Predstavte si vas posledni nakup
(kdekoliv) — co vas k nemu
napadne?
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/ Qualicy

Product features |
Technology

Delivery service frequency
Delvery reliabilicy
Single point of contact
After-sales support

Core Product

Product Surround

20% of cost but
Kﬂﬂ&; of impact
Figure 3.1 Core product versus product surround, illustrating the importance of
the logistics-related elements
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Zakaznicky servis

Svandova Eva




Co se dozvime?

Vyznam zakaznického servis

Vztah uroven zakaznického servisu versus naklady
Design zakaznickeho servisu — servis jako sluzba
Elementy zakaznického servisu aneb jakou uroven
zakaznického servisu nabizime?

Spokojenost zakaznika

Jak na tvorbu politiky zakaznickeho servisu
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Jak se projevi zakaznicky servis v uvedenych
oblastech?

In a retail store:
— How long must | wait in line?
— If I cannot find an item, can | find a clerk who is willing to help?
— If an item is not in stock, how long must | wait to receive it?
— If an item is not in stock, will | receive a call, or must | continually
check back?
— Is the store clean, well lighted, and laid out reasonably?
— Do personnel treat customers with respect?
On a telephone order:
— Am | treated courteously?
— Must | wait on hold for 10 minutes?
— Do | get to speak to a human?
— Do | key in my customer number and then need to repeat it later?
— If it's an automated system, are the instructions clear?
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Vymezeni zakaznickéeho servisu

— Zakaznicky servis je meritko toho, jak dobre funguje logisticky
systém z hlediska vytvareni uZitné hodnoty ¢asu a mista pro
urcity produkt, nebo sluzbu.

— ,the ability of logistics management to satisfy users in terms of
time, dependability, communication and convenience® Kerin
aj.Marketing, 2011.

— Proces, v jehoz ramci jsou Ucastnikim dodavkoveho retézce
poskytovany prinosy z pridané hodnoty, a to nakladove efektivnim
zpusobem.

— Predstavuje vystup logistickeho systemu

— Nesmi byt zaménovan se spokojenosti zakazniku
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Cost of service (£)

— Quality x Service

Cost of customer service
/////////’/MJCcnst " Tin.‘ue. |

Functionality, Customer’s
performance cransaction
and technical costs including

upport and
commitment

specification of price and life
the offer cvcle costs

provided to the

For each item

Customer service

Stockholding

N A R A N Figure 2.1 Availability of a stock item
70 80 920 100

Level of service (%)




Specification of Customer Service Level

Cost and
revenues

Revenues

7 Cost

Profit

.
. L
93 95 100 Serviceniveau in %




Specification of Customer Service Level
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Seven ,rights“ of customer service

— With the right amount

— Of the right product

— At the right time

— And the right place

— In the right condition

— At the right price

— With the right information

Il

Source: BoweEo
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Dulezitost zakaznického servisu pri ziskani
strategicke vyhody

— Je kliCcovym pojitkem mezi marketingem a

logistikou
— Marketing brings a customer in, and customer service keeps
them coming back

— Hraje vyznamnou ulohu pri rozvoji a udrzovani
zakaznickeé loajality

— Jedna z mala realnych moznosti, jak se odlisit
od konkurence

Service

quality
PrOdl:th - Perceived Customer
quality value loyalty

Price

———-———Relatively easy for competitors to imitate

Figure 2.3 Key drivers of customer loyalty
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3 zakladni pojeti sluzeb v logistice a SCM

— A) sluzby jako PROCESY - Cinnosti (soubor realizovanych aktivit,
procesu, které jsou v ramci logistickych procesu a procesu v ramci
fungovani SC realizovane...... a fizené)

— B) sluzby jako VYSTUPY z vyse uvedenych &innosti, kdy je
mozné mefit miru dosazeni vykonu (definovani kritérii na zakladé
stanovenych cilu, fizeni jejich dosahovani a kontrola);

— C) sluzby jako FILOZOFIE RIZENIi - sluzby logistiky a SCM pro
zvysovani (pridavani) hodnoty pro zakaznika a dalsi
stakeholdery (Bowersox et al., 1986).
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Augmented product

Delivery Actual product After-
and sale
credit Brand

name

Features SEiVEE

Core
benefit
Quality

el Design

Packaging
Installation Warranty

jako soucast celého produktu

Logisticka sluzba — jak ji vytvaret

The Service Concept

Core
Service

/\

Facilitating Supporting
Services Services
(and Goods)  (and Goods)

