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Abstract : The reform of electric power system makes the tra-
ditional electric power industry begin to think about how to become
a truly customer-centered enterprise, the core of which is customer
experience management. The basic preparation of customer experi-
ence management is introduced. Then, how to build a complete cus-
tomer experience management system is expounded, as well as the
optimization and improvement of customer experience, providing
references for the transformation and upgrading of power enterpris-
esd.

Key words: customer experience management ; customer ser-
vice; customer experience management system ; optimization of cus-
tomer experience
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Table 1 Channel positioning of enterprises
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Diagram of customer experience management

Fig. 1
strategy diagram
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Fig. 2 Customer experience model
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Fig.3 Customer experience management system
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Fig.4 Indicator system of customer experience

measurement
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