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Session 1: Factors in the Customer Experience and How to Improve It Ing Mr. Jackson Ong

Chong Hian
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Memorability amplifies recognition and brand love

A nice journey A memorable journey
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Unique DNA that in turn inspires experiential resonance

degree of experimentation

HUMAN-CENTRIC NAVIGATION SIMPLE MOMENTS OF DELIGHT WHIMSICAL YET ‘FEEL-SO-IKEA’ POP-UPS

Cassandra Jean
Cassardrap
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AN 3 NTaULUAAATUNSATUA Brand Positioning

More than just a
for people who
we are a brand that believesin

through offering
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AN 5 wuINIBINagnslun1sa3ne Customer Experience

CAPTURE CONVINCE CONVERT COMMIT

Awareness Drivers Consideration Drivers Purchase Drivers Engagement Drivers
Broad, aspirational comms  Convince consumer of Create urgency to Building connections to
to maximise reach superiority, unigueness encourage purchase the brand and

and RTBs and trial rewarding engagement
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Session 2: Knowing Customers and Establishing Consistency across Channels Iag Mr. Jackson

Ong Chong Hian
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Persona Name: Wanderlust Junkie
Gender: Female

Age: 26

Family: Single, living with parents
Nationality: Singaporean

Occupation: Financial Planner

Key Quote/insight:

Who Am |

Personality:

Free-spirited and enthusiastic. Foraver
curious-at-neart and highly open to
trying out fresh, evolving experiences
Values:

= Zestforlife

+ Censtant experimentation

= Community spirit

What 1 Do
My Skills:
»  Peer-ig-pesrralationships

*  Trend-s

*  Creative thinking

My Interests:
Discovering and learning about
new potential activities to try

* Diving into passions with friends
(eg hiking, gaming, café-gaing)

3 Reasons for Me To
Engage With You:

1. Attractive economy-class promos
for my favourite destinations

2. Interesting s
that drive futu

ions / content
& inspiration
3. Excellent reward programs

(e.g. frequent fiyer miles)

What | Want

Motivations:

* Satiate thirstforexperiences
« Escape from mundanity

« Doing well and doing good
Goals/dreams/aspirations:

To discover fresh, even
unexpectad, ways to add more

colour and meaning to her
averyday adventuras

What | Like

My Favourite Brands:

A = Hotl
orny | Skysconner [ . fetn mcHELIN
\--o- &3 HYPEBAE memuaE

Technology/devices | Use:

0 @& N
L) o€

3 Reasons for Me Not
To Engage With You:

1. Notwalking the talk when it
comes to actual corporate actions

2. Overly-inaccessible pricing, variety
oractual product [ service
experience

3. Negative reviews or call-outs from
my fellow peers whom | look to for
savvy advice

2. Know Your Personality & Tone-of-voice inyaananuazinudesiimnzaslunsdoans
yoauuTud wususnddvglulandetnidbesivendon wazdnaFomnaudeftyadnaindiunnsiaiu
yadnamduisuisunisadeenuldiisvlunisudstu Keasatisnisans adayads uazadng
anuduiusiasuglilinaraduuiuadu lusugilnudoafuadmilsiasviouyrdnnmuazdiouusisns
Tumsoansveuusud
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BRAND PERSOMALITY ERAND TONE-OF-VOICE

The ways in which a brand behaves that help create How a brand communicates verbally to its
intangible and emotional connections with customers and stakeholders (derived from
customers and stakeholders the personality)

WE ARE WHEN WE SPEAK, WE ARE

Brave Confident
Collaborative Empathetic

Innovative Creative

3. Know Your Hard Working Assets™ Tag HWA™ 1Hun15ld35n1sn1ainenamanslunisimun
wususliinanduazsidnvazianizi lasssuuinisuoaniuvosuyudasiuiuannd Uss nw waz
Al flunseaniuundnsdis uidsgninanldluniseanuuy Touchpoint #afildu Online
uaz Offline Sndae saufsdsfiuoaiiunasdsiinedliviu wu alnunuveanusus Wudu ieas1eniny
wansnauagynlvgusiaalvianuaula Usevivla uavandluwusud

muil 8 araulunisusaiivvauyed

The Visual Register: Typical order

f i

1: COLOUR 2: SHAPE 3: IMAGE 4: WORDS
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Session 3: Addressing Organizational Structure and Building Relationships with Customers lag
Mr. Hideyuki Ezaki
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Marketing 4910311358989 Mckinsey Global Institute WU31 A1SWAIUIBIAN 5¢ Data Driven
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nsthteyaunldliinyarwaznisusuesrnslud Data Driven Organization

nseUIuN5Ju Data Driven Organization Usznausig
1. Definition mvuadvaneItesAnsienslduseloriandeyasgidls

2. Internal Coordination #eansnagnssudeyaiuiilaruieitesnielussdns 1w Data Driven
azidudsslenisenisaisnnufimelagnduazuseansamlunisvihauldednls unuimveminauay
wWasuuwUaaldegnals anudsanasniseusulandndu (usiu