® |Accessibility of
the Service

Customer
Participation

jako sluzba sama o sobé




Sluzba (jako produkt)

SluZba (jako produkt) — tzv. ,service concept® - VIZ DALE -
,koncept sluzby” zahrnuje vSechny prvky vykonu sluzby (jak
hmotne, tak nehmotné) které vytvari hodnotu (pro zakaznika):

tvorena:
— jadrem = ustredni komponenta, ktera dodava zakladni, problem-

resici benefity, které zakaznik hleda customers
— doplnkovymi sluzbami (SUPPLEMENTARY SERVICES):
— a) rozsiruji jadro, usnadnujici, napomahajici vyuziti, ziskani
jadra (facilitating=
) a
b) zvysujici hodnotu jadra a jeji ,charakter (enhancing=

— procesy dodani sluzby — dodavaiji jak jadro, tak kazdou z
doplnkovych sluzeb (zarizeni, dodavatel, procesy, programy,
procedury, pravidla...)
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Urovné — vrstvy sluzeb pro

designovani

Navrhovani tzv. ,service
concept”
= myslenky, pojeti sluzby"

CO JAK
(benefity, vysledek
(proces
poskytnuti)
dodani)

WHAT

STRATEGIC /SE'R\HCE\l
lNTENT \CONCEPT/

1 — design prvkd, znakd, atributd sluzby

2 — design zazitku zakaznika (zazitek = pocit,
dojem zakaznika, vyplyvaijici z interakce
zakaznika se sluzbou v priibéhu celého procesu
tvorby a dodavani — vnimani vSemi smysly na
fyzické i kognitivni Urovni)

3 — design procesl a systémU dodavani a
tvorby sluzby

4 — design strategie, politiky, filozofie nebo
ideologie sluzby

Proces poskytovani sluzby

Primy zazitek zakaznika se sluzbou

Vysledek sluzby — benefity a vysledky
poskytnuté sluzby

Hodnota sluzby — benefity/naklady, které
zakaznik pro ziskani benefitd musel vynalozit
Ziskovost sluzby pro dodavatele

CUSTOMER
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Slozky zakaznickéeho servisu

Predprodejni slozky

Pisemné prohlaseni
politiky zakaznickeho
servisu

Predani prohlaseni
zakaznikdim
Organizacni struktura
Pruznost systému
Manazerskeé sluzby

Dalsi?

Prodejni slozky

Uroven vycerpani zasob

Informace o stavu
objednavky

Slozky cyklu objednavky
Urychleni dodavek
Presuny zbozi

Presnost systému
Snadnost objednavani
Zastupitelnost produktd

Poprodejni slozky

Instalace, zaruka,
Upravy, opravy,
nahradni dily

Sledovani produktd

Viyrizovani reklamaci,
stiznostl, vracene zbozi

Docasna nahrada
produktu




Specifika logistickych sluzeb — sluzeb v ramci
dodavatelského retézce
— Neékteré &asti tzv. IHIP paradigmatu neplati zcela (Tronvoll et al, 2011) — KTERE?

— Intangibility - logistickeé sluzby — vyrazny hmotny, hmatatelny prvek — materialy, vyrobky, obaly
— jako sougast sluzeb (DODANI) i jako sou&ast tvorby sluzby
v log. sluzbach ,SPECIFIKUM® — snaha o
sledovani a vycCislovani kapacity)
— Heterogeinity — vyrazna snaha o sluzeb
— Inseparability — zakaznik a dodavatel logistickych sluzeb spiSe méné primo v kontaktu —
sluzba se vytvari a dodava mimo primou pritomnost zakaznika

— Perishability — service recovery velmi dulezita sou€ast designu logistické sluzby (cena a

naklady log. sluzeb a objektu sluzeb)

— + snaha o jasné oddéleni ,vlastnictvi® dil€ich sluzeb — kvuli service recovery

— + vyrazny podil hmotné slozky, ktera nepatri poskytovateli sluzby, ale dodavateli anebo
zakaznikovi (oddélené, odlisné subjekty) — sluzba je vytvarena a dodavana s majetkem nékoho
jiného (zalezi ale i na tom, zda je sluzba outsourcovana)

— obtizné ohodnoceni — v log. sluzbach ,SPECIFIKUM® — snaha o méreni |\/|

|
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Basic elements of customer service

Service Reliability
Avalilabil |ty Damage free

Error-free invoices
Shipment matches order
Shipped to correct location
Etc.

