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Resumo

Galp Energia’s Customer Care Program; Programa de Customer Care da Galp Energia

Melhorar o atual programa de customer care de modo a aumentar a satisfagao e lealdade do
cliente durante o periodo de transi¢do para o mercado liberalizado

By Eser Eren

Os mercados europeus da energia, anteriormente em regime de monopdlio, estdo agora expostos a
concorréncia prépria do mercado liberalizado. Portugal foi dos paises cujo mercado da energia foi
recentemente liberalizado, encontrando-se agora na fase transitéria. Uma vez que o mercado da
energia em Portugal estd agora aberto a livre concorréncia e que novos fornecedores estdo a entrar
neste mercado, é provavel que o preco da energia decresca, tornando-se mais vantajoso para o
consumidor final. Consumidor este que procura ja alternativas ao atual fornecedor, procurando
fornecedores que apresentem os pregos mais vantajosos e uma melhor qualidade no servico
prestado.

O objetivo deste Projeto de Consultoria é melhorar e fortalecer o atual servigco de customer care da
Galp Energia, de modo a aumentar a satisfacdo e lealdadde dos clientes. Em contrapartida, a Galp
beneficiard da retencao dos seus clientes atuais no mercado regulado do gas natural canalizado, e
do aumento da sua quota no mercado residencial de eletricidade durante a fase transitéria de
liberalizagdo.

Este projeto foca-se em quatro segmentos do ciclo de experiéncia do consumidor e propde sete
recomendacgdes para a Galp Energia melhorar o seu programa de customer care existente. Em cada
fase da analise foram consideradas as opinides do cliente e da orientadora do projeto, de forma a
proporcionar os melhores resultados para a Galp Energia.

Baseado nas entrevistas efetuadas, reunides, melhores praticas e resultados dos questionarios, este
projeto apresenta propostas com um grau moderado de custo de implementacdo. Algumas das
propostas como sms/e-mail necessitam de uma anadlise extensiva por parte da Galp Energia, ou por
parte de projetos posteriores. As recomendagdes sdo as seguintes por segmento do ciclo de vida do
cliente:

e Descoberta: Canal didatico, Publicidade e Google Keywords;

e Utilizagdo do Servigo: Novo de Processo de Aviso de Corte via Sms/E-mail e SMS/E-mail Care;
e Pagamento do Servico: Reformulagdo de fatura Galp On;

e Resolucdo de Questdes e Reclamagdes: Centro Online de Suporte ao Cliente.

As propostas foram baseadas na identidade moderna da Galp Energia alinhada com a
responsabilidade social, dindmica e visdo.



Abstract

Galp Energia’s Customer Care Program;

Improving the existing customer care program in order to increase customer satisfaction and loyalty in
transitory stage of market liberalization

By Eser Eren

Many energy markets in Europe, which previously had been dominated by monopolies, are now
exposed to free market competition. Portugal is one of the countries that has been liberalized
recently and it is going through the transitory stage. As energy market in Portugal is now open to
free competition and new suppliers are entering in the market, it is likely the price of the utilities to
decrease and be more advantageous to the consumers. With new companies entering the market,
customers are looking for alternative providers that will fit their needs best in terms of price and
service quality.

The purpose of this consulting project is to improve Galp Energia’s existing customer care services
and strengthening them in order to increase customer satisfaction and loyalty. In return Galp intends
to retain existing client base in natural gas regulated market and increase its market share in
residential electricity market in the transitory stage of liberalization.

In our project we focused on four segments of the customer experience cycle and proposed seven
recommendations to Galp Energia to improve their existing customer care program. In each step of
our analysis and recommendations we have considered our client’s and advisor’s opinions to
provide the best results to Galp Energia. Based on our interviews, meetings, best practices and
survey results, we have provided proposals with moderate implementation difficulty. Some of our
proposals like sms/e-mail care needs further analysis by Galp Energia or posterior projects about
customer care. Our recommendations are as follows:

e Discovery; Didactic Channels, Publicity and Google Keywords;

e Using Service; New energy cutting warning process via Sms/E-mail and Sms/-Email care;
e Paying for Service; New invoice layout;

e Solving Issues and Complaints; Online customer care centre.

We based our proposals on the dynamic modern identity of Galp Energia aligned with social
responsibility and vision of the future.
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1. Introduction

Monopolies dominated many European energy markets, are now exposed to free market
competitions. One of the countries that has been liberalized recently is Portugal and it is going through
the transitory stage. The electricity market was nationalized in 70s and became a monopoly of
Energias de Portugal or commonly known as EDP. The natural gas was introduced in Portugal in 1997
and Portugal, having no resources of natural gas, it was supplied with the pipelines from Algeria and

Nigeria. The monopoly of natural gas was controlled by Portuguese petroleum company Galp Energia.

The first steps of liberalization of electricity had been taken in the year of 1995 with series of decree
laws and by September 2006, most of residential consumers in Portugal (Mainland) were able to
choose their supplier freely. Currently there are five suppliers in the market that consumers can
choose from which are EDP Comercial, Endesa, Galp Power (Galp Energia), Iberdrola and Gas Natural
Fenosa. Since January 2010, residential consumers are free to choose their natural gas supplier and
there are currently eight suppliers in the natural gas market which are EDP Comercial, Endesa, Galp

Power, gasNatural Fenosa, Gold Energy, Iberdrola, Incrygas, Molgas.

As Energy market in Portugal is now open to free competition and new suppliers are entering the
market, it’s likely the price of the utilities to decrease and be more advantageous to the consumers.
With new companies entering the market, customers are looking for alternative providers that will fit
their needs best in terms of price and service quality. In recent liberalized energy markets, customers
show switching behaviour and incumbent energy companies focus on customer satisfaction and
loyalty, since gaining new customers in domestic energy markets (residential clients) can be more
expensive than retaining the existing clients - Nesbit (2000) ; (Pesce 2002).

The purpose of this consulting project was to improve Galp Energia’s existing customer care services
and strengthening them in order to increase customer satisfaction and loyalty. By doing so Galp
intends to retain existing client base in natural gas regulated market and increase its market share in
residential electricity market in the transitory stage of liberalization. The project started with an
analysis of client’s experience cycle starting from discovery until cancellation of the contract. The
second challenge was focusing on certain points on the cycle that were considered more critical and
recommendations to Galp Energia to enhance existing customer care services.

The project was conducted by a group of 2 students, research of the study and recommendations
were done by me and my colleague Duarte Almeida Costa. Even though the project was done together,

dissertations are done individually and weight on the focusing points was different.



2. Literature Review

2.1 Customer Experience Definition

Nowadays, consumers have much more choices and these choices are getting more complex and
being delivered through more channels than ever before. In such conditions the winning solutions for
consumers will be the ones that are simple, integrated to problems and less burdensome - Meyer and

Schwager (2007).

Customer experience can be defined as “result of the customer's interpretation of his or her total
interaction with the brand and perceived value of this encounter.” -Biedenbach and Marell (2010). In
the research conducted by Meyer and Schwager (2007), customer satisfaction is explained as result of
a series of customer experiences and to understand how to achieve satisfaction, company must break
it down into its component experiences. Satisfaction is one of the most important attribute that plays

arole in the customer’s loyalty - Ibafez, Hartmann and Calvo (2006).

Even though satisfaction is a set of experiences, each experience has a different impact on customer
and one of the articles written by Lax (2012) states the following; “Customer experiences must be
designed and evaluated in terms of their contribution to strengthening loyalty and creating value for

the company. Customer’s loyalty is more than the simple sum of all experiences.”

The experience of a product or a service begins when customers start searching and evaluating them
-Hoch (2002). Experience of the product or service can be direct or indirect depending on the
customers’ level of interaction with them. Customers are exposed to direct experience where there is
actual physical contact while indirect experience happens with an advertisement, when the product
is presented virtually or by word of mouth recommendations or criticisms, news, reviews - Hoch and
Ha (1986); Kempf and Smith (1998); Meyer and Schwager (2007). When the experience journey begins
apart from company’s control, the role of the companies should be delivering a value proposition
rather than delivering a value which is created during the customers use of company’s products and
services - Vargo and Lusch (2004); Verhoef, Lemon, Parasuraman, Roggeveen, Tsiros, Schlesinger
(2009). In service businesses like utilities, a good personal interaction between the consumer and the
provider company results in a positive experience which increases the level of customer’s loyalty and

brand awareness - Berry, L.L (2000).

