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Egnatium at a Glance
Egnatium is the trademark of Egnitus Holdings Pty Ltd, a leading provider of organizational growth to private and public sectors around the world.
With an established and reliable network within Australia, South East Asia and the Middle
East, our clients enjoy the strength of a global network with the familiarity of a local presence.
Through the SCALE approach, Egnatium helps clients build & improve processes &
people in 5 areas - Strategy, Competency, Appraisal, Learning & Experience of Customers
(SCALE).
I. STRATEGY
Design, develop and refine strategic or scenario plans with Egnatium Strategy Execution
& Health Check, Cloud Based Software that allows you to formulate, test and execute your
strategic and business plan and track its execution on periodical basis. Build people to
master strategy formulation & execution with any of our 5 workshops on:
1. Strategy, Formulation & Execution 2. Business Awareness and Acumen 3. Strategic
Planning 4. Scenario Planning Envisioning the Plausible Future and Possibilities 5. Manpower Planning 6. Balance Score Card (BSC)
II. COMPETENCY
Egnatium Competency Package includes Egnatium Consulting to draft, design & implement competence frameworks & maps for each function in any organisation. Includes
Competency Software module that helps to make leadership decisions based on solid
scientific evidence through the collated performance data you have collected over time, so
that you are promoting the best potential and strengthening your position corporately.
Workshops on competency include:
1. Designing and Implementing Competency Framework 2. Competency Based Recruitment & Selection 3. Design, Implementation & Evaluation of Assessment & Development
Centres 4. Talent Management 5. Career Plan 6. Succession Planning

III. APPRAISAL
To enable a much speedier revision & execution, Egnatium’s Appraisal Package contains
pre-built KPI libraries giving you an easy way to implement consistency across the entire
workforce, from the CEO to the Cleaner. It also provides a dashboard overview to quickly
display the individual and organisational performance and ensures a performance trace
making appraisals quick and effective by highlighting the areas to be commended or needing attention. Includes any of the following workshops:
1. Designing a high performing culture 2. Implementing High performing culture among
your employees 3. Diagnosing Poor Performance in your organization 4. Designing &
Implementing Compensation and Benefits Framework 5. Employee Engagement
IV. LEARNING
Egnatium Learning includes a holistic approach to building talents where we build for our
clients Tailored Corporate Learning Academy/University, structuring Individual Learning
& Development Plans based on Competence Maps or Closing the Gaps.
Implemented with a Blended Learning Approach with hundreds of hours of online learning and classroom workshops.
With Egnatium Learning Management System (LMS) you can also centralize the Learning & Development function in one easily accessible online resource, which all departments can tap into for their instructional requirements. Includes workshops on creating
world class learning processes & systems:
1. Instructional design 2. Designing & Implementing Blended Learning Environment 3.
Designing & Administering Learning Plans 4. Competency Based Learning Needs Analysis 5. Measuring the ROI of Learning Intervention
V. EXPERINCE OF CUSTOMER
Egnatium Experience Consulting & Solutions help clients evaluate and improve the
experience at every customer touch point & taking responsibility of the relationship with
your marketplace. Includes workshops on:
1. Customer Experience Management 2. VOC & Six Sigma 3. Service Excellence 4.
Customer Complaints Management 5. Customer Satisfaction Measurement 6. Service
Quality & Mystery Shopping 7. Designing and implementing Customer Loyalty.

Some of Our Clients

“Live as if
you were to die
tomorrow.
Learn as if you were to
live forever.”
― Mahatma Gandhi

EXPERIENCE MANAGEMENT
The most powerful credibility builder in
any marketplace is how you are
perceived. This is discovered through the
experiences your customers have.

Customer
Experience
Management
Strategic Planning
Course Overview:
What makes us decide on where we choose to buy our morning coffee?
Answer: Customer experience.
We pay more because we invest in the experience as opposed to the product or the service.
Therefore, in this ‘experience economy’, offering your clients a rewarding experience can raise your
profit margins and help you differentiate yourself from competitors.
A two day practical learning experience targeted at business success through improving your organisation’s customer experience.
This training workshop will suit Marketing Managers, Customer Experience Executives, Complaints
Management and Customer Relations Managers.

