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1 ZAME (Value of Customer)
2 ERZE (Voice of Customer)
3 BHT{ALE (Current Experience)

Il. %&BE STRATEGY
4 B¥FEP (Target Customer)
5 mkEME (Brand Value)
6 ZEKRELL (Needs Positioning)
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7 WhREI% & (Synergize Touch-Points)
8 fii{kE S (Optimize Touch-Point)
9 {KI&ZEE (Experience Gaps)
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0900-0950 BHHEF KR Effective Customer Experience Principles
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Experience-Centric Voice Of Customer
* X-MOT {436 X H2rT %)
Moments Of Truth @ Experience
* X-Anchoring M 7EKIE E L
Intra-Experience Anchoring
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Effective Experience & Brand Loyalty
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Discriminate Your Customers—customer value and profitability
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1330-1420 EEHMFRIKI Effective Customer Experience Assessment
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The Effective Customer Experience Assessment Framework and Tools
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CEIl (Customer Experience Index)
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Managing Effective Customer Experience at Online Touch-Point
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Customer-Centric Could Be Wrong—A Branded Experience is More Important than Customer-Centricity
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