Customer or the business itself can be analysed through the collection of experiences at “touch points”
which are customers’ direct experience with company or the service itself. The experience is a series
of touch points and meaning of touch points is different for each customer’s stage of life. “For a young

family with limited time and resources, a brief encounter with an insurance broker or financial planner



may be adequate. The same sort of experience wouldn’t satisfy a senior with lots of time and a
substantial asset base.” - Meyer and Schwager (2007).

The intention of this research is to improve Galp Energia customer care program and to understand
the different attributes that may have positive impact in customers’ experience and its relation with
satisfaction and loyalty. Therefore the following review will focus more on experience and loyalty

through satisfaction.

2.2 Managing Customer Experience
According to Meyer and Schwager (2007) in order to manage customer experiences, experience
patterns must be analysed in 3 points;

e Past Patterns which captures a recent experience and the data can be collected by surveys
(web-based or phone), user forums and blogs on persistent basis by attaching electronic
surveys to high volume transactions or automatically triggered by the completion of a
transaction.

e Present Patterns, which includes tracking current customer relationship and experience
matters on periodic basis to identify future opportunities. Data collection is suggested to be
done by web-based surveys, direct personal contact or by phone and focus groups and other
regularly schedule formats.

e Potential Patterns that targets explorations to discover and test future opportunities which
are driven by specific group of customers or unique problems. The collection of data needs to

be much focused and needs to include existing customer experience relationship.

Customer experience influences the purchase intention. The intention of purchase highly depends on
the customer’s desire to buy a product and the greater the intention the greater the desire of
customer - Schiffman and Kanuk (2000). The customers who are having negative experience and
emotional responses, have a strong trend of brand switching behaviour - Roos (1999). Nasermoadeli,
Ling and Maghnati (2013) argue that the customer experience is partly created by sensory experience,
emotional experience and social experience. Findings from the research concludes that only emotional
and social experience are positively related with the purchase intention. The research also asserts that
sensory experience has positive impact on purchase intention through emotional experience since
emotional experience has positive impact on purchase intention. In the case of an energy provider the
emotional and social experience might happen during a bill payment process at the store, or during a

phone call with the help centre or listening to a friend’s experience with the provider.



2.3 Measuring Customer Experience
Maklan and Klaus (2011), measures customer experience through exploratory factor analysis (EFA).
These factors are:

e Product experience referred as customers’ needs to compare products and having other
choices. Without choices, customers are likely to reject offers no matter how beneficial they
are.

e Outcome focus is referred as customer’s transaction costs, such as search and information
cost of switching to a new provider.

e Moments of truth is explained by Tax and Brown (1998) as the importance of service recovery
in case of unpredictable problems and the interpersonal skills of the employees that are facing
customers such as customer service operators, sales people or an employee in a store that
represents the company.

e Peace of mind, includes attributes mainly related with emotional aspects of service based on
the level of expertise and competence of the provider recognized by customers and

supervision provided throughout the process - Bendapudi and Berry (1997).

The results of the research - Maklan and Klaus (2011) show significant information about customer
satisfaction and loyalty. Peace of mind associated with the emotional aspects of the service show
significant correlation on outcome variables, customer satisfaction (0,90) and customer loyalty (0,72).
As mentioned before by Roos (1999), customers having negative emotional experience with service
providers tend to have strong brand switching behaviour. These 3 researchers agree that positive
emotional experience with the company leads to a higher customer satisfaction and therefore
increases consumer loyalty. Moments of truth also show positive relation with loyalty (0,13) and slight
positive relation with word of mouth (0,09). Outcomes focus has positive relation with loyalty (0,20)
and word of mouth(0,20). The product experience dimension shows the second highest relation of all
constructs with customer satisfaction (0,10) and medium relation with loyalty (0,09). These results
support the statement of Meyer and Schwager (2007) which claims that each touch points are
different in value and interactions during the service is more important when the core business of the

provider is a service.

Another study in the area of customer experience is conducted by Biedenbach and Marell (2010) in
which customer experience effect on different brand attributes is analysed. The research conducted
by Rossiter and Percy (1997) states that, brand awareness is seen as one of the most important aspect

of customer’s readiness to choose a brand. “Because of a more vivid and intentional nature, customer



experience causes multiple traces in memory, which lead to higher levels of brand recall and
recognition.”- Hoch (2002). The findings of the study of Biedenbach and Marell (2010) shows that a
good customer experience can improve brand awareness, brand associations, perceived quality and

brand loyalty through all these attributes.

There are many different approaches to study loyalty and its relation with experience management.
In the Maklan and Klaus (2011) review, the results show that emotional aspects of the service have
high relevance with customer’s loyalty. An earlier research done by Berry and Carbone (2007)
suggests focus on customer’s feelings and emotions and states “Emotional connectivity is an
opportunity for all types of organizations.” A closer relationship with customer also can be used as a
leverage to differentiate the company from the competitors. The authors state that even though
companies cannot manage the emotions of their customers, they can control the messages and clues

they want to deliver to customers and give information about the company.

2.4 Creating clues that leads to positive experience

Until now the review summarized: what customer experience is, how it is managed, how to measure
it through certain factor analysis and its relation with brand equity. Following to these topics, Berry
and Carbone (2007) brought a new understanding to how to create different types of experience clues
to evoke positive emotions and behaviours in consumers. Consumers evaluate each new experience,
positive or negative and compare it to their past experiences - Meyer and Schwager (2007). That is
why experience quality management needs to create clues and deliver certain types of feelings
consistently that create experience - Berry and Carbone (2007). This type of works requires constant
monitoring in order to solve clue relevance. According to Berry and Carbone (2007) there are 3 types

of clues that play a role in the customer experience:

e Functional clues are related with the technical quality of the services which catches the
trustworthiness and functionality of the service or the product. Anything that impacts
customer’s impression of technical quality of the service or product is related to functional
clues;

e Mechanic clues represents the physical dimension of the intangible service such as furniture
in stores, sounds, music, illumination, building design that interacts with customers without
talking;

e Humanic clues represents the clues which come from the attitude and appearance of the

service provider or the company representative in some cases. Humanic clues include tone of



voice, enthusiasm, body language and convenient dressing. Interacting with customers
personally in the service business provides opportunity to meet and exceed their expectations

and strengthen the emotional bound in between.

After understanding these clues and how they function, Berry and Carbone (2007) explains further
steps about how to create these clues.
1. Identify emotions that evoke customer commitment.
Feelings and emotions that customers would like to have during an experience and connected
with customers desire.
2. Establish an experience motif.
Emotions that customers desire are unified and aligned in the same direction.
3. Inventory and evaluate experience clues.
Current experiences should be seen from the customer’s perspective and break down into
components of experience clues that evoke desired emotions.
4. Determine the experience gap
Difference between what customers want to feel during an experience and what they actually
feel. Companies should improve the motif and clues accordingly.
5. Close the experience gap and monitor execution.
Usually companies identify different opportunities, modify the clues aligned with overall
experience addressed to one customer’s needs. During the monitoring process clues that are

creating negative emotions should be removed from the motif.

2.5 Re-establishing loyalty and trust after service failure

Insufficient recovery after service failure usually leads to unfavourable and critical customer
perception against the company. These customers can damage the reputation and spread
unfavourable word of mouth which might be very harmful and even take legal action sometimes.
However successful recovery after service failure, increases unsatisfied customers loyalty even more

than before - Maxham and Netemeyer (2002a), (2002b),(2003).

