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KNMeHTOUEHTPUYHOCTb KaKk HOBOE KOHKYPEHTHOE
NPENMYLLECTBO B POCCUNCKOM HedpTecepBuce

Customer Centricity as a New Competitive Advantage

for Russian Qilfield Services

B rnobasibHow 1 poccuickon HegpteobbIve
POUCXOZSIT r71ly60KUNE UBMEHEHUST N HabUparoT

CUJTy HOBbIE BbI30Bbl, KOTOPbIE TPEOYIOT
yrnpaBiIeEHYECKOU TpaHChopMaLmm CO CTOPOHbI

BCEX UPOKOB OTPAaCJI, BKJIHOYasi He(hTeCepBUCHbIE
KoMnaHun. B cTaTtbe npegcraBieHbl 0606LEHHbIE
pe3ynbTaThbl UCC/IEA0BaHNS MPaKTUKU MPUMEHEHUS
KITMEHTOLEHTPUYHOIO rogxoAa B CEKTope
HegTernpoMbIC/IOBOro cepBuca, a Takxke pacCMOTPeH
OnbIT BHEAPEHUST KITNEHTOLIEHTPUYHOCTY B KOMIMaHUN
«[asnpoMHepTb-HepTecepBuc».

1.HedoTenpombicnosbi cepBuc B PO
Poccuickas oTpacnb HehTENPOMBIC/IOBOrO cepauca

(nanee — HINC nnn HethTeCEPBIC) B pamKax 3Town
CTaTby BKJIOYAET KOMMIEKC TEXHOIOMMYECKX
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The global and Russian oil production sector is undergoing
profound changes and as these new challenges gain
momentum, they will demand certain management
transformation changes from all the industry players,
including oilfield service companies. The article presents
the summarized results of the application of customer-
centric approaches within the oil services sector, as well
as the experience of implementing customer centricity in
Gazpromneft-Nefteservis.

1. Oilfield Services Sector in Russia

The Russian oilfield services sector (hereinafter referred to
as OFS or oilfield services), in the context of this article,
comprises of a range of technological services applied
for oil and gas production in the field. The Russian and
worldwide oil and gas industry, especially where onshore
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BUSINESS STRATEGY M

YCIyr, MPUMEHSIEMbIX A9 OOk HEDTV 1 ra3a
HenocpencTBEHHO Ha NpoMbICcie. B poccuinckomn
HebTera3zoBom OTPACN — Kak 1 B MUPE, OCOBEHHO

B 4aCTN MECTOPOXKAEHNIA Ha Cyllle — NpeBasIpyeT
cepBuCcHas BU3HEC-MOAESb, B paMKax KOTOPOWM
KOMMepYecKas peanusaums 0bopyaoBaHus U
MaTepuasioB (HaNpUMep, A00Ta, TelEMETPUHECKME
CUCTEMbI, BYPOBbIE PACTBOPbI, HACOCHI A1
MEXaHN3UPOBaHHOW O00bIYV) MPONCXOOUT Yepes
CEPBVCHbIE CTABKM, OCHOBaHHbIE HA METPE MPOXOOKMN,
BPEMEHU LCMOJIb30BaHNS UM OpyroM napameTpe. 3a
pamkamm HINC ocTaétca o61acTb CTpoUTENbCTBA U
aKCMyaTaumm MHPPacTPyKTypsbl (GOPOrv, KyCTOBbIE
nnowagxkn 1 gpyrne oobekTbl).

O61béM 1 guHammuKa oTpacsim

O6beM muposoro HINC B pokpuamncHom 2019 roay
COCTaBW1, MO OLEHKaM CneLman3npoBaHHbIX
MexxayHapoaHbIx areHTCTB (Rystad Energy, Spears &
Associates, Westwood Global Energy), ot 220 go 270
mnpa aonn. CLUA. «<BonbLuyto TROWKy» KPYMHEMLLIMX
pbiHkoB HIMC coctasnstoT CLUA, Kutam n Poccus.

B 2020 roay mupoBas HehTecepBrcHasa oTpacsib
nepexxmna TSHKeNEenLWLINA Cnaf;: CHUDKeHe 06 bEeMa pbiHKa
B LIeSIOM MO MUPY COCTaBuo 0Kono 33%. MNpu aTom
pbiHOK CLUA cokpatunics noutu sagoe (-48%).

Poccumcknin pbiHok B 2019 roay oueHvBascs B
avanasoHe ot 1,5 TpaH (oueHka MUHaHepro) Ao

1,8 TpH py6. (oueHkm Deloitte, Vygon Consulting).
MNagenne pbiHka B 2020 rogy cocTaBuio, no
pasnYHbIM oleHkam, 10-15% B py61EBOM BbIDaXKEHNN.
[NokasaTtenbHo, 4To No utoram 2020 roga CHYXKEHWE
OObEMA MPOXOAKM B SKCMyaTaLVOHHOM BypeHnm,
kntodeBoM cermeHTe HIMC, coctaswn B Poccun 1,3%
MO OTHOLLEHWIO K MPeablayLLeMy, OKPUSNCHOMY rOAy.
Takas oTHOCUTENBbHO BaronpUATHas A8 KPU3UCHBIX
YCNOBUM OMHAMMKA UMENa MECTO AaXXe HECMOTPS Ha
TO, YTO NPaBUTENBCTBEHHAS NpOorpaMmMma NoaaEP KM
HedTenobbIuM 1 HedpTeCcepBMCa Yepe3 CTPOUTENBCTBO
HE3aKOHYEHHbIX CKB2XKMH Tak 1 He Oblia peanna3oBaHa
(cM. cTaTbio «<He3aKOHYEHHbIE CKBaXKMHbI B KOHTEKCTE
sHepreTudeckon ctpaternn», ROGTEC, ceHtabpb 2020).

B nepvon oo 2030 roga mupoBor pbiHok HITC 6yaet
pacTu B AeHeXXHOM BblparkeHU ¢ CAGR (COBOKYMHbIIA
CcpeaHeroqoBon TeMMN POcTa) 0Kono 3%, cornacHo
nporHo3y Rystad Energy. OxunaaeTcs, 4To ypOBEHb
npeakpuancHoro 2019 roga 6yaeTt 4OCTUrHYT B 2024-
2025 ropax.

Yxe B GNIMPKHECPOYHOW 1 OCOBEHHO B CPEAHECPOUHOWM
nepcneKTnBe HedTeECEPBNCHasA OTPac/b — B MUPOBOM
MacLuTabe 1 B POCCUNCKOM, B YaCTHOCTU — OO/KHA ByaeT
HanTV COBCTBEHHDIN OTBET HA BbI3OBbI (B TOM YMCE
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fields are concerned, has a prevailing business model
where equipment and materials (for instance, bits,
telemetry systems, drilling muds, pumps for artificial lift) are
commercialized through service rates, based on footage,
usage period or other parameters. Construction and
maintenance of infrastructure (roads, well pads and other
facilities) is considered beyond the scope of OFS.

Market Size and Dynamics

In the pre-crisis year of 2019, the size of the worldwide

OFS market ranged from $220 to 270 bin USD, according
to specialized expert agencies (Rystad Energy, Spears &
Associates, Westwood Global Energy). The USA, China and
Russia are comprised as the “big three” major OFS markets.
In 2020, the worldwide OFS market went through a very
steep decline: market volume declined about 33%. The US
market nearly halved during this period (-48%).

The Russian market was valued in 2019 at between 1.5
trillion rubles (estimate by the Ministry of Energy) to 1.8
trillion rubles (estimates by Deloitte, Vygon Consulting). In
2020 the market fell, measured in rubles, by a range of 10
to 15%, according to different estimates. It is indicative that
the decline in production drilling footage, which is the key
OFS segment, amounted to 1.3% in 2020 compared to the
previous pre-crisis year of 2019. Such dynamics, which are
relatively favorable for the conditions Lua crisis, took place in
spite of the fact that the government program for drilled but
uncompleted wells aimed at supporting oil production and
oilfield services had not been implemented (for details, see
article: Drilled Uncompleted Wells in the Context of Energy
Strategy, ROGTEC, September 2020).

In the period to 2030 the worldwide OFS market the
outlook for growth in monetary terms is CAGR (compound
annual growth rate) of about 3%, according to a Rystad
Energy estimate. The 2019 pre-crisis level is expected to be
achieved from 2024 through to 2025.

In the medium-term, and especially in the long-term
perspective, the OFS industry globally and in particular in
Russia would have to find its own response to the challenges
brought about by the global energy transition, including those
coming as a chain effect from the oil and gas producers.

We follow with a discussion of the key structural features
of the OFS market and related trends which are of most
relevance to the core topic of this article.

Mass market and hi-tech segments
The mass market segment of OFS typically involves the
use of high cost assets, such as drilling rigs, hydraulic

fracturing and cementing fleets. Procurement in this segment
is largely implemented according to tender procedures
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BO3HMKAIOLLIME MO LENOYKe OT HedpTeEra3oBbIX KOMMAHWM),
KOTOPbIE CTaBUT rnobasibHbI SHEPreTUYECKNA Nepexom.

Hanee 6yayT pacCMOTPeHbl OCHOBHbIE CTPYKTYpPHbIE
OCOBEHHOCTU POCCUNCKOrO pbiHKA HedTecepBumca u
CBsi3aHHblE C HUMW TPEHAbI, KOTOpble Hanboee 3HaYUMb
0151 OCHOBHOW TEMbI CTaTbW.

