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Product-Centric
(awaanaunidugudnaiv)
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Customer-Centric
(saanmdufguanalv)
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| 2afugnaiv (Focus):
A Uymua:anudsouangnm
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7o NhAnvnagns (Strategy):
< dvgamnmsuAlaykn
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axddakan (Key Metrics):
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sk ke
Product-Centric Customer-Centric
B .. Y o. I_ i . - B
FamEE S e - % @ . UtuKuazAdwantso
QQFUINA yovanAi
. i e L =
(Focus)
AN ':D = = AN
— .- — LS 1 _) -0 L™
wanauauAigaana o= [| @* = GvQadNNISUNULYKY
(Push) | nFN1onagns ] (Pull) |
(Strategy)
1 ! B /-§ % [_ L ! — B
douLuvNISaaa . ol Ul . YaA10a0ayIvEI0
(Market Share) arsidaKan UO\)@ﬂF’ﬁ (CLV)
_ : L Al
(Key Metrics)
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wWuwigganagnsaisyvitiuanml (The Customer Focus Flywheel)

Phase 4

A2Wwduwus (Retention)

s:uU CRM ua:zAnunna
(CRM & Brand Loyalty)

~
>

Phase 3

Uszaunisai (Experience)

ADIUWOWlALLAENISYONISTISIVISHU
 (Satisfaction & Recovery)

Phase 1
AW
(Understanding)
MsuUvAGUAMILAE
MSILASIEKALADVMS
(Segmentation & Needs)
JVISASASIVYAAN
nqu:)uauan ®- .
(The Continuous I
Value Loop) i B !

Phase 2

Uayaddase: (Intelligence)
Understanding

stuudalalla: PDPA

(Data & Predictive Analytics)
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AIS1D1:PVAANIUIKUIgREIVLIUE
(Precision Targeting & Personas)

lneunNISILULaunalq

T

[ |

2. pumaans
(Geographic):

Alku? (fia, amwuoadau)

1. Us:uansmans
(Demographic):
[As? (919, 21dw, $1910)

@ unuanAauni (Buyer Persona)

B2B (1liuikqnaHa:Haaauunun1ossns)

[duluiamsuhedadndumsaasuisa
msufiozaaaiunurMauasénuaa,

‘. _________________
3.%a3nen 4. waanssumaas
(Psychographic): (Behavioral):

agls? (wndnssumsdo)

mlu? (lawalad, Arteu)

Uszansnaiu ua: ROI

B2C (1Guaisuriua:aniuwowoisdouynna)

Idquﬁamamsua\)Jnfﬁsonoa,
asamswaendo Sufuvaonasunund

Wounna, tiaudsoudnauaiu ua:

Ussalmsrualils
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nansnannuna\)msnunaswa\)uuuu
(Decodmg Human Needs)

rmua:gan
(Think & Feel)

P = uy

UOVLKU Il o
(See)

vgoua:r‘h e
(Say & Do)

——————

-

Needs (n_zawiuflu):
avwumunualula

~ (@w03vnquf) Maslow)

i -
Wants (n:nuna\)Ts):
sUuuulawiz:dvNgNALEDN

le‘\ianauaua\) Needs

_

Pam Points (Utgmnunasu)
n:nummsoonsaadassnmdu

Iamam\)s,sna

-
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dn1UagnssuNISLAQUNIVYDVANAT

(The Customer Journey Architecture) i

r ________ < Touchpomts (QaduWausms):
+ | H  nAgovnwAgnMDURAUWUSAULUSUG
) E §
AU , !
52 :
0O © ' .
G & ' > X
: o 1 ' | — 3 : T, ' [ —
4= NSSUS ~ mswoisan ¢ misdadulede |\ mislsviu /0 Awwnnd
g £ (Awareness) | (Consideration) ' (Purchase) (Usage) ; (Loyalty)
[ . . . — ]
Friction Points (9ai@aaniu):
= HULKONWISURIUUNSIW =L
v - Adavlasumsunludou - : N
AUUs:NURINGINMIS