The results of the research conducted by La and Choi (2012) shows that “Customer trust carries over
even after service failure and recovery. However, we found that customer affection and loyalty
intention did not carry over after the mishaps, implying that customer affection and loyalty intention
may be more fragile than customer trust.” When service failure occurs, the first thing companies

should do is to regain customers trust. The results also show that affection assists as an antecedent to



customer’s trust and influences loyalty before and after service recovery. Affection has bigger impact
on customers trust after the service failure and recovery that should be the first area to be handled in
the process.

When companies fail to keep promises such as service failure, might jeopardize company reputation
and lead customers to other emotions like doubts, uncertainties which might change the perception
of quality toward a service and company and affect their loyalty intentions - Boon and Holmes (1999).
After a service failure customers become more sensitive about their re-encounter decisions in the
future with the company. Customers begin to be suspicious, if their expectations will be met mainly

due to experience of error from the service provider.

“Greater impact of trust on future behavioural intention, less impact of affection’s direct influence on
future behavioural intention, and greater impact of affection on trust restoration.” - La and Choi

(2012).

2.6 Switching costs in liberalized energy markets
Most of the energy companies are focusing on satisfaction and loyalty since gaining new customers in
domestic energy markets (residential clients) can cost a lot higher than retaining the existing clients -

Nesbit (2000); Pesce (2002).

According to Burnham, Frels and Mahajan (2003) switching costs in energy markets are constructed
by 3 types of components. Procedural switching costs which are cost of time, search and effort.
Customers who are seeking for a new provider are facing an economical risk therefore they need to
evaluate all alternatives. Second component is financial switching costs which consist in financial costs
(switching fees etc.) and benefit loss. The third and the last component of switching costs in energy
market is relational switching which is the loss of personal relationship and emotional bond between
clients and the employees of the current provider. When the relationship is lost, customers also lose
the time and effort while developing such relationship with provider even though there is no financial

loss.

Walsh, Groth and Wiedmann (2005), argue that switching provider includes financial and non-financial
costs which customers will try to avoid. Customer satisfaction can be examined as a non-financial
switching cost and energy providers that do not retain high level of satisfaction likely to lose customers
due to low switching costs. Clemmer (1993) claims that energy products such as electricity and gas are

homogeneous products that can be seen as low involvement products. For this reason it is acceptable



to consider that the dissatisfaction arises not from the product itself but more likely to driven by the
process of service delivery and experiences that include personal interaction with the company
employees.

Many authors suggest that energy providers should take advantage of every chance of personal
interaction with the customers in order to increase the perceived value and quality of the services
delivered therefore increasing the level of satisfaction, by doing so companies will establish a more
stable relationship with their clients. - Lewis (2001); Coyles and Gokey (2002). Trust to provider
explained by Mayer, Davis and Schoorman (1995) as having the feeling of security, according to

expectations that the service provider does not intend to lie or exploit customer’s vulnerability.

The research done by Walsh, Groth and Wiedmann (2005), finds out 3 different types of dissatisfied
customer clusters.

e C(Cluster 1 exhibits older dissatisfied customers, whom show a non-specific dissatisfaction or
do not trust the energy supplier anymore. Customers in this group are generally self-employed
and have relatively low income. One of the reasons why this cluster would be the first one to
switch their energy provider is because some energy providers will offer better prices.

e Cluster 2 exhibits relatively satisfied customers that are seeking change. These customers are
willing to switch their energy providers by curiosity or by recommendations from their friends
or family.

e Cluster 3 represents the largest and youngest cluster of all whom are dissatisfied customers

seeking change.

By analysing these clusters, authors suggest that results show a group of customers who were low
monetary motivated switching behaviour. The cost and the price of the service was secondary
discussion due to low involvement nature of the service. They value more the process of the service
delivery than the product itself and willing to pay higher prices if the service delivery is stable and

reliable.

Service process quality and trust play a significant role in building positive satisfaction and increasing
customer loyalty in energy industry - Ibafiez, Hartmann and Calvo (2006).
Service process quality can be described as:

e Employees being polite, well dressed;

e Immediate customer service without waiting time (phone queues and lines in customer

service centres;



e Requests of the customers are solved immediately.

As final comments, Walsh, Groth and Wiedmann (2005), suggest managers to strengthen the
satisfaction and loyalty in the 3 types of clusters. For cluster 1 (customers with non-specific
dissatisfaction and low income), authors suggest to implement some advertisements in order to
improve the perceived reputation of the current energy provider or express their price
competitiveness among their main competitors. For cluster 2 (relatively dissatisfied customers seeking
change) are high likely response positively to price discount or facts that the current provider is
cheaper than the other providers in the market. The last cluster, cluster 3 authors suggest that
provider should express their utilities own flexibility in terms of dealing with customer requests and
future challenges. Since this cluster is more educated and the youngest among all, emphasizing the

risk of changing provider and transaction costs would help this cluster remain loyal.



3. Methodology

In order to get a better understanding of Galp Energia’s existing customer care services, we have
requested some documents from our sponsors in the company about their products and services. Also
we have requested a Galp Energia’s premium services report (Comfort Care and Comfort Home) and
a detailed list about what reasons clients contacted the company. After analysing all documents, we
have requested visits to Galp’s communication centres to learn more about not only premium service

clients but all residential clients in mainland Portugal.

The first visit was to the outsourced written communication channel SIBS Processos, which all written
requests and complaints are treated. We have interviewed some of the operators who are responding

to clients on a daily basis.

Another visit was made to the outsourced call centre company Teleperformance and we have listened
calls during the day in various departments such as Inbound, Outbound, Contract, Activation and

Connection, among others.

The results of these visits revealed major problems to deal with in segments “Invoice and Billing” and
“Activation & Connection”. We have learnt about how the respond processes works, what are the
service level agreements (SLAs) and client answering guidelines for responding to clients (most usual
complaint topics). In addition to these, we interviewed operators about service improvements for

clients’ benefits since they are the ones dealing with clients” requests and problems all day long.

During our project we had several meetings with our sponsors from Galp Energia and received more
materials about several processes. Besides all the interviews, we have created a survey to get an
insight of customers’ knowledge about the energy providers in the market, general information about
liberalized market and transition period. Survey also included some questions about customers’
perception of trust on their energy providers, the expertise and overall satisfaction with the current

energy provider.

Due to restricted time period of the project, we only had been able to send the survey to over 100
clients of the energy market randomly, mainly friends, family members and colleagues. However
survey was delivered to Galp Energia as framework to distribute it to a larger sample in a near future.
We have collected 50 valid answers. It was interesting to realize that most clients didn’t even know if
they were a client of regulated or liberalized market. The results of the survey will be analysed and

discussed in following parts of the dissertation in detail (See Section 8).
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4. Managing the Project

The consulting project was developed by Duarte Almeida Costa and Eser Eren, coordinated by
dissertation advisor Rute Xavier. Our contact in Galp Energia was Mafalda Costa Ferreira and later

presented us to Joana Felino Rodrigues who supported us along the project.

In our first meeting, our sponsors defined the scope of the project which was improving the existing
customer care program in liberalized market. On following meetings we have presented our
improvement ideas in the area of customer care. Our dissertation advisor guided us through the

project with weekly meetings and through e-mail.

4.1 Planning and Scheduling
Along the project, we had five meetings with our sponsor at Galp Energia Headquarters. We scheduled

our meetings whenever we had progress in the project to consult with our clients and receive their
feedback. In addition to that we have visited the written and phone communication channels under

the supervision of our sponsor from Galp Energia.

4.2 Client Expectations and Quality Management

Based on our client’s needs and expectations, we have presented several proposals along the project
and received their feedback. In order to ensure the quality and meet our client’s expectations, we
held weekly group meetings and meetings with our dissertation advisor. Whenever we had progress
in the project, we have scheduled meetings with our client. In addition to that, we have requested
visits to Galp Energia’s communication channels to get a better understanding of the customer care
program and customers’ problems. In each step we made sure to inform our client about project
evolution. Some of our proposals like partnership with real estate agencies and new counter meter
reading methods were discussed and denied. Partnership proposal was denied because Galp Energia
has already researched the matter and did not need any further research. The reason why counter
meter reading proposal denied was because the readings for electricity consumption is done by EDP

and it will always stay like that since EDP is the owner of the electricity network.

