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; Managingthe Digital Experience

: Customer E#ort Management

e Net Promoter score




HOW WE WORK WITH YOU?

Customer Experience Transformation

Customer Experience Contact Centre Setup
People * Pre-Setup roadmap
* Training * Vendorselection or
e Certificationthrough Chartered Institute of Customer ¢ Entire Project management
Managementand CCAZ. e Post setup support (for a month
* Recruiting the experienced team to allow smooth transition)

Processes & procedures

* Draftingclient service charter
 Contactcentre Manual

* Customer experience procedure / processes

Control and monitoring

e Customer service audits

e Surveys, Mystery shopping

* Call centre/ Customer exp auditing
Consulting

e Customer experience strategy formulation and
implementation



Build Your

1. Call Centre & Customer
Service Training (In-house
& Conventional Classes)

@® Join us. Enrollment has
begun. Become a connoisseur
of customer service and call

centre specialist today.

Chartered Institute of Customer Management in partnership with
Africa University is NOW OFFERING the following programmes:

Diploma in Customer Management and Diploma in Call Centre ; 0
Management AFRICA
Albeki Mo ek o,

Join Us Today And Build Your Dreams

: @ Chartered Institute
Contact Us: of

info@cicmaglobal.com, www.cicmaglobal.com Customer Management

CICM PRODUCTS

@ _Chartered Institute

Customer Management
AT 204G G- TR+ AT

.

AN
[ERVICE CERTIFICATIO

ENROLMENT I[N

PROGRESS
Foundation Certificate in Call Centre Management
3day kends and kdk course

I his Programmne hus the follnumb module:
- Call Centre Management

Certified Call Centre Practitioner
Rurs for 3 months (weekend Closses)
VModules:

« Call Centre Management

- Customer Relationship Management
« Total Quality Management

Certified Customer Service Practitioner
Rurs for 3 months (weekend Classes)

Modules:

Customer Experience Management
Customer Relationship Management

Total Quality Manogement

Contact Us
info/cicmaglobal.com
wwiw.cicmaglobal.com

@ Chartered Institute

Of
“Customer Management
: TGO - (A - ORI ALY ‘

A
o Asworhd.os
expenenc\

awaits you.




PRODUCTS

2. Mystery Shopping, Customer Satisfaction Researches & Surveys (@
Company level, National level =NCS$l, Regional Level (ACSI)

RESEARCH AND
MYSTERY SHOPPING

We conduct a series of researches and surveys
across Africa which include

National Customer Satisfaction Index
Customer Satisfaction Surveys
For Individual Organisations
Mystery Shopping




PRODUCT

THE INDUSTRY'S PREMIER
CUSTOMER SERVICE MAGAZINE
DISTRIBUTED ACROSS AFRICA

ADVERTISE
TODAY!

THE CUSTOMER MAGAZINE is Africa's Premier customer service magazine for all customer
servicecal centre and relted professionals as well as covering various issues on wstomer

service and contact cantres in Africa. Despite having a spedial focus on the customer senice and
CONEACT CeNre INCUStry On the continent, e working scope of The Customer Magaane fs ako
International with focus on ccher related topical issues. With exchusive distribution targeting the
whole of Africa. The Customer & one channel for advertisers to reach out to the night audence
0SS AINCA

FOR ENQUIRIES AND BOOXINGS CONTACT:
B riofcenogiebslcon, edior@ocrazkbnlcon
D wvnsioragacden

@ Chansred insituts
of

omer Managemsent

3. “The Customer” magazine






PO REGULATORY

IPIBOIPILIY *o. REQUIREMENTS

% Service excellence no longer an option as

% Customer experience not top of mind
consumer protection act is now in place

¢ Service delivery by Customer facing

staff is inconsistence % Law for all customer facing organizations to have

24/7 customer support contact centre

x STRATEGIC ALIGNMENT
2018 IN @

% Consumers now demand instant « Customer experience at the centre of
convenience and instant gratification REVIEW the strategy

¢ Pre-requisite initiatives to transform
culture into service excellence

% Consumers now more empow ered and
can vent through social media

% Little or no support after w orking hours

PROCCESS & PROCEDURES

DIGITAL LANDSCAPE

1
« Contact centres no longer a costs centre bl%revenue
P NI
generation faltlatlve
*

I
Cok, No‘am know ledge of client service charter as
demanded by the new CPA ACT

++ No supporting procedures and processes to

*
+ still behind in the digital customer experience spefee;
anchor Customer experience strategy

4 L
] -
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+ Digitalization requires agile Cxp and responsive

customer support




é )

@ Social-Economic Pyramid Transformation

* |nnovationis a Business Survival Kit Critical Item

\ * Changes are Fast, large Scale and Long Lasting j

Corporates

Growth

Informal Sector / SME

S~

e SME -5,7Million People
- 60% of GDP
- USS7,48Billion Turnover (2012 FinScope Survey)




Digital
Disruption

87.9% of payments in Zimbabwe handled through
mobile money - RBZ

Digital
Disruption



1) : CREATING CUSTOMER EXPERIENCE OWNERS

Customer Success




2) The Brand Experience = Customer

Experience

The Brand Brand
Promise

Brand Values PI’OJECtIOI‘I
How are you presenting
your brand to Customers?
(grooming)

The Brand
Experiences

Customer
Experiences
Mapping, Customer
Journey ,

Are they positive or
negative?




