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CUSTOMER EXPERIENCE
MANAGEMENT SUMMIT

Dear Colleague,

Welcome to the Customer Experience Management
Summit 2014.

| would like to express my gratitude to all of our dis-
tinguished speakers, delegates and participants who
are joining us at the conference.

The multi-faceted world of airline, banking, hotel,
retail, technology and telecoms industries offer near-
ly endless options for customers to choose from in
the range of products, services and packages on offer.
This palette of variety provides them incentives for
thinking, strategizing and reevaluating all the pros
and cons in order to be able to pick the most advan-
tageous offer. How is it then possible to cultivate a
customer base loyal to your brand?

Forming a lasting relationship by offering better deals
is a great challenge requiring more than a good prod-
uct. Retention of customers is a primary

KEY TOPICS

e Evolving Customer Experience through Knowledge
Sharing
e The importance of VOC approaches

e Customer service excellence in the era of competition

e Measuring Customer NPS

e Precision marketing: Using data and technology to
deliver cutting edge marketing campaigns with a
single view of the customer

e Common standards in CEM in different regions

EVENT PROMISE

The Customer Experience and Management Summit
offers a one of a kind discussion platform for exec-
utives to debate and contemplate on the challeng-
es, but more importantly offers answers to complex
issues facing the industry. Do not miss out on the
chance to acquire first-hand knowledge from the
world leaders in developing customer excellence
and satisfaction programs, leveraging big data, so-
cial customer management and much more!

2014

objective that is difficult to achieve when companies
have to look for new methods of cost reduction;
while at the same time striving to succeed a greater
market share than their competitors. This is where
customer service specialists try to design programs
that would accomplish the desirable effect.

Don’t miss out on this special opportunity to discuss
the most pressing trends with your industry peers
and return to your company with concrete ideas to
move your strategy forward.

| am looking forward to welcoming you to the
Customer Experience Management Summit

Klaudia Blaskovic
Production Manager
Allan Lloyds

Tel: +421 221 025 324 ext:215
Email: klaudia.blaskovic@allanlloyds.com

Benefits of attending

e Understand the challenges that various indus-
tries are facing with respect to customer care

Explore how to properly measure and
leverage social media support for successful
CEM programs

Hear about how to achieve emotional
customer loyalty

Identify the best practices to develop success-
ful service excellence in the era of competition

Learn about the benefits of employee engage-
ment

Determine how to leverage customer segmen-
tation to achieve your retention goals

Analyze how to properly utilize new technolo-
gies to differentiate and reduce churn

Find out whether big data or people data are
more useful for successful loyalty and retention
strategies




EVENT OVERVIEW

The Customer Experience Management Summit
will bring together experts, from across industry
verticals, to discuss the most current strategies and
developments in the CE field. From multi-channel
to omni-channel, NPS, employee engagement, Big
Data, loyalty, to VOC, social media and Customer
Centricity this conference shall examine every as-
pect of the customer journey.

With senior executives from the airline, banking,
hotel, retail, technology and telecoms industries
attending you will gain key insights into how fellow
CEM experts from different fields are approaching
the challenges and opportunities that you are fac-
ing. Would you benefit from hearing how Microsoft,
eBay, Etisalat, Etihad Airways, Mashreq and other
leading companies are augmenting their CX ap-
proach?

Would you gain from hearing case studies on key
topics such as how to evolve your customer experi-
ence through Knowledge Sharing, or how to inspire
a service culture in the mass market sector? Or ben-
efit from taking part in detailed discussions on the
latest innovations and implementations of VOC?

The drive to be more Customer Centric is itself a
journey, not a destination. With new technologies,
greater awareness of how to use Big Data and in-
creased competition in the market, those who do
not optimize and improve their CEM strategy will be
left behind.

Join us in Dubai at the Customer Experience Man-
agement Summit and be future ready!

VIDEO TESTIMONIALS

Click on image for play video with testimonials from our event

If you have any questions about the conference agenda or would like to speak yourself, feel free to
contact us directly on +421 221 025 324 or email klaudia.blaskovic@allanlloyds.com or

sam.khalaf@allanlloyds.com.

