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Individualni retézec (postup, sled)
poskytovan¢ sluzby

Sluzby byvaji nabizeny ve variantach

Kazdy zakaznik si vybira takovy sled sluzeb (Ci
jejich soucasti), ktery mu vyhovuje a odpovida
jeho pranim, potfebam a pozadavkum

= Napr. nekdo vyhleda radu prodavace, nekdo naopak

vybira nejradeji sam.

Na poskytovaném fretézci sluzeb se muze

podilet vice poskytovatelu sluzeb

= Napr. zajezd (pro zakaznika vlastné jeden
produkt/sluzba, na ktere se ovsem podili mnoho
poskytovatelu dil€ich sluzeb)




Proces poskytovani sluzby

LiSi se pohled zakaznika a poskytovatele

m Kazda strana ma svoje preference a sleduje na prvni
pohled odlisne cile

= Principialne by ale nejdrive meélo dochazet k
pochopeni zakaznika (jeho preferenci a duvodu
k rozhodovani, ale i obav, vhimanych rizik), na coz by
pak firma méla reagovat



Service Blueprint (,,otisk sluzby*)

rozlisuje pohled konzumenta (zakaznika) a
producenta (poskytovatele)

vhima dulezitost outsourcingu, ale i fyzického
prostredi (physical evidence) pro proces
poskytovani sluzeb




Piidana hodnota v procesu
poskytovani sluzeb

,2hodnotovy retezec"”

Proces poskytovani sluzby nezacina u

poskytovatele sluzeb, se kterym prichazi

zakaznik do kontaktu, ale uz u podniku, ktery

napfr. vyrabi potfebné pomucky pro

poskytovatele sluzeb apod.

= Priklad — letecka preprava (zaCatek je u vyrobcu
letadel)

Kazdy z podniku, které se podileji na

poskytovani sluzby, pridava urcitou hodnotu do

celeho procesu (a je odmenovan marzi/renditou)




The Value Chain for American Airlines

Firm Finance Accounting Regulatory Legal Quality
Infrastructure Compliance Management
Human Recrpiting, Hiring, Training, Devel i3 ' d
o T .--
st ecrpiting, Hiring, Training, Deve Ioplmmlt, ompensation, an
Labor Negotiations %
Management ®
=
. &
Technology - Computer Reservation System and - ?
Development Electronic Ticketing
» Aircraft * Fuel * People » Mediaagency | * Transportation
Procurement

acquisition * Food MOVErs Services Services

* Route Selection |+ Gate Operationy * Baggage * Promotion » Lost
» Flight Scheduling]  Ticket Counter | System * Advertising Baggage
* Crew Scheduling| Operations » Flight » Frequent Service
* Yield Mgt. » Aircraft connections Flyer * Complaint
System Operations * Rental Car * Travel Agent Follow-up
* Onboard and Hotel Programs
Service Reservation * Group Sales I.*.r%
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Inbound Operations Outhound Marketing Service
Logistics Logistics and Sales

Ramsey, A. (-2016). Competing through IT and the Value Chain. Dostupné na: https://slideplayer.com/slide/7995918/
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Cile poskytovatelu sluzeb

Ziskani konkurencni vyhody
= v dlouhém obdobi (to znamena dynamickou,
prizpusobujici a ucici se firmu)
= ve stfednim (kliCové kompetence/znalosti firmy)
= | kratkém obdobi (omezené vyhody produktu)




Metoda bi-z6n (Hazdra et al., 2013, s. 130-)

Co vidi zakaznik
Zona viditelnosti

Zona interakce

Cara viditelnosti

Zona interni interakce

Co vidi
pouze firma

Zona podpurnych procesu




Customer journey map
Service blueprint
Customer experience map




Rail Europe Touchpoints by Channel

Research

Stage & Planning

Channels
Website

Call Center

Mobile

Communication
Channels (social
media, email, chat)

Customer Relations

Non-REI Channels

Non-linear, no time
restrictions

Shopping

Booking

Pre-Travel
(Documents)

Travel

Post-Travel

Maps

Test intineraries
Timetables
Destination Pages
FAQ

General product
& site exploration

Order brochure
Planning (Products)
Schedules

General questions

Trip ideas

Chat for web nav help

Trip Advisor
Travel blogs
Social Media

General Google
searching

Linear process ,W

Schedule look-up
Price look-up
Multi-city look-up
Pass comparison

Site navigation help

Schedules

FB Comparator
Email questions

Chat for website nav help

Airline comparison
Kayak
Direct rail sites

Non-linear, but
time based

—_

Web booking funnel
- Pass

- Trips

- Multiple Trips

Automated booking payment
Cust. Rep booking
Site navigation help

Mobile trip booking

Chat for booking support

Expedia

A VAW

Select document option (from
available options)

- station e-ticket
- home print e-ticket
- mail ticket

Call re: ticket options
Request ticket mailed

Reslove problems (info, pay-
ment, etc.)