CermMeHTbl MaccoBOro Y BbICOKOTEXHOJIOTMYHOIO
cepBuca

MaccoBbin cermeHT HINC, kKak npaBuio, CBsA3aH C
MPUMEHEHNEM KPYMHbBIX 1 AOPOrOCTOSALLMX OCHOBHbIX
CPencTB, BKOYast OypoBble YCTaHOBKW, (h/10Tbl AN
nposeneHns P 1 ueMeHTUPOBaHMS. 3aKynky B 3TOM
CermMeHTe MoYT NOTHOCTBLIO OCYLLIECTBASIOTCS Yeped
TEeHOEPHbIE NPOoLIeayPbl I OCHOBBIBAKOTCS HA MPUMEHEHWN
MPOEKTHbIX PELLEHW, KOTOPblE COAepPXKaTCs B
TEXHMYECKMX 3adaHnax. Kak pesynbTaT, CEPBUC SBNAETCS
CTaHOAPTU3MPOBAHHBLIM («<KOMMOAUTU3UPOBAHHbLIM»), FOe
KOHKYPEHLIMS B ONpeaensitoLLen Mepe OCHOBbLIBAETCS Ha
LiIeHOBOM (haKTope.

[MocTeneHHo PacTET A0/15 BbICOKOTEXHOMOMMYHOIO
cepBuca, KOTOpbIY NpeanonaraeT 6osee akTUBHYHO
POJIb NOCTaBLLMKA cepBuca B (hOpMUPOBAHNN TEXHNKO-
3KOHOMUYECKOrO PELLIEHNS. DTOT aCnekT NMeeT 0coboe
3Ha4veHe Onsd npakTtnkin KIIMEeHTOUEHTPUYHOCTH, O
KOTOPOW NOAPOOHEE B MOCeOyoLLMX pa3aenax ctaTbi.
TpaguLMOHHO B 9TOM CErMeHTe JOMUHMPOBAUIM KPYMHbIE
MeXXOyHapoaHble HedhTECEPBUCHbIE KOMMaHUW, NP 3TOM
B Moc/ieHne rofbl POJib POCCUNCKMX MOCTaBLLVKOB
yBEeINYMBaETCS.

KOHKYPEHTHbIV PbIHOK Y BHYTPEHHUV CepBUC

Hapsagy ¢ Ton 4acTbto HeTeCepBMCHOW OTpacnu, rae
NMEETCS KOHKYPEHTHbBIV PbIHOK 1 BOSMOXXHOCTW OTKPbIThI
0159 BCeX NOCTaBLUMKOB (KOTOPbIE COOTBETCTBYHOT
€0VHbIM KBUTM(PUKALMOHHBIM TPe60BaHNSAM), CyLLIECTBYET
3HAYUTESBHBIN CEMMEHT, Ha KOTOPOM PbIHOYHAS
KOHKYPEHLIMSA MOXXET ObITh pas/inyHbIM 06pa3omM
OorpaHnyeHa 1M CKOPPEKTUPOBaHa Yepes ydactuiie
apOUINPOBAHHBIX KOMMAAHUM 1 CTRYKTYP. Te U3 HIX,
KOTOpble KoHTpoMpytoTca BUHK, obpa3dytoT Tak
Ha3blBaEMbIV BHYTPEHHWI CEPBUC.

Hanbonee cunbHble NO3VLMM BHYTPEHHUM cepamc BVIHK
VMEET B CErMeHTe yCyr BypoBOro nogpsaynka. B

2020 roay Ha go4depHue 1 adbunmpoBaHHble BypoBble
KoMMaHun «PocHedT» 1 BypoBble NOAPa3AeNeHNs
«CypryTHedTerasa» NpuLLAOCL 6onee NoMOBUHBLI BCEX
NPOBYPEHHBIX B OTPACIY SKCMyaTaUMOHHBIX HETAHBIX
CKBaXKMH. «PoCHedTb», KPYNMHENLLNA 3aKa3d4ymK Ha
yCnyrn BypeHnsa B 0Tpacauv, BIJIOTHYKO NPUOIN3nnack

K BbIMO/IHEHMIO 3asiBNEHHOW Lenn 3akpbiaTb 70%
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and uses design solutions presented through technical
assignments. As a result, the service is usually standardized
(‘commaoditized’) and competition is to a high degree driven
by price.

The share of hi-tech services is growing incrementally
which suggests a more active role of the service supplier in
the development of technical and economic solutions. This
aspect has special significance for the practice of customer
centricity which will be highlighted in the following parts of
this article. Traditionally, major international OFS companies
have been prevalent in this segment on the Russian market;
the role of Russian suppliers has been increasing in the last
several years.

Competitive Market and Internal Services

Alongside with the competitive segment of the OFS market
which has opportunities open for every supplier that complies
with uniform qualification requirements, another significant
segment has market competition in various ways limited or
adjusted through participation of affiliated service companies
or units. Those of them that are controlled by vertically
integrated oil companies (VIOCs) form the segment of
internal service providers.

The VIOCs' internal service companies are the strongest

in drilling contractor services. In 2020, more than half

of the industry’s total production oil wells were drilled
collectively by the subsidiaries of Rosneft and drilling units
of Surgutneftegaz. Rosneft, the largest drilling services
client in the industry, has almost reached its stated goal of
covering 70% of its drilling volumes through in-house drilling
contractors.

Other OFS segments are far less penetrated by internal
services and affiliated companies. Such segments include
well logging, directional drilling services, hydraulic fracturing,
workover services, among other.

Customer - Contractor Relationships

The Russian oil production industry widely applies the
so-called split services model. Under the split services
system the customer exercises direct control over the well
construction process, which includes fully developing the
well design, drafting the technical assignment, splitting

the service components that are individually brought to a
tender, and further controlling implementation (directly and/or
through supervision contractors). By using this approach the
customer aims to control and reduce well construction costs.

Split services involve an asymmetry of information where a
contractor has very limited access to data and information
on the technical and economic parameters, as well as on
the results of the work performed. This can pose significant

www.rogtecmagazine.com
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COBCTBEHHbIX OOBEMOB BYPEHNS CUAaMK COBCTBEHHbIX
OypPOBbIX MOAPSAYNKOB.

Bo mHormx apyrix cermenTax HIMNC BHYTREHHWIN CEPBUC
1 ahPUINpoBaHHbIE KOMMaHW NMPUCYTCTBYIOT B
3HaYUTEIbHO MeHbLUEN cTeneHn. K Takm cermeHTam
OTHOCSATCS Fe0U3NYECKINE NCCNEN0BaHNS CKBaXKIH,
TEXHOIOMMYECKOE COMPOBOXKAEHNE HaNPaBIEHHOrO
Bypenus, rmapopaspbie nnacta, TKPC v uenbin psaa
OPYrX CEPBMCOB.

OC06eHHOCTH B OTHOLLEHUSIX MEXAY 3aKasdnkamv v
rnoapsiguMKammn

B poccuinckon HedhTenobbive npeobnagaeT Tak
Ha3blBaEMbIV Pa3aesbHbI CEPBUC, TO ECTb CUCTEMA
OTHOLLIEHWI, MPW KOTOPOW 3aKa34mK OCYLLECTBIAET
NpsiMoe ynpaBsieHMe NPOLIECCOM CTPOUTENbCTBA
CKBaXXWHbI: MOSTHOCTHIO hOPMUPYET NPOEKTHOE
peLleHve, 0OPMISIET ero B TEXHMYECKOE 3adaHue,
pa3buBaEeT Ha COCTABNSIOLLME, KOTOPbIE MO OTAE/BHOCTY
BbIBOAWT Ha TEHAEP, 3aTEM KOHTPOMPYET BbINOHEHNE
(camocTosATENIBHO /MK C MOMOLLBIO NMOAPSAUYMKOB MO
cynepBan3uHry). Kntoyesas Liefb 3aKasynka B pamkax
Takoro noaxoaa — KOHTPOJIb U COKpaLLieHMe 3aTpar.

[na pasnensHoro cepBuca xapakrepHa
NHMOPMAaLIMOHHAA aCUMMETPUS, MPU KOTOPOW
NoAPSAYVK UMEET OYEHb OrPaHMYEHHbIN AOCTYMN K
NHGOPMaLUM O TEXHNKO-3KOHOMUYECKMX YCITOBUSIX U
pesynbTatax paboT, KOTOpble OH OCYLLECTBASET. OTO
MOXET CTaBUTb CEPbESHbIN 6APbEP — TEXHUHECKNIA U
MOTMBALIMOHHBI — 15 pa3paboTKM NOCTaBLLMKAMM
cepBuca 1 obopyanoBaHus bonee ahheKTUBHbIX
peLleHVn. B KOHTEKCTE BbI3OBOB, CTOSLLMX NEpe]
POCCUNCKOW HEPTEOOOLIYEN, TAKOE MOMOXKEHNE

Oen CoaepXX1T yCnoBus ang TpaHchopmMaumm

MOOEeN M B3aMMOAENCTBUSA MEXAY 3aKas4kamm 1
MOCTaBLLVKaMU, a TakKe MMEET BaKHblE MOCeACTBIS
0151 BHEAPEHNS U MPUMEHEHWST CEPBUCHBIMY KOMMaHVSIMM
COBPEMEHHBIX YMPaBEHYECKMX MOAXOAOB, BK/IHOHas
K/IMEHTOLLEHTPUYHOCTb.

