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Voice of Customer Management
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OUTLINE

« INTRODUCTION TO TQA

* CUSTOMER & MARKET Focus: How To
« CUSTOMER & MARKET SEGMENT

* VOICE OF CUSTOMER MANAGEMENT

* CUSTOMER RELATIONSHIP MANAGEMENT

e COMPLAINT MANAGEMENT &
SERVICE RECOVERY



BUSINESS EXCELLENCE Model
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1. n1suU1avanNsg
(Leadership)

1.1 n15UasANSLALEUNSEALES (Senior Leadership)
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(Governance and Societal Responsibilities)
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100%
90%
80%

0%
Strategic thinking and planning to 10%

change the organization
Longer-term perspective/timeframe QAL

1st Line

70% 30%
60% Mgr/Supvr 40%
é 50% o0%
:;. 40% Dept Head 60%
30% 70%

20%
10%
0%

Tactical thinking and reacting to
run the organization

Short-term perspective/timeframe

80%
90%
100%

Today NextWeek 1 Month 6 Months 12 Months 24 Months
Timeframe for Focus




2. NRLYND
(Strategy)

2.1 NMSAAVINNALNS (Strategy Development)
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2.2 nMsunagnalilf)iiz (Strategy Implementation)
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Strategic Management System

BnUA 3
(CUSTOMET;
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Strategy Development
Balance Scorecard Strategy Map
= KPI 1 HR master plan
o§ IT master plan
'g Strategy Deployment
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Strategic Planning MOdTI C/SH Requirement LTeune
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4 ™
Values
what you believe is night & important;
guiding principles
Vision Mission
S _ how the community will be changed broad statement of what you will do
e (very long term goals) to achieve vision
Plan
v v
Goals | Strategies
broad, general results to be achieved general description of actions you will take
by end of planning period (3-5 yrs) {o achieve goals
Domain of the Board
Operational Domain of the Manager
Plan A
Y
Objectives Activities / tactics

measurable, time-limited results
leading to achievement of goals (1-3 yrs)

programs, services, administration
to implement strategies
and achieve objectives

Ends

Means
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dnternalig: Vision - Mission

EXternal) Core‘y\lalue
Goals -
(Strategic Intent)
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Business

/ Model \

Strategic Work System -
Planning (Business Process)

Action Work Process
Planning Sub Process




4. N5 NFILATIZU UATNITAINNITANMNS
(Measurement, Analysis and Knowledge Management)

4.1 N33 N9IATIEU Kazn15UsuLlgeananIsALEUNNTIBIRIANS
(Measurement, Analysis and Improvement of Organizational)
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(Knowledge Management, Information and Information Technology)
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Information Management System
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Value Chain: SIPOC Mode/

Are We Doing Things Right? i Are We Doing The Right Things?
(How?) (What?)

< >
‘ Input —Process
Supplier .'... "..

A
S
4

Performance” Measurement

Leading indicator Lagging indicator

Check point Control point
Process indicator Result indicator
Efficiency Effectiveness
Means End
36N13 tihuung
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3. msinanaitiiluszuu (Knowledge Organization)

2

4. malszananaznannsadnnug

(Knowledge Codification and Refinement)

5. mauhiisanag (Knowledge Access)
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5. UAAINS
(Workforce)

5.1 ﬂmwufamé’fawmqﬂmns (WORKFORCE Environment)
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5.2 m'mgnﬁ'ummqﬂmm (Workforce Engagement)
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Are your staff engaged?