Email confirmations
Email for general help
Hold ticket

Contact page for email or phone

Call with questions regarding
tickets

General calls re: schedules,
strikes, documents

Access itinerary
Look up schedules
Buy additional tickets

Ask questions or resolve prob-
lems re: schedules and tickets

Travel Blogs
Direct rail sites
Google searches

Complaints or compliments
Survey

Request for refund, escelation
from call center.

Trip Advisor
Review sites

Facebook

Risdon, Ch. (2011). Anatomy of an Experience Map. Dostupné na: https://articles.uie.com/experience_map/



SERVICE BLUEPRINT 701

A diagram that visualizes the relationships between different service
components (people, props, and processes) that are directly
tied to the touchpoints throughout the customer's journey.

EVIDENCE

CUSTOMER
JOURNEY

LINE OF
____________________________ - = = ' INTERACTION

FRONTSTAGE

EMPLOYEE
ACTIONS

TECHNOLOGY %

N LINE OF
VISIBILITY

BACKSTAGE
—
ACTIONS —>

LINE OF
—————————————————————————————— INTERNAL
INTERACTION

SUPPORT -\
PROCESSES -7

Nielsen Norman Group. Service Blueprints: Definition. Dostupné na: NN/g
https://www.nngroup.com/articles/service-blueprints-definition/
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SERVICE BLUEPRINT Additional Elements

METRICS
EVIDENCE
TIME 00:00:00 00:00:00 00:00:00 00:00:00
N
® ? T ® >
CUSTOMER
JOURNEY
/N
LINE OF
_____________________________ R INTERACTION
A
FRONTSTAGE
EMPLOYEE
ACTIONS
TECHNOLOGY 9 ﬁ
N LINE OF
VISIBILITY
- ® @
BACKSTAGE
ACTIONS 9
LINE OF
——————————————— _-—— - - — = = = = = = = = |NTERNAL
INTERACTION
SUPPORT N
PROCESSES =7

REGULATIONS
Nielsen Norman Group. Service Blueprints: Definition. Dostupné na:
https://www.nngroup.com/articles/service-blueprints-definition/ NNGROUP.COM NN/g
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SERVICE BLUEPRINT Example

TIME 5-25 mins Prosssssnncccnnnnnnssnansssan 2050 mins sesssssssssssnsnssnsnnnnssnnes 1 512 35 20-32 mins
days seconds
EVIDENCE Website Retail location Employee’s name tag Credit card Appliance
Store signage Product description Store reciept

Delivery reciept
Appliance signage Price tag

CUSTOMER Visits website Visits store, —» Discusses features, 3  Makes purchase Notified of Appliance
JOURNEY — ice, availabil " ik
browses price, availability, delivery ETA delivered
appliances + with salesperson
sales N
A M
LINE OF — — — — — — —-— - o - — — — — o — — - — — — — - o w— — — — — — — -_— W -
INTERACTION
FRONTSTAGE
Welcomes to Checks inventory Provides
EMPLOYEE store and delivery times delivery time
ACTIONS
W A T
Autormated
TECHNOLOGY Support chat call with date
of delivery
LINE OF
VISIBILITY
BACKSTAGE
ACTIONS Responds to Inventory manage- SN Point of sale Fullfillment - Accounting
chat questions ment system system queue
™
LINE OF
INTERNAL o o o o o oo oo oo oo oo oo oo oo oo oo e oo oo oo oo o= -—— -— e - - - = e s .
INTERACTION
Analytics logs Foot traffic Payment Appliance 3 3rd party
SUPPORT visitor scanner process distributor delivery service
PROCESSES

Nielsen Norman Group. Service Blueprints: Definition. Dostupné na:
https://www.nngroup.com/articles/service-blueprints-definition/ NN/g
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Rail Europe Experience Map
Guiding Principles

service that is respectful, effective
and personable.

Rail booking is only one part of people's larger People build their travel plans over time

travel proc

Peopla chocse rail travel becausa it is
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adaptive path _
~ 7 Risdon, Ch. (2011). Anatomy of an Experience Map. Dostupné na: https://articles.uie.com/experience_map/



Nielsen Norman Group. When and How to Create Customer Journey Maps. Dostupné na:
https://www.nngroup.com/articles/customer-journey-mapping/

SCENARIO

GOALS AND EXPECTATIONS

. ZONEA
The Lens

 ZONEB
The Experience

OPPORTUNITIES

OPPORTUNITIES

OPPORTUNITIES OPPORTUNITIES

GHTERHEL OWNERSHIP

INTERNAL OWNERSHIP

INTERNAL OWNERSHIP INTERNAL OWNERSHIP

ZONE C
The Insights

1 NNgroup.com
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