Lo“amsqoz?uuTaast\)Ié'saaciz)J
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- (The Data Ecosystem & Privacy)

Third-Party Data
(JoyaarsistuzHSal(KuSn1sdayanmeuon) —

Second-Party Data
(JoyawusDasssio)

First-Party Data
(GayavinanAlasasy -
UAguaauazuuugnnaa)

'p @ " 1. awlusola (Transparency): i
3 | GovudvdanuszavAMsiiu
@ 2.Awduwau (Consent):
€= gnAdoviansiden

' 3. Anwanasi (Security):
. GavsnudoyadvaunswadAry |
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A1SILASIERLEVAIANISALAIFUUUIIADY o

RFM (Predictive Analytics)

F - Frequency (A2WA):;
BouosuAalKu?

M - Monetary (uan1):
900159195 HS?

=

VIPs: (High R, F, M)
- SnunlddoganswiAy

" Churn Risk: (Low R, High F, M)
- anmUs-mnmaoo mﬂIU
maons~0uoou

R - Recency | (nowulKL):
aansoawamualhs?
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asJawadvndudaviula
(Measuring the Unmeasurable)

I CSAT E
- (Customer Satisfaction Score)

5 NPS p
(Net Promoter Score)

Passives

— -0 =
NauNAIUWOWIDS:8:du
JaANuSdnnuikavSuUSMs
30AUSANNUNKAVSUUSANS

(1su (Ko 1-5)

AyuANUANGLLAzAISUDANCD

RIDRIIE unlusuoulmwaunsalu?”
"AEUDLLUL thuusudtikiwaukalu?”
(Promoters vs. Detractors)

—— S =

Expectation Management
(MSUSKISAIIUAIOKIV)

duNSAIUWOWDI(D:
n1sSusS (Perception) audoe
AIUAIOKIV (Expectation)

MsavAIUAIaKIVIKEWDE
uazavuaulhtauma
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usmisanA1 [innu UszaunisaianAn
(Service vs. Experience)

unUsykiotfialsov

»:» 15usu (Reactive) O <

unun
(Role)

Customer Experience (CX)

> 18usn (Proactive) ’ '

ponuuuasvKutwalaviiuduKy

o—0 Y0dUNAIaYD Q<
(Single Touchpoint)

20aulod
(Focus)

- Q_D
> MsIauNwnvkua @
(Holistic Journey) 6—>Q

UainatkiSonaa
(Resolution)

Gk

AT TRLS
(Goal)

, @SALEAWULA:
Brand Loyalty '

Service A9FvNLAQUuUL9 CX autKad
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NYINIAYDVUDSOVISYU
(The Anatomy of a Complaint)

L—l\p

anmnsa\)lsuu (DIWeL 4-5% IIT’IUU)

/ 0 muam (Ti [ip of the Iceberg):

—= = | JoSoviSsunouavYdy
NN OE S | (Feedback is a gift)
N 7 / - C

NV N (REA SSSUBNGURLANANUU
- ~ AognAnguiAsiiazosnikis iy

\—o 70u1 (Beneath the Surface):

anmnTuwaToncn\)au (Silent Churner)
na:an8lUKIAIONURA
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vulandugamunisaiuazaqandIuTaUgY
(Service Recovery via HEAT)

|,F@ H - Hear (SuWvagvdolo):

-.||
UdoglRanms:ungansundlagliigadvro:

s s Empathize (nIdaavndwikuanikulo):

gugunusdnyovanA "isudnfomluatufivsdnisuuu’

A - Apologize (na1dAwalnu):
yolnuog1vasVlo Ul

;{O %1 T - Take action (avﬁa_glﬁlu):
© 1auanivoaniud nalasudnna

i0ulomafunisasivaounna
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STRATEGIC PLAYBOOK
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MSIASIUNAIB0IW msusnmsitdudas
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usa1snalU vs. usmisnasivadwds:nulnavaa