BOOKING LINE: Tel.: +421 221 025 324/ Fax: +421 252 444 225

www.cemsummitdubai.com


mailto:klaudia.blaskovic%40allanlloyds.com?subject=CEM%20Dubai
mailto:sam.khalaf%40allanlloyds.com.?subject=Re%3A%20Agenda%20OCT
http://thetreasurysummit.com/



SCHEDULE

Wednesday

26 November 2014

Tuesday

25 November 2014

08:20 Registration and Morning Coffee 08:20 Registration and Morning Coffee
09:00 Opening Remarks from the Chairperson 09:00 Opening Remarks from the Chairperson
> >
09:15 Engaging employees to drive customer centricity =2 09:15 Customer Service Excellence: Why it matters? =2
=3 =
John Lincoln | Etisalat g Ismail Mohammed | Du 2
S S
10:00 Latest CEM challenges and proven solutions = 10:00 Inspiring a Service Culture for Mass Market 3
) )
Faisal Igbal | Emirates NBD = Segment at Mashreq &
I Tooran Asif | Mashreq Bank w
S S
10:45 Networking Coffee Break 10:45 Networking Coffee Break
11:15 Customer service excellence é 11:15 Presentation §
. - 5 &5
Rob Broere | Emirates Airlines w Yasser Al Yousuf | Etihad Airways w
S S
3
12:00 Evolving Customer Experience through = 12:00 Interactive Roundtable Discussion
: 3 = :
Knowledge Sharing ﬁ Group of speakers
Thomas Reby | eBay S
12:45 Lunch 12:45 Lunch
14:00 Personalizing customer experience § 14:00 Rethinking strategies for Emerging markets success é
= =
Rob Weeden | Shangri-La Hotels i . a
2 Aarefa Al Falahi | FGB 2
9 9
14:45 Delivering an Omni-channel experience é 14:45 Customer service excellence? Why it matters? é
SCCSSICLStOmEIoNERY E Stacey Kurzendorfer | Emaar Hospitality Group E
Andres Ortold | Microsoft 2 2
15:30 Networking Coffee Break 15:30 Networking Coffee Break
16:00 Beats! Listen to VOC § 16:00 First-mover advantage, unexplored opportunities é
Ahmed Ali EIBanna | Mobily E Wael Hamad Al- Sultan | Ooredoo E
< 2
v v
16:45 Common standards in CEM in different regions = 16:45 The Role of the Financial Institution Industry in =
Ziad Ali | ADIB E Economic Development of United Arab Emirates E
E Khurshid Haque | Ajman Bank E
17:30 Interactive Panel Discussion c ~
Group of speakers 17:30 Closing Remarks from the Chairperson
18:15 Cocktail reception

BOOKING LINE: Tel.: +421 221 025 324 / Fax: +421 252 444 225

www.cemsummitdubai.com
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08:20

09:00

09:15

John Lincoln

Senior Vice President - Small and
Medium Businesses (SMB)
Etisalat

10:00

Faisal Igbal

Senior Vice President - Group
Head Mortgages

Emirates NBD

10:45

11:15

Rob Broere

Vice President - IT PSS & Pax
experience

Emirates Airlines

12:00

Thomas Reby

Former Global Head of Content &
Knowledge Management

eBay

@) 12:45
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Registration and Morning Coffee

Opening Remarks from the Chairperson

Engaging employees to drive customer centricity

e Ways of engaging employees
e Customer centricity
e Lessons learned

Latest CEM challenges and proven solutions

e Current trends
e Customer satisfaction and Loyalty
e Exceed customer expectations and establish constant growth

Networking Coffee Break

Customer service excellence

e Why it matters?
e Customer trust. How to earn it?
e How to retain customers in the competitive environment

Evolving Customer Experience through Knowledge Sharing

In this segment, Thomas Reby will introduce the need and design of a Knowledge
Management strategy, by outlining the key challenges an effective KM program solves
- including on-boarding of new staff through to spreading the wealth of information
gathered by senior team members and customer interactions. Examples will be given
on how to distill intellectual capital into more serviceable products, supported by
teams where everyone appears to be an expert. Focus will also be on establishing
partnerships with vendors, as well as integrating web self-help and fostering commu-
nity collaboration. Finally, this will lead to the tracking of knowledge benefit as a key
organizational asset, enabling Big Data possibilities in a knowledge-centered support
environment

e Instilling culture change towards knowledge-centered service

e Capturing organization knowledge and turning it into a structured asset
e Valuation of intellectual capital and ROl measurement

