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Section 1: Customer Profiling Techniques

e Customer profiling and how it can help you.

e The Myers-Briggs Type Indicator.

e DISC Temperament profiling.

e Developing your customer persona.

e The 4 types of customers and what they want from your service.

» Developing your business cases around your segmentation.

Section 2: Mining Data & Segmentation Analysis

 Finding the right data.

e Mapping from age, gender, hobbies and previous behaviours.
e Data mining and storage opportunities.

e How to pull in extra data from your customer.

e The benefits of social media profiling.

e SWOT analysis to make strategic decisions.

e PESTLE analysis.

e Creating a predictive model.

e Return and churn - your customer lifecycle.

Section 3: Communication & Customer Contact to Improve the Customer Journey

¢ Getting into the customer mindset.



e Understanding your customers’ needs.

e Appropriate communication methods.

e Customer communication, active listening and body language.
e Receiving feedback and acting on it.

* The science of persuasion.

e Preferred learning styles.

 Benefits vs. functions - what does your customer want to hear?

Section 4: Creating the WOW Factor Across the Board

e Competitor evaluation.

e Customer journey mapping and pain point research.

» Motivating and encouraging reviews and feedback.

e Resolving issues to create better interactions.

e Looking at how your ‘touch points’ affect your customer interactions.

e Training and development benefits.

e Customer-focused SMART targets.

e Managing performance around interaction and marketing opportunities.

Section 5: Strategic Segmentation Planning for Continuous Improvement

e Looking for future wins.

¢ Using data to forecast societal change.

e What will your customer want in the future?

e How to improve on your current offering.

 Your ‘journey to good.’

e Time management techniques and turnaround times to exceed expectations.

e Leading a team to success through customer focus.
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CUSTOMER-CENTRIC CULTURE

= ~
Customer-Centric Culture: The Path to Lasting Success

Prioritise your customers' needs and create a seamless experience with a customer-centric
culture. Learn its importance, best practices, and how it fosters loyalty and a competitive
.edge
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