Human Resource Focus

Business Strategy

N

Career Path Individual

Development
Plan

— = 02«

\ 4

Succession

Training and \

Performance
Appraisal ~ Development

HR Satisfaction \_,,_gy




Reward & Performance

Recoghnition Development

Performance
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6. Nn1silHiians
(Operations)

6.1 NTTUIUNITNINIU (Work Processes)
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6.2 UszANSNAaLRINIsUNIANS (Operational Effectiveness)
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Process Management System

Customer Requirement

i uu6 3
g sun'fuu?’ums - Legal, Standard,
maamﬂaa\munaqms New Technology
e Work Systemé&

Work Process
Design Org: Core
COMpPELENCY,

SOP, Work manual
IQA, Patrol Coniro

]

. Process
[ ] .
Process Spec. & KPls Evaluation

\/

L Process
PDCA, 6 Sigma Improvement



Function & Process

Product Development

Order Fulfillment

Supply Chain Management

Accounting
Purchasing
Manufacturing
Sales

Customer Service

Function Process




The Process Enterprise

- Management of a company’s core business processes is
likely to involve a new, horizontal dimension to the
organisation structure

Order
Fulfilment —> @ceccncnnce ;

Customer o— o
Service

Product/ e

Development




UNUIA 7 NAAND
(Results)

7.1 NAANSAUNAAUANUATASEUIVANS
(Product and Process Results)

7.2 NARANSAIUAITHILIURNAN
(Customer-Focused Results)

7.3 NARANBAIUAISHILLULAINNS
(Workforce-Focused Results)

7.4 NARANBAIUNTISUIDIANSTHATNITANALALLADIANS
(Leadership and Governance Results)

7.5 NAANBATUAISIIULALARNA

(Financial and Market Results)



3. ANSNILUUINA
(Customer)

3.1 L%‘Elwaﬂgﬂﬁ'l (Voice of the Customer)
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3.2 ﬂQﬁugﬂﬁumﬂﬁgﬂﬁﬁ (Customer Engagement)
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Segment &
Target - positioning

¥ <" Y

yocM Mode’

Customer/ HRM/P

Marketing

Strategy
(Cat. 2)

Customer

Satisfaction
& Q,b'

osbReIationShil%;@ Service Standard
Customer S v /Procedure
Database ) (Cat. 6)

(Cat. 4)

Customer Satisfaction
Measurement

Complaints Management
& Service Recovery
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Customer Segmentation Category

 Demographic data en@RrR $n Ty 09y
» Behavioral data TN [Bak  &ASntT TaGhKBKkSnk
» Psychographic data eaONGSH ONARkSH GNAGE%

» Firmographic data « (LB ] nh GNREGE nhcit ] RAY Gk




T_[Demographic Data:
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T_[Behavioral Data:
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ﬂCustomer Value:
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TQC (2005)

CPRAM #emsiuned

uantnaun aanaaUansialua
ATIIUUA Convenience - Store Super - Store
aaidneaizaay | olila 24 2. ofiduAIATUAIU
dua *RZAINTIALSY eOne stop shopping
*3j9LUUDIWITNIANTUNIU ofILNUNKNARALLLNAZLAY
srai1ns Y EIUAIIEVINI U D UG U e8IV IUATALAT)
AansSuUsTna | eang 12-22 1 Andudiash eangl 22 Tldiu'll
o518 'laaa-1hunans o5t laEus TAAduALLATASIUAT
WOANSFURETAIU | efiRINITRUAIVRINKAH esiagns&uA AN 1As
dinduladfa oJUA TN LUUUINITIARY L URUAEUNUAILALNNS
AUUAUUAINITARA
WeAN55U edia13TnALaY edia13TnAionsauaid
Wusinm Fuilszyuiuiivida edfanduiinu

*13TNALULAAINAANUAINNS
¢LUUAAIATI

a a & |
15 1nALULAAIL T UD1ANTINY
*UAININU




Customer Life Cyclele

STEY NHANSSU Customer Knowledge Product
Offering

Basic « Buviou elela  © wiusasiangna « Corolla
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1. Observe

. 2. Focus Group

3. Questionnaire

4. Interview



* EXperiencing
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* Talking to Customers
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» Talking to Employees
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ATeam Visits

ACustomer Panels

AToll-Free Telephone Line
AWarranty/Registration/Comment Cards

ACustomer Service Department/Customer Call Center

AConventions and Trade Show



TQC (2006)
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MBNQA (2003)

