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(Factors in the customer experience and how to improve it)
INYINIHUTILIE : Mr. Jackson Ong Chong Hian
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Misconception #2: Misconception #3:

“Bs

Cowan Perspective #1: Cowan Perspective #2: Cowan Perspective #3:

s a collective theme ] e, a5 experimental as it “Experie ien embedded

ould facter in even the littlest ust start with an strategic value-driver across

of nen-tangible interactions” 1 our brand positioning”™ all areas of business™
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Session 2 MsviAnudlagnAuaznisudunusiugnAietneasiniaua (Knowing your customers and

establishing consistency across channels)

MINIEUTILE : Mr. Jackson Ong Chong Hian
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In sum

KNOW YOUR KNOW YOUR KNOW YOUR
CUSTOMER PERSONALITY & TONE-OF-VOICE HARD WORKING ASSETS™
Think user mindset, beyond demographics Personality is the way your brand behaves There is inherent richness in what you already
hiave and own
Apply Jobs-to-be-Done thinking Tone-of-woice is manner of speech
Prioritising your key assets allows you to also
Leverape your key product and service reasons-to- Collectively, when expressed across channels — elevate peripheral elements with strong pobential
believe as & starting paint & new conversation can be sparked

Customer Parsana Map Cowan Visual Register

Tone-ofVoice Crafting Cowan Hard Working Assets™ Methodalogy
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Session 3 n1sUSULUABUlASIAS1999ANSHAZNNTES19AUFUNUS AUanA19E19dLEND (Addressing

v

organizational structure and building relationships with customers)
MeNIHUITENY : Mr. Hideyuki Ezaki

Tukadadinenslatlifuinisusunasulasaisesdnsliadunmslivss Tominndoyaiildaingndn
(Data-driven organization) InegsAamsiuiladesiildaingnén (Voice of customer) anufiansla Aulsifiswsla
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1) Definition {unsticfen seugauds geseu dnenmuazaunsontegsia

2) Internal coordination fie Msuvsiiudeyaiisusaulinnelussdns

3) Team-build A NFEFTINNUIINNTYIINUTIAUTIBVIYLANIZA

4) Project commencement 8 fnuaiuBudulasINg IAENSBUINUNEILNULEIVEERE
5) Data application f® mﬂ%&m%’a;&aﬁL%'uﬁ"aﬁﬂwmadaumuiﬁLﬁ&NLLmawwdwmu T

6) Scale up fie m3veneraludigsiavsegnamnssuiliieites



Wrap up

Data as a crifical business asset of an organization

Not a short journey to be data-driven due to constraints
Leaders are expected to follow the 6 steps
Establishment of “data-driven” relies on

the transformation of corporate culture,

not a simple tech installation ‘_ P' |

(Discussion)
1. Whe yorts a smooth transition to be data-
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Session 4 : Yaya NM133ATIY uazn15andula (Data, analytics, and decision-making)
a v
INYINTHUTIYIY : Mr. Murphy Choy
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Journey of Data

Insight = Knowledge that
can be used to improve
decision-making

= Interpreted = Useful
data Information

Data I:j} Information E} Knowledge [j} Action [:[) Impact
75 75 5

Context Consequence Decision

Session 5 : M3as1eseldaindaya (Data-driven monetization)
a v
WeN3{uUIIE : Mr. Murphy Choy

Tuidedinensladliiuianisliussloniuazasineldnndeya lngldduunUssianvesgnamnssuidl
Anusan1sliteyaegrudutunazanunsatoyamnaseelaliiugsiald 5 grannnssu laun

- gaamvnssuiiieadestumInszaneuassudsdudn (Distribution)

- gramnssuiieadestuinanadnlulii (Automation)

- gaamvinssuiiieadesiufivia (Digital feature)

- gramnssufiieatestuunanosy (Platform)