2. MnpoBasi npaKkTuka pas3BuTtusi
KJIMEHTOLLEHTPUYHOCTHN

HoBble peasinn n Bbi30Bbl

CerogHs NMOAN KaxkOOOHEBHO MOJIb3YIOTCA YAOOHBIMY
©aHKOBCKMU MPUIOXKEHUSMI, BbIOMPAOT CEPBUCHI
[0OCTaBKY TOBAPOB W/ BbI3OBA TaKCW, UCMONB3YHOT

BCe 6osee yaobHble rocyaapCTBEHHbIE VI MEANLIHCKMNE
cepBuChbl. B aTnx cdpepax KomnaHum yxke MHOro et
NccnenyroT, CO30ak0T U MOCTOSHHO Y Ty4LLIaOT CKOPOCTb
N KQYeCTBO OKa3blBaeMbIX YCIIyT, HO CBEPX 3TOMO TakKe
CTPEMATCA K CO3[aHMIO HAWTYYLLIErO MOSIb30BATENIbCKOrO

www.rogtecmagazine.com

technical and motivational barriers for service and equipment
suppliers to develop more efficient solutions. Considering
the challenges faced by the Russian oil production industry,
such a condition has the prerequisites for transforming

the customer-supplier interaction model, while also driving
introduction and application by OFS companies of advanced
management practices, including customer centricity.

2.Development of Customer Centricity Worldwide
New realities and challenges

Presently, people routinely use convenient banking
applications, services involving goods delivery, taxi,
healthcare. Companies supplying all this have over many
years been researching, creating and continuously improving
service quality and delivery speed, but beyond that they aim
to create the best customer experience for their clients. It

is often the customer (client’s) experience that becomes a
major competitive advantage.

At the same time, service users also find themselves involved
in B2B relations, since they can be corporate employees, as
well as buyers and users of products and services supplied
by companies operating in the real economy. Increased
expectations are transferred to the workplace and present

a new challenge for companies of the real economy that
traditionally have focused on developing production,
improving workplace safety and enhancing sales operations
—that is, to improve customer and employee satisfaction
through improved customer (client’s) experience.

Such state of things presents to the real economy not only
a challenge, but also an opportunity to optimize business
processes and increase profit due to development of new
products and services that fit the needs of clients and
employees.

Definition of Customer Centricity

The central concept of the customer centricity (CC) is the
need. Around its identification, satisfaction, monitoring and
management the business model, tools and products are
designed. In the focus of the customer-centric model is the
‘need holder’, who is not identical to the buyer (or client) that
is part of the client-oriented (CO) system of relations. The CO
approach sees priority in assuring quality of the product and
aftermarket service, which is already a mastered stage for
most managerially advanced companies.

In a customer-centric company those are customer needs
that determine development priorities, business processes
and the content of products and services. The internal
resources of such organization are consolidated in order

to create value for the customer, to meet his needs and
deliver the best customer experience. The development and
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onbITa /15 CBOVIX KNMEHTOB. HacTo nMeHHO
NoNIb30BaTEIbCKN (KJ'IVIGHTCKI/IVI) OnbIT CTAHOBUTCHA
rN1aBHbIM KOHKYPEHTHbIM OTJINYMEM.

B T0 >xe Bpems, Nob30BaTENN YCIyr B CBOVIX OPYIMX
PONSIX BOBJIEYEHDbI B Cpepy OTHOLLIEHN B2B, nockosbKy
OHW 9BNSOTCSH COTPYOHMKaMU KOMMaHW, a TakKe
3aKagurKamMu 1 N0b30BaTENIMU NPOOYKTOB 1 CEPBUCOB,
NpPenoCTaBAAEMbIX KOMMAaHUAMK PeasibHOrO CekTopa
9KOHOMVKW. Bospoclume oxnaaHus NposBAStOTCS

B paboyeM KOHTEKCTE 1 CTaBAT nepem, KOMNaHNsaMm
peasibHOro CeKTopa 3KOHOMUVKM, TPAAVLIMIOHHO
hOKYCMPOBaBLLMMINCS Ha MHTEHCMBHOM PasBUTA
MPOW3BOACTBA, MNOBbILLIEHUN 6E30MacHOCTU Tpyda

1 pasBUTUM CObITa, HOBYIO 3afa4y — MOBbILLEH/E
YOOBNETBOPEHHOCTY KITMEHTOB W COTPYAHNKOB Yeped
yJyuLLIEHME MONB30BATENIbCKOrO (KIIMEHTCKOrO) OMnbiTa.

Takoe NoNoXKeHne Oen He TOSIbKO SBSETCS
OObLLVM BbI3OBOM /151 peasibHOro CEKTopa, HO U
NO3BOJISIET ONTUMMINPOBATL MPOLECCHI 1 MOSYHYNTh
OOMONHUTENbHYIO BbIFOAlY 38 CHET CO3aHNst HOBbIX
MPOAYKTOB 1 CEPBMCOB, 3aKPbIBAOLLIVX MOTPEOHOCTH
K/IMEHTOB U COTPYOHNKOB.

Onpe,qeneHMe KIINeHTOUEeHTPUYHOCTU

LleHTpanbHoe NOHATIE, C KOTOPbIM CBA3aHa
KIIMEHTOUEHTPUYHOCTD (KLI) — «<mOTpebHOCTL>,
BOKPYT BbISIBJIEHNS, YOOBNETBOPEHNS, MOHUTOPUHIA
1 yNPaBAEHNS KOTOPOW NPOEKTUPYyeTCs GUsHec-
MOAe b, UHCTPYMEHTbI 1 MPOAYKTLI. B dhokyce
KITMEHTOLEHTPUYHOM MOLEIN HAXOOUTCS «HOCUTESb
NOTPEOHOCTW», KOTOPbI HE TOXKAECTBEHEH
3aKaguuKy, HaxoOsLeMycst B CUCTEME OTHOLLIEHNIA
«KIIMEeHTOOpUEHTNpoBaHHOCTU» (KO). Cytb KO — B
npvopuTeTe obecneveHnst Ka4ecTea NPOAyKTa U
CBS13aHHOIO C HVUM 0BCNY>)X1BaHWS, 1 ONs Hanbonee
NPOOBUVHYTLIX B YNPaBNeHYECKOM OTHOLLIEHW KOMMaHNIA
3TO Y>Ke SBASETCS NPONOEHHbIM 3TanOM.

B K/IMEHTOLEHTPUYHOM KOMIMaHWW NOTPEBHOCTU KIneHTa
onpeaensAoT NMPUOPUTETHbIE HaMPAaBNEHUS PasBUTUS,

ee 613HEC-MPOLIECCHI 1 COAePKaHe MPOIYKTOB 1
CEpPBYICOB.

BHyTpeHHWEe pecypcbl Takow opraHMsaumm
KOHCONMANPYOTCS A1 CO30aHNs LIEHHOCTU Ans
K/IMEHTA, 3aKpbITVS ero NOTPEOHOCTEN 1 (hOPMUPOBaHNS
Hauy4LLero Nosb3oBaTesIbekoro onbita. CosaaHune 1
peopraH13aLs MPOAyKTOB 1 CEPBMCOB OCHOBbLIBAETCS
Ha KJIMEHTCKNX NCCnegoBaHNEX, NTepal I OHHOM
TECTMPOBaHUN U3MEHEHWIA Ha MOMb30BaTENSX,
HenpepbIBHOM cOope AaHHbIX 1 06paTHOW CBSI3N O
MPVIMEHEHNM NMPOOYKTOB 1 CEPBNCOB KOMMaHWM, a TakxKe
Ha COBMECTHOW paboTe C KIIMEHTOM Had, CO30aHUEM
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rework of products and services is based on researching

the customer, iteratively testing changes with the users,
continuously collecting data and feedback on how products
and services are used, as well as collaboratively working with
the customer on developing new services and modifying
existing solutions.

Outlook for the Customer-Centric Approach in B2B

Currently the share of companies in the B2B segment which
are introducing customer-centric principles in their business
models is small. However, the experience of B2B companies
points to areas, where advantages of applying CC could
become significant:

1. The customer-centric approach helps optimize the
workflow within the company: having identified the customer
(user) and the value important for him, all of the involved units
structure their work more effectively and are guided by a set
of priorities.

2. Increased customer satisfaction allows to strengthen long-
term partnership relationships and to obtain ahead of other
companies information about the strategic goals of clients,
planned projects and other important aspects.

3. Developing tools for collecting and processing customer
feedback allows to identify problems in advance, reduce
costs and increase customer loyalty, while also applying a
predictive approach for developing solutions that are ahead
of the market and have the potential for scaling.

4. Promoting CC principles and culture across a company
allows employees with various roles to use feedback and
knowledge of the counterparties’ needs for optimizing the
company’s products and services, which in turn leads to
development of new directions for business and to graeter
competitiveness.

5. Customer centricity that is embedded in services focused
on internal customers (employees, divisions, partners) has
great importance for optimizing corporate processes and
raising the attractiveness of the company for its employees.

