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Welkom!

Harald Lamberts Minyou Rek Jochem van der Veer
Founder & CEO Sr CX consultant Co-founder & CEO
Essense KPN Netwerk TheyDo
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journeys

..lInnoveren
...operationaliseren
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..making customer excellence
practical and operational

at essense we help on three levels to...

organise a customer-centric way of working
> manage your customer journeys

design your customer experiences
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verticaal verbinden
van strategie tot pixel

horizontaal verbinden
van aidelingen & kanalen

van agile
naar klantgericht



van operatie-gericht (inside-out)

Gefragmenteerde
en inefficiente
klantervaring

veroorzaakt

Losse processes en
systemen in meerdere
afdelingen & kanalen

organisation

Sales & Klant Online Service mutaties Klanten
marketing onboarding kanaal / Advies service essense



naar klant-gericht (outside-in)

organisation

Klantreis
ambitie obv
klantbehoefte

informeert

Gecoordineerd en
efficiente operatie over
alle kanalen heen

essense



PostNL

Holistic design covers

multiple channels.

Insight-led

UX Design / sAFe
Journey research
CX strategy
Maturity
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Aanpak op hoofdlijnen (2017)

Vier niveau's van klantgerichte ontwikkeling

)

CXvisie Ambitie o.b.v strategie & merk belofte

Customer Journeys Journey framework voor lifecycle prioriteiten
(met focuspunten)

Concepten Concrete omni-channel service oplossingen

Producten (= Value)

o)

Verbeterde/nieuwe diensten in kanalen (agile teams)

®



Aanpak op hoofdlijnen (2017)

Elke fase levert conrete resultaten op als overdracht.

)

CXvisie

Customer Journeys
(met focuspunten)

Concepten

Producten (= Value)
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UX flows
Squad
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Scenario
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UX flows
Squad

UX flows
Squad
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UX Design

journey factory

Rob Paauw
Customer Experience Manager

essense

“ Together with Essense we

made the step from UXto
CX. Now we have journey
teams across departments,
improving our customer
experience’

Rob Paauw
PostNL




verticaal verbinden
van strategie tot pixel

horizontaal verbinden
van aidelingen & kanalen

van agile
naar klantgericht

essense



ING - CX principes

In samenwerking met brand

consument

wholesale

In co-creatie met merk en CX het verbinden van
purpose en merk belofte via klantreizen naar CX principes
voor realisatie in kanalen om zo gecodrdineerd
dienstverlening te optimaliseren en innoveren.

essense



samenbrengen ambitie & kanalen
om merk belofte waar te maken

» Ambition & Journey Framework

»y from |nsights to Prioritised opportunities

» from Opportunity to Validated solution

h » from Validation to |mp|ementation

..maar executie hiervan vereist strak gecoordineerde samenwerking
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journey
framework

lifecycle stages [ become a customer ] [ ] business owners

customer journey [ orientation ] L J [ J L J phase owners
cluster
customer journey ;1 liLl ILQil I journey owners

product owners

kanaal UX flows

essense



“ We need to differentiate on
customer experience inline
with our brand promise and
Essense helped us define
CX principles and a way-of-
working to apply themin
our daily work”

Sanneke Melker 2 6
T-mobile

o Sanneke Melker
‘[: Mobile T-Mobile B2B




case study T-Mobile

Streamlining the operation for better commercial

service delivery, more efficiency and preparing to scale




journey
framework

Orchestrating customer
experience aCross maocro-
and micro journeys, using
data from continuous
measurement to consistently
improve the service
proposition.

A framework Llike this would
connect your service offering
from a customer lifecycle
(relationship level) to specific
channel experiences
(interaction level), connecting
all teams to collaborate
effectively.
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aanpak journey framework

0 Begin op niveau als voor iedereen

Q Betrek disciplines om te verzamelen

6 Bepaal je om allemaal dezelfde taal te spreken

° Vorm de door lifecycle en journeys samen te brengen
° Bepaal je , enricht en daar opin

essense



Minyou @ KPN netwerk

Harald Lamberts

Founder & CEO
Essense

essense

Minyou Rek Jochem van der Veer
Sr CX consultant Co-founder & CEO
KPN Netwerk TheyDo
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journeys
..organiseren

...operationaliseren
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The challenge

In larger organisations the
way-of-working can be fragmen
delivering on a brand promise s’

ted
art

)

S

with a standardised way-of-working.



service design approach

from customer needs to relevant solutions

define &

empathise L ideate validate implement measure
prioritise

where to focus? what to create? how to execute?

user - problem fit problem - solution fit product - market fit

essense



client case brussels airport

Understanding passenger profiles based on needs
and current experience journey map across segments




Working from insights > opportunities > solutions

Based on trends, research and data insights you can start working customer-centric
horizontally across channels, segments and departments. Prioritising at two moments.
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et afiatiat business value Impact & Effort
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Research Insights Opportunities Priorities Concept Validation
solutions

essense



prioritering scorecard

om kansen te formuleren en scoren

De Scorekaart | essense

De Kans | Als [klantprofiel] wil ik [behoefte], zodat ik [dit voordeel ervaar]

De Kanstitel | Geef de kans een herkenbare titel De Context | Geef achterliggende informatie

(44

Download

: : - hier o
De Elgenaar | Geef aan wie verantwoordell_lk is voor deze kans 49

|
A

Miroverse!