3. Team Building s2uilofu Partner Aauen wiuzdmsunsdifiosdnsuinmaluladfiviuae
viardundgiunuiivhdnsalasdisldenndiuin wiewin Data Scientist nelueddng fregiagy uem
reasradeniiagsauidu Partner AUy Drone B g luidosnafivioyagumgivaeiud uwnud
azamuluiFesfananies

4. Project Commencement n1sisudnimalulagluainunloniglussansaisazisuduluauni
YOUATLIALAN Wadein1sIenagnsuazn1siananidaau ieliiulonalunisuiuuuaz Uszlovid
Ipsuegraudugusssn awselddglunisdiiunisede aufrnuierensldnudlionduasa

5. Data Application 57U i’m%}aga A28 Real-time Analysis, Automatic Processing, Open
Source (Accessibility) uag Al Analysis Fetadausianinugnsa Ae azhosoonuuulnnisly Big Data tu
nszuunsvnAuluesdng 1w Sales, Admin, QC anansaldusslewila lalidies IT Engineers
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6. Scale Up wgnenaludanssuiumsfididnvazlndifisaiu wu n1sld Drone usiuniudoya
Auiuan verenaludesisiuiiandss n1sld Data Application Tun153an1sa1u HR veenalufssuniu
CRM 1Jusiu

dd1Aylun15vinleA Data Driven Organization Usyaumaugnsa A n1smsguiinin Data Driven
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Session 4: Data, Analytics, and Decision-making g Dr. Murphy Choy

aeansdulngldduduiuinnlydunissiusiusasinssiteya winduldladideyaunld
Usglonflunsdndulauaznsufugandndas U3ns waznszuiunmsvhau Ssmsiinsizideyaaunsa
vlduaneisms Tuiuinguszasdlumstidoyaluliusslond 019 AsilléiAnTuuds (Descriptive) aungi
¥liAnTu (Diagnostic) Aiziintulueunan (Predictive) wazdsiiansyi (Prescriptive)
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Analytics Human Input

Descriptive |
What happened? J

Diagnostic
Why did it happen?

Predictive

Data What will happen?

) Decision

Decision Support
Prescriptive
What should | do?

Decision Automation

Source: Gartner (October 2014)

ssnadulngdould Data Analytics Tu 4 (309 lawn Marketing, Operation, Finance wag Human
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lunisdeseideyaldni1sinsigniuuy Descriptive haglhUen15Ha151890AY Sales
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New Clients Current Clients Consistency

New clients are forced to purchase The current clients are deeply in We analyse the inconsistencies in

?oods at an elevated price even for depth. We ran an analysis of their discount given. The level of

arge orders. As a result of this, the clients’ financial information and discount has a disproportionate

customer return rates is less than perform both benchmarking and level of impact on the client

40% which marks it at the bottom of credit risk modeling. The current [ﬁ;obability of repeated purchase.

the distributor groups. clients are very badly in debts and rough regression analysis, we

the credit risk of the clients is high. modeled the results and concluded

that the discounts should not
exceed 9%.

Bottom Quartile _ i Client Risk: »>25% Pricing Discounts Range: 3% - 9%

Session 5: Data-driven Monetization 1ag Dr. Murphy Choy

Data Monetization i un1sue4i1 deyafondnfusiviouinisussinvuis defyu Data
Monetization 3aifunisa¥raneldudenatszloviinaasugiaainuvasdeyaiileg (Available Data
Sources) situmsiaszsideya saudsnsliuinmssudeyaluguuuusiisg Tngldussloviandeyailasu
Tusgminemsdfiugsia doyasnnisuen naensuteyaiisiusulsnnusazyana 1wy deyaiisrusuls
siugunal T 1 Data Monetization enuiluldvamsasreneldnielunaznieuen

JUWUUYB Data Monetization & 5 JUkUU Usenausae

1. Automation Jasenvayaiieiiundnnnlunszuiumsvieutagtu

Y

a o

2. Digital Feature iunudundvalunansie Hardware
3. Platform @319 Platform #iysaunnisiu iieas1andnduailuuazaandueidda
4. Supply Extension vg1831ugUMNIU WU AIUANAAIALAENITAIUATIANELALDEDS

5. Distribution linsiwszideyarinuiemsesuladlunsindimiie ieundesdiuuys
NIRAIALALARFUAIAIATY / AuvulATIETIaugIU

seunsiTalnsinsienls %t 10 w99 17
22-CP-16-GE-WSP-A: Workshop on Customer Management Experience Using Data Analytics



¥i9il Data Monetization a1u1sauuslailu 3 sedu laun 1. naslddeya wWu nrsvnedeya

2. MAATIEIaya wag 3. NstimUsnw Juiuseauanududeu FeussliuainanuenwasningInsn

rodldlun1saiiulasanis uazyar1siagsia FaUseiliuansedunansenusegsiaLargnal

AN 11 52AUVAY Data Monetization

Levels of Data Monetisation

v am .$.
=]
High
Advisory
Business Value:
I
. * The level of impact it has to the
I 'ﬂ | | business and client
Medium - w { "] |
/fj _6_ Complexity:
o . * The difficulty and resource
& Information i )
S required to execute the project
2
a-ﬂ yd
Low = i
Data
Complexity
Low Medium High

