Improve Customer Experience
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Experience oriven businesses orive superior business

performance by investing broaoly in Customer
Experience across the customer Life Cycle’
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Problems we see in organizations

Board rooms start loosing faith in CX metrics

Difficulties prioritizing Customer Journey’s on several levels in the organization

More and more Customer Journey Mops in marketing, sales and operation departments

Printing Excel or Powerpoint makes it hard to have flexible and up-to-date Customer Journey Maops
Measuring CX in different channels and different Customer Journey's makes it hard to have correct insights

What needs to be done, by whom, in which channel and in which Customer Journey?



Solutions by Milkymap

Milkymap platform for Customer Journey Management

Consultancy, strategy and advice

Data Driven CX

X



Methodologies

Connecting Life cycle
model® to Customer
Journey'’s

7 phase Customer
Journey Management
toolkit®
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CUSTOMER JOURNEY MANAGEMENT
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6 step Customer
Journey Mapping
methodology®
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Creative and innovative, this is how we work

Lego Serious Play
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Lean Startup
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Data driven CX
< Model >

Life Cycle Stages

Contact reasons

Customer Journey’s

Touchpoints (contact reason
& channel)
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Life Cycle Model example

We are connecting survey platforms with the Milkymap platform to visualize, report and create insights. In the Life Cycle Model and the

</E;nple

| become a customer - __

Signing contract -----______

©

/ sign up for a new contract -~~~

©

/ receive the confirmation by e-mail .’

because | agreed to the terms

©

All Customer Journey's in Milkymap
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Actionable insights

Contact reason: 5/'9/7/'/79 contract
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Phone Letter Email

Channels

20% of the emails has never been opened’
Insi ghts Driver soeed has the highest impact on NP5’

'46% calls ofter receiving the letter’
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Dashboard

underlying Customer Journey’s we can show the data and also make Journey’s actionable.



Cases, proud to have served these customers
Combining Service 7 phase Customer Connecting Life cycle
Design and Customer Journey Management model to Customer
Journey Mapping toolkit Journey’s
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Our journey My milkymap

6 step Scalable Toolkit Milkymap Silent go live Global rollout Successful
Methodology consultancy CJ Management was born & Data integration  funding round
CJM

© 30+ Customer Journey Management toolkit rollouts

© 150+ trained experts in Customer Journey Mapping methodology
© 130+ countries with Milkymap users

© 200+ Customer Journey Mapping sessions

© 10+ certified CX consultants, using the Milkymap methodologies
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In Milkymap there are 5 main functionalities L mitymap
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Visualize Present Measure Analyze Improve

We facilitate the user in Milkymaop with a range of features to improve Customer Experience.
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| buy a brand new car 1. Journey Mop ——

| make 2 test Srive | Buy the car at the | pick up my new car | Srive for the Nt
Car dedler tme

Milkymap has 3 levels




Easy to use

The edit mode (‘Episode editor’) in Milkymap is easy to use, fast and helps the user to build the Customer Journey Maop
based on the Conexperience methodology. It is also possible to do this without having a methodology or deep knowledge
of a Customer Journey mopping methodology.



Present like a pro Y\ milkymap
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Episode - 4 | make a test drive
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Plutchik emotions, scientifically proven, applicable on episode and touchpoint level [V} milkymap
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Comments for collaboration
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Contact details

Address:

John M. Keynesplein 12
1066 EP Amsterdam
The Netherlands

Danny Peters, co-founder/CEO
Phone: +316 22 05 05 20
Emoail: donny.peters@milkymaop.com



http://milkymap.com