The Customer Centricity Toolkit

The customer-centric approach contains techniques aimed
at defining, identifying and, as a result, satisfying the user’'s
needs. In international practice, the most important and
widely used client-centered tools for measuring satisfaction
that have proven to be effective and informative are the
following:
e (S, Customer Satisfaction Index;, is an indicator that
integrates evaluation of company in terms of its products/
services and interaction with customers.

e NPS, Net Promoter Score, is a customer loyalty index that
is generated based on the customer’s readiness
(appraised in points) to recommend a product/service to
his/her professional or personal circuit.
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HOBbIX N 3MEeHeH CYLLIECTBYHIOLLIMX CepBMCOB
KoOMMaHnn.

nepCI'leKTMBbI BHegpeHUs1 KITMeHTOLeHTPUYHOIro
nogxoga B B2B

Ha cerogHawHuU geHb nlb Manas gong KoMmnaHum
cermeHTa B2B BHeOpsaeT KIMEHTOLEHTPUYHbIE MPUHLMbI
B CBOU BU3HEC-MOAeNn, OAHaKo OnbIT KoMnaHu B2C
yKa3blBAET Ha HanpaBeHvs, rae npeMyLLecTsa oT
BHeapeHns KL MoryT cTaTb 3Ha4nTeIbHbIMU:

1. KnMEeHTOUEHTPUYHBIN NOAXOA MO3BOASET
ONTUMM3MPOBAaTb PaboTy BHYTPW KOMMaHW: onpeaesvie
K/IMEHTAa (NONb30BaTENS) U 3HAYUMYIO OS5 HErO LEHHOCTb,
BCE BOBJIEYEHHbIE Noapa3neneHus athdexkTBHee
CTRYKTYPUPYHOT CBOK paboTy 1 PyKOBOACTBYIOTCA
CUCTEMOW MPUOPUTETOB.

2. [NoBbiLLEHMe YO0BNETBOPEHHOCTY KIIMEHTa NO3BOIAET
YKPENnuTb AOSITOCPOYHOE NAPTHEPCTBO 1 paHbLLe ApYrixX
KOMMaHWUI NoJly4YaTb MHDopMaLMO O CTPATErnUYecKX
LeNSX KIMEHTOB, NaHMPYeMbIX MPOeKTax v Opyrunx
BaKHbIX acreKTax.

3. PasButuie MHCTpyMeHTOB cbopa 1 06paboTkum
0BpaTHOWM CBA3M OT K/IMEHTOB MO3BOJISIET HE TOSIBKO
3a6,1aroBPEMEHHO BbISIBUTL MPOBIEMHbIE 30Hb,
CHV3UTb U3OEPXKKM U MOBBICUTL JTOSNIbBHOCTb KIIMEHTOB,
HO 11 Ha MPOrHO3HOW OCHOBE paspabaTtbiBaTb
onepexxaroLime PbIHOK PeLLIEHVIS, MEIOLLIME MOTEHLMa
MacLITabrnpoBaHs.

4. PasBunTme npuHUMNoB U KynbTypbl KLL B KOMnaHm
MO3BOIAET COTPYAHMKAM, UMEIOLLIM pPasnyHbIe
yHKLMOHANbHBIE POSIX, NCMONB30BaTL 0OPATHYIO

CB$3b V1 MOHMMaHWe MOTPEBHOCTN KOHTPAareHToB /15
ONTUMM3aLMM MPOAYKTOB W YCIYTr KOMMaHUW, YTO BEAET K
Pa3BUTUIO HOBbIX HaMpaBneHnin GUsHeca 1 K NOBbILLIEHWIO
€ro KOHKYPEHTOCMOCOBHOCTH.

5. KneHTOUEHTPUYHOCTb, 3a/10XKEHHasd B CEPBMCHI,
KOTOPbIE OPUEHTVPOBAHbI HA BHYTPEHHX K/IMEHTOB
(coTpyaHuKK, NoapasneneHns, NapTHEPDI), UMeeT
B0obLUOE 3Ha4YeHVe A9 ONTUMU3AUMY BHYTPEHHNX
MPOLECCOB W YKPEMNIEHWUS MPUBIEKATENTBHOCT KOMMaHMM
ONs COTPYAHNKOB.

UHCTpyMeHTapuii KNTMeHTOLEeHTPUYHOCTH

KAVMEHTOLEHTPUYHBIV MOAX0D, COOAEPKUT METOAMKN,

HanpaBneHHbIE HA ONPEeOesEHNe, BbISBNIEHWE U, KaK

CNEeACTBYE, 3aKPbITVE MOTPEOHOCTI NOb30BATENS.

B M1poBoOW NpakTike B Ka4eCcTBE OCHOBHbIX

K/IMEHTOLEHTPUYHbIX NHCTPYMEHTOB U3MEPEHNS

YOOBNETBOPEHHOCTY, AOKa3aBLLUMX CBOK d(PHEKTNBHOCTb

N MHPOPMATVBHOCTb, LLIMPOKO UCMOSIb3YIOTCA

cnepytouime:

e CSI, Customer Satisfaction Index: nHoekc
YAOBNETBOPEHHOCTY KIIMEHTOB, KOTOPbIN

www.rogtecmagazine.com

Being quantitative instruments, the CSI and NPS indices
aim at raising to a new level the reliability of service
evaluation in terms of customer satisfaction and loyalty.
They can be used as a basis for comparing various
services, performance of corporate units, as well as

the company’s position among competitors in terms of
existing clients’ loyalty (benchmarking). These instruments
display the current perception of a product or a service,
although they do not point directly at the roots of identified
problems. Quantitative research is like a thermometer:
high temperature may point at a certain problem, but

to understand its causes one needs more thorough
diagnostics. Even having a broad list of ‘symptoms’
obtained from customers’ and employees’ comments, is
not sufficient for understanding what must be changed,
unless such comments are sharp and straightforward.
Feedback from a single source often may be inconsistent,
may relate to different touchpoints with a service, and at
times even be self-contradictory. In order to develop and
redesign products and services with focus on customer
experience, multifaceted approaches are used that

make it possible to understand barriers in place, identify
customers’ underlying needs and expectations, which
eventually allows to form a competitive advantage for the
company.

Customer Centricity Methods (Frameworks)

A large number of customer-centric practices and methods
for dealing with products and services coexist on the market.
Many approaches borrow practices and tools from each
other, while some are in fact rebranded versions of mature
approaches. The approaches that can be singled out as
most developed and have the best track record are Design
Thinking, Service Design and Customer Development.

In fact, they have much in common and employ similar
toolsets. At the same time, Service Design and Design
Thinking differ from Customer Development in the following
significant aspects: the first two aim at developing and
perfecting services based on knowledge of customer’s needs
and discovery of appropriate solutions, while Customer
Development pays greater attention to finding the target
audience for a product.

The table overleaf illustrates how the approaches differ in
their goals, conditions and areas of effective use.

Development of Customer-Centric Innovations

Despite certain differences, the considered approaches
use similar toolsets and structures in order to develop and
introduce customer-centric solutions, as well as to ‘over-
record’ customer experience so to accommodate the
customers’ needs. The way work over customer-centric
solutions is structured can be illustrated using a double
diamond diagram below.
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Framework

Service Design

Design Thinking

Customer
Development

Description of

Designed for

Technique designed to implement

Designed to test

integrated services,
multiple channels and many
stakeholders.

of certain elements of existing
services. Fits digital and physical
services.

Approach comprehensively optimizing CC innovations that meet prototypes of future or
the company’s interaction customers’ needs and long-term early-stage products/
with customers with the business interests. services with potential
aim of improving customer customers.
experience and achieving
results desirable for each
side.

Areas of Re-organization of work Development of concepts of new Market entry of

Effective Use process dealing with products/services, re-design products/services

using flexible

design methods;
engineering of new
services according to
customers’ scenarios.

Necessary
Conditions for
Application

Work of all stakeholders
needs to be aligned so that
customers get the best
customer experience in the
process of achieving their
goals, while the business
becomes more profitable,
efficient and competitive
based on the existing set of
products and services.

A business task is defined for an
existing service or a new area.
The goal is to develop an optimal
solution meeting customer needs
and business interests as swift as
possible.

Technology product
or its concept exists.
Necessary to identify
target audience (TA),
test product at TA,
finalize it so that it
becomes profitable
within shortest time
possible.

Motivation of
Project Leader

“I need to study and
optimize the customer’s key
touchpoints with our service
and organize the work of all
tools and stakeholders so
to increase lifetime value
(LTV) of key clients through
customer experience that
meets their expectations
and needs”.

“I need to understand customer’s
need and iteratively develop a
prototype until | find a technology
and develop a service with
business value that meets the
need”.

“I have a product/
service at stage of
concept or early
development. To
whom and how can |
efficiently sell it?”

Source: Design Thinking Lab of NRU “Higher School of Economics”

Table: Key Customer-Centric Frameworks

npeacTaBngeT cobom MHTErpasibHbI NokasaTeb
OLIEHKM KOMMaHWK1 B YacTV ee MPOayKTOB/CEpPBUCOB U
B3aVIMOAENCTBMS C KITMEHTaMM.

e NPS, Net Promoter Score: nHoekc nosansHoCcT
KMeHToB. [NokasaTtenb hopMmpyeTcs Ha
OCHOBE FOTOBHOCTU KJIMEHTa (OLeHBAETCH B
bannax) pekomeHaoBaTb NPOOYKT/CEPBUC CBOEMY
NpPodEeCCNOHATBHOMY U NIMYHOMY KpPYry OOLLEHWS.

