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https://www.youtube.com/watch?v=GAIQfO7wkjY

v Customer
Experience

All touchpoints and needs a
customer has, from awareness
to inspiration, discovery and
conversion. interactions and
usage of our channels &
products. Transport to and from
the travel destinations. All to
enjoy accommodation and
experiences on holiday.

FLIGHT v E; PRE-HOLIDAY SERVICE

TRAVEL BACK Home
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Customer Journey
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Resulting well in brand advocacy
and retention if all went well.

ACCOMMODATION
EXPERIENCE




Organizational set-up
CX NL - Start mei 2016




ORGANISATIE VAN CX — VERSCHILLENDE MATURITEITSFASEN P

ONTWIKKELING CX IN DE ORGANISATIE \V/ TuI

CX-oriéntatie in

Invioed CX op
beleid en operatie

de organisatie
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Staf Staf- Staf (beleid) Staf (beleid) Sturende lijnafdeling Samen- Strategische
verkoop- directie Ondersteunend  Codrdinerend werkende CX-afdeling
leider lijnafdeling

Assistentfase Servicefase Lijnfase Integratiefase

Omvang CX-afdeling

Mate van customer centricity



NPS LH +8.7
(postholiday) 353

Upgrade TUI
fly On-board
Service __
concept™

Expected* Increase Actual NPS
NPS

-3,6% detractors
+5,2% promoters

CX strategy & NPS =11
as Board KPI adopted

Q116 Q2 Q3

(Re)start CX

Journey mapping

NL team == R
CX benchmark g:ﬁu‘-

1 edlss
i i I(EAI KLM
@ transavia tEGON

A.S.A pilot =

CSAT +1

QM: Hotel
portfolio
revision=—

Q4

Zacht Groen

Start Quality -
Management NL

Start Performance & =
Reporting Manager

Infographics & townhalls=11

Amassado -1l
WOW program™

Q2 Q3

CERTIFIED
CUSTOMER
EXPERIENCE
PROFESSIONAL

Insights
training

Integration of Belgium QM team



Organizational set-up
CX BENE - 2019

CX BENE MT

Strategy
Reporting
Analytics

Journey design
Cross-functional
interventions

Tactical
Continuous
Stakeholder mgt



From strategy to steering

CX-oriéntatie in
de organisatie

Invioed CX op
beleid en operatie
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Best CX strategy (silver)

ICXA'

'ul'u \$" o~

S {mf }.‘v’:‘

4

u-'

World
Class

Excellent

80

70

60

= p

50

40

2017 - 2019 o
== NPS+20 Bl Data-driven CX to drive +20 NPS growth
Good 10 r—
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Staf Staf- Staf (beleid) Staf (beleid) Sturende lijnafdeling Samen- Strategische
verkoop- directie Ondersteunend  Codrdinerend werkende CX-afdeling
leider lijnafdeling

Assistentfase

Servicefase

Lijnfase

Integratiefase

E— Omvang CX-afdeling

Mate van customer centricity



TUI Group CX
End 2019 - the beginning

Design & Implementation Quality Management

-




The @&:594:2.0 framework \/. .

v

Customer
Strategy
CX Design &
Innovation
Consumer Cg:t‘::;:r‘
Insights oo
Quality
Management

& Reporting Data- vs. \(alue-

6-Disciplines - Customer Experience framework

o
et | [l
Design, Metrics, Organiational  Culture

Innavation




Travel no longer business as usual... U Tul

|92
Ly oY TUI
Heathrow Airport cuts flights and
warns more could come

HEALTH CONCERNS ? CHANGING REGULATION TESTING & QUARANTINE?