Learning Outcomes:
By end of this workshop you will be able to learn on how to:
1.
How to design consistent customer experience and flow
2.
Create a customer feeling that is meaningful, unique and valuable through a consistent,
branded customer experience
3.
Implement your new customer experience strategy using new building blocks based around
framework, people, leadership, products/services, processes
4.
Build a better business through customer experiences

Model # 1
Introduction to Customer Experience Management
▪
▪
▪
▪
▪
▪

What and why customer experience
Evolution of Customer Experience Economy
Customer experience VS CRM
Customer experience VS customer satisfaction
Customer experience VS customer engagement
Customer experience as a key source of sustainable marketing
differentiation
The cost of doing nothing
The business benefits of managing customer experiences

▪
▪

Activity #1
Assess your organisation’s current status of Customer Experience.
Present your score

Model # 2

Customer Experience Framework
▪
▪
▪
▪
▪
▪

Going beyond satisfaction
From loyalty to advocacy
Defining Customer Value
Designing a branded customer experience
Achieving consistency
Touch points, Moments of Truth and Word of Mouth

Activity #2
How much does it cost your company to get 1 customer? When is that
customer an advocate?

Model # 3

Building Blocks of Customer Experience - Leadership
▪
▪
▪
▪
▪
▪

Leaders that deserve to be followed
Understanding your Customers
Unleash the Power of People
Manage the Business from Customer Experience
Measure employee satisfaction
Creating leaders at every level

Activity # 3
Case Study: Admiral Horatio Nelson

Model # 4
Building Blocks of Customer Experience – Triad Power /
Organisation
▪
▪
▪
▪
▪

Triad Power consists of Marketing, Human Resource and
Operations
Role of Marketing
HR Role
Operation Role
Partnership behaviours

Activity #4
Video: What it takes to implement customer experience

Model # 5

Building Blocks of Customer Experience – People
▪
▪
▪

Hire people that can deliver your experience
Training to deliver experience
Reward the correct behaviours

Activity #5
Discuss in your group and select one organisation and list the competencies that you must have and how you are going to uncover them.
Present your findings.

Model # 6

Building Blocks of Customer Experience – Sales
▪
▪
▪
▪
▪

Segment and Drive and Build personalisation
Sales Process re-design to create customer value
Align Sales process with your Organisation
Train, coach and reward the desired behaviour
Manage the sales process to deliver branded customer
experience

Activity # 6
Video: Better listen to what the customer’s got to say

Model # 7
The need for cross-functional alignment to deliver customer
experience consistency
▪
▪
▪
▪

Integrating high tech with high touch
Aligning inside with outside
Capability management techniques and tools
Assessment of planning capabilities in delegate organisations

Activity #7
Identify all channels where you interact with customers in your
company and tell us about the underlying principles that connect them

Model # 8

Building Blocks of Customer Experience – Product
▪
▪
▪
▪

Branded Product experience
Building the VOC in your Product Development
Pitfalls to avoid in Branding the product experience
Educating sales and operations on the product

Activity #8
Case Study: Pepsi BluePresent your findings.

Model # 9

Revitalising your brand – Keep the Edge
▪
▪
▪

Revitalising your brand
Keeping the Edge
Using Emotional Dimensions

Model # 10
Putting it all together
▪
▪
▪
▪

What happens next?
Review of delegate assessment results
Production of gap analysis and action plans
Customer Experience Tool Kit

Activity #10
Individually complete the “What is Next” sheet.

Complaint
Management

Course Overview:
In today’s world it is not enough to make complaining customers satisfied. The complaint should feed
back into a process that can identify its root cause which can conclude in 3 outcomes, elimination,
improvement and innovation.
This program is designed to change the attitude and mindset of participants about complaint
management and the impact it has on any organization. The workshop will provide you with tools and
mechanism to transform your complaint management system from back office operation to strategic
operations.

Learning Outcomes:
By end of this workshop you will be able to learn on how to:
1.
2.
3.
4.
5.
6.
7.
8.
9.
10.