Fill rates
Stockout frequency
Orders shipped complete

Operational Performance

Speed

Consistency
Flexibility
Malfunction recovery

Source: Bowersox




Availability is the capacity to have
inventory when desired by a customer

Fill rate measures the
magnitude or impact of
stockouts over time
Stockout occurs when a firm
has no product available to
fulfill customer demand
Orders shipped complete
requires shipping everything
that a customer orders to
count as a complete
shipment

Tabs present detailed insight
through inform's perpetu
inventory transaction ledger,
cross-referenced sales and
purchase orders

Real-time 'in-transit' tracking
reveals exactly where your
inventory is and where it is
needed.

Automatic inventory ranking
identifies critical inventory and
isolates dead stock.12 month
units and demand reveal lost
sales.

Analytical Inventory Management Dashboard

Source: Bowersox




A12 10 5 1

1000
B25 10 5 1 1

Jaka je dostupnost v pripade uvedenych

] Y 4
iInformaci?
Demand satisfied
Availability =
Total demand
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Demand satisfied

Availability =
Total demand

Measuring availability

Total number of items supplied

Availability =
Total number of items ordered

Total number of complete orders supplied

Availability =

Total number of orders

Part no. Demand Shortage Service level No. of  Shortage Service level
(%) orders (%)

Al2 1000 10 99.0 5 1 80.0
B25 10 5 50.0 1 1 0
Average 74.5 40.0
Sum 1010 15 08.5 6 2 66.7

Which measure of availability does the customer use?

Source: Tony Wild: Best Practice in Inventory Management
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Availability policies

— the same availability across all the products

— minimizing the total cost of service

— concentrating on the most valuable customers

— enhancing the service on the most sensitive products

— greatest availability on the most profitable products, or

— better service on the major turnover items, reduced
service on slow movers

Source: Tony Wild: Best Practice in Inventory Management
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Operational performance deals with the time
required to deliver a customer’s order

— Speed of the performance cycle is the
elapsed time from when a customer
established a need to order until the product i
delivered

— Consistency of the order cycle is measured
by the number of times that actual cycles
meet the time planned for completion

— Flexibility is a firm’s ability to accommodate
special situations and unusual or unexpected
customer requests

— Malfunction recovery is a firm’s ability to
quickly implement contingency plans when a
failure occurs in the supply chain

MU

CHMUNI
Source: BoweE:ot U N




Service reliability is a firm’s ability to perform all order-

related activities and provide critical info

— Service reliability involves a combination of logistics
attributes beyond simply availability and operational

performance. For example:
— Damage free measures how many shipments arrive without
damaged products

— Error-free invoices measures what percentage of invoices contain

no errors

— Shipment matches order measures how many shipments contain
the exact amount of product ordered

— Shipped to correct location measures how many shipments are
made to the customer’s selected location

— Plus a capability and willingness to provide customers
with accurate information regarding operations and order
status

I
Source: BoweE»ot
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The perfect order is the ultimate in
logistics service levels

— The perfect order is an order that is

T

De
De
De
De
De

Ivered complete

ivered on time

Ivered at the right location

ivered in perfect condition

Iivered with complete and accurate documentation

nis requires the total order cycle performance to

be executed with zero defects

INVCHCE

U
Source: BoweE:ot
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Example of zero-defect performance

measurement | Therefore, the probability
Consider an order cycle that achieves that any order has a

the following performance levels for problem is 11.5%
shipments

97% delivered complete
97% delivered on time N
97% delivered in perfect condition _ On tme
97% delivered with correct documentation

Probability that any order will be

delivered with no defects is only 88.5%/

P8 z5ero defects) = .97 x .97 x .97 x .97 =

Accurate

invoicing g Z=y_ o Complete

-0-- actual

—o— target

order

ilgure 3.14 Radar gram showing the perfect order targets and achievements

Source: Bowersox




How much basic service should the supply
chain provide?