- qmmwmim‘ﬁLﬁsasﬁaﬂﬁ’unﬁwamLLaszmu'wﬁuﬁw (Supply Extension)

wenINil Juisenediladnussinnvestoyaiianunsadinasunelalagduunmuseauvesanududeunas
nsthteyaluldusylovil (Area of use) warendegeginananasaaiseliandeyaluwiasUssunniiug

5 Categories of Data Monetisation

Destributian Auomation
Mowe your product portfolio online Enhance productivity of
to protect your market share and existing processes - e.g.
reduce phiysical inventory / robotics, self-service

infrastructure cost

Supply Extension Digital Featurs
Widen the supply base - e.g. 7 Acd digital / wireless
wsed produsct marketplace capahility o a legacy
hardware produsct

Platform

Dagitally integrated platform
‘to create andfor distribute
physical and digital products



Monetisation Matrix

$ Data Driven Innovation

-] Data Driven Solutions ?

go (Lenddo Credit Score/Verification) (IBM Watson/Experian Mosaic/Credit Bureau

P Reports)

3

@ Data Driven Models Data Driven Strategy

s (Internal Credit Scorecards) (Adobe’s data-driven operating model aka DDOM)
s

Narrow Area of Use Broad Area of Use

Session 6 : nM1sviAdrlafgItunagnslunisyutunslduseleviandaya (Understanding data-

driven strategies)
WMINIEUTILE : Mr. Mrinmoy Chakraborty

Tuadedinenslagliiudnnudidyvesnsdadunisldvssleniandeyaildaingndisenisimug
nagnslunsasreuszaunsaliifiiuandi Ssnsihdeyafiiusunawuinivg (Big data) ildannisiivsiusiy

£ 1%

ToyavasgnAavinnuddguarUsslevisegsialunanes audsil

- USudseiaunnagnsvesesansiutagiulunisasisUssaunisalialviugnm
- NUsEANSAMYBINITRRNLUUIAUN1IYIgNAT (Customer journey map)
- USudsaiamnnisaanmnsliusnisgnen

Javinagnsn1sUTuIAAUALUY real-time

AANMIalLWIlTNAUARIN TSN ANTINYRIKUSLAR

Data Driven CX to Improve Customer Service

n cemosmag il SR LI OCIS « Listening and acting on real time customer
communication : 6000 Tweets/ second and
customers and 75% customers expect resolution
. e Jepon® 2 Fotow with an hour
« Personalized Offers : Big data allows fransactional
Mind if we jump in? Let's see what we can data and purchase history i
do, Nick. Can you pass us some screenshots + Enhance Team'’s service : Analyze big data fo
of what you're seeing? improve FTIR , Avg. Customer Response Time, Call
or Chat Abandonment rate, Hold time,
Escalations, Feedback scores
+ Real time customization : Using recl time pricing
discounts fo boost sales , Special offers for high
value customers
« Identify New product opportunities : Buying
patterns and trends
+ Omnichannel support : Connected customer
journey analysis with Big data

rETI

Source: frehsdesk
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Session 7 : 7 Yunaulunisuddgniii sanunisdanisdaya (7-Step data driven problem-solving

methodology)
NgNIEUTIEE : Mr. Murphy Choy

lwideillananids 7 Yuseulunisuitayniieitunisdnnisteya (7-Step data driven problem-solving
methodology) Fsgsiafinereuazimlugesdnsfidadunmsliuszlovinndeyasunalvgiilianmsiivsivsu
1% Aa o ° o v v Y 1 a v A a v A ' v
Joyagnitiiinagysrauanuenaiuntunsinnisivdeya lawn Usunadeyanflannifuly deyaiilaldasudou
AR Toyavinuareunadliiduninsgiudendu funuvevszaunisaivsevianisatvayu Wudu 3
gussenslinugiituneulunisuilgwnazdnnistagm Useneume

- m3szylyn (Define the problem)

- msuandgymlidudiudne Break the problem into smaller pieces)

- msdnddiunnuddyuesasiisieudly (Rigorously prioritize)

- MITWRAILILKUNITYIN9U (Develop a work plan)

- mMTieTeiveya (Analyze the data)

- miﬁqmiwﬁ‘ﬁ'ﬁ)gaﬁlﬁﬁuwu (Synthesize your discoveries)

- msmeumauliled “dumisazinezls” (Answer the question “What should | do?”