WAZYINLUY Data Monetization ANUENBAUZAITIFNUITAIUNTARUSIITY 4 UTELnn AuuauLund

finsirdeyaluldaudn Wlursnfrmseludesanizianzas (Broad/Narrow) wazidunisldnielunie

MEUBNIANS (Intangible/Tangible)

A 12 Yseinnvae Data Monetization

Monetisation Matrix

%’ DataiBriver Solitians Data Driven Innovation

© (lendda Cradit Scare/Verificatian) (IBM Watson/Experian Mosaic/Credit Bureau

i Reports)

i

® Data Driven Models Data Driven Strategy

é {Internal Credit Scoracards} [{Adobe’s data-driven operating model aka DDOM)
£

Narrow Area of Use

57897455l TIN TRl

Broad Area of Use
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Step 1: Data Driven Model

Survey Collection Survey Imputation

Individual Client Benchmarking Model

Survey collection usually
does not result in complete
answers or there are
situations where the
information is incomplete.

By building a complex
decision tree, the model can
be used to interpolate the
incomplete information.

ihe companies to generate the actual benchmarks

° With this imputation model, the company can help
for their intemal purposes.

Step 2: Data Driven Solution

Combining Survey
Imputation Models

The models for the
individual companies are
combined through model
combining techniques to
use metadata level
modeling.
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Multiple Client
Validation

The model is then applied to
multiple projects to validate
the resuits. This allows us to
ensure that the model is
now applicable to multiple
clients.

Generalised Client Benchmarking
Model

‘With this imputation model, the company can help
the companies to generate the actual benchmarks

for their intemnal purposes even with minimum
data.
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Step 3: Data

External
Benchmarking

Given the nature of the
benchmarking process,
there are specific metrics
which might not be
collected. To enable a more
comprehensive
benchmarking for the client,
external benchmarking data

Al Imputation

With Al built into the model,
the model can identify the
type of process and better
model the benchmarks in
relation to other
benchmarks. The Al also
help to mitigate the inherent

Driven Innovation

Generalised Client Benchmarking
Model

With this Al model, the company can help the
companies to generate the actual and other
external benchmarks for their internal purposes.

bias of benchmarking for

should be included. top companies.

Session 6: Understanding Data-driven Strategies 1a#g Mr. Mrinmoy Chakraborty
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The pace of organization evolution is determined by the Data maturity of organizations

Source: The Experience-Cenfric

Organizafion

Simon David Clatworhy
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Experience Centric

AW 14 Data Driven CX

Better Data = Better Decisions

Data driven
Design of E)GTO Captures
Experiences Moments That Matters

(MTM) "

. . Right Price , Right Time
Timely Intervention
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Session 7: Seven-step Data-driven Problem-solving Methodology 1ag Dr. Murphy Choy
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7 steps data driven problem solving methodology

Step %: Define the problem.
Step 2: Break the problem into smaller pieces.
Step 3: Rigorously prioritize.
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Session 8: Applying the Goals, Operations, Analytics, and Levers ( GOAL) Data-driven
Operating Model Stack 1ag Dr. Murphy Choy

#ann15ve4 Data-Driven Strategy Tayauasnisiasiziiludsfidnunadiinagns uazduindou
N3¥UIUNITNNGINA IneanuduiusseninadoayauanadniniegsiassyiiiosAnsanunsamvundsides
Wwlunsliegnuaniziangas fenuaunsalunisnevauewoan mwIndeteuenwaskadnsilinnAa

®,

e

uiuauBanguvaenszuIunsuLazaunSeufivzUasuulas Fsdaidumuiinmeiidfyves
3AF99)

=CN 2

Tngluina GOAL DDOM Stack @ ADOBE l¢amntudundnmslumsiannagnslunisiuindou
03Ans 89 GOAL flwultuazgnldunniuly SMEs iflesandnumuzaiuvesnuasidsuludusmilmiilibn
flou way Model / Al ldanansadanisiivaniuniseidilinefnle fedu n1sunsnues (Intervention) ves
wwé%éﬁmLﬁuéqﬁ'ﬁm'mﬁwé’zg 1ny GOAL Usznausie 4 @ lawA Goals, Operations, Analytics Wag

Levers
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G.O.A.L DDOM Stack

Goals refer to the organisation’s performance
KPls.

Operations refer to the organisation’s business
processes which drive the performance KPls.

Operations

Analytics refer to the data-driven models /
Analytics solutions that connects the processes and the
levers (i.e. data drivers).

Levers refer to the organisation’s data used to

Levers calculate the KPIs.

Session 9: Challenges and Opportunities for Productivity Specialists across Member Countries
Tae Mr. Hideyuki Ezaki
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