— Many firms establish their basic service

platforms using two factors

— Competitor or industry acceptable practice
Minimum and average service performance
levels have emerged in most industries

— The firm’s overall marketing strategy
High service levels needed to compete on basis
of logistics competency
Low service levels are more common when
competing on the basis of price

— Zero-defect approach is not taken
across the board for all customers

— Establish internal performance
standards for each service component to
reflect industry practice, cost and
resource requirements

MU

 MUNT
Source: BoweE:ot O N




Back-order measurement

Table 2.2 Comparison of dispatches for companies A and B (items dispatched in
week 37: analysis of lateness on orders dispatched)

Company A Company B
Delivered on time 10 30
1 week late 60 15
1 month late 20 40
3 months late 10 15
Total dispatches 100 100
120
100
80
60
40
[J Company A
20
1 l |—. M Company B
O l o 1 l l
2 > ) ) N\
Q‘Q@ . \\;\t‘\{b \QS\\%‘} K\S\%\é\- 6‘?
© N ‘b@

Figure 2.2 Comparison of dispatches for companies A and B
Source: Tony Wild: Best Practice in Inventory Management I\II
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Customer Service Elements for the Food
Industrv

TABLE 3-2Customer Service Elements for the Food Industry

Element 1995 2000
Product availability 98% 99%
Order cycle time 9 days 7 days
Complete orders shipped 90% 94%
Accurate invoices provided 90% of invoices 93%
Damaged products 1% 0.5%

Sources: Grocery Manufacturers of America and A. T. Kearney, Customer Service
Data for Food Industry (1995), 5. Used with permission.

V SLA - sledujeme metriky, pozadované hodnoty,
naprava




What is customer satisfaction?

Expectancy Customer 'Scat'i's'acﬁc;n
disconfirmation states if a S -
customer’s expectations of a '
supplier’'s performance are
met or exceeded, the

customer will be satisfied

If Perceived Performance > =
Expectations, then Satisfaction

If Perceived Performance <
Expectations, then Dissatisfaction

“"Customers will be satisfied if a supplier meets
or exceeds the customer’s expectations”

Source: Bowersox




Why customer satisfaction is not

sufficient
e

« Satisfied customers may not
be happy with the supplier’'s
performance

« Customer satisfaction focuses

on expectations - not customer’s

real requirements

« Considerable research

suggests that “satisfied” e What satisfies one |

customers still are likely to customer may not satisfy

defect other, much less all,
customers

— There is a tendency by
companies to treat all

Source: Bowersox customers as being equal
and identical




Low expectations always result in satisfied

customers

are not met?

HI

Performance MED

LO

Expectation
LO MED HI
Very Satisﬁed\ Very Satisfied Satisfied
Very Satisfied Satisfied Dissatisfied
Satisfied Dissatisfied Dissatisfied

N

MUNI

Sourcg: Bow
Figure 3.2 Satisfaction Is Not the Same as Happiness E BB @scN




Who is the customer?

— From perspective of the total supply chain
— End user of product in consumer market
— Company is customer in business market

— From perspective of specific firm within a supply

chain
— Intermediate customer organizations exist between the
firm and end users

— From perspective of a logistics manager

— Any delivery location
For example, consumer home’s, retail / wholesale
businesses, receiving docks of manufacturing plants and
warehouses

U
CON

Source: BoweE:o




The basic service platform is a commitment to
perform each basic element at a given level

Service platform for customer Service platform for customer

Avafbability level = Medium Avalability level = Low
Operational performance = High Operational performance = Medium
Service reliability = Above average Service reliability = Average

Operational
Performance
Level

Basic
Service
Platform

R Service
Availability Reliability Source: Bowersox
Level Level




Benchmarking of logistics service

Importance to customer Elements Performance
Low Medium High Poor Satisfactory  Good
/?"‘ Reliable delivery ik )

Order cvcle time
]/ * * /’/
7{ Delivery frequency * /

/Z Stock availability h ]
/ Quality of salespeople » i
/ Technical service <-

/ Order status information \ i

Customer B Company ® Keycompetitor

Figure 3.4 Competitive benchmarking —showing where there are opportunities to
improve service when comparing with customer requirements and key competitors
Source: Alan Rushton, John Oxley and Phil Croucher: Handbook of Logistics and Distribution Management
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Table 1.1 Different product ranges have different logistics performance objectives

Classic shirts

Fashion blouses

Product range

Narrow: few colours, standard
sizes

Wide: many colours, choice
of styles, designer labels

Design changes

Occasional

Frequent (at least every
season)

Price

Everyday low price

Premium prices

Quality

Consistency, conformance to
(basic) spec

High grades of material, high
standards of workmanship

Sales volumes

Consistent sales over time

Sales peak for given fashion
season

Order winners Price Time-to-market
Brand/label
Quality
Order qualifiers Quality Price
Availability Availability
Logistics priorities Cost Speed
Dependability Flexibility
Quality Quality