4.3 Final Presentation of the Project
In the final presentation, we presented our seven proposal in for different segment of customer
experience cycle. In the presentation, besides from our sponsors, there were other people from

related departments of Galp Energia. Our proposals were;

e Discovery: Didactic Channels, Publicity and Google Keywords;

e Using Service: New cutting warning process via Sms/E-mail and Sms/-Email care;

11



e Paying for Service: New invoice layout;

e Solving Issues and Complaints: Online customer care centre.

At the end of the presentation, we have distributed customer satisfaction surveys. We have received
a very positive evaluation from Galp Energia in terms of quality and management of the project. Our
most preferred proposal were indicated as: Didactic Channels and New Invoice Layout. Galp Energia
was very satisfied with the overall project and offered assistance if there are future projects related

with customer care.
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5. Regulated Market versus Liberalized Market

5.1 Definition of Regulated Markets

A Regulated market is the market in which supply of goods or services is controlled by government (or
any other superior entity). The control may require compliance of supplier companies in terms of
labour laws, taxation, environmental standards and information disclosure. Regulations also include
the terms of supply and price allowed to be charged to the customers. Common regulated markets

are utility monopolies such as water, telecommunications, electricity and natural gas markets.

5.2 Definition of Liberalized (Deregulated) Markets
A Liberalized market is the market in which the control and power of the government body over supply
of good or service is reduced in order to create more competition in the market. Consumers are free

to choose any provider in the market.

5.3 Differences between Regulated and Liberalized Markets

In the regulated energy market of Portugal, the sales prices of the electricity and natural gas for final
consumers are fixed quarterly by the regulator of the market “ERSE”- Entidade Reguladora dos
Servigos Energéticos. These tariffs are applied by end supplier energy providers. The suppliers of
natural gas are Galp Energia and EDP gas Servico Universal and EDP Servico Universal for the
electricity. Regulated markets provide certain protection to customers but they may also bring
unnecessary costs, burdens of monopoly and inefficiency in terms of competition and productivity of

the suppliers.

In the liberalized Portuguese energy market, the utility prices are defined by each energy provider
company with respect to the competitive rules and commercial relation regulations.

The energy providers of liberalized electricity market are EDP Comercial, Endesa, Galp Power (Galp
Energia), Iberdrola and Gas Natural Fenosa. The energy providers of liberalized natural gas market
are EDP Comercial, Endesa, Galp Power, gasNatural Fenosa, Gold Energy, Iberdrola, Incrygas, Molgas.
Liberalized markets increase the level of competition between energy providers and offer more
competitive prices to the customers. One role of the regulator at this point is to prevent companies
from colluding to set same prices against customers across the market and abuse their freedom of

price setting.
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6. Transition Period of Market Liberalization

Regulated tariffs for end users ended at the end of 2012 for the whole of Portuguese consumers of
electricity and natural gas. New consumers can never be client of regulated market and existing
regulated market consumers have 3 years of transitional period to decide the energy provider of their
choice. During the transitional period, consumers who remain in the regulated market, will continue
to be supplied with transitory tariff by end supplier of regulated market (EDP for electricity & natural
gas and Galp Energia for Natural Gas). The prices of the transitory tariff is decided by ERSE and will be
subjected to quarterly review depending on the market conditions. The change of energy provider is

free and consumers do not need to change their energy counters.

During the transitory period of liberalization, consumers are expected to learn who the providers are,
observe, evaluate and compare the offers of existing energy providers and choose the one that they
believe will best satisfy their needs. If consumers decide to change their energy provider, they will
continue using the services and will be changed to the new provider in pre-determined deadlines. If
needed consumers can compare prices of the energy suppliers by providing them with their

consumption history in previous invoices.

6.1 Electricity Market

There are 4.7 million customers in the residential electricity market in Portugal. For customers who
contracted potency equal or higher than 10.35 kVA, regular tariff ended in 30 June 2012 and
customers should start searching for new energy providers. The transition period will end at the
beginning of year 2015. The regulated tariff for customers who contracted potency lower than 10.35
kVA ended in 31 December 2012. Consumers can start looking for new energy providers and the
transition period will end at the beginning of 2016.

Consumers who did not switch to liberalized market, will continue with their current energy provider

with transitory tariff prices fixed quarterly by ERSE.

6.2 Natural Gas Market

There are 1.1 million customers in the residential natural gas market in Portugal. For consumers with
consumption higher than 500 m? and equal or lower than 10.000 m3, regular tariff ended in 30 June
2012 and customers should start searching for new energy providers. The transition period will end at
the beginning of year 2015. The regulated tariff for customers with consumption lower or equal to
500 m? ended in 31 December 2012. Consumers can start looking for new energy providers and the
transition period will end at the beginning of 2016.

Consumers who did not switch to liberalized market, will continue with their current energy provider

with transitory tariff prices fixed quarterly by ERSE.
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7. Galp Energia’s Current Customer Care Services

7.1 Written Communication Channel — SIBS PROCESSOS

SIBS Processos was founded in 2002 as a part of SIBS Group. Their main objective is to establish,
implement and manage innovative business outsourcing solutions while increasing the efficiency of
their clients. Galp Energia is one of the clients of SIBS Processos(SIBS) that help them manage their

written communication channel.

The operations of Galp Energia are divided into two parts at SIBS; Regulated Market and Liberalized
Market. The processes of the regulated market are more complex than liberalized market in terms of
number of templates for responses and formal language used comparing to liberalized market.
Operators at SIBS respond to many types of written complaints or information requested by clients
that are delivered by mail as well as online through Galp Energia’s various websites. Second copy of
Invoices for natural gas and electricity are also created at SIBS and later delivered to clients by mail if

requested.

7.2 Phone Communication Channel — Teleperformance

Teleperformance is one of the leading customer experience and contact centre management provider
in Portugal and leader in multi-lingual customer experience management in Europe. Teleperfomance
has 3120 employees and operates in 24 different languages in their five centres in Portugal. Their goal
is to provide their clients a differentiated value added service with the support of their four operating
areas; innovative approaches on strategically and operational level, flexible and cutting-edge
technology solutions, client-oriented human resources management and quality system that
considers every phase of customer relationship. Teleperformance Portugal is part of Teleperformance,
the largest global company in the industry, with annual revenue of over €2,3 billions and 145,000

employees.

As it is in SIBS, the operations of Galp Energia are divided into two parts; Regulated Market and
Liberalized Market. The Liberalized market operations are Inbound, Outbound, Contract and
Activation & Connection. Inbound department receives the information requests, counter readings
and complaints. Also the calls which are meant for Contract and Activation & Connection received in
inbound department and later re-directed to the related departments. Clients of Galp Energia are able
to leave their contact number and time preference to be contacted later about any subject and that’s
where outbound department gets involved. Outbound does not work only when clients want to be

contacted but also for other subject that remains incomplete. Activation & Connection department
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arranges scheduling of technical visits for activation and connection means. They can also contact
clients to receive their feedback after the technical visits. Contract department is the department
where customers of other providers contact Galp Energia either to know about prices and promotions

or switch to Galp Energia’s energy services.

7.3 Balcdo Digital — Digital Counter

Digital Counter is a service Galp Energia provides to their customers that is available for 24 hours a
day. Clients can create an account on the online platform with their tax number, e-mail address and
supply number. Clients can consult their invoices and consumptions on the platform and compare to
the previous months or years. They can also enter their counter readings on periodic basis depending
on their invoicing period. It allows clients to alter their personal data and request information from
Galp Energia. Digital counter also contains information about recent promotions and clients are able
to subscribe for different types of payment methods like direct debit and “conta certa”. Currently only

available for regulated market clients.

7.4 Galp Energia Websites
Galp Energia has two websites that clients can get information from; General site of Galp Energia

(http://www.galpenergia.com) and GalpOn (http://www.galpon.pt/) which is dedicated to liberalized

market clients.