Communication

Custoner Exgage net

Experiexce Ow 1ers

Slide 13



TYPE OF DIFFERENT CUSTOMERS

The Meek/ Silent Customer: Generally, will not complaint.

The aggressive Customer: Opposite of the Meek
customer. Readily complaints, often loudly and at length

The high roller customer: Expects the absolute best and is
willing to pay for it. Likely to complaint in a reasonable
manner

The chronic complainer customer: Is never satisfied ,
there is always something wrong

expressing anger about a problem and begins attacking

The Abusive Customer : A caller who goes beyond
the person handling the call



http://www.123rf.com/photo_997381.html
http://www.123rf.com/photo_997381.html

WHAT CUSTOMER WANT TO US

* To be recognized and
remembered

* To feel valued

* To feel appreciated Remember
: The typical customer tells

. 20 people about
Customer To feel respecied : negative experience and
Expec’raﬁons tells only 5 people a

* To feel understood . positive experience

* To feel comfortable
about a want or need




KEY PAIN AREAS

Having to serve multiple
customers at the same time . .
. Customerexponly alip serviceby
Executives

‘ Customer data
Changing technology ’
0 More demanding consumers

Long term planning difficult ’
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PURPOSE

DISCUSS

"‘ THE FALCRUM

LIVING YOUR BRAND

DISCUSS- WHO LIVE THE BRAND

03

VISION

DISCUSS

0]




CUSTOMER EXPERIENCE :

WALKING THE TALK

CUSTOMER EXP
OWNERS

CUSTOMER SUCCESS

So that our customers hav e the determination, conviction and
financial means to become their exceptional best

4
4

>

CUSTOMER EXP
CHANGE AGENT

MER EXP AS A CULTURE




ELEMENTS TOWARDS SERVICE EXCELLENCE A

W

Culture
change &
transformatio

n prog

Proper Contact

Centre and CRM Customer Processes &

procedure

Technology Centricity alignmE

People
Development
& Training
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SATISFIED LOYAL ADVOCACY

Slide 24



WHAT GAPS ARE THERE IN YOUR CUSTOMER’S JOURNEY



Fence
Sitters

NET PROMOTER®

>SATM ETRIX

‘_

PROMOTER COMPANY

k



PROMOTORS (score 9-10) are
loyal enthusiasts who will keep
buying and refer others, fueling

growth.

PASSIVES (score 7-8) are
satisfied but uiethusiastic
custoners who are vullierable
to co npetitive offerings.

DETRACTORS (score 0-6) are
u1happy custoners who caa
danage your braxd aad i mpede
growth through 1egative word-
of-mouth.

. % of % of

SO Pronotors Detractors
Score






GIVE AWAY: STRATEGY AND EXECUTION FRAMEWORK

Customer and Staff % Service and product knowledge training and testing for
Education customer facing st aff

< Education DiY client educational videos

% Internal Quiz Competition
Customer Experience % Project Pause
Mapping % Contact Centre
% Touch pointsreview and alignment of our outlets.
% Instore Digitalfeedback gadget
% Customer experience desk

% Close the known gaps (low hanging opportunities)

Know Y our Customer < Consolidation of Customer Info — CRM solution
Initiatives
<  Welcome calls from the call centre

% Social media birthday posts esp for top participating
fans

% Birthday messages for all our clients.

% Branch level toat least calls 5 past week complaining
customers.

% Random appreciation Calls by senior management and
all staff members

s Pre-termination Interviews



STRATEGY AND EXECUTION FRAMEWORK

Enriched Welcome calls

O.u.’rb-ound s Follow up calls
Initiatives

s Debt collections
% Sales Lead generation
s Tele-Surveys

% National Suggestion box
tabulation (sample digital
feedback tablet linked to our
server.

s Dormant account campaigns

Segmentation s HVC cards

4

s Loyalty programme.

L)



Group discussion:

Is your company a customer centric
organization? Why?
How can we improve starting at
your level?



Mega
Tred
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FRAGMENTED TECHNOLOGIES




gmd

PROGRAMMES

Over-Spend




Empowered

“Aligned, Supported PEOPLE

INTEGRATED PROCESSES




CONTACT CENTRE SETUP:

PATHWAY TO LEADING STATUS

Status-
Leading. Long

) Current Term — Unified
Status-Use Coms
1) Past Stat Current
Undeveloped Resources.

Short Term







PERFOMANCE
TRACKING

-

The key metrics should be publicized and all the gaps should be
tracked for corrective action. Close monitoring and support
mechanisms should be initiated to act on all the research outcome.
Provide proactive warnings and information to management
and staff




. KEY METRICS
Customer Service DASHBOARD

RS 9
’ L' R N
. o %

= = = » %0 retention (card clients)

N\
@ Customer Satisfaction Index

.@ Call centre % answer rate

+ ‘o Net Promoter Score

-@ Average Mystery Shopping

o T—

- -
.... T — ~ quality guarantee

testimonials

1 Close 100% complaints within 24hrs
J

\J

75, % Monthly dashboard & SLA tracker
0

‘ 100% daily social media response rate