Customer Value Business Value ] m
Criteria: Criteria:
In hoeverre draagt deze kans bij In hoeverre draagt deze kans bij
aan de volgende variabelen: Relevant?  Gewicht: aan de volgende variabelen: Relevant?  Gewicht:

@, essense
()


https://miro.com/miroverse/scorecard-for-customer-centric-prioritisation/
https://miro.com/miroverse/scorecard-for-customer-centric-prioritisation/

prioritering scorecard

Brussels airport client case i)
]

Cheat sheet

This is o cheat sheet with the definitions of the scorecard. Foranyde  SUMMAry Impact on PX Focus point steps
Passenger Value ! © I ! -
« Segment relevance | © I
f 00 e N—
' r—
Score card

Passenger value Business value

Segment Relevance ASQ
I 4 L] . s
| 4 . o —_ +9
| 2 = +3
I 2
Business Value .
Passenger Perception SPP
S e - [
I i . o ] +9
| +2 [} +3
Ease the mind Operational Efficiency
| +4 . -l 2
| | +4 . o —_ +3
| +4 | +
I 0
Move the heart Brand
| + | +2
Counting ] +4 | +2
The highes the total score of the focus point, the higher the priority. If total scc
sets the priceity for the second level rating. I the Passenger Vaiue scores are | +4 | +2
Vo scare I 0 I 0
Score Score
Total Score ..... «.... OWner

Tailored score card >

essense



Prioritise opportunities

Journey roadmap

Prioritise hypotheses
%:::? TheyDo yP

Prioritise initiatives

Prioritise epics

Product backlog
 Jira

Prioritise stories

prioritering funnel
bij een klantgerichte manier van samenwerken.

on Customer vs Business values with the business

on Impact vs Certainty with the business

on Impact vs Effort with execution teams and/or with the business

on T-shirt sizes/ WSJF / RICE / ... by execution teams

on Story points by execution teams




opportunity

prioritisation

We use our scorecard

methodology as criteria and
then use the prioritisation
matrix in TheyDo to prioritise
journey-driven opportunities
with the agile backlogs, you
create a bridge between the
customer insight development
process and the delivery of
new products and services.

A framework Llike this lays a
customer-centric foundation

for decision-making.

e Scorekaart essense

De Kanstitel k k De Context

De Kans

De Eigenaar

i Voo Q)

de volgende Relevant 3an de volgende variabelen Relevint?  Gewicht

» Workspace -

Opportunities
i1 OKR [title]
Contact Reasons

+ Create section

o Al
& Uncategorised
Crit
© Solved
woeverre draagt d B Archived
. de volgende var
Impact
(] ] ] 4/
WSJF
21 =

Q search

OKR -

C

.

O= Q:

e
4 Export = Filter 3 Add Opportunity

o O

Information overload

How might we help our customers
find the right informationg

Solutions validated
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journey management
tooling to operationalise
a customer & journey
centric way of working

-----
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Journeys innoveren

G behoefite interpreteren
a kansen prioriteren

a concepten experimenteren

Q oplossingen valideren

essense



In-house KPN network
training
program

"The intervision sessions & trainings
with essense helped us standardise
and scale customer centric working
across teams and roles at KPN."

Minyou Rek
Senior Customer
Experience Manager

@9 kpn

eSSeNSeACADEMY




@kpn

TRAINING & COACHING
JOURNEY WAY-OF-WORKING




Mlnyc)u @ KPN n etwerk Zie slides van Minyou

Harald Lamberts Minyou Rek Jochem van der Veer
Founder & CEO Sr CX consultant Co-founder & CEO
Essense KPN Netwerk TheyDo
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Jochem @ TheyDo

Harald Lamberts

Founder & CEO
Essense

essense

Zie slides van Jochem

Minyou Rek Jochem van der Veer
Sr CX consultant Co-founder & CEO
KPN Netwerk TheyDo
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Harald Lamberts
Founder
harald@essense.eu
06-15887608



mailto:harald@essense.eu

€SSeNSeACADEMY

standardise & scale your way-of-working

multi-disciplinary
In-house tailored programmes

modular setup

training & coaching

roundtables & webinars

for more information: academy@essense.eu



mailto:academy@essense.eu

CX maturity
model & scan

Our maturity assessment can be a
great way to identify the best way to
start the journey to customer

excellence.

15

Starting [solated Structured Integrated

CX strategy

Customer Insights

Way-Of-Working

CX Measurement

Governance

Customer mindset

manage

organisational levels

design

organisational disciplines
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—> our service pillars

ﬁ/ﬁj‘ - D
|:/ \ ;&%m@(ﬁ\ Organlse Transtate your brcmd'promise and s’.trategg
AT into a customer-centric way of working with
|j/ 'i:./ \>r\:‘\-\r/ Customer excellence a tangible ambition, and executive support.
<y
’>R\ N\ manage Take control of the customer journey and
Vam ) . proposition. Turn customer insights into
'*.\ I. Customer lOurneys opportunities and validated solutions.
M
(5
(T A :
}Lf/; D:@ﬂ ; d@Slgn Deliver on your promise in the market.
{ \ p

Design a seamless and consistent

p— S ~ i customer eXperiel’lCeS customer experience across all channels.
TR

essense



essense services v cases blog aboutus v  academy nl

customer centric
Innovation

we put customers in the heart
of your organisation

hire us to collaborate with you on three levels:

organise manage design
customer excellence customer journeys customer experiences
Translate your brand promise and strategy into Take control of the customer journey and Deliver on your promise in the market. Design a

a customer-centric way of working with a proposition. Turn customer insights into seamless and consistent customer experience
tangible ambition and executive support. opportunities and validated solutions. across all channels.

learnhow 3 learnhow (3 learn how 3



http://www.essense.eu/

