From KPI to QoE
Building a Customer Oriented Quality Process

CLARO BRASIL —Acess Network and QoS — Eusebio Costa Nov-2017
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As empresas gue encabegam o ranking de reclama;ies nos Procons de Belo Horizonte 580 todas
gigantes de atuagdo nacional.

A pedido do Hoje em Dia, oz Procons da Assembleia Legislativa e da Prefeitura de Belo Herizente
compilaram as denlncias feitas por clientes insatisfeitos no ano passado € montaram listas das
empresas mais reclamadas. O somatério dag duas listas sponts as dez campess em desagradar
desrespeitar oz direitos dos consumidores na Capital.

Exportagtes de
frango crescem 16,2%
em outubro

Mo topo estdo cinco empresas de telefonia & um banco, duas de prestacdo de servicos de televisdo por
aszinaturs e duss redes vargjistas de elstrodoméstices & eletroelstrénicos (veja infografica).
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Surpresa agradavel: telefonia movel é o Great
~  servico telecom com menos queixas na Surprise:
ANATEL

Mobile Telephony
is the telecom
service with less
complaintsin
ANATEL
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e ANATEL says

K complaints against
operators decrease

&

e Servigos de telefonia movel: 1 reclamacao para cada 1.840 linhas
Cal numero de reclamacoes contra as operadoras, diz Anatel - . - - P
i P e Servi¢os de telefonia fixa: 1 reclamacgao para cada 687 linhas

2 *

e Servigos de banda larga fixa: 1 reclamacao para cada 659 linhas

» Servigos de TV por assinatura: 1 reclamacao para cada 453 linhas

e Telefonia movel: 242,12 milhdes

Margo - 2016 Marga - 2017

e s Telefonia fixa: 41,19 milhges
" » Banda larga fixa: 27,68 milhdes

TV por assinatura: 18,64 milhdes
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Happiness = Reality - Expectations
Quality = Perception - Reality

SUCCEsSS

Baby Boomer Career Path Reality

Positive Net Happiness, Satisfaction

Expectations

68

Performance Attributes

NEARS ..

Quick Problem Solving

Billing transparency
Prioritization of Customer Needs
Keep up with the Promisses
Friendly and motivated Staff
Easiness of payments
Awareness of products and services
used by customers

Relevance and timing of
Communication

Frequent introduction of new
products and services
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v Analyze!!
v Antecipate...
v' Map, diagnose, act!
v Simplify!

Engineering

O Processes

O Capacitate First!

d Organize, train, learn

O Voice Of the Customer
O Empathy

O Automatize x Humanize
O Big Data — Analytics

d CEM - 360°
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v' Hear!
v LiStaern! Tn

v Analyze!!

v Antecipate...
v' Map, diagnose, act!

Emapthy to Customers
Make the Company Present

v' Simplify!
E2E QoS . Needs
Integrity Engineering Commercial Adequation

O Processes +  CEM Sizing

O Capacitate First!

d Organize, train, learn

O Voice Of the Customer

O Empathy

O Automatize x Humanize ; Atention

d Blg Data — Analytics *  Respect

d CEM -360°
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TO

Emapthy to Customers
Make the Company Present

* E2E QoS
* Integrity
o CEM Engineering Commercial Ejngation

Sizing

Atention
Readiness
Respect
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* E2E QoS
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2021

Latin America
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Fixed internet growth in 2016

Source: Cisco VNI Global IP Traffic Forecast, 2016-2021
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QUALHN: OF

DEVICES

QoE and QoS

Technical factors (mainly QoS):
= E2E network quality

« Network/service coverage

= Handset functionality

Q)

End-user device
and application
software

Enable the end-user
to experience the
content

providers

USETS

Provide infrastructure
and enable content
transport from content

<:> providers to mobile

MNon-technical (subjective) factors:
« Ease of service setup

« Service content
« Pricing

providers and
contents

Mobile content
providers and

c:> onginators, websites,

WAP sites, games,

video, audio, portals,
etc.

1

Network vendors and system integrators

CHERIDORS

&8

ENCE

CONTENT
PROVIDERS
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Mobile Networks Quality - Yesterday

What does our subscriber expect?
What must we do to surprise him?

el O O O
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Low latency

Keep the Access

service for
whenever

how long |
\jesired \wa nted

Throughput

W/down)

B s

Network

\Available

—

Access
whenever
wanted

Keep the
service for

how long
\Na nted
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Mobile Netwoks Quality — Today, Tomorrow

How to fulfill individual needs?

Loved it
Network . . Network
Available Liked it g—— Available A_..--- -
\ It was ok \ Cct‘:f: °'Y
HD, Full
Disliked it HD. 4K nework |
’ whenever #
Hated it \ anted
Access to
VOICE Y 0 ceen the
Sharpness | | € ST Keep the %
HD Voi VolLTE network servicefor §
lies - / i : how long  }
\ VOW|FI . w::fevjr \Vldeo ) \Nanted .
Se— —
Fast High _
Keep the 0 W * Kk Download Throughput §
service for ¥ Time W/Down) /
how long g o= ki * & X Low :
vanted F G o X & * \Latency

Applications, content and experience, instead of network only.