Catenpllibsr-anatial SSeiceses

CFSC {35 Tun15i3aussuly uazlailsziaaiiain VOC GottnunIn

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 123456
Cat Industry Councils Users, Dealers, CatBUs | Monthly/Quarterly |CFSC Representative 234
User, Dealer, CatBU Visits by
CFSC Leaders Users, Dealers, CatBUs Ongoing Face-to-face presentations 1234
Customer Express Users Real Time  |Phone, Electronic 1356
Benchmarking Users Ongoing Face-to-face, Phone, Surveys 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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Workshopl: Segmentation |

ANUUANFNANAT/ WIULINAN5ADIAIANS
| o
21dA Segment / Sub-segment

Segment SubSegment
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Workshop?2 : ListeningApproaches

A8n13sulvidavaavanan/ Wsuusnis

Global Survey

Transaction Survey

Complaint

Customer Visit

Customer Audit

Comment / Warranty Card
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Customer satisfaction is a
cust-omer 0 sof pleaguleion g s
disappointment resulting from
comparinga »"produwuct 0s pe
performance in relation to his/her
expectations.

Perceived

Tt Expectations

Customer Satisfaction
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TQA (2003)

N5y
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Kano Model

Customer Satisfaction

Very Satisfied

A

Performance or
Spoken Attributes

Surprise & Delight
Attributes

_/

Poor » Excellent

Quality
Performance

Basic or Expected
Attributes

Very Dissatisfied




Extra Miles



29n132NAUVRINAYNTNUUINS

Y a
K8 IUUING
&
AAENT
&

( 2

3¢
<« lfm-\e
t@(e

( .

-9(2 -
‘ﬁ
e
=

<lem)

—
2D
-
A
=
N
-
)
v}
S
o)
H
(=)
e’



@CU”M]"DLWO@T%W\WI]"T]LL@“JYLJ%! lJ WA

Trial & Error
BenchimaYking\ G
Best'Practice

Innovation



Internal benchmarking
- If only we knew what we know...

External benchmarking
- Learning from other organisations



aaade Benchmarking

* Children Hospital in UK

The Problem:

Great Ormond Street Hospital
for Children were concerned at
the amount of time it took, and
problems that occurred when
transferring patients from the

operation theatre to the
Intensive care unit (ICU)




Transferring from operating theatre equipment

to portable equipment to intensive care
systems is an accident waiting to happen...

Not only can equipment transfer go wrong
but also information transfer..



BLUE OCEAN STRATEGY

Blue Ocean Strategy

Create uncontested market space

Beat the competition Make the competition irrelevant

_ - s -

Make the value-cost trade-off Break the value-cost trade-off

Align the whole system of a
company's activities in pursuit of
differentiation and low cost




BLUE OCEAN STRATEGY

Which factors should
be reduced well below
the industry’s

standard?

Eliminate Create
Whi.ch of factors that Which factors should
the industry takes for be created that the

granted should be industry has never

eliminated? offered?

Which factors should
be raised well above
the industry’s
standard?

www.blueoceanstrategy.com © Kim & Mauborgne
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Why cugioonee dd meioctoropihdiht?

A Customers do not complain hecause

1. They donot have the
2. They believe they will not be listened.
3.3.They donot know how

4. They are concerned they may get into
trouble.
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VOC management system: example
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) 1.ana1naiasasiduuladi (Access)

\ =

) 2.A5zunuAsvIananist2nlanasdfiiaeu
/ (Simplicity)

) 3.ANnuANsaunAINAaLANLAZLIIN AU T aNA 1S UNS U
/ (Responsiveness)

) 4.cauduavasnviddszansna ualadatdaluscaun
/ wannzad (Outcome)

) 5.1 LEUA2ADYALAKNLZNFFLAUFY HarfinaIuaatiliag
/ (Inform management)
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