VHpekebl CSI v NPS Kak KOMMYECTBEHHbIE NHCTPYMEHTBI
CTPEeMSTCS NOAHSAThL Ha HOBbI YPOBEHb [IOCTOBEPHOCTb

62 | ROGTEC

3. Developing Customer Centricity in the Russian
OFS Sector

The following overview of how CC is practiced is based

on research initiated by Gazpromneft-Nefteservis and
conducted in 2021 by a team comprising experts from the
Design-Thinking Lab of the Higher School of Economics
and an oilfield services industry consultant. Over the course
of research interviews were held with the representatives

of Russian and international OFS companies active in the
Russian market and comparative analysis (benchmarking)
was performed based on the results of the interviews.
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OLIEHKW CEPBUCOB C TOUKW 3PEHVIS1 YAOBNETBOPEHHOCTU W
NOANBHOCT KNMEHTOB. Ha 1X OCHOBE MOXKHO CpaBHMBaTb
Mexay cobon CepBUChI, paboTy NogpasneneHni, a Takke
onpenensTb MECTO KOMMaHMM CPeaV KOHKYPEHTOB C
TOYKM 3PEHNS NTOSITTBHOCTU CYLLIECTBYHOLLIVIX KITMEHTOB
(6eHUYMapPKKMHT). OTU MHCTPYMEHTbI MOKa3bIBatOT

Tekylllee BOCMpusTVe NPOoayKTa UK cepBrca, HO OHN

He JatoT NMPSAMbIX YKa3aHNA Ha NPUYMHBI BbISBNIEHHbIX
npobnemM. KonmyecTeeHHble NCCenoBaHnst aHanor4HbI
rpafdyCHUKY: BbICOKasa TemrepaTypa yKasbisaeT

Ha HanM4me NpPobeMbl, HO 419 aHaAM3a NPUYKH
TpebyeTcs peTanbHas avarHocTuka. [axxe obnagaHune
LUMPOKMUM MEPEYHEM «CUMMTOMOB», MOAYEPMNHYTbhIX 13
KOMMEHTapPUEB K/IMEHTOB 1 COTPYAHMKOB, Yallle BCEro

He OaeT NMOHUMaHKS O TPEOYEMbIX N3MEHEHUSIX, ECI
TONIbKO OHW HE SIBNSKOTCS OCTPbIMU 1 O4YEBUAHBIMU.
KoMMeHTapu 4acTo ObiBatoT HE COrflacoBaHHbIMU,
KacaroTCs pasHbIX TOYEK KOHTaKTa C CEPBMCOM, a MHoraa

npoTUBOpeYaT Apyr Apyry.

[na cospanvisa 1 peamsariHa NpoaoyKTOB 1 CEPBMCOB

C hOKYCOM Ha OMbIT KIIMEHTOB UCMOIb3YHOTCH
KOMIMJIEKCHbIE NOAXOMAbl, KOTOPbIE MO3BONSAKOT MOHATH
nMeroLmecs Bapbepbl, BbISBUTb M1yOVHHbIE NMOTPEOHOCTU
N OXKNOAHWS KIIMEHTOB, YTO MO3BOJISIET B UTOrE
chopMMPOBaTHL KOHKYPEHTHOE MPEVMYLLIECTBO OJ15
KOMMaHn.

MeTtogonorum (¢hperiMBOPKMN) KITMEHTOLEHTPUYHOCTU

Ha pbIHKe COCyLLECTBYET MHOXECTBO
KIIMEHTOLEHTPUYHBIX MPaKTVK 11 METOAOOMNA ANs
paboTbl HaZ NPodyKTaMu 1 cepsucamun. MHormne
NOAXOAp! 3aMMCTBYIOT MPAKTUKN U MHCTPYMEHTbI OpYr Y
apyra, a HEKOTOpble NPeaCcTaBASOT COBOMN PebpeHamHT
OOHOrO 13 XOPOLLIO PasBUTbIX MOAX040B. Hanbonee
CTRYKTYPUPOBAHHBIMI 1 3apEKOMEH0BaBLUMMY CEOS
Ha MpakTVKe NOAX0oAaM1 MOXKHO Ha3BaTh dusanH-
MblLLneHne, Service Design 1 Customer Development.
OTM Noaxoap! UMEKOT MHOMO OBLLIEFO 1 MCMOSb3YIOT
CXOXKUIA MHCTPYMEHTaPWA, MPY 3TOM BaXKHbIM OTIYMEM
Service Design v [unsanH-MbilLnieHns ot Customer
Development aBnsieTca crienytoLLee: Nepsble HanpaBeHbI
Ha co3aaHve 1 COBEPLLIEHCTBOBAHME CEPBMCOB Ha
OCHOBE M3Yy4eHUst MOTPEBHOCTEN KITMEHTOB W CO3AaHNS
MOAXOAALIMX PELLEHUI, B TO Bpems kak Customer
Development yaenseT 60/bLUee BHMaHWE NOUCKY
noaxodsaLIero Ans NPOAyKTa LeneBon ayauTopun.

Kak B1OHO 13 TabnnLpbl, NOAX0Ab! OTIMHAKOTCH NO Lenam,
YCIOBVSIM 1 30HaM 9(h(EKTUBHOIO MPUMEHEHMS.

Co3paaHve KIMeHTOLEHTPUYHbBIX MHHOBaLNA

HecMOoTps Ha pasnmnyng, PacCMOTPEHHbIE MOAXOdb!
NCMOb3YHOT CXOXNN NHCTRYMEHTAPUIA U CTPYKTYPY

www.rogtecmagazine.com

The Russian OFS companies that took part in the research
have annual revenues ranging from several billion to several
tens of billions of rubles. All these companies are private,
except for the ones who are part of a VIOC. The interviews
were held mainly with top managers of deputy general
director level in charge of strategic and organizational
development.

International companies were represented by all of the ‘Big
Four’ OFS majors. Interviews were conducted with mid-level
managers at Russian units with responsibility for developing
CC - either in a dedicated role, or as part of their main
function (e.g., marketing).

The research also relied on information received from several
Russian OFS companies via written questionnaires.

The results presented below are grouped by several main
topics. Quotes from the interviews were selected to illustrate
certain key points, shown in quotation marks.

Who and how launches CC development in a company

In the Russian companies, the initiator of the development
of the customer centric approach is nearly always the top
executive supported by a team of top managers, who are
often guided by their prior experience of mastering and
introducing management approaches and practices. Such
practices typically include lean manufacturing/management
and quality management systems (especially where
implementation of ISO-9001 was thoughtful and consistent),
in a few individual cases it was the Toyota production system
(TPS) and the product-based approach.

The experience of Gazpromneft-Nefteservis can serve as
an example of the use of the latter, to be highlighted in a
separate section of this article.

> “As the cornerstone approach we use ISO 9001-
2015, which has the requirement for measuring customer
satisfaction”

For those Russian OFS companies where top management
has had previous experience of work and training at the ‘Big
Four’, management practices mastered earlier serve as a
foundation. However, it does not necessarily provide them
with a greater edge over other Russian companies, since
CC development among international OFS companies is a
relatively recent thing, even at head office level. At the level
of regional operations in Russia, CC practices started being
introduced just a few years ago.

The leadership role of top management, especially if played
by owners (co-owners) of the business, is an essential
prerequisite for launching the CC process, and is also a key
condition for its further successful development.
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B HECKOJIbKNX KaHa1ax
yeunmamMmm MHoOrmx

cepsucos. [NogxoanT ans
LMpPOoBbLIX N HPUINYECKINX

®penmBopk Service Design AunsanH-mbilwneHne Customer
Development

OnuncaHune HanpaBsneH Ha MeToponorus ons peanusauum HanpasneH Ha

nogoxopna BCECTOPOHHIOKO KJTMEHTOLLEHTPUYHBIX MHHOBaLWIA, TECTMPOBaHNE Ha
ONTUMU3aLUNIO oTBevaroLLMX NOTPEOHOCTAM noTeHUManbHbIX
B3aMMOLENCTBUSA KOMMaHUN | KJIMEHTOB Y AOSTOCPOYHbIM nosb3oBaTesnsix
C KJIMEHTOM OIS YIyYLIEeHNsT | nHTepecam busHeca. NPOTOTUMNOB ByAyLLMX
KJIMEHTCKOIO OnbITa 1 NpPOAYKTOB U
NoJTy4eHUs Xenaembix NPOAOYKTOB Ha paHHel
07151 Ka>KO0M CTOPOHb! CcTagun roTOBHOCTW.
pes3ynbTaTos.

3oHa PeopraHusaums paboTsbl CospaHne KOHLEeNUMin HOBbIX BbiBOL, Ha pbIHOK

3P heKTUBHOIO | C KOMMIEKCHBIMU NPOLYKTOB 1 CEPBUCOB, pean3anH | NPOLYKTOB U CEPBUCOB

npUMeHeHus cepBucamy, peann3yemMbiMi | 9NEMEHTOB CYLLIECTBYHOLLNX C UCMONb30BaHNEM

rmbKMx Nnogxonos
K paspaboTke;

ycsioBusa oS

BbICTPOUTb paboTy

cepBuca U B HOBOW OJisi

CTENKXOOepOB. CEepBMCOB. VHXXVUHUPUHT
HOBbIX CEPBMCOB B
COOTBETCTBUU CO
CLEHapUAMN KITMEHTOB.
Heobxooumbie Heobxopoumo B pamkax cyliecTBytoLlero TexHonornyeckuni

NpPOAYKT UK ero

KNIMEHTa C HaWnMM CEPBMNCOM
1 opraHn3oBatb paboTy
BCEX MHCTPYMEHTOB "
CTENKXONAEPOB Tak, YToObI
NOBbICUTb MOXXN3HEHHYHO
LleHHOCTb KnueHTa (LTV)

OT KJHO4EBLIX KITMEHTOB

3a CYeT co3aaHns
Nnonb30BaTeIbCKOro
onbiTa, OTBEYAIOLLLErO

VX OXXMOAHUSM 1
notpebHocTaMm”.