The general website has information about Galp Energia as company, their products and services,
investor area, Galp Energia in media and Galp Energia careers. In addition to these information clients
can contact Galp Energia through this website with suggestions or complaints. Website also contains
a search bar for quick search with related topic. At the bottom of any page there are links that directs
customers to the contacts page, suggestions & complaints and frequently asked questions. The only
drawback of this last feature is it is very hard to notice, written with very small font size and the light

grey colour. It is not well noticeable on white background.

Galp ON website is dedicated to clients of liberalized market. The website contains information about
advantageous of choosing Galp Energia as a provider and discounts with their Galp On plans. Clients
can also create a new contract with Galp ON online with their personal, supply and invoice
information. Another functionality in the website is the simulation that show clients how much they
are going to save if they switch to liberalized market and use Galp On services which provides extra
discounts. Also the website contains frequently asked questions about liberalized market, Galp On

plans and the process of switching energy providers. There are several contact channels on the
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website such as phone, e-mail address and address list of Galp Stores around the country for clients

to find nearest to them.

7.5 Galp Stores
Galp stores are mainly located inside “Loja do Cidaddo” buildings together with public service stores

such as social security, taxes services, telecommunication company offices and notary services.

In Galp Stores, clients can pay their bills with credit or debit cards, cheques or get their refunds. They
can also present their complaints about services, create or cancel contracts and give their counter
readings. If requested, clients can get analysis of their consumption and billing history. The system of
liberalized market and the database is separated from regulated market, it requires new POS machines
at stores for clients of liberalized market to be able to pay their bills which is being installed in Galp
Stores at the moment. Liberalized market clients usually pay their bills with bank reference, direct
debit or “conta certa” since POS machines and cash payment system are not available in all Galp

Stores, which is a serious drawback.
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8. Communication Channels Observations

8.1 SIBS Observations

The first thing got our attention was the difference in number of templates for each market.

Liberalized market has many less templates for complaints and information requests comparing to

regulated market. The following topics and bullet points are from our interview with operators that

were indicated as most complaint.

8.1.1 Invoice and Billing

Wrong consumption estimations that is usually above the usage of clients and leads to a
higher value in their bill. The difference between real and estimated value is later refunded to
clients in following invoices when the company takes the counter readings themselves.

The invoices are sometimes too complicated for clients to comprehend and even for the
operators. The cause of this is the refunds and adjustments in between real and estimated
value and the language used in the invoices. Many clients who contact Galp indicated that
they do not know the meaning of debiting and crediting.

Many clients complain that they do not receive any invoices for a certain period of time and
once they receive it, there is a huge amount to pay that might not be affordable by some of
them even though Galp Energia divides that big amount in to separate payments. In extreme
cases clients may not receive any invoice for a year because of some faults in the operating

information system.

8.1.2 Contract Activation and Connection

Some new clients are not able to use their electricity or gas for long time because of not having
the technical visits. The scheduling of technical visits are done right away for the closest day
possible but if clients are not at home at the scheduled time, another visit scheduling becomes

more complicated and can take very long time.

8.1.3 Payment Methods

Clients cannot pay with cash at Galp Stores
Liberalized market clients have difficulties because not all stores have POS machines for

liberalized market.
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8.1.4 Things to keep
e Iftheclientisright about some complaint or an error admitted by Galp Energia, Clients receive
an email to choose a bonus gift among 3 choices. Clients like the method of correction and it

creates a positive impact on them.

8.2 Teleperformance Observations

The most complaint topics were the same as our observations at SIBS. The topic caught our attention
was the time period between changing electricity providers from EDP to Galp Energia. The owner of
the electricity network is EDP and all the technicians work to them. The process of technical visits and
activations may take a very long time because we were told EDP neglects these type of duties not only

for Galp Energia but also for other energy providers and Galp Energia has no control on that.

Also changes for potency of electricity and changes to bi-hourly tariffs (also needs the change of the

counter) can take up to 3 or 4 weeks which is a very long time period for clients.

Operators receive a lot of calls during the day for simple procedures such as counter readings and
information about Galp Products discount and promotions. These types of services can be easily made
online on “digital counter” and information may be obtained from Galp Energia’s websites. The digital
counter needs to gain awareness among customers and be available to liberalized market clients. Galp
Energia’s also needs a customer service centre online page where all kinds of information exist all
together. By doing so Galp Energia can reduce the amount of call received and also reduce their

operating costs.
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9. Survey Results

We have received 52 responds to our survey and 50 valid responses were analysed. The average age
of our survey respondents was 41 years old. The 40% of the respondents are still clients of regulated
market and 24% are clients of the liberalized market for both electricity and natural gas. Surprisingly
18% of the respondents do not even know which market they are in. We can assume them as clients
of the regulated market since if they have changed from regulated to liberalized market, they would
had contacted with their energy providers. The 42% of the respondents also indicated that they don’t
have enough knowledge and information about liberalized market. Following to this question we have
asked our respondents if they have would like to know more about differences between two markets
and they have responded with 94% of “Yes”.

Moreover, when we asked “In which way you believe is more efficient in order to inform the clients
about liberalized market?” total responds we have collected for this question indicated 21% Press,
26% TV, 25% cards and flyers and 14% wanted to have information in their current energy provider’s
website.(Respondents were able to choose more than one option).

In which way do you believe is more eficient in order to
inform the clients about the liberalized market?

1%

® Press
Ty
m Sacial Networks
Mail (letter)
m Yideo Channel on YouTube
® Web-page of Energy Supplier

m Other

7%

Figure 1 Communication channels preferred by respondents

In the natural gas segment of our survey, 57% of the respondents are clients of Galp Energia, 21% are
clients of EDP and 19% of the respondents are clients of bottled gas that does not have access to

natural gas.
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Overall satisfaction with the natural gas supplier was 47% and 39% of the respondents chose the
answer “indifferent” which we assume due to low involvement nature of the utility service, clients are
not concerned with their providers. 5 out of 30 clients (16.6%) of Galp Energia who responded the
survey indicated that they would like to change to another natural gas provider. 30% of the total
respondents do not believe in their energy providers’ expertise and 33% thinks that they cannot reach
their energy provider with ease. A very interesting question in the survey related with the current
literature is if energy providers care about their clients and show affection which was not agreed by
44% of the clients and 41% indifferent responds. When we asked the respondents if their energy
provider only worries about monetary benefits of the service provided 30% (12) of the clients
respondents agreed and 10 of them were clients of Galp Energia. Clients indicated that price is a
determinant factor in choosing a provider by 76% but 61% of total respondents agreed that even
though price is a determinant factor, customer service have more influence in choosing a provider.
38% of the customers who responded to our survey thinks that liberalized market does not have

advantages for them and 38% of them feel neutral or indifferent.

In the second part of our survey which contains questions about liberalized market of electricity, we
found out that 91% of our respondents are clients of EDP and the rest are clients of Galp Energia. The
percentage of overall satisfaction with electricity providers were 41% and indifferent responds are
40% of the total participants. 10 over 48 clients of EDP responded that they would like to switch to
another provider which can be an advantage for Galp Energia since they are second biggest provider
in electricity market in terms of number of clients. 26% of the total respondents do not believe in their
energy providers’ expertise and 26% thinks that they cannot reach their energy provider with ease.
38% respondents indicated that they do not feel like their energy provider care about them and we
also received 37% “indifferent” responses. Another important statement was “I feel like my energy
provider only cares about monetary benefits” which was agreed by 47% of the participants. As it was
in natural gas segment, 30% of the respondents do not believe that liberalized market has advantages

for customers and 45% indicated neutral or indifferent for this statement.
Price is a major determinant factor in the energy market for choosing an energy provider which was
agreed by 86% of respondents but even though the price is a very important factor, 76% of the

respondents agreed that customer service is more important factor than the price.

In the last segment of our survey we asked respondents if they would like to have same energy

provider for natural gas and electricity and they have agreed by 83%. Their motives to have same
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provider for electricity and natural gas are different. 56% of the respondent stated that being able to

receive one invoice for both services, 58% indicated the ease of having only one contact number to

resolve problems or request information and 68% of respondents indicated being able to have

discount & promotions. Respondents were able to choose more than one motive.

