KORISNICKO ISKUSTVO (CEX) KAO KLUUCNO
PITANJE DIGITALNE TRANSFORMACIJE
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Uvod

We are in the age of digital transformation
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Customer Experience Management

Customerexperiencge poluga koja dijeli pobjednike i gubitnike u
provedbi digitalne transformacije
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Customer Experiance Management

Gartner definesustomer experience
managemenfCEMa s “t he pr
designing and reacting to customer
Interactions to meet or exceed customer
expectations and, thus, increase custonr
sati sfaction, | oya
strategy that requires process change ail
many technologies to accomplish

THE POWER QLXEY.2TEES



-‘r’ e

ﬁf 2 DTC
K et 'c"c‘n‘»i*“rsn“‘e“r'q'ﬁ‘ 2018

Metodologija CX Lifecycle Model
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Web, Device, Email
Call Center / Care Center
Store
USSD/SMS/Messaging
Social
Field Service / Field Sales

Channels
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Web, Device, Email
Call Center / Care Center
Store
UsSsD/SMS/Messaging
Social
Field Service / Field Sales

Channels
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CLC Level O

CLC Level 1

CLC Level 2

Channels of Interaction

Application Frameworx

Business Process Frameworx

* Product Lifecycle Mgmt ¢ Product & Offer Development
Buying Be Aware Observe Web, Social, Email * Product Catalog Mgmt & Retirement
* Campaign & Funnel Mgmt s Product Mktg
Buying Be Aware Learn Web, Social, Email * Product Catalog Mgmt Communications & Promotion
+ Marketing Fulfillment
Buying Be Aware React Web, Social, Email * Campaign & Funnel Mgmt Response
Web,Call Center, Email, s Product Mktg
Buying Interact Request Detall Store, Device Communications & Promotion
Web,Call Center, Store,
Buying Interact Reserve Device
Web,Call Center, Store, +« Marketing Fulfillment
Buying Choose Select Product/Service Device = Campaign & Funnel Mgmt Response
Web,Call Center, Store, * Customer Order Management o Selling
Buying Choose Place Order Device * Product Catalog Mgmt e Order Handling
s Selling
Buying Choose Receive Store, Field Service ¢ Order Handling
* Charge Calculation and Balance * Charging
Using Consume Use Management * Manage Billing Events
* Charge Calculation and Balance + Manage Billing Events
Using Consume Review Usage Web, Device, USSD/SMS Management « Manage Balances
Using Consume Evaluate Value
+ Customer Information Mgmt * Customer Interface
Web,Call Center, Store, + Customer Contact Management Management
Using Manage Manage profile/Service Device * Customer Self Management * Retention and Loyalty
Web,Call Center, Store, * CRM - Support & Readiness
Using Manage Receive Help Device = Customer and Network Care *  Problem Handling
Web,Call Center, Email, + Customer Problem Management | * Customer QoS/SLA Mgmt
Using Manage Receive Resolution Store, Device * Customer SLA Management * Problem Handling
+ Billing Inquiry Dispute &
Using Pay Receive Notification Email, USSD/SMS, Device Adjustment Management + Bill Invoice Management
Web,Call Center, Store, * Billing Inquiry Dispute &
Using Pay Verify or Dispute Device Adjustment Management s Bill Inquiry Handling
Web,Call Center, Store, + Bill Payments & Receivables
Using Pay Topup/Pay Device, USSD/SMS = Receivables Management Mgmt
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Metodologija - C/M

ACustomerJourneyMapping

Backbone

Interactions

THE POWER ©F KEY STEP: Grid format customer journey map
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Life cycle
stage

Interactions

Plan . ) Pay &

. Arrive Dine y
dinner leave
Search Park car Order Ask for

internet food bill
Talk to Enter Leave
friends restaurant restaurant

Call
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Metodologija - Mjerenje

ANPS- Net PromotorScore

A CSAT CustomerSatisfactionndex C2C prodaja
VIRTULANE ZAJEDNIC

A CCR- CustomerChurnRate

DETRACTORS PASSIVES PROMOTERS
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Tehnologija

CESS sustaw

THE POWER

Upravlijanje
pradenjem
korisnika

Upravljanje

korisniku
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Social listener

CRM-C2C

C2C prodaja
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Web landing page
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C2C programi
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