NPOTOTUNMPOBaHKE, NoKa He
Hangy TEXHOMOMI0 1 He co3aam
LeHHbIN anst busHeca cepsic,
KOTOPbIN yOOBNETBOPUT 3TY
noTpebHOCTL”.

NMPUMEHEHUS BCEX CTENKX014epoB KoMMaHumn cepe onpegeneHa KOHUENUUSI yxxe
Takm 06pasom, 4Tobbl 6usHec-3agada. Heobxognmo CYLLECTBYET.
KJIMEHTBI B NpoLecce B KpaTtyanme CpoKu co3gaTb Heobxognmo
OOCTVDKEHNSI CBOUX LieNen ONTMasibHOE PELLUEHNE, OonpeaennTb LIeNeByto
nony4anu Hauy4dLwmnii oTBevaroLLee NoTPebHOCTAM ayguTtopuio (LLA),
NMoJIb30BaTeNbCKUN OMbIT, K/IMEHTOB 1 NHTepecam busHeca. npoTecTupoBaTb
a brsHec cTaHOBUSICH npodykT Ha LA n
bonee peHTabenbHbIM, nopaboTtaTb ero
3 (PEKTUBHBLIM 1 Taknm obpasom,
KOHKYPEHTOCMOCOOHbLIM 4yTOObI B KpaTyanme
npw yCNoBUKX OMopbl Ha CPOKW coenatb ero
CyLLeCTBYOLLMIA HAbop NPUOGbLINTEHBIM.
NPOAYKTOB U CEPBMCOB
KOMMaHuu.
MoTtuBauus “MHe HeobXxoOUMO U3Y4nTb “MHe HeobxoaMMO MOHSATb “Y MeHs1 ecTb
pykoBoouTens 1 ONTUMN3NPOBATb NoTPebHOCTN KIMeHTa U KOHUenuus npogykta/
npoekTta KJTHO4EBbIE TOYKM KOHTaKTa NTEPAaLMOHHO BbINONTHUTL cepBuca UWin cam

npoayKT/cepBuc
Ha paHHen cTaguun
rotoBHocTU. Kak n
KOMY ero Mo>HO
ahhekTNBHO
nponatb?”

VicTounvik: JlabopaTopumst amn3aiH-MbiLLieH1st HYTY «BbiCLuasi LLKOIa 9KOHOMYIKIA»

Tabnuua: OCHOBHbIE KITMEHTOUEHTPUYHbIE (DPENMBOPKN
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[OvBepreHuns
divergence

AHanms n cnHTes
analysis & design

WNccnepoBaHne
research

[OvBepreHuns
divergence

MpaBunbHaa npobnema
Right problem

PuvicyHok 1: drarpamma ABOMHOro bpuniaHTa
Fig. 1: Double diamond diagram

paboTbl A9 CO30aHUSA U BHEAPEHWS KIIMEHTOLIEHTPUYHbBIX
PELLEHVIN, a TaKxKe «Mepesannci» KIMEHTCKOro onbita

C y4ETOM MOTPEBHOCTEN KNMEHTOB. CTPYKTYPY paboThl
Ha, KIIMEHTOLEHTPUYHBIMM PELLEHNAMY MOXHO
MPOVIIIOCTPUPOBATL MNPY MOMOLLIM AvarpaMMbl ABOMHOIO
OpunnmanHTa.

3. MpakTuka pa3BUTUS KIIMEHTOLLEHTPUYHOCTU B
poccumnckon HedoTeCepBUCHON OTpacn

Copaep>kalleecs B 3TOM pasfene onvcaHmne npaktiki KL
ChOpMMPOBAHO Ha OCHOBE PESY/IETATOB UCCNEA0OBaHNS,
npoeeféHHoro B 2021 rogy no vHWUMaTBe
«[agnpomMHedTb-HedTecepBuc» cunamm KomaHabl,
BKJTIOYAIOLLIEN 3KCMepTOB JlabopaTtopun an3amnH-
MbILLNEHNS BbICLUEN LLIKOSbl SKOHOMUKM 11 KOHCYJIbTaHTa
no HedpTecepBUCHOM oTpacnn. B xoae nccnenoBaHvis
OblIV NPOBEOEHbI MHTEPBBLIO C MPEACTaBUTENSAMMU
POCCUNCKUX 1 MEXOYHAPOAHbBIX HE(DTECEPBUCHBIX
KOMMaHWi, paboTaroLIMX Ha POCCUNCKOM PbIHKE;

Ha OCHOBE PE3Y/IbTATOB UHTEPBLIO OCYLLIECTBNEH
COMOCTaBUTESbHbIN aHaIU3 (BEHUYMAPKUHT).

[MpUHSBLLVE YyYacTVe B UCCea0BaHUN POCCUINCKIE
HebTecepBUCHble KoMnaHun (PHCK) — komnaHum
CpeaHero 1 KpynHOro pasmepa ¢ rogoBon BbIpy4KOM
OT HECKOJTbKUX MUAIMAPA0B A0 HECKOJIbKNX OECATKOB
MUNMapaoB pyonen. Bce 3T kKoMnaHum — YacTHble,
Kpome ogHoun, Bxoasien B coctas BVIHK. HTepBbto
MPOBOAVINCH B OCHOBHOM C TOM-MEHEMKepamm
YPOBHS 3aMECTUTENSA MrEHEPaUTbHOMO ANPEKTOPA,
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KoHBepreHuns
convergence

KoHBepreHunsa
convergence

MpoToTnnnpoBaHue
Prototyping

FeHepauus
peLueHun
Solution
generation

TecTnpoBaHue
Testing

MpaBunbHOe peLueHne
Right solution

> “Without the leadership of top managers you really can’t
count on success with customer centricity”

Introduction of the customer centric approach at the Russian
units of international OFS companies is typically part of

a corporate-wide process. Based on the methodology
developed at the head office level and tested at both the
corporate and local levels, a CC ‘foothold’ is being formed
at a company’s regional business. Leaders come forward,
followers join, and centers of competence are created.
Further on, a learning process is organized, relevant KPIs
start being introduced into incentive systems, and the
process develops in scope and depth. Senior operational
management may be or may be not heavily involved in this
process, especially at its initial phase.

Prerequisites and drivers of CC development

At the personal (subjective) level, the situation substantially
differs for the Russian and international companies.

Introduction of CC at the Russian OFS companies may
be evolutional, backed by management experience (as
mentioned above). It can also be launched due to a
cardinal change in the managers’ thinking, as well as due
to their rotation — as confirmed by some of the interviews.
Such a change may result from a critical volume of
insights being accumulated by a manager, backed by a
growing acute awareness of the developing challenges

( unprecedented speed of change and related risks),
limitations (among them, cognitive biases and information
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OTBETCTBEHHbLIMW 3a CTpaTern4eCkoe 1 opraHn3aloHHoOe
passunTre.

Me>xxayHapoaHble HedhTecepBUCHble KoMnaHum (MHCK)
ObIM NPeACTaB/IeHbl MOSIHBIM COCTAaBOM Tak Ha3bIBAEMOW
«bonbLuon YeTBEPKM» (Big-4). IHTEPBLIO NPOBOAVNCH

C MeHepXepamy cpefHero 3seHa, paboTaroLyMm B
POCCUNCKUX MOAPa3aeNEHUAX N OTBEHAIOLLIMMY B HIX

3a passutre KL — nnbo agpecHo, NnMbo B pamkax
NPODUNbHBIX OYHKLMIM (HanpuMep, MapKeTUHra).

B nccnepoBaHnn Takoke 6blav MCNOb30BaHa
NHopMaLVS, NOy4eHHasd OT Heckobkix PHCK vepes
MVCbMEHHbIE aHKETBI.

MpencTaBneHHble Janee pesybTaTbl NCCeaoBaHus
CrpynMnMPOBaHbI MO K/oYeBbIM TeMaM. MokasaTesbHbIe
LUTaTbl N3 HTEPBLIO NPVBEAEHb! B KaBblYKax.

K70 1 Kak 3anyckaet passutue KL B komnaHum

B poccuinckmnx KoMnaHmsx MHULMaTOPOM Pas3BUTUS
KJIMEHTOLIEHTPUYHOIO MOAX04a NPaKTUYECKN BCeraa
ABNSIETCH NEPBOE IULIO KOMMaHUN 11 KoMaHaa Tom-
MEHEeKEPOB, KOTOPbIE Yallle BCEr0 OnMparoTcs

Ha CBOV MPeaLLecTBYIOLLMIA OMbIT OCBOEHWS 1
BHEOPEHUS YyNpaB/IEHYECKNX MOAXOA0B 1 MPaKTUK.
K Taknmm OTHOCHTCS B OCHOBHOM 6epexxnnBoe
NPOV3BOACTBO U CUCTEMA YMPaB/ieHUst Ka4ecTBa
(ocobeHHo Tam, rae BHegpeHue MCO-9001 6bino
OCO3HaHHbIM 1 CEPbE3HBIM), B 8ANHUYHBIX Clly4asix
— NPOU3BOACTBEHHAA cucTema Tonota (TPS) n
NPOAYKTOBbIM MOAXOA. [MpUMepoM NPUMEHEHUS
nocnegHero aBNgeTcd onbIT «a3npoMHedTb-
HedTecepBuc», KOTOPOMY MNOCBSALLEH OTAENbHbIN
pasgen ctaTbu.