In many questions and statements, majority percentage of answers we have received was

“indifferent”. We may assume that this is due to low involvement nature of the utility services itself.

Customers do not feel attached to services, just demand stable supply of electricity and gas and do

not concern about other aspects of the service.

From the survey we have drawn some conclusions presented and discussed with our client about both

natural gas and electricity markets.

Customer do not have enough knowledge and information about liberalized energy market;
Reasonably high amount of customers think that they cannot contact their energy provider
easily;

Maijority of the customers believe that their providers do not care about them and feel lack of
affection. They also believe that energy providers are more interested in monetary benefits
of the services;

Customers believe that liberalized energy market does not have big advantages for them;
Price is a determinant factor for customers choosing an energy provider;

Customer service and customer care is the most important part of the service according to

clients” responses.
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10. Recommendations

The recommendations are based on our interviews (communications channels), meetings with our
sponsors from Galp Energia, results from survey and our own researches. Recommendations are
focused on different segments of client experience cycle but instead of covering the whole cycle, after

discussing with our client, we have worked on certain components that were interesting to focus on.

7 ™
_ =
= k=
\ /

Figure 2 - Customer Experience Cycle Source: Galp Energia

10.1 Discovery

As we have analysed in the survey results, consumers in energy industry miss major information about
liberalized market. Galp Energia can increase the knowledge of the consumers and in return consumer
spread good word of mouth about the company which will affect the company’s reputation positively.
It’s really hard for petroleum companies like Galp Energia to create a humanistic reputation due the
nature of the industry. Companies are focusing on sustainability and green energy to improve their
reputations and for Galp Energia to inform all clients in the market objectively without expressing their

prices, discounts would improve their image of social responsibility.

10.1.1 Didactic Channels
Our first proposal is to create a didactic channel on various online platforms where watching videos

are possible. We have thought about most famous video platform “Youtube” as our focus point but
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since once the video is created, there is no cost of putting it on other video platforms. The more
channels the video exists, there is more possibility that consumers will engage with these videos. The
idea is to show that Galp Energia “cares”. The reason why we have not considered social network as
our informing platform is because of the clients who had bad experience with Galp Energia, have
attacked company with negative comments and the control over a public page is very hard and needs
24 hour attention. Company already suffered from this type of experience and shut down their social

network page.

In the context of the didactic videos we would like to transmit to clients; what liberalized energy
market is, who the providers are, what the advantageous are in terms of competition, what the
differences are compared to regulated market, transition period. Consumers do not believe that
liberalized market has advantageous which is wrong because since 1 January 2013, regulated tariff
ended and the prices in regulated market is higher than the prices in liberalized market. It was a
strategic decision taken by ERSE in order to push consumers to liberalized market and speed up the
process. We have created a demo video for Galp Energia to show the main context of what they need
to transmit objectively. It is very important the video to be dynamic and animated in order to keep
consumers attention on the video and not become a negative customer experience. In the video, we
have gave information about what regulated and liberalized market is, who the providers are in the
liberalized market and what are main differences between two markets. We ended the video by giving
an example of liberalized market of telecommunications (TV-NET-PHONE) and how companies

compete each other in terms of products, features, prices that leads to benefit of consumers.

10.1.2 Publicity

Our proposal includes two segments; Indirect and Direct publicity.

For Indirect publicity, we saw the opportunity of the space of Galp On invoice and included a box that
shows the discount gained by client for the period and another line with the total savings gained with
GalpOn plans(relatively to regulated market). We would like reinforce the decision clients took by
choosing Galp On and increase their influence on third-parties. Our proposal is to add a line on invoice
for example “With Galp On you saved X Euros in Liberalized Market! Tell to your family and friends
and let them save too!” Our intention is to spread good word of mouth about advantageous of Galp

On plans compared to regulated market.
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For Direct publicity we have used the information from survey and the majority of our survey
respondents preferred to be informed by TV, press and mail. Our second proposal is to use direct and
indirect publicity to increase brand exposure and inform clients about liberalized market.

Press

Galp Energia has an opportunity to use this channel to advertise their products and promotions while
informing the clients about liberalized market. 455 millions of journals were circulated in Portugal in
the year of 2011 (PORDATA: Base de dados Portugal Contemporaneo) and it is a very effective way for
direct advertising and informing clients about the process of liberalization and neutralize the
advantageous of other competitors in the market.

Mail

Our proposal is to send mails to inform all clients of regulated market without any advertising and
publicity because of the regulations of ERSE. The cost is high in case of not selling the services, that is
why we propose to send flyers to all residents without discriminating liberalized market or regulated
market in order to pass through the advertising barriers of ERSE.

Television

It is an efficient and effective way to create an impact on clients and advertise but the cost of this
action is a little too high, depending on the length of the video and time of the day. For that reason
we did not propose this channel to be used for publicity and informing clients about liberalization of

the market.

10.1.3 Google Keywords

Our last proposal in discovery segment in the customer experience cycle is about Google Keywords.
The Portuguese language orthographic agreement has changed recently and the word “electricidade”
is now written as “eletricidade”. When the word is searched on Google according to new orthographic
agreement Galp Energia is second on the results list. The word “eletricidade” was searched 49.600
times, in April 2013 according to Google keywords database. On the other hand the old word
“electricidade” was searched 74.000 times, in April 2013 and when it is searched the results show the
regulator ERSE and the competitors like EDP. Galp Energia doesn’t seem to be found anywhere on
front page.

We proposed Galp Energia to consider adding the word “electricidade” to their keywords database in
order to gain more exposure because there are still many people using the word according to the old
agreement. This proposal is very easy to execute, very low or no cost at all and it will increase the
exposure of Galp Energia and its services to consumers and other people that are searching on the

internet.
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10.2 Using Service

10.2.1 New cutting warning process via Sms/E-Mail

In our discussions with our sponsors from Galp Energia’s, we have found that Galp is having problems
with the payments and cutting process. Below is the current process of warnings before energy cuts
in case of missing payments. Galp Energia’s contacts the client 4 times via Sms/E-mail before the

energy cuts.

| | \ \ | \ | [

t+2 t+4 t+14 t+16 t+21
|

Payment New Payment

window window
expires expires

Galp Energia

cuts energy
supply

Figure 3 Current Warning Process

The contract is between two entities, Galp Energia and the client. If Galp Energia is responsible for the
supply of the utility, clients are obligated to pay for the service and if not Galp Energia has to make
sure to cut the supply of the energy. Galp Energia is taking all responsibility by contacting the client 4
times before cut and after our long discussions in the group we have reduced the responsibility of
Galp Energia and number of contacts with the clients. Following scheme is our proposal for the new

warning process.
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Figure 4 Proposed Warning Process

We have reduced the number of warnings to two and overall energy cutting time is reduced 1 week.
The warning before expiration day seems unnecessary since the clients already have the invoice and
are obligated to pay in time. If not, Galp Energia contacts the client 2 days after original expiration
date with a new bank reference to remind that the bill is not paid and client needs to pay in 5 days. If
the bill is still not paid, 2 days after the second expiration date, Galp Energia contacts the client and
warns that the supply of energy will be cut in 5 days. In order to rectify the situation Galp Energia
suggests to the client to go the nearest Galp Stores or contact call centre. After 2 weeks from the

original payment deadline, Galp Energia cuts the energy supply.
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10.2.2 Sms-Email Care

The 44% respondents of the electricity market and 38% of the natural gas market indicated that they
don’t believe their energy provider care about them. Around 45% of the total respondents indicated
that energy providers only care about the monetary part of the service and not about other aspects
of customer’s experience. Our mission is to improve the customer care in the project and increase
their overall satisfaction and loyalty. The challenge is how to increase the relationship between

company and clients with such low involvement service.