AdwUs:nuldavda

ATUNMWEUAN [douuasu IKUDAIUAMOKLNBUA:
- * B & * chu dong
ASsdoans soSUSav3avEaU AUKIWaUUNLBYSA
Uszaunmisal s8TUMUKCNR A WTETaRUADSY
oy ulEh USAISLLUU (3 Al ua: CRM

One-size-fits-all

JSuuaviawizunna
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Level 5: A1sasivANUIUWUSS:8:81) =1

The 80/20 Value Sphere

anAN3aUNANQ

nn 80/20

UOWUESIVAIUKWAWUAUGAA
naunAnduazdyamigonga
IWS1=WOALUIADLSVUULAGDU
KanNUaLSSADALU

YanASSAD
azwamls

AS.0U6NS é’mwvs



NAQdULLNUYIVASASIVAIUWOWI(D

A— MSas1vANUFUWUSS:8:871) anAmnauNAna (20%)

A W(E®
laWI:UAAA

Jdssaumsal @

A1sdodls

AUMWEURA

I & P

“msa\mulumw'(a'(am)unuun 1-4 Adaunulunisasiv
nauanm 20% hd:kaatagvoaurna 80% ua\)ssnanm”
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Sustain trust through genuine gratitude
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IFISUZANEASYDVNISSNUYIANAN

(The Economics of CRM)
n1sK1anAIKL (Acquisition) o —o Ms$nuIanAIau (Retention)
e dunugvn3 5-25 11 (High Cost) e NMSINUAASIMSSNIANAINEY 5%
. dovlnSwennsmsaanaukIAa anusaINuATsIanY 25-95% (High ROI)

CRM (Customer Relationship Management) TuTsnAsawdnas
I0ADNAYNSNIVSSNONIUUAIUANAIYEVAISSNYIANATINT
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svasaANNdUWUsShliludauaa
(The CRM Lifecycle)

1. Reach (101iv):

msiilkanmnaaalugaduauu
wusua (Brand Advocate)

g (D 5. Loyalty (A210nAnd):

-~

mshikuusud B . I
\Wunsgdn 7% N\ Word-of-Mouth
Q - e Drives New

Acquisition

. 3. Conversion (tdéquamu:): | s e
4. Retention msUan1sugAsousn ! s -~ 2.Acquisition (avga):
(Snwl5): msquapav Sm =Sl . i g o o o= MSWABULLUOKID
MSUBLAzNISBO! S oy 5\1 -

b KnareWuKdada
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(High-Tech Meets High-Touch

—— S

~ -~ —_—
& ~ ™~ s S - [A L]
N S = 300 >|

S ‘ e "'t ~ 7 ~

& ~
F{eat N
\

~ -300

AR

i :uusaWdios CRM szuudaluua
" M (e.g., Salesforce, HubSpot) (Marketing Automation)
L ' / . //”/{/' ‘
| T | i f Human Element e } * qu
SR : © pwikuaniKulo ' : L 7T
% , He (Empathy) THIT _— "'-{'""T""”?__' "
oo T F R nmsdadufaigonaans i ———— B s T
3 Al (Strategic Thinking) O } Ny |
s:uud:aunau
(Loyalty Programs)

inaluladnfkiswwensainanisquaanAla
ndaduINoNIdNoYVLYBIADAVNASIV "ADIWANG" 28IVNNDSV
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5 YuaduaiAtyuavn1IsN1 CRM

dAuWowaldngvdu

>
2.31AS1:R 3. aSWAUAUWUS 4. GamMuUWa 5. auuauu
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WIUS=uU CRM

ANSLAUSIUSOUTDLA
Branchl @ Uauawumu Ua 018, IWF,
. fog

c

ANSOLAS1:KUDLUA

Branch2 @ uauaw\)quﬂssu USJOﬂ'lSUO

v
mwnfums?uusms gavnv I
Gada Evmsa\zua Bl Uaz Al ASKIANUIENAUZNAN
JIASITKADTIUAIVANS (Segmentation)
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lkusmskavmsugnsiaSrua:inumw

C @ -
~— Call Center B Line OA

Chatbot
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