S—

16
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Referéncia: Ericsson Smartphone Lab (2016-12)

Aplicativos de mobile video
demandam velocidades de
download superiores a 3Mbps
para carga de imagens e
‘bufferizacao’

Velocidades de upload inferior
a 1Mbps para troca de
sinalizacdo e ACK dos
terminais
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Reports
Insights

KQl
Service
Performance

Transform
Enrich

KPI
Operational
Performance

Real-Time
Data

E2E QoS Framework

Q Engineering, Operations, Tl, Network, O&M,
Customer Care, Marketing B2B,
(2 q Marketing B2C, ...
Analytics Dashboards & Visualisation
Dashboards |+ +a Bleau

n .- | Executlve Reports . T e
|l i N, %% 3§

e gt Infographics Tl

1 -

ETL H%axyp e, gﬁ -\
Blg Data OIXACLE o B ., M
©6 « 8.

Tools

Data Source [ELptreaming v ﬂ,;- i

logs
snvp_ flows ()] Qﬁ () FCAPS
& 2G

CDR {
> 36 A
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MediaServer
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v’ Servers Configuration il
v Users Management

PbManager

 Dashboards

* NET
. CLARO
*  Regulatory
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Data Collection

IMEI+CGI IMEI = TAC
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Heavy User TABLE Mediation
\4 —

Maker

Model
Technology

. List of Heavy Users
City
GSM Data/Voice

_ bulsimborces

Coverage 2G, 3G, 4G

Classification Dual Sim Devices (2nd Slot)
Heavy Users Network — O&M, Provis.
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CUSTOMER EXPERIENCE DRIVES MEMEERSHIP
In a subscription-based business, membership is driven
by good customer experience.

CUSTOMER EXPERIENCE DRIVES SALES
In a transaction-based business, sales are driven by good
customer experience.

AMMUAL REVEMUE IMCREASE PER CUSTOMER PREDICTED FUTURE MEMEBERSHIP (YEARS)

2.4x 7-=
5 -
3 —_
1 -
1-3 4-B 7 8 g 10 1 2 3 4 & B 7 = g 10
CUSTOMER EXPERIEMCE SCORE CUSTOMER EXPERIEMCE SCORE
SOURCE MEDALLIA ANALYSIS HER.ORG

SOURCE MEDALLIA AMALYSIS HER.ORG

“delivering great experiences actually reduces the cost to
serve customers from what it was previously. Unhappy
customers are expensive — being, for example, more
likely to return products or more likely to require

support. ”
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Pain points from the customer’s perspective:

= Are device or package comparisons well
communicated?

= Or are customers left confused by the range
of options open to them?

= Are customers being forced to speak to
multiple agents to solve a single query?

= Are terms and conditions — whether for
insurance or for plans — well understood
before a sale is completed?

= Do customers call back at a later date
because they are confused by what they have
bought?

Bain & Company forecasts that
companies excelling in customer
experience grow revenues four to
eight percent beyond the rest of
their market.

Bill Safran, CEO of Vizolution—Vanilla Plus, 11 Oct 2017



-m=meo' -~ Lessons Learned, U.S. Inspiration for Us

mo~al

U Sprint Free Guarantee: If a new customer or an existing
customer adds a line of service and is not completely satisfied,

alysts | Companylnfo | Careers | Sponsorships they are able to deactivate and return the device within 30
days.

U Total Equipment Protection (TEP) by offering a month-long open-

Our Customers

elcome

Priority: We will strive to dramatically i tomers’ experi d : : :
ccutive Team carn their long-tarm loyalty o s Lo OMETS SXPENEnce an enrollment period to any customer who did not enroll at the time of
arporate Governance Througheout 2010, Sprint customers continued to see

purchase.

P unprecedented, continuous imprevement in their
arporate Responsibility experiences thanks in large part to the Sprint

Introduction Customer Care organization. Through having an U Sprint Premier, an exclusive loyalty program
unwavering focus on the customer, Customer Care
Message from Dan Hesse fecused on "upstream drivers” - the reasons why
- customers have called in the first place. During the
Sprint Approach year, Sprint built upon previous momentum in
Repartin improving the customer experience, recording its 12th
P e consecutive quarter of improved customer satisfaction
CR Performance and first-call resolution by year-end. During this time,
retention of existing customers has improved at a rate 2 D 1 D REE UItS
2010 Objectives faster than that that of our competitors, while our
Vi 5 Cus C rations S - . . . - . A
;ustaina:amt-,.- f—,ilﬁr:gllacdojluts?:néﬁéoalngrcﬁiﬁ Cp:r::;}i;fii;ﬁ“i%jﬁd . Customer satisfaction, first-call solution and calls per subscriber all improved by more than 33%
Corecar

. The cost of Customer Care operations was reduced by more than 33%
. Billing adjustments were reduced by 75%
. Sprint customers' churn rate was reduced to less than 7%

s Ld el =

U feature Sprint.com that provides notifications and alerts about Sprint custemer churn has steadily improved since the first quarter of 2008,
customers' activity on their usage, billing, payment options,

devices P
U family-focused microsite on Sprint.com making it easier for 22
parents to manage their children's wireless usage 5
U Sprint Family Locator will locate up to four phones, enable a A
parent to use a phone or PC to locate a child's device on a map. 1
U Sprint added new customer-friendly capabilities to its online = e
social-networking community of more than 50,000 registered N i e

contributors