Affection assists as an antecedent to customer’s trust and influences loyalty before and after service
recovery. Affection has bigger impact on customers trust after the service failure and recovery that

should be the first area to be handled in the process. (La and Choi 2012)

In order to strengthen the bound between client and the company we came up with the promotion
idea of celebrating customer’s birthday with sms/e-mail while offering them that day’s consumption
of electricity. Sending just a sms/email would not create the same amount of affection as offering
something as a gift and we wanted show clients that Galp Energia actually cares about them. It’s a
good way to create a strong bound with the clients, increase their loyalty and make them spread good
word of mouth to their friends and family about the company. It’s important for Galp Energia to show
clients that it not only their money Galp cares about. We have calculated the budget as 258.000€
annually with the assumption of 2€ cost per client for total of 129.000 Galp On clients. This is a very
rough calculation and we assumed the average cost of electricity per month per client is 60€. More
likely there are more clients under this value than above. May need further analysis of Galp Energia

since they have more accurate information.

Our other proposal inside Sms/E-mail care is to send messages to clients with current promotions and
opportunities with Galp On products without being invasive. This service currently does not exists.
Clients receive the Sms/E-mail with promotion or a new service with the phone number of call centre’s
related department. Galp Energia’s feedback was positive for this proposal but it would be more
effective for them and clients if the promotions are replied and registered with the same channel
(Sms/E-mail) right away. The analysis of impact of responding with same channel needs to be further

investigated by Galp Energia or in a posterior project.
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10.3 Paying for Service

One of the most received topic at communication centres is the information about invoices. Some
invoices are very complicated to understand for client and even for operators. Especially when there
are estimations and refunds of charging more than the real consumption, promotion discounts and
taxes, much more lines can be found in the invoice. These are all written in the invoice in accounting
terms debiting and crediting which not all consumers understand. It might even get more confusing
when there is a refund of discount or promotion which mean a money out of clients pocket and it is

hard to understand. Our recommendation to this point is to change the invoice layout

10.3.1 Invoice Layout

We suggested to improve the layout of the invoice and presented a new layout easy to understand
and more “consumer friendly”. We searched for best practices (benchmarks) of invoices of energy
companies around the world and we found out one that caught our and our client’s attention. It is an
energy provider called E-On from United Kingdom that provides their clients with very clean, easy to

understand and with a cleaner view. (Appendix 1)

Os seus dados de DESCONTOS INCLUTDOS

consumo

B 2.05E
S GisMatural 2096
Plano de Energia
GasNatural+ Eletricidade 5' sze
RESUMO DA FATURA CanfortCare BH Com & Galp On, i poupou T4.30€
20645%
Valor da fatura sem desconto: 121,77€
4 2 VALOR DA FATURA
Desconto campanha: -5,52€ gfm;h Faturacao [eom desconto incluido)
Valor da fatura ezse WP |-
Valor a pagar 264,90€ 01-04-2013 116.25€
Data limite de pagamento: 21-04-2013 Vocé consumiu Valor da fatura 3/ desconto - 121.77€
Periodo de faturagio: 01-03-2013 & 01-04-2013 120 kith de eletricidade
N DO DOCUMENTOEI000638a2 DATADE EMISSACO1-04-2013  2*VIA 200 kWh de gas natural

VALOR A PAGAR

Estes dados sho baseadaos
nas lefuras dos  seus
contadores de eletricidade
de gas natural e em
Consumos estimadas.

Figure 5  Evolution of current invoice to our proposal

Before we change the invoice layout we have to keep in mind that legal restriction of the Galp
Energia’s invoice that cannot be removed or changed. Current invoice of Galp Energia also contains a
space for advertising banner for promotions like “conta certa”, electronic invoice and direct debit and

space for bank reference. So with respect to all of these we have adopted some of the visual features

28



from e-on invoice. In addition to that we added a line at the bottom of the discount box that expresses
the total savings earned with Galp On services. It’s a good and easy way to show clients the benefit of
the services and increase their perception of loyalty with increasing value of savings earned with each
invoice. Also we recommend Galp Energia to add a short glossary at the end of the invoice in order to
increase the understanding of the abbreviations and terms used in invoice.

This proposal of new invoice layout was the “star” of our final presentation and was very appreciated
by Galp Energia, requested additional information after final presentation meeting. For entire invoice

proposal see appendix 2.

10.4 Solving Issues and Complaints

10.4.1 Online Customer Care Centre

Galp Energia do not have any online customer care centre and Galp On site does not even have a
search bar for clients. They only have contact numbers for communication channels and frequently
asked questions. We searched for best practices in terms of customer support and we have analysed
two examples that are known internationally. Ebay and Amazon has one of the best customer support
centre which is easy to guide and rich in terms of content and frequently asked questions. We
proposed to create an online customer care centre for Galp Energia with inspiration from both E-bay

and Amazon. (Appedix 3)

We proposed to create a platform that should answer many of the client’s questions and doubts. It is
important to solve client’s problems without contacting Galp Energia to reduce phone and e-mail
traffic. Our idea is a support centre that will be almost self-sufficient for solving problems which need

to be very well organized and to be rich in terms of content.

The care centre will have a search bar that will search through topics and previously asked questions
that already have been answered by operators. Galp Energia already have database for frequently
asked questions but clients cannot do a search inside that database. They need to scroll though topic

by topic in order to reach the desired topic which is very inconvenient.

Also, we proposed to adopt the structure like from Amazon’s support centre. Whenever a client wants
request information or make a complaint, it will follow this structure.

1%t level — Select the service and enters supply number: Electricity or Natural gas;
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2" |level — Select the type of information: Suggestion, Request or Complaint;

3" |evel — Select the subject of the issue or type the subject (system will later match with frequently
asked questions);

4™ level — System provides results for the issue related that client could not find with keyword search;
5% level — Client chooses how to contact with Galp Energia: Phone or E-mail (If the phone is chosen,

the subject stays registered for the operators at call centre).

After consulting with informatics engineers and research on the internet, the calculated budget for
this customer care centre is between 10.000€ and 15.000€ and considered as an acceptable value by
our client. In addition to that customer care centre needs more staff to work on this channel which

will cost extra human resources costs.

The care centre should be able to help clients” requests and have everything they need from Galp
Energia in a unique website without searching through several pages on the internet. We proposed to
create an experience that should answer clients” needs without spending too much time searching. It

should give an edge to Galp Energia in the liberalized market against its competitors.
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11. Conclusion

In this project we considered that client is the one who knows the business. We focused heavily on
communication with our client Galp Energia and communication within the project group and our
advisor. In each step of our analysis and recommendations we have considered our client’s and
advisor’s opinions to provide the best results in our presentation. Several meetings were held during
this period with Galp Energia and we have visited some communication centres of Galp Energia’s

customer support, Teleperformance and SIBS Processos.

We believe that the current customer care program of Galp Energia is innovative and efficient which
made it difficult for us to improve some elements in the customer care program during the research
process. Based on our interviews, meetings with client and dissertation advisor, best practices and
survey results, we have provided seven proposals with moderate implementation cost (financial, time
and human resources). Some of our proposals like sms/e-mail care needs further analysis by Galp

Energia or posterior projects about customer care.

We based our proposals on the dynamic modern identity of Galp Energia aligned with social

responsibility and vision of the future.

At end of our final presentation for our client, we have distributed customer satisfaction surveys.
Among seven proposals we have presented in the final presentation, new invoice layout and didactic
channel were indicated as most preferred by our client. Overall, Galp Energia was very satisfied with
our project in terms of quality and management. We can say that the proposal of new invoice layout
was the star of all our proposals and was very appreciated by Galp Energia, requesting further
information after the final presentation meeting. Galp Energia offered assistance if there are future
projects related with customer care. The positive feedback we have received, created an opportunity

for master students of our university.
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Appendices
Appendix 1

Annual statement bill

e-on °

9 Name

Address line one
Address line two
Postcode

9 Date of bill
18 April 2009

We sent your last bill
on 10 January 2009

This is not a tax invoice

Your electririty and gas bill

p
eYour energy & plan

Your plan
E.ON Track and Save 2

Your plan end date
1 September 2010
You've used

848 kWh of electricity
8927 kWh of gas

These figures are based
on your readings

-
Discounts & rewards

-~

304 Tesco Clubcard Points
eamed this time

Your discounts
3% for paying promptly
credit

b v

Please pay now

To continue to get a
3% discount off your bill
for paying promptly,

9 Page1of 3

Any questions?