Lunch

BOOKING LINE: Tel.: +421 221 025 324 / Fax: +421 252 444 225 www.cemsummitdubai.com
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14:00
Rob Weeden

Vice President Sales & Marketing -

Europe, Middle East & India
Shangri-La Hotels

14:45

Andres Ortola

Sales Excellence and Strategy
Director, Asia Pacific
Microsoft

15:30

16:00

Ahmed Ali EIBanna
Director FTTH- TF Customer
Service

Mobily

16 :45

Ziad Ali

Vice President - Head of Service
Quality & Customer Experience
ADIB

17:30

John Lincoln
Tooran Asif
Thomas Reby

Y 18:15

BOOKING LINE: Tel.: +421 221 025 324 / Fax: +421 252 444 225 www.cemsummitdubai.com
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Personalizing customer experience

e Ways of boosting customer loyalty
e Customer experience
e Boost of customer advocacy

Delivering an Omni-channel experience across customer journey

e A move from Multy-channel to Omni-channel
e Best strategies
e Lessons learned

Networking Coffee Break

Beats! Listen to VOC

Since Customer Service approach had been developed we have been hearing about
the importance of the VOC approaches/surveys...etc. But the questions are do you
know how to have a proper structured VOC Results that lead to real transformation /
changes or amendment to your current customer care/ service? This is what we will
be discussing in this presentaion

e VOC Best Practice Life cycle
e Quality not Quantity
e What after?

Common standards in CEM in different regions

e Common standards
e Customer Experience management in different regions

SPECIAL FEATURE: Interactive Panel Discussion

In this session, the audience has an opportunity to ask questions and have an
open interactive discussion with the discussion panelists.

Sugessted topics:

e Engaging employees to drive customer-centricity

e Ways of utilizing data to track customer behavior and needs

e What are the ways of dealing effectively with difficult customers and turning
their complaints into opportunities

Cocktail Reception
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Registration and Morning Coffee

Opening Remarks from the Chairperson

Customer Service Excellence: Why it matters?

As rightly quoted by H.H. Sheikh Mohammed, “Victory is temporary, but Excellence
is eternal”. In this era of competition, without a shadow of doubt, Customer Service
Excellence will act as a competitive advantage not just to gain market share, but also
to improve customer retention as well as loyalty.

e Introduction to Service Excellence

e Customer Service Excellence — where does it start?
e Role of leaders

e  Best practices

e Closure Q&A

Inspiring a Service Culture for Mass Market Segment at Mashreq

The Mass Market segment forms the largest customer set of the retail bank base for
Mashreq, while Mashreq is a mature and established bank with a proven record of
success, delivering high standards of service remains a core philosophy of the bank.

e Measuring Customer NPS
e Creation of a Service Board
e Bestin class instant products & e_cube branches

Networking Coffee Break

Customer journey mapping from the emotional perspective

e Customer journey
e Ways of ensuring customer satisfaction
e Focus on emotional perspective

Interactive Roundtable Discussion

All attendees will have a great opportunity to discuss a selection of the most interesting
topics addressed during the conference in small groups with their peers. Every table will
nominate a head of table, which will summarize the topic discussed, present the main
puzzles, and questions posed.

Suggested topics:

e Which customer survey methods have proven the most successful in obtaining
feedback?

¢ Innovative loyalty programs. How to ensure memorable experience?

¢ What will the future bring with focus on the balance of automation and human
touch?