> «B Ka4ecTBe cucTeMoobpasyroLLero noaxoaa
mcronbdyem VICO 9001-2015, B KOTOPOM €CTh
TpeboBaHvie 3amepa y0BIETBOPEHHOCTY K/IIMEHTOB»

Ona tex PCHK, roe B TON-MeHemKMEHTE BaKHYHO

POJIb UrPAOT BbIXOALIBI 13 MEXAYHAPOAHbLIX KOMMaHWNIA,
0C0b6eHHO Big-4, xapakTepHa onopa Ha ynpaB/eHYeCKe
MpPaKTVKK, OCBOEHHbIE B XoAe padoTbl B MHCK.

OpHako, aTo He 0b6a3aTeNbHO AAET UM 3HAYVIMYIO
«hopy» Nepen, ApYrMMM POCCUNCKMMIN KOMMaHUSIMW,
MocKoJIbKy BHeapeHue KL| B MexxayHapoOHbIX KOMMaHUAX
— CPaBHUTE/IBHO HelaBHeE SBIEHME AaXKe Ha YPOBHE
FONTOBHbIX OMCOB, TEM BOSIEE B NX POCCUMCKINX
noapasaeneHnsx — B HUX BHeapeHue KL, mpaxkTuk
Hayas10Cb BCErO HECKO/bKO NET Hasa.

ﬂl/I,D,epCKaFI POJIb TOMN-MEHEOXKMEHTQ, OCOBEHHO ec/n

B 3TOW POV BbICTYNAKOT BRagesbLipl (CO-BAaAEbLbI)
Br3Heca, ABASETCA HE3AMEHNMOW NPEeanoChbIIKOW A5
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barriers) and opportunities (resilience, speed and flexibility
as factors of efficiency).

Among the international OFS companies the process of
introducing CC is centralized, and subjective factors do not
play a significant role in decisions on launching it.

The objective prerequisites and drivers include the key
industry factors, understanding the impact of which leaves
no chance for companies to remain the same. Several of
the most important factors were touched upon in section 1,
above.

In the area of relations between oil & gas companies as
customers and OFS companies (as contractors, one of

the key factors is the typical information gap (asymmetry),
which takes place when a customer, due to various reasons,
does not provide the contractor with information on the
results (performance) of his work, as well as with other
essential information beyond the framework of the technical
assignment. In essence, this represents a key barrier for the
contractor to gain specific knowledge about the customer’s
needs.

Another important barrier for identifying such needs is the
system of managing procurement and contractors through
so-called split services (see section 1), which focuses on
managing pricing and is aimed at cost reduction (purchasing
prices). Such a system puts a service provider in a very

rigid execution framework and does not motivate him for
development of integrated solutions.

> “Buyers don'’t appreciate integration, they want to dig into
the cost structure, pressure the contractor, so they take apart
what's integrated into components, and then the preferred
way is to take each of them to tender. While initially we are
capable of doing it in an integrated way — but this is not really
in much demand in the current market conditions”.

> “Once you have a tender, it's too hard to change or
propose anything”.

The customer centric approach has a set of techniques that
aim at identifying a need, including those when one literally
“listens up to it”, and then “gets through to it”. In one of the
interviews, it was described as the “listen up and react”
approach.

Customer centricity in principles, values and documents

Reflecting the customer centric approach in documented
values and principles is typical of the Russian OFS
companies. Most often, the term “client-oriented approach”
is used, which may be conveying a strong emphasis on
values, while CC is seen as more instrumental, also being
less familiar to players in the Russian OFS market.
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BUSINESS STRATEGY W

3anycka npouecca BHegpeHus KL, a 3atem 1 Kto4eBbIM
YCNOBWEM Ero YCMELIHOro PasBUTUS.

> «be3 /maepcTBa NepBbiX ML Ha yCrex B
K/MEHTOLEHTPUHYHOCTY HE CTOUT PACCHUTHLIBATEL>

B poccuincknx nogpasnenerHmsax MHCK BHegperue
KJIMEHTOLEHTPUYHOIO NOAX0AA, Kak NpaBuio,

SABSIETCS YaCTbIO ODLLIEKOPMOPATMBHOIO MpoLecca.

Ha ocHoBe MeTogonoruu, paspaboTaHHOM Ha YPOBHE
FOIOBHOIO ohmca 1 0bKaTaHHOW B KOPNOPaTVNBHOM
LEHTPpe 1 Ha MecTax, PopMUpyeTcs «nnaugapm»

KL, B pervoHanbHOM nogpaspesneHnn. Boigensatotces
nmaepbl, GOPMUPYIOTCH KOMaHOpl €UMHOMbILLNEHHUKOB,
CO3[A0TCS LEHTPbI KOMMNETEHLMI. [lanee opraHnayeTcs
MPOLECC 0By4HeHVIs, B CUCTEMbI MOTUBALMM BHEOPSAOTCS
cooTtBeTcTBYHOLWME KPI, mpouecc pa3smBaeTcs Brilydb

1 BLUMPb. TON-MeHemMXMEHT (MepBoe IMLIO) MOXET U He
ObITb CUIBHO BOBEYEHHBIM B STOT MNPOLIECC, OCODEHHO
Ha NepBOHa4Ya/IbHOM 3Tare.

lNMpeanocbinku v gpaisepb! pa3sutms KL

Ha nepcoHanbHOM (CyOBEKTUBHOM) YPOBHE
CUTYaLMst CYLLIECTBEHHO Pa3HUTCS A1t POCCUMCKUX U
MEXYHapPOAHbIX KOMMaHNI.

B PHCK BHegperue KL MOXET HOCUTb Kak
3BOJIOLIMOHHBIV XapaKTep, C OMOpPO Ha yNpaBIEHYECKUN
OnMbIT (06 9TOM CKa3aHO BbILLE), TaK 1 3anyckaTbCs
BCNEACTBME KapAnHasibHbIX U3MEHEHWUI B MbILLIEHNN
PYKOBOOUTENEN, a TaKKe BCeACTBME UX CMEHbI —

006 3TOM CBUOETENBCTBYIOT PSif, UHTEPBLIO. Takme
N3MEHEHMS MOIYT CTaTb Pe3y/IbTaTOM HaKOMIEHNS

Y PYKOBOOAUTENEN KPUTNHECKOrO 06 bEMA NHCANTOB
(MpOo3peHnin), 4TO CBA3aHO C OCO3HaHVEM MacLLTaba
BbI3OBOB (DecnpeLieaeHTHasd CKOPOCTb UBMEHEHNI U
CB$13aHHblE C 3TVM PUCKM), OrpaHn4eHnin (Hanpumep,
KOMHUTUBHBIX VCK&XKEHWUI 1 MHPOPMaLIMOHHbIX 6apbepoB)
1 BO3MOXXHOCTEW (YCTOMUMBOCTL, CKOPOCTb U TMOKOCTb
Kak hakTopbl 9PDEKTUBHOCTN).

B cnyyae MHCK npouecc BHeapeHus KL asnseTca
LEHTPaIM30BaHHbIM, CYOBbEKTVBHbIV (hakTop He UrpaeT
peLlatoLLEen PO ANA PELLEHNS O 3aryCKe.

K 06BbeKTUBHBLIM MPEAnochiikamM 1 apansepam OTHOCATCA
KJTtOYEBble OTPACIEBbIE (haKTOPbI, MOHVMaHNE CUJbI
BO3AENCTBUS KOTOPbIX Y)KE HE MO3BOSISET OpraHn3aLmsm
ocTaBaTbcsa npexxHuMK. O paae Hanbonee BaKHbIX
hakToOpOB CKasaHo BbiLLe, B pasnene 1.

B chepe oTHOLLEHNIN MexXay HedTerazoBbIMM
KoMMaHnsaMK (3akasdmnkamu) n HCK (nogpsioyvkami)
Ba>KHbIM (DAKTOPOM SBASETCS XapaKTePHbI
VNHOPMALIMOHHBIN PaspbIB (aCUMMETPNS), KOraa

www.rogtecmagazine.com

International OFS companies have CC featured in the
strategy of the parent companies, from where CC practices
cascade down to the regional level, including Russian
operations.

> “The head office is the customer centric center where our
team is based along with those whom we hired to support it.
It's not easy to introduce this culture throughout the regions,
which is why we need regional teams whom we coach”.

As CC develops further, it starts to be applied to the
company’s units, the employees, and in some cases, even
contractors.

> “The cooperation and collaboration approach extends
to both the external clients and the internal divisions of the
company’.

> “If the company’s management does not aim at keeping
employees’ satisfaction at a proper level, it’s problematic to
develop the external client-oriented approach of a business”.

Customer Centricity Practice

At the practical level, the customer centric approach
presumes iterative work with the need by identifying it,
satisfying (through delivery of value), measuring customer’s
(stakeholders’) satisfaction on a regular basis, and further
development on this basis.

The opportunity to identify the need is a key criterion
by which OFS companies grade their clients by value.
Differentiation is typically done by using the categories of
“partner” and “buyer” (or “client”).

A partner is the client who provides the supplier with an
opportunity to view the project through his (client’s) eyes,
from the standpoint of his interest. In practice, this involves
providing the supplier with knowledge about the operational
goals and directions towards achieving them. Also, the
supplier may be brought in — in various roles, from observer
to advisor — to take part in developing solutions for specific
objectives and projects. Different forms may be used for
such work including joint technical consultations, pilot
testing, collaboration with design institutions, as well as other
activities aimed at designing solutions.