Explore the changes impacting the current organization environment.
Determine the financial impact of bad service & churn on yourorganization.
Manage expectation to enhance customer experience.
Develop a world class complaint management process.
Incorporate continuous improvements into your complaintmanagement process.
Utilize the voice of the customer & employee (VOTC & VOTE) to Innovate and improve
product & processes.
Differentiate your organization through great customerexperience.
Evaluate best practices in complaint management.
Obtain a framework for design & implementation.
Identify measures to benchmark improvements.

Model # 1

Financial Impact of Churn on your Business
▪
▪
▪
▪

Model # 2

What is Churn
Percentage of Churn related to poor service
Total Financial Impact of Churn on the Business
Financial Models to Calculate the impact

Definition of Complaints
▪
▪
▪
▪
▪

What is complaint, feedback and enquiry
Total Voice of the Customer (VOC)
How you can define it in your organization
Attitude to Complaints
Best Practices in Complaints Management Process

Model # 3
What Does a World-Class Complaint Management
Process Look Like?
The operational framework forthe customer complaint managemen
process includes:
▪
▪
▪
▪
▪
▪

Model # 4

Education, awareness, and issue identification in the customer
contact process.
Information capturing, issue assessment, action planning,
escalation handling, and case closing in the fulfilment process.
Initiation of customer contact, accountability, and satisfaction
execution methodology in the validation process.
Quality as surance, performance measurements and standards.
Overview of where complaints management sits as part of an
overall customer relationship strategy
Overview of the complaints process

The Contact Process
▪

▪
▪
▪

All the issues related to customer awareness creation or
education, accessibility to the organization to complain and
availability of the right staff who can quickly discern a complaint
from other types of issues
This would include addressing the development of an effetive
definition of complaint.
Development of a customer engagement map for each
organization represented indicting all the “touch points” or
“moment of truth” and determination of the “points of pain”
The key management questions and sharing of the pre-work shop
benchmarking information between delegates

Model # 5

The Fulfilment Process
▪
▪

▪

Model # 6

▪

A brief start would be made in looking at the process customers
are taken through to resolve their issue.
An overview of the elements of this process would be discussed
and delegates would be asked to input their current approach for
the benefit of the larger group noting what each does to
customer Initiation contact process fulfilment process
management process validation process escalation process
ensure successful resolution of complaints and preservation of
customer relationships
The fulfilment process would be discussed in detail including
areas such as:
- The 4-step systematic cycle of customer interaction
(understand, assess severity, negotiate, follow-through)
- Training/people development and key HR alignment
issues
- Coding system and key characteristics
Reference to the engagement map

The Validations Process
▪
▪
▪
▪
▪

Validation survey
Gaining critical feedback from customers as to their satisfaction
with complaint resolution
How to design an effective survey for your organization and how
to implement it
Key event surveys
Problem detection surveys

Model # 7
The Escalation Process
▪
▪
▪
▪

Escalation of complaints
Establishing criteria
Ensuring an effective and efficient process
The key management questions and sharing of the pre-work
shop benchmarking information between delegates

Activity #7
Case Study: Ford Motor

Model # 8

The Management Process
▪

Model # 9

The focus is on how organizations use information from their
complaints process. This would include a review of:
- What information is collected and reviewed

Making use of the VOC
▪
▪
▪

Basing you actions on voice of the customer
Problem solving Tools to use
Six Sigma Application

Customer
Life Cycle
Management
Strategic Planning

Course Overview:
Customer life cycle is a term used to describe the progression of steps a customer goes through
when considering, purchasing, using, and maintaining loyalty to a product or service.
This three-day workshop is designed to give marketing professionals, business owners and sales
executives an end to end view of the customer life cycle. This approach as opposed to a fragmented
approach to marketing, sales and service quality helps professionals to complete the big picture and
understand the sequential activities involved during the customer life cycle.

Learning Outcomes:
By end of this workshop you will be able to learn on how to:
1.
2.
3.
4.
5.
6.

Define customer life cycle and list the phases involved in customer life cycle.
List the golden rules of marketing and apply them during the entire customer life cycle.
List the stages that the prospect navigates through during the marketing phase and list the
building blocks great brands.
Apply sales to the customer buying process and list the questions to ask during the entire
customer buying cycle.
Bridge between marketing and operations to ensure that branded customer experience is
delivered during the service delivery stage.
List the activities and tools used during the customer management stage to ensure that the
customer life span and lifetime value as well as equity is maximised.

Model # 1

Introduction
▪
▪
▪
▪

Definition of Customer Life Cycle
Why market to Customer Life cycle
Phases of Customer Life Cycle
Golden Rules of Marketing

Activity #1
ADR Strategy application and impact on the organization

Model # 2

Marketing Phase
▪
▪
▪
▪
▪

How does a prospect navigate during the marketing phase
What is Branding
Building Blocks of great brands
Dynamic Response Marketing
Egnatium branding manual and application

Activity #2
Egnatium Dynamic Response marketing and demo on Infusionsoft.

Model # 3

Sales Phase
▪
▪

▪
▪
▪
▪

Evolution of Sales process
Customer buying Process
- Recognition of Needs
- Evaluation of Options
- Resolutions of Concerns
- Purchase Decision
- Implementation of Purchase Decision
- New Needs
Egnatium Appraisal Suite
Learning Modules and Proposals
Consulting Modules & Proposal
Egnatium Appraisal software and proposal

Activity # 3
Handover the Egnatium Appraisal Sales materials

Model # 4

Service Delivery Phase
▪
▪
▪

Impact of Service delivery on Customer Experience
Service Quality gaps
Measuring Service Quality and tools involved

Activity #4
Handover the Egnatium Appraisal Service Quality Standards

Model # 5

Customer Management Phase
▪
▪
▪
▪
▪
▪

Customer Relationship Management CRM
Customer Experience and tools used to measure the customer
experience
Customer Equity, life span and Lifetime value
Customer Engagement Cycle
Customer Complaints Management
Six Sigma and Service Recovery and prevention tools

Activity #5
Demo of Egnatium CRM and hands on leads generation and project
management.

Customer
Satisfaction

Course Overview:
Maintaining customer satisfaction, loyalty and retention is integral in today's business because this
increase profit and improves the customers’ base health. This course answers the fundamental
questions companies would need to know, such as:
Are we measuring customer satisfaction the right way?
What are the pitfalls in our current measurement systems?
This course will help marketing managers identify key drivers and attributes of customer satisfaction
and put in their daily use main metrics of customer satisfaction.

Learning Outcomes:
By end of this workshop you will be able to learn on how :
1.
Explain customer satisfaction, retention and measure them in a meaningful and systematic
way.
2.
Understand that Customer Satisfaction is a profitable business strategy.
3.
Define customer segments, design satisfaction surveys and program.
4.
Plan, manage, and analyze data collection from customer satisfaction surveys.
5.
Most useful metrics for Customer Satisfaction.

Model # 1

Customer Satisfaction Key Definitions
•
•
•
•
•
•
•

Model # 2

Reading our customers minds
•
•
•

•
•
•
•
•

Model # 3

Customer Perceived Value and Expectations
Customer satisfaction, retention, loyalty
Customer Expectations and Delight
Kano model
Consumer Behavior
Customer loyalty
Assessment

Are you being served?
The evolution of customer researchtegy
Direct linkage modelling
Gathering Voice of the Customer
What do customers think?
Why bothering to measure Customer satisfaction?
Customer Lifetime Value and how it works
Assessment

Customer satisfaction Programs
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•

Customer Satisfaction Framework
Surveys and questionnaires
Objective of the survey
Who Should Be Interviewed?
Sampling steps
Survey Population
What is a good sample?
What to Measure?
Controllables or non-controllables
Givens or differentiators
Define Customer Behaviors
Establish the key drivers
Define Attributes
Attributes Importance
Questionnaire design
Scale selection
How Should Survey Be Carried Out
Assessment

Model # 4

Satisfaction Survey analysis
•
•
•
•
•
•
•
•
•
•
•

Model # 5

Disconfirmation Model of Customer Satisfaction
Data Analysis
Data types
Permissible analyses
Distribution of scores
What to do with survey findings?
Close the Satisfaction Feedback Loop
The satisfaction improvement loop
Customer Intelligence Management System
Customer Loyalty Measurement and Management System
Assessment

