New
| Product & Service)

Survey

> P ; & a s
N lﬂﬂﬂ7\7§ﬂ?7ﬂluﬂtﬂﬂ‘l/a\7€l\7ﬂﬂ7
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Customer Complaint
Manaoement §

Senvice Recovery




i
iiegn hifanele 11!

80% 15
Resolved 959
quickly Retained Of those \fvho
complain:
20% / \ 5% Exit 17120 are
Compldin retained = 85%
\ T 2
Retained
100 el 54% Exi
Dissatisfied Noas?él?";’ed L2 2
st
S Of those who
, 31 |do not complain:
/ 39% Retained
31/80 are
80% tained = 39?9
K n:)t \ 61% Exit " retaine Yo
complain e
100
In total: Of 100 dissatisfied customers — Superior Customer Satisfaction and Loyalty:

48% are retained and 52% exit

Engage Customer Satisfaction and Loyalty
ASQ 2010




Why customer do not complaint?‘;g '

e Customers do not complain because:

1. They don’t have the time to do so.

2. They believe they will not be listened.

3. T
4. T

ney don’t know how to express complain.

ney are concerned they may get into

trouble.

All but “1.” can be changed.
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/ winzdad (Outcome)

) 5.1 LEUAADYALAKNLZUNIFTFLAUFY LarfnnIuaatiag
(Inform management)
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ALY NNTAANITUDIAILIEUADIRAAN
: Comment Resolution
-z?

Reporting Compliment
Track/Trend i
Resolution R Reward Customer Comment Tracking

Investigation

Complaint

Leadership

AtlantiCare BNQA winner 2009
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