Lunch

BOOKING LINE: Tel.: +421 221 025 324 / Fax: +421 252 444 225 www.cemsummitdubai.com
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14:00

Aarefa Al Falahi
Vice President
FGB

14 :45

Stacey Kurzendorfer
Group Director Quality
Emaar Hospitality Group

15:30

16 :00

Wael Hamad Al- Sultan
Head of Customer Experience
Ooredoo

16:45

Khurshid Haque
AVP Corporate Banking
Ajman Bank

17:30

BOOKING LINE: Tel.: +421 221 025 324 / Fax: +421 252 444 225
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Rethinking strategies for Emerging markets success
¢ New opportunities in CEM

e Focus on Middle East
e Cultural differences

Customer service excellence? Why it matters?
e Customer experience management

e Customer satisfaction and loyalty
e VIP programs

Networking Coffee Break

First-mover advantage, unexplored opportunities

e Opportunities is smaller countries
e Customer experience strategies and solutions

The Role of the Financial Institution Industry in Economic Development
of United Arab Emirates

e Financial institution industry
e Focus on economic development

Closing Remarks from the Chairperson

www.cemsummitdubai.com


http://cemsummitdubai.com
http://thetreasurysummit.com/

Sales Contract Customer Experience Management Summit

Conference Code AL-P-16 25 - 26 November 2014 | Dubai

PLEASE FILL IN REQUIRED DETAILS IN BLOCK AND FAX or E-MAIL TO:
Fax: +421 252 444 225 / e-mail: klaudia.blaskovic@allanlloyds.com

DELEGATE DETAILS PAYMENT METHOD
Mr./Ms.
r/Ms Name of
Name Card Holder
Job Position Card Billing
. Address
e-mail
Signature
Mr./Ms.
I, the signatory, am authorized to sign on behalf of the contracting
Name organizations and agree to AL EVENTS debiting my credit card.
Job Position VISA  Master Card Euro Card AMEX  Diners Club
- O O O O O
Last 3 (three) digits on the back of the card:
Mr./Ms. Card Security Code (AMEX) :
Name Card Number:
Job Position
e-mail .
Valid From: / Expiry Date: /
(mm /yy)
Mr./Ms.
Name
SALES CONTRACT
Job Position
| confirm that | have read and agree to the terms and conditions
e-mail of booking.
Mr./Ms. Name
Name Signature Date
Job Position
e-mail COMPANY DETAILS
CONFERENCE PRICE Organisation
PER DELEGATE Address
(Street, City)
Two Day Conference [ 1 2995USD Post Code
Conference Fee Payment is required within 5 working days Country
Phone
VAT number

Conference Registration / Terms and Conditions
Payment terms: After completion and return of the registration form, full payment is required within 5 days from receipt of invoice. Entry may be refused to delegates who have not paid their
invoice in full. A credit card guarantee may be requested if payment has not been received in full before the event. There is a 50% liability on all bookings once made, by fax or email. A no
refunds policy exists for cancellations received on or after one month before the event. Should you decide to cancel after this date the full invoice must be paid. However, if you cannot attend
the conference, you may make a substitution (colleague) at least one week before first day of the event, as long as we are informed in writing by email or fax. Name changes and substitutions
must be from the same company. Allan Lloyds reserves the right to alter the conference content, timing, speakers or venue without notice. The event may be postponed or cancelled due to
unforeseen events beyond the control of Allan Lloyds.

(Force Majeure: meaning any circumstances beyond the control of Allan Lloyds, including without limitations to any Act of God, governmental restrain, fire, tempest, strike or lock-out (other
than by Allan Lloyds’ own employees or agents), war or act of terrorism. We strongly advise all our conference clients to take out travel insurance.

The conference fee includes refreshments, lunch and conference material for the event. This fee does not include travel, hotel accommodation, transfers or insurance, (which Allan Lloyds
strongly recommend you obtain). We may store and process your information for administrative purposes and to better understand your needs
and how we can improve our products and services. In addition, we may use that information to contact you.

Please complete the registration form in full so that we can contact you and provide you with our best services.

Alfan Lloyds

group

BOOKING LINE: Tel.: +421 221 025 324 / Fax: +421 252 444 225 www.cemsummitdubai.com
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Allan Lloyds

FOCUSED ON NEW AND FUTURE TRENDS

Allan Lloyds is the world’s leading provider of unrivalled high quality business informa-
tion, that helps organizations of all sizes optimize their people and processes, leading to
outstanding professional development and superior business results. Our business intel-
ligence is impeccable, with a growing client base made up of international organisations
and fortune 500 companies, all leaders within key market sectors.

Call +421-221-025-322 or visit www.AllanLloyds.com