Jak zavest strategii zakaznickeho
servisu

— Musi vychazet z pozadavku zakazniku
— Musi byt nakladove efektivni a musi prispivat k
ziskovosti firmy
— Ctyri metody:
— Posouzeni urovne sluzeb na zaklade znalosti reakce
zakazniku v pfipadé vycCerpani zasob
— Analyzovani vzajemnych vazeb nakladu a pfijmu
— ABC analyza zakaznického servisu
— Provedeni auditu zakaznického servisu
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Prekazky efektivhiho zakaznickéeho servisu

— Neschopnost odliSeni specifickych trznich segmentu podle typu
sluzeb, ktereé tyto segmenty vyzaduji

— Prilis horlivi obchodni zastupci

— Neinformovany nebo nevzdélany management
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Politika zakaznického servisu

— ldentifikace zakaznickych
segmentu/typu zakaznika a
hlavnich elementu
zakaznického servisu

— Uréeni dulezitosti kazdého
z elementu zakaznického
servisu

— Jak si podnik vede a jak si
stoji v porovnani s
konkurenci

— Vytvoreni balicku
zakaznického servisu

— Jak budeme kontrolovat a
monitorovat

39 zapati prezentace

{Score from [—6; | = not at all important, 6 = extremely important)

Please circle

How would you rate these different elements of customer service?

Frequency of delivery | 2 3 4 5 &
Reliability of delivery I 2 3 4 5 &
Stock availability and continuity of supply I 2 3 4 5 &
Orders filled completely I 2 3 4 5 ]
Order picking accuracy
Improvement Importance Timescale Cost Difficulty
Increase the number of orders high short medium medium
that are checked
Re-train operatives regarding the high short low low
importance of picking accuracy
Create continuous feedback high medium medium medium
information from customers
Upgrade warehouse management medium leng high high
system for picking

?E Delivery frequency ill; 1 /

/

Stock availability

<

Quality of salespeople

A

Technical service

&

Order status information

# Customer X Company @ Key competitor




Identify the main elements of service Pre-survey and
and identify market segments survey preparation

|

Determine the relative significance of
each service element

Survey completion
' and analysis

Establish company competitiveness at

current service levels offered

!

Identify distinct service requirements for

G alysi
different market segments Ap anafysis

!

Develop specific customer service

packages Implementation

L |

Determine monitoring and control

Measures
procedures

VVV NV

Figure 3.6 An overall approach for establishing a customer service strategy
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To sum up

— Logisticke sluzby a jejich nabidka ovliviuji zakaznika — maji vliv na
uroven zakaznického servisu

— Existuji rtzné metriky pro zakaznicky servis, je tfeba je vzdy
nadefinovat

— Nesnazme se uspokojit vSechny zakazniky

— Pri tvorbe strategie zakaznickeho servisu je treba brat v potaz
zakaznika — kdo je zakaznikem?
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Dekuji za pozornost
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Poskytovatele logistickych sluzeb

— » Operatofi dopravy;

— » Dopravci;

— « Zasilatelég;

— » Poskytovatelée logistickych sluzeb na urovni Third Party Logistics;

— » Poskytovatele logistickych sluzeb na urovni Fourth Party
Logistics.

— poskytovatelé kuryrnich, expresnich a balikovych sluzeb
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3PL a 4PL - poskytovani logistickych
sluzeb

— Prvnim predpokladem uspesnosti outsourcingu je, ze si podnik
musi ujasnit sve cile.

— posoudit mozna rizika a zvazit, jestl

— vytésnenou cinnost presunout celou na jednoho poskytovatele
nebo na nekolik samostatnych

— Druhym predpokladem je ujasnit si vztahy s poskytovatelem. Je
potreba dohodnout si

— cenu za poskytovane sluzby, odpovednost mezi obema partnery,
Zpusob méreni

— a vyhodnocovani, dale si upresnit rozhrani na tocich zbozi a
informaci a pohotovost

— poskytovatele.

I
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Last mile delivery

— customers want shipping that’s free and fast, it also happens to be
the most expensive and time-consuming part of the shipping
process

— Last mile shipping can account for 53% of a shipment'’s total costs.

~ PROC?

— Rychlost

— Pocet zastavek

— Nedodani (5% od LMD)

— Vraceni zbozi (20 % v e-commerce)
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