EXTRA-CLEAN CABINS FACE MASKS
SERVICE WITH A SMILE SOCIAL DISTANCING CASHLESS SERVICE




Customer Strategy

\Y

How to create sustainable
competitive advantage

/ Customer

- . Strategy
i : E T \

Consumer

Insights

CX Design &
Innovation

Quality
Management
& Reporting

Customer
Centric
Culture




Our Customer Strategy

We know that happy customers
drive long-term growth, which is
why the world’s leading companies
focus on designing differentiated

and consistent experiences. T Our customer strategy defines how
i:.u: we will deliver this to our customers.
Our purpose — TUI creates the
moments that makes life
richer - reminds us why we are
here. € v




Our Customer Strategy

Financial Value per PAX by NPS Group

_— (FY22)

""" +200
L=l A\

QBH
“ ¢ +300 T

We know that happy customers
drive long-term growth, which is
why the world’s leading companies
focus on designing differentiated

ag.
and consistent experiences. L
)
i Promot Passi Detract Non-Respondent
romoter assive etractor on-responaen
Happy employees |ead to happy Repeat Value M Base Value
Customer\S Who become brland WOM, Socical media & Review Value -Comp\a'\mtSVa\ue
promoters that spend more and
|
return more often. € ! Value for money
v
a If we play this well, we will truly offer customers value for money and

set ourselves apart from competitors. This will not only help us grow
future customer segments, but also brings customers back to us
again and again.

A\



Customer Centric Culture

v
Customer
Strategy
_ CX Design &
Experiences I n novation
Consumer
Insights
WVANNRRE ™2 g o WERERANE T TR TR
A _" .* ’ _ Quality
Management
& Reporting

Customer Centricity Program bringing to life guiding
principles connecting all TUl employees around the customer
Giving a sense of purpose & connection during Covid times

<

Customer
Centric
Culture




Makers of Happy
The strategy behind the culture program

Customer Story Wall

How did you make our customer happy?

Nz

. A memorable launch
event and visualisation
that introduces our new

guiding principles

Customer centricity 2 3

| is celebrated,
recognised and Celebrate Change
rewarded on both a

A platform that
globally connects
colleagues around

our customers

) ke Wl Ui

Consistent standards [ECUASIITIE
driven by a set of
memorable &
measurable actions

fundamentals right . for cust o sco
9 or above, we need to also build smart.




Makers of Happy
Continous development

@ Exprience 2.0

CONNECTING THE MAKERS

A year round program
that allows office
colleagues to engage
with customer facing
teams & customers, to
learn from them and
vice versa.

Connecting the Makers: UK Airport visits

CELEBRATE THE MAKERS
[ |

22 m
Maker of Happy

Entar name of coeague here l
Esrden desartmc

Creating & embedding a
recognition framework to
celebrate customer centricity.
MoH in full employee lifecycle

Celebrate achievements and
elevate stories to inspire

Scan the QR-code

colleagues =
VOICE OF THE MAKERS Ongoing Engagement
. 6

Giving ool.leagues an Continuously show what it & — -
opportunity to share CX i"ﬁc;;ﬁb"ﬁ“;%"w means to be Makers of

feedback on the - i g.. Happy and how to adhere e !
Customer Journey. Al to the values in your role. - -

r%u“n y e 1 :’




Customer Centric Culture

v

Customer

Strategy
CX Design &
Innovation
Voice of the Customer Consumer CgStomel‘
entric

YoY:  Comparison with Februsry 2022

U7 oo M
& Reporting

PAX ( JREAKDO 30URCE MAR
‘Month FYTD  Promoters Pessives  Detrsctors =% - == — | B

in-moment feedback + Analytics .
Insights
& Culture
TUI GROUP CX INFOGRAPHIC Qual ity
Management
aw o5 @8 M 48 52 36 38 51

Trgt  60%  27% 13% Ne24462  Ne19.083 36
MoM: 42 () 10O 10 50 20 “0
Yo¥: 76 o 30 Pt 120 +18@ (1]
LIDAY EL HOME VEI