Satisfaction measurements
•
•
•
•
•
•
•
•
•
•
•
•

Most important measures
Derived importance measure
Regression analysis
Correlation
Calculating a Satisfaction Index
Factor Analysis
Cluster Analysis
Discriminant Analysis
Customer Retention Rate (CRR)
Net Promoter Score
Customer Effort Score
Assessment

Designing and
implementing
Customer Loyalty

Course Overview:
An increasing number of retailers are implementing customer loyalty programs, but quantity doesn't
equal quality. We see in our local markets that some loyalty programs are failing, and others are doing
just great. Why? The answer is simple- Knowing the right way to engage the customers.
This course will focus on what it takes to design and implement a best-in-class solution for your
organization. Learners will enjoy a simulated workplace scenario to assess the effectiveness of their
own loyalty programs, strategies and practices that capture life-time value of customers.

Learning Outcomes:
By end of this workshop you will be able to learn on how :
1.
Recognize loyalty marketing as a value-creating strategy and competitive weapon.
2.
Understand loyalty program options to grow customer loyalty and profitability.
3.
Tailor loyalty programs to specific customer values, needs and preferences.
4.
Managing Loyalty programs before, during and post customer acquisition phase.

Model # 1

Loyalty concepts
•
•
•
•
•

Model # 2

Customer Loyalty Framework
•
•
•

•
Model # 3

Point-Based Loyalty program
Discount or Rebate Loyalty program
Tier-Based Loyalty program
Paid Loyalty program
Punch Loyalty program
Coalition Loyalty program
Assessment

Designing a Loyalty program
•
•
•
•

Model # 5

The Factors of Customer Loyalty
Loyalty marketing as a value-creating strategy
The loop of customer loyalty
Assessment

Types of Loyalty Programs
•
•
•
•
•
•
•

Model # 4

Customer perceived value
Model of Consumer Behaviour
Customer Retention and Lifetime Value
The components of the Wheel of Loyalty
Assessment

Timeline of a Loyalty Program and Loyalty Drivers
How to choose a Loyalty Strategy
Loyalty program Structure, Delivery, Economics
Assessment

Implementing the loyalty Program
•
•
•
•
•
•
•
•
•

Loyalty Framework
Rewards Mechanism and Redemption
Benefit –Cost Structure
Communicating Loyalty Program to customers
Assessment
Measuring the effectiveness of the loyalty programs
Costs of Loyalty programs
ROI of Loyalty Program and other metrics of effectiveness
Assessment

Testimonials

LETTER OF REFERENCE
To Whom It May Concern
This is to confirm that Egnitus (M) Sdn Bhd trading as Egnatium and a wholly owned
subsidiary of Egnitus Holdings (Australia) Pty Ltd has successfully completed the following
project with us:
Project Name: SCALE implementation in YKGI
Project Scope:
• Deliver Strategic Plan, Scorecard, Workforce Plan and Corporate Governance
Policy as well as Strategy software automation
• Deliver Competency Framework and Recruitment and Selection Policy
• Automate eLearning system and deliver Learning & Development Policy
• Measure B2B customer experience, implement loyalty program and deliver brand
manual
• The project met and exceeded our expectations and achieved the agreed objectives.
Trainings Provided:
• Strategy, Formulation and Execution
• Strategic Thinking
The Egnatium team did an exceptional job in designing, implementing, training and handing over the deliverables of the project.
We recommend Egnatium for similar projects in the future. Should you require further
information on the matter, please do not hesitate to contact the undersigned.
Best Regards,
Chew Siew Peng
Position: Senior Manager of Group Human Resources & Admin
Email: spchew@starshinegroup.com

Testimonials

LETTER OF REFERENCE
To Whom It May Concern
This is to confirm that Egnitus (M) Sdn Bhd trading as Egnatium and a wholly owned
subsidiary of Egnitus Holdings (Australia) Pty Ltd has successfully completed the following
project with us:
Project Name: Egnatium Solutions for Alaraby TV
Project Scope:
• Deliver Competency Framework and Recruitment and Selection Policy
• Deliver Appraisal Management and automate appraisal system
• Design and deliver Process Management
• Design and implement Asset Management
The project met and exceeded our expectations and achieved the agreed objectives.
The Egnatium team did an exceptional job in designing, implementing, training and handing over the deliverables of the project.
We recommend Egnatium for similar projects in the future. Should you require further
information on the matter, please do not hesitate to contact the undersigned.