Call us on
0845 052 0000

Monday to Friday Bam to
8pm and Saturday 8am to
&prm. All our call centres
are inthe UK

of

Your account number

- 1234 5678 9012

.

We've used your
meter readings

Electricity: r?f byyoﬂg Apr o9
© & |0/ 0[0Jo][0
Gas: read by you 18 Apr 09

®a6[ ] J0ojofo

We've included
your key facts

We've included an annual
reminder of the the key facts
about your usage and your

please pay by 2 May plan with this bill.
8
£338.46
AN
Girobank %3 bank giro credit E%
ank plc Merseyside G 0AA -~
Amcurt due By transfer from -
Reference m Creditaccount number No fee payable at PO counter Alliance and Leicester/Giro account numb
158
208 0000000000000 0000000 £338.46
288
H 24 ] Cheque payable to POST OFFICE COUNTERS LTD
"""" -~/ AIHIn ===
™
[ o 63312608915669189806 Date Cheque
stamp and initisls JII
N y 57-84-64 £
— Please do not write below this line or fold this payment siip
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Appendix 2
Current Invoice

&) e
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Comunicacic de leftura B00 508 050 (e careds gris]

Dperador da Reds de
Alwrel Ermsrglncas Gis 200 157 {eksn - charrads gritis)
Atwrel Errsrgincias Elstrickieda 500 505 505 (34548 - charmads gritis)

WA CRIpEnErgla o

DADOS DA SUA CONTA

N2 IDENTIFICACAD DO CONTRATO

1105754

Some do Hiuler:

M fiscal: T11811%8

FUA SOUTO 80 2Direito
MADEINA DE CAMERA

226 VALE DE CAMERA

wocal de Fomecimesin:

Desigragio da charta: Mana Comfart Cars B4 - Galp On IRei%

S s nglac i, rtural @ ekt rickdade
5 Taria contrateda gl Tariks Banwr LU &P « Excalas 1
Tar i contratada sntricdade: BT (1,5 kWA «n20, Tewa) - B Horaria 14,6 i)
i hasiria: Cicio diario
e, Uninvarial di |rotalacio [CLA]: T B 0002 (5 TRERN

PROOGIN00TNS FESelD

piiy Sooat | 50000

., Posbe da Estowga [OPE):

Conta Certa

* Pague

MPre o 1 v, Todos

= 0 valor a pagar e o

Para aderir envie um email para

SO ALEXANDRE COVELD CORRE] ATEVEDD

ia do més sao definidos por sil

173
galp
=
-y Y
SILVID ALEXANDRE COWELD CORREI AZEVEDO
RUASOUTO 40 2Dinsfio
MACIEIRA DE CAMERA
3730 225 VALE DE CAMERA
4867306~
AR
RESUMO D FATLRA
Valor da fatura sem desconto: 121,77€
Desconto campanha: 5,526
Valor da fatura 116,25€
Valor a pagar 264 ,90€
Data limite de pagamento: 21-04-2013
Periodo de faturagdo: 01-03-2013 & 01-04-2013

M DO DOCUMENTBE 300053882

INFORMACOES UTEIS

Evile esimaivas na fatura: D2 3 sua leftua
503 050 2 dia 30-04-2013, utilizando a refen 7097546156

Encontra-s2 por Iquidar o
abab Inglcada pammite liguidar a totslidade do valor em divida.

alravés da linha de atandimenio ou par galpongigalpensngla.com.

Estado para 2013,

gapOnRgalpenangla. com.

galponggalpenergia.com ou ligue 808 503 030

TALAD DE CORTROLO

REFERENCIA PARA REGULARIZACAD DE VALORES [MULTIBANCO, CTT E AGENTES PAYSHOR)

—

MB FAGASMENTO FOR MULTIBARCD

pp——— - -
ENTIDADE : 21177 .
REFEREMCIA 444379165
MONTANTE: 116,35¢

Sa protesde pages o total ded valons ndo raqulsricades,
introduzs o sepuinte dades:

BEADD PO COMPUTADCR TALAD D LEITURA OTICA
Débito direte em Conta Bancaria
ID. do Cresdor - 105798 NE autorizagio E1010653813

Coma ativar o Débito Direto no Multibanco:
+ Splecions a opglo "Débitos Diretos™
* Insira o *ID do Credar” @ "NE de AutorizagSo™ e confimese com a tecla verde

sar Iguidadas pekn maios de pagsmentn & dipeiiglo.

ENTIDADE : 21177
REFEREMCIA 444379265
MONTANTE: 264,504
Dk rnite da Pagamenta 2104-2003

0 taio mrmidda Ba prova cs pagaTerna. amere-d

O000002448391659210437 401 DO0116259 14

il
iy

payshop

SIS9S40 0000004442001 1 £2 5000000013042 1 2916591115

Reservado a Marcagio Otica. NSo Dobrar. N3o Escrever. Mo Carimbar. Mo Agrafar.

0000004448291659210437 401 000116259

DATADE EMISEACD14-2043 WA

O pagamants zor Didio Dinrto s Acard ativo quando for isdicsdo s fetus. A bt smitikd abl s momants davem

14

gas @ elefricidade pelo 500

valor total de 264,008, A referéncla o2 pagamento

Cas0 este valor [a benha skdo parcal ou tolaiments liquidado, contacte-nos

Para o6 consumas verficados 3 Fl3E|'d'E1 de Jareimn ge 2013, passou 3 sar
mbmnlmmeepeculnecmwmdeg&s nalural de acordo com 3 Led
n"E5-E/2012, de 31 de Dezembwo de 2012, que apFovou o Ompamento de

Esta fatura fol emitida com avaso face 3 data nomal de emissdo, factn pelo
qual apresentamos 35 NOES3s desculpas. Se enfender Necessdno, poderd
pagar esta fatura reparfindo o valor em dols pagamenios, sem |ure. Basta
que nos contacie avaves 03 linha o= atendimento ou por emall para
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The new invoice proposal
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Data limite pagamento: 21-04-2013

Conta Certa

* Pague sempre o mesmo, todos os meses;

+ 0 valor a pagar e o dia do més sdo definidos por si!
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galpon@galpenergia.com ou ligue 808 503 030
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Appendix 3

amazon Eser's Amazon.com = Today's Deals

1 J0IN Prime

Shop by

Department v Search Al w

Contact Us

n What can we help you with?

GiftCards Sell Help

‘ An order I placed Kindle Digital Services Something else

Please enter your Order Number (if known) [

n Tell us more about your issue

[ Choose a Different Order J

Selectan issue | Promotions and deals El

Selectissue details | Rebates

<]

Select additional details | Why didn't | quali

<]

fy for rebate? v

n How would you like to contact us?

Phone Chat

Hil Sign in or register | Daily Deals

My eBay Customer Support

ebay Customer Support

Home > Customer support > Find an answer

[
J Find an answer ‘ | @ Contact eBay

= Cart

What can we help you with?

Q Enter a keyword or topic

Example: “seliing fees’ (Does not search for items or products)

¢ |didntreceive myitem

+ Myitem doesn't match the sellers description
« Open an unpaid item case

+ Retracta bid

* Reportanitem

v Self-service tools w Popular questions

« | have a problem with an item | bought, whatdo |
do?

+ How do | cancel a purchase?

+ How do | report an item that wasn't paid for?
+ How do | contact PayPal?

I'd like to see the fee details for my item.

AbouteBay Community Announcements  Security Center
Preview new features  Tell us what you think

BuyerTools  Policies Stores eBayWishlist Site Map  eBay official time

Copyright ® 1985-2013 eBay Inc. All Rights Reserved. Designated trademarks and brands are the property of their respective owners. Use of this Web site constitutes acceptance of the eBay

User Agreement and Privacy Policy.
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