Engage stakeholders on their CX
performance with mitigating actions




Data-driven CX

Measurement Framework

Topics & Dashboards &
KPI's Sentiment Infographics
Customer Lifetime Value
Retention
0
Benchmark NPS S/IO(;}?'
Brand KPls ecie
We make it Post-holiday NPS
. Meaningful
Voice of Open
the c » comments
Cuystomer : motional drivers
e 'make it personal CSAT: Customer Satisfaction
(Time well spend) (touchpoints)
Complaints
25 il
CES: Customer Effort Score (web) e
We make it happen GCR: Goal Completion Rate (web)
(Time well saved) FTF: First Time Fix (Solve on Spot) ” o @ P
Contact e D Eenal Becd
— Reasons e Y
AHT: Average Handling Time pal [l
Voi fth VOP Contact volume N @
Toeor e __ Delay Time, #DBC flights ol 2 e,
APP/Web/Mobile usage data fecéfsagsf
Voiceofthe  VOE Colleague Engagement scores
Employee

Contact reasons




Data-driven CX

Measurement Framework Active usage across
markets & functions

KPI's

Customer Lifetime Value
Retention

Benchmark NPS

Brand KPls
We make it Post-holiday NPS
Meaningful
Voice of
the
Customer We makelit personal Emotional drivers

CSAT: Customer Satisfaction
(touchpoints)

(Time well spend)

CES: Customer Effort Score (web)
We make it happen GCR: Goal Completion Rate (web) _
(Time well saved) FTF: First Time Fix (Solve on Spot) >10 k TUIl users with access

AHT: Average Handling Time

. VOP Contact volume
Volgiicfstshe Delay Time, #DBC flights >1.5 mio dashboard views FYTD
APP/Web/Mobile usage data :
Voiceofthe  VOE Colleague Engagement scores
Employee

Contact reasons




CX Design & Innovation
Tackling pain points & adding value

Customer
Strategy
CX Design &
Innovation
Consumer Cg:t‘::;:r‘
Insights oo

Management
& Reporting

Continuously
improving the
customer journey

TRAVEL g4,
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INSPIRING

We make it meaningful

We inspire by sharing expertise
We empower discovery
We create moments that matter

We go al
We do this for everybody, and the world around us

Senior Service "

Energized Adventurers

TUI creates the moments

that make life richer




Delivering on our Guiding Principles

& N

Solve on the Spot

Moment Maker

We create moments that matter

We're sorry James,

We make it right if something goes wrong

300K cases logged FY23

55% in destination

The flight was great, my daughter was scared
of flying, the crew were lovey, reassuring her and
gave her a certificate




Delivering on our Guiding Principles
On holiday service

/ Digital+ service \

Physical Service

@

64

q
Assisted Digital Service

Points of Interest

%

We inspire by sharing expertise

We make travel easy

Digital Self-Service
3-tier service model

We listen and do what's right for your unique needs

/Smart Personalisat%
® &

i l

Travelistas

Customer Segments & Needs



TUI Group CX
2023 Organization

Design & Implementation Quality Management Consumer Insights




CX-oriéntatie in
de organisatie

Invioed CX op
beleid en operatie

[

‘CX team of the year’
‘Customers at the heart of everything'
‘Customer Centric Culture’

2022 - 2023
——
NPS+11

Staf Staf- Staf (beleid) Staf (beleid) Sturende lijnafdeling Samen- Strategische
verkoop- directie Ondersteunend  Codrdinerend werkende CX-afdeling
leider lijnafdeling

Assistentfase Servicefase Lijnfase Integratiefase

E— Omvang CX-afdeling

Mate van customer centricity



7 Golden rules after 7 years CX

Benchmark & keep looking outwards

Balance strategy (CX) & hands-on action (QM)
Quantify your results in a consistent set of KPls
Create optimal mix of head (data) & heart (values)
Build a colorful & knowledgeable team

Build a strong internal network (movement)

Make customer centricity owned company-wide

And enjoy that you’re fighting the good cause ©
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