Best Regards,
Florence Trepizur
Position: HR Unit Manager
Email: ftrepizur@alaraby.tv

Testimonials

LETTER OF REFERENCE
To Whom It May Concern
I am happy to send this letter of reference for the training which I participated: “Strategy,
Formulation & Execution".
This training was organizing by Egnatium ‘s company.
During these two days’ trainings, I liked the topics as per below:
• The real case studies taken as example
• The ideas and practical strategies we can implement in our business
• The interaction between the groups and workshops
• The exercises for creating business strategy
I would strongly recommend Egnatium trainers team to be part of my company learning &
development plans.

All the best,
Estela Ziu,
CEO of Elite Properties Real Estate
Mob: + 355 69 20 66 120
e-mail: estela.ziu@gmail.com

Testimonials

LETTER OF REFERENCE
To Whom It May Concern
This is to confirm that Egnitus (M) Sdn Bhd trading as Egnatium and a wholly owned
subsidiary of Egnitus Holdings (Australia) Pty Ltd has successfully completed the following
project with us:
Project Name: Competency Based Development
Project Scope:
• Deliver Competency-based Talent Management Process
• Develop, deliver and automate eLearning modules and Learning & Development
policy
The project met and exceeded our expectations and achieved the agreed objectives.
The Egnatium team did an exceptional job in designing, implementing, training and handing over the deliverables of the project.
We recommend Egnatium for similar projects in the future. Should you require further
information on the matter, please do not hesitate to contact the undersigned.

Best Regards,
Dayang Masmolydiza binti Abang Haji Dawi
Position: Manager of HRDQ
Email: masmoly@pusaka.gov.my

Testimonials

LETTER OF REFERENCE
To Whom It May Concern
This is to confirm that Egnitus (M) Sdn Bhd trading as Egnatium and a wholly owned
subsidiary of Egnitus Holdings (Australia) Pty Ltd has successfully completed the following
project with us:
Project Name: Strategy Formulation for PUSAKA Capital
Project Scope: Delivering Strategic Plan and automation of scorecard Training Provided:
Strategy, Formulation and Execution
The project met and exceeded our expectations and achieved the agreed objectives.
The Egnatium team did an exceptional job in designing, implementing, training and handing over the deliverables of the project.
We recommend Egnatium for similar projects in the future. Should you require further
information on the matter, please do not hesitate to contact the undersigned.

Best Regards,
Azmaniza bin Abu Bakar
Position: Head of Human Capital Management & Administration
Email: azmaniza@pusakacapital.com

Testimonials

LETTER OF REFERENCE
To Whom It May Concern
This training was at the right time for our company. It provides us with the proper strategy
knowledge and tailored mechanism to formulate the winning strategy in such dynamic
market.
The training was very useful for our team. It not only increased our strategic knowledge
but also provided us with the proper technics and tools in formulation, execution and strategic monitoring. The trainer communication style, the presentation, the event premises
were very professional and friendly at the same time.
We felt very exciting to be part of such training and looking forward for new ones.
Kind regards
Chief Executive Officer
"VIBTIS" shpk
Blv “Deshmoret e Kombit”. Twin Towers, Tower No:2Floor 5/2,
Tirane, Albania tel: +355 4 2280 121
fax: +355 4 2280 120
mob: +355 68 90 27 888
e-mail a.ismailaj@vibtis.al

US Office
100 Challenger Road, Suite 830, Ridgefield Park, NJ 07660
+132 37133244
Australia Office
366 Nursery Rd, Holland Park, 4121, Queensland, Australia.
+61 731485354
Malaysia Office
No. 34.02 Citibank Tower, 165 Jalan Ampang, 50450 Kuala Lumpur, Malaysia.
+603-27331426 / +603-27331427
info@egnatium.com