7 steps data driven problem solving methodology

Step 1: Define the problem.

Step 2: Break the problem into smaller pleces.
Step 3: Rigorously prioritize.
Step 4: Develop a work plan.
Step 5% Analyze the data.

Step & Synthesize your discoveries.

Step T: Answer the question, “What should | do?”

Session 8 : n13Uszgnei 14 GOAL lataalunszuiaunisuuaeiu (Applying the goals, operations,

analytics, and levers (GOAL) data-driven operating model stack)
MeINIHUTITEY : Mr. Murphy Choy

Tutadeiinenslddnauelunalumsfifnuvesesdnslumaudsunyasensgdugsiagnadussdnsly
yatiunsliuszlemiandeyadildaingndn (Data-driven operating model : DDOM) Fs3zumneins91nesfnsUUY
SuRuiisududnistinuanagns = asleUfui—=> ianadns TasTuinanisvhauuuy DDOM gt ududl
tdhdoya =2 nmslnszideya = dwuanagns = adledfuR—> Wenadns udhwaludutadedidives
foya Rndunszuaunshasoludes fil fusssredildinauelunalunisufifnuvesesdnsiondy

G.O.AL DDOM model fsil

- Goals fia nsimuatviing KPl ¥8383Ang

- Operations 8 nsvuINMIMNUTzdundeuaynevauaaimnedisvusly
- Analytics fle mslasgideya nsuitymildenlesiunislivssleniandeya
- Levers fie Toyavesasdnsithurldlunisimuaitimng KPl vesesdns

Concept of Data-Driven Strategy

: Agile
n [> ® m [> Frocesses ® m

In the data-driven strategy perspective, the data and analytics generate the strategy. This in turn drives the business processes
which determines the results. The relationships between the results and data enables the business to operate within a specific
range of parameters.

To be able to react to external environment and unexpected results, the processes have to be agile and ready to change and pivot to
e able to return within range.

Essentially, data-driven strategy is the embedding of data-driven models within the business to drive strategy and resulis. The
data-driven strategy builds the entire stack that handles the first and last mile of the interaction between data-driven rmodels and

the business.
S5
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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

LEvEns calculate the KPis.

Session 9 : A mekazlanalunsiuinezABEIVIY YRI5 IUN150UTH (Challenges and

opportunities for productivity specialists across member countries)

MeNIHUITEIY : Mr. Hideyuki Ezaki
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Tuadailinensldoniegeselonidanfniuiugsiannnislivssloninndeyadldangndrdents
fvuanagnsesAnsiianunsaaiiszaunsaliialitugnd Tasdnsddnwivesussnlulsemaduiivszay
audfanfisuiuuTiniidineeviolivssavaudisalumsairsUssaunsaliidliitugndn Tnsendaegng
Wisuiteulu 5 Usad dail
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- madiumnufiaelsliuninnulussdng

- ewamnsalumsuiuiiuaseemnesnsreuaussanuniAstulfeg1eTIni,
- Usz@vBamuazanuduAnainnisasuestasimssosystnadliiunsinass

- mwawnsalunsfumnasiiduguallg vesesdnsandeyadildsiusiuly

5 Solutions by data-driven 1

» 1. Meet customer's satisfaction
To clarify customers’ needs
Primary data: Price, Quality, Competitors' info, Complaints

Secondary data: Weather, Temperature, Market,

2. Employee satisfaction
Career, Family, Skills, Qualification, Salary

11



5 Solutions by data-driven 2

» 3. Take faster countermeasures

The analysis will support identifying product lifecycle or
customer's tendency

4. Take cost-effective actions

The application of data will support to set target
customers, or efficient promotion medias

5. ldentification of new values
Stored big data will show us a new hidden value
(ex. Diaper & beer)
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Uslpwiddaaeuntorssivnanlusadodus
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