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Summary of CR  Workshop - Afternoon Tea Series Session

1. What is CR
There will dways e mony definitions on what GRMis ond what GRMis not.
These cefinitions dffer from company to company.

The condusion is the definition of (RM for any company will dways depend on its
respective business vision.

2. Whereis my company in terms of CR maturity?
RM must be viewed s a chonge program not aprged. Henae companies grow in their
RM maturity. We use Gartner’s approach known s '6 Practice arecs” to structure a
company’s GRM maturity level

During the workshop a high levd sdlf-cssessment quiz wos performed to identify the
aurrent maturity level for one aeain Garther's 6 Pradtice arecs, which is the ausfomer
experience stage

Refer to the presentation slices for Gartner's 6 Practice Arecs.

3. What can be considered as “customer experience”?
We propose the austomer experience cyde ¢s astructure to understondng a austomer
experience,

The austomer experience cydeis s fdlows:

Stat with expore, here is where austomers ae exdoring your serviass & produds. Next
stage is agree where austomers ae making on agreement with your compony. Fallowed is
odliver where austomers reasive what they have agreed to ond the find stoge is assure
where dfter sde service, aore ond recssuronce is provided,

4. Sohow can | define CR for my company?
We propose a GRM fromewaork, which is made out of 8 Building Blodks:

The framewaork is cs follows:

CR vision- big picture describing the future state

CR  strategy — how to get to the big picture

Valued custormer experience - customer experience cycle
Organization collaboration - new job functions, empowerment etc
CR Processes— rethink how business processes affect customers
CR Information— custormer centric information

CR Techrology

CR Metrics- feedback on how the company is doing
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