> “Now we are not putting everyone on the same shelf in
the same manner. The purpose is to build up that experience
with the customer through which he would become our
partner — in case mutual reciprocal cooperation takes place”.

> “On an ongoing basis we have projects running that are
at the juncture of us and the customer. It happens that the

customer comes forward to tell us about our service, “Let’s
improve it", and together as a team, we work to enhance
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3aKa34rK B CUMy Pa3HbIX MPUYMH HE JOMyCKaeT
noyYeHns NOAPSOHMKOM MHGOPMaLMK O peadynbTaTax
(athdekTax) ero paboT, a Takke OpPyron 3Ha4MMON
NHOPMAaLIMK, BbIXOOALIEN 38 PaMKM TEXHUHECKOO
3ananus. o cyTun, 3TO SBAAETCA KITKOHEBbIM
NPENATCTBUEM 015 MPOSACHEHNS MOARSAHNKOM
OeTalbHbIX XapakTePUCTUK NOTPEOHOCTM 3aKas4mka.

Hpyrim BaxKHbIM 62pbepOM /15 BbISBIIEHS
NOTPEOHOCTY ABNSAETCS CUCTEMa YrpaBIeHNs 3aKyrkamm
1 noapsaYMKaMy Yeped Tak HadblBaeMbI pasaesibHbIN
cepBuC (cM. pasgen 1), koTopas chokycupoBaHa

Ha ynpaB/fieH U/ LieHooObpa3oBaHnem 1 HalleneHa

Ha CHVKEHWe 3aTpar (3aKyrnoyHbIX LieH). Takas

cuUcTeMa CTaBUT MOCTaBLLMKA CEPBUCA B XKECTKME
NCNOJTHNTENBLCKME PaMK 1 HE MOTUBUPYET ero Ha
pa3paboTKy KOMMJIEKCHbBIX PELLEHUN.

> «3aKasuyKi He JIOBSIT KOMI/IEKCHOCTU, 1M XO4YETCS
MOKOMaThCS B CE6ECTOMMOCTY, MPYXKATHL MOAPSAHMKA,
[103TOMY OHM PACLLMBAIOT 3Ty KOMIM/IEKCHOCTb

Ha COCTaB/ISHOLLNE, Y XKeNaTe/IbHO eLLé 1 BCE
MpoTeHAepuTb. A Beab N3HaYaibHo Mbi 06/1a4aem
cunami B KOMI/IEKCHOM BUZE 3TO CAes1aTb — HO 3TO He
BOCTPE6OBAHO TEKYLLIYM PbIHKOM>.

> «Korfa ecTb TeHAEP, YXKE CIIOXKHO YTO-TO U3MEHUTL 1
MPEASIOKUTB».

KNIMEHTOLIEHTPUYHBIV MOAXOL, COOEPXUT METOOMKN,
KOTOPbIE HaLeNeHbl Ha TO, YTOObI BbISBUTL MOTPEGHOCTD,
OyKBaJIbHO «0OC/yLLIATLCA» 00 HEé, a 3aTeM n
«0OCTYyHaTbCH». B OHOM M3 NHTEPBbLIO 3TO OMNMNCaHO Kak
noaxon, «ChnyLuam 1 pearvpyi».

KnneHTOUeHTPUYHOCTb B NPUHLMNAX, LLEHHOCTSIX U
AOKyMeHTax

OTparkeHne KIMEHTOLEHTPUYHOrO NoOAxXoaa B
[OOKYMEHTVPOBAHHbBIX LIEHHOCTSX W MPUHLMNAX KOMMaHUM
xapakTepHo npexae scero ans PCHK. Kak npasuno,
NCMONBb3YETCHA TEPMUH «KITMEHTOOPUEHTUPOBAHHOCTb»,
4YTO MOXET OTpaxKaTb COAEPXKaLUMNCS B HEV CUNBbHBIN
LIEHHOCTHbIX NOCbIN, B TO Bpems kak KL bonee
TEXHOJIOMMYHA, a TaKXKE MEHee 3HaKOMa NrPOKam
OTEYEeCTBEHHOW HEITECEPBUCHOM OTPaC/IN.

Ona MCHK xapakTepHo npucytcTeure KL, B
cTparerum rofIoBHOM KOMMNaHu1, oTkyaa npaxkTtuka KL,
KacKadVpyeTCs Ha pPervioHabHbIN YPOBEHb, BKITHOYAS
POCCUINCKOE MoApPasfaeneHve.

> «[ 0/IOBHOM OGOUC — 3TO KIINEHTOLIEHTPUYHbIV LIEHTP,
rAe HaxoauTcs Hallia KoMaHAa v Te, KOro Mbl HaHs/Iv 151
noanaepXKu. BHeapuTs aTy Ky/ibTypy B PErvioHax TSHKesIo,
[103TOMY HaM Hy>KHbl PEMVIOHA/TbHbLIE KOMaHbl, KOTOPbIE
MbI 06yHaems».
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the efficiency of our operations. And both the customer and
ourselves win”.

Partnering in this sense is considered by OFS companies

to be a key factor of competitiveness. Developing partner
relations systematically — through technological partnerships,
as an option — represents a strategic advantage and a
foundation for successful sustainable development.

> “If the customer is open for cooperation, there emerges
the possibility to discuss how to make the work more cost-
effective for us and faster and more efficient for him”.

An alternative way for a supplier towards understanding

a customer’s need is to develop assumptions based on

his strategic objectives. The research revealed that in
practice this approach is often hardly reliable, since strategic
guidelines may be far from real life, may be interpreted
ambiguously or may manifest themselves in ways that the
supplier is not able to predict.

However, the goal of providing an equally high level of service
to every client — which is at the core of the client-oriented
(CO) approach — remains fully in place.

The interviews with OFS companies show that the most
frequently used CC techniques (frameworks) are Design
Thinking (mentioned un 25% of responses) and Customer
Development (11%,). Such figures indicate that the OFS sector is
at an early stage of adopting the customer-centric methodology.

Measuring customer (stakeholder) satisfaction from a
supplied solution is, in essence, measuring the degree of
‘hitting the need’. The interviewed OFS company managers
consistently demonstrate the approach that measuring
customer satisfaction is viable predominantly with the clients
who fit into the category of partners, which reflects the
realities of the Russian OFS market. This approach takes into
account that feedback-focused work is time-consuming and
requires specialists with a rare skill profile.

The practice of conducting measurements and applying
metrics for management goals is at an early stage at OFS
companies, international ones included. The most broadly
used method for obtaining information on customer
satisfaction is face-to-face personal commmunication
(interviews, one on one discussion, etc.). Surveys are also
used, yet some respondents tend to view them critically: “we
practiced it earlier, but then abandoned it because of the

93

distortion caused by the ‘human factor’.

The Customer Satisfaction Index and Net Promoter Score
indices, widely used internationally, are very rarely applied
on a regular basis on the Russian OFS market, mostly

by international majors. However, certain Russian OFS
companies use indicators that they have developed on their

www.rogtecmagazine.com
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Mo Mepe panbHenlero pa3suTiga KL nponcxoamno
e€ pacnpoCTpaHeHe Ha BHYTPEHHNE NOAPa3ae eHns
KOMMaH1N, Ha COTPYOHUKOB, a B OTAESbHbIX ClTy4asdx —
Tak>Ke Ha NoCTaBLUMKOB.

> «[logxon COTPYAHNYECTBA 1 B3aUMOLECTBIS
PACPOCTPAHAETCS KaK Ha BHELLIHUX KITMEHTOB, Tak 1 Ha
BHYTPEHHME MOAPAa3LaE/I8HNS KOMIIaHWN».

> «EC/1 pyKOBOACTBO KOMMaHWM HE CTPEMUTCS]
K yAOB/IETBOPEHHOCTY COTPYAHMKOB KOMIMaHn
Ha [JO/IKHOM YPOBHE, 0a3BuTh BHELLIHIOK
KJ/TMEHTOOPUEHTMPOBAHHOCT OU3HECA C/IOXKHO>.

npaKTMKa KIINeHTOLUEeHTPU4YHOCTU

Ha npakTu4eckoM YpOBHE KITMEHTOLIEHTPWYHBIN NOAXOA,
noapasymMeBaeT LMKINYECKYO paboTy ¢ NMOTPEBHOCTLIO
4Yepes e BbIABIEHWE, YAOBNETBOPEHME (Hepe3 MOCTaBKy
LEHHOCTW), U3MEPEHNE HA PEryIPHOM OCHOBE
YOOBNETBOPEHHOCTY NOTPEOUTENS (3aMHTEPECOBAHHbIX
CTOPOH) 1 flanbHenLLee pa3BUTME Ha 3TOM OCHOBE.

BO3MO>XHOCTb BbISIBUTb NOTPEOHOCTb SBASETCS O1d
HCK kto4eBbIM OCHOBaHVIEM OJ151 PaHXMPOBaHUS
KOMMAHWN-KIMEHTOB MO LEHHOCTW — OJ15
OonbdepeHLmaLmm XapakTepHO UCMOIb30BaHNE
KaTeropuin «NapTHEP» U «3aKa3umK» (N «KIIUEHT»).

[MapTHEP — 3TO TOT 3aKa34mK (KJIMEHT), KOTOPbIN OaéT
BO3MO>XHOCTb MOCTaBLLYIKY MOCMOTPETb Ha MPOEKT

ero, KJIMeHTa, rnasamm, ¢ No3nLMn ero nHTepeca.

Ha npