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“ Company Service Strategy Concept

A simple model to help
us segment action plans Network Assets, IT, EQuipment

categories

Company
Service
Strategy

People, Training Organization, Processes
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% Action Planning Strategy

How should I
build my
action plans?

=» Strateqy Step #1

=» Action plans based on « Quick Wins »
=» Focus on Process and Soft issues
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sl Strategy Step #1: Identify Quick Wins

Causes for
Customer Perception Priorities Dissatisfaction Quick Wins

ACTION A

- ACTION B
Clear Invoice 2 D—
Price level repair/ maintenance
Price estimate clearliness

v

INFORMATION

Clear explanations given on invoice
Clear advices for futur maintenance
Diagnosis form clarity

T anf]

Employees attention to you
The friendliness; of employees

EMPLOYEES

Speed of contact by employees
Dirt protections; installed in/yeur car

Up to hundreds
of individual
actions !
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Strategy Step #2: Identify Actions Plans that Require

Investments
Major Gap With Priority Our Action Plan | Action Plan | Completion
Competitive | Competition Ranking Understanding | Description Champion Date
Weaknesses of Customer
Needs
Product
Range Offer
5 ?3 710 0,5 3 We need to focus our
’ money on the action plan
that will create the
Waiting greatest customer value
Room 1.1 1 and ROI to the company
6,9/ 10
Convenient
Locations 0,9 2
7,57/ 10




Define Customer Priorities . .
. Actions Design
Needs selection

O Problems O List all priorities O Brainstorm to
description for generate ideas
(from surveys iImprovement for
and indicators) improvement

O Rank-order

Quick Wins Action Planning Design Roadmap

Actions
Execution

Customer
Communication

O Affect all action
sheets to a list
of managers

O Communicate
internally
action
execution kick-
off

O Use a roadmap
to track action
execution

O Communicate
the efforts to
customers

O Why are our priorities O Format the
customers ideas under one
unhappy? O Create group sheet for each

consensus on action

O Initiate what needs to
additional be improved
internal data
analysis

We need to have at least 50% of the actions
implemented by the end of the year!
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% Quick Win Presentation Format

ACTION #125

Action Description
= Explain to center managers how to present the invoice in details to customers

Action Objective
= Train center personnel using the same tools and technical language
= Arise the customer attention on the invoice key elements
= |Increase customer perception of center personnel professionalism

My objective is to
implement this
action plan quickly

and efficiently

Implementation Details

= Build a training kit for center personnel
(3 page document)

= Plan center visits with &Q

regional managers

Action Owner
= Regional managers
= QOperations Director




I I I e e

& ©

@

@
@
®

ENRERIERIE)

O BN © | ©® | ® |}
ERIERIEN ¢ [ERICHICRIE

® | ® ESBN © [© EON © | © | © BN ©
@

EREER (EX ENEEN IEAIEN ON (ER I ENEE

(O ICRIGRIEN © IEANENNENN®

© NN © NN ©
© | @ [N © KD




Track Transverse Action Plans

budget

DOMAINE | Critére Score | Customer Needs Action Plan Who When Status
Definition
Customer | Waiting Non smoking Identify centers Marketing + | June Not initiated
Welcome Room section where waiting room | Asset
Confort can be segmented | management
in to parts
Evaluate cost with
6,9 architects and
buidling company
Communication Evaluate internet Marketing + | March
connection access with Operations
capabilities telecom vendors
Center Improve driving Audit centers Marketing + | June Not initiated
Location indications poorly indicated Asset
[ Evaluate the cost management
to install signs
Improve company Audit company Marketing + | January  [RIglelllgletgicelo
communication in presence in Operations
directories directories
Evaluate local
yellow page
communication




Action Plan Desigh and Execution Roadmap

Month 1

Month 2

Month 3

Month 4

Month 5

Month 6
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1 - Result Presentation

2 - Actions Selection

3 - Action Design Workshop 1

4 - Action Design Workshop 2

5 - Action plans finalisation

6 - Action Plan endorsement

7 - Action Plan Kick-Off

8 - Performance Review




Budget

Project Steps Comment Quantity  Unit Price Total

1 - Result Presentation usually on.e presentation session to Steering Committee - Half- 1 950 € 950 €
Day meeting

2 - Actions Selection via a conference call with country manager 1 250 € 250 €

3 - Action Design Workshop 1  kick-off meeting to design action plans - full day meeting 1 1250 € 1250 €

4 - Action Design Workshop 2 §1§econd meeting is often needed when the number of actions 0 1250 € 0e€
is important

. i f Ils with the local champi li ]

5 - Action plans finalisation V|a.con erence calls with the local champion to consolidate a 2 250 € 500 €
action plans
a half-day meeting between the local managing director and

6 - Action Plan endorsement  Steering Committee. The MD validates and endorses the 1 450 € 450 €
accepted actions

2 - Action Plan Kick-Off an 9ﬁ|C|aI meeting Wl.th the_aF:tlon plan .owners to initiate the 1 450 € 450 €
action plans and provide a vision for review

8 - Performance Review a half-day meetmg to rfawe.w :flctlon performance in light of 1 950 € 950 €
new customer satisfaction indicators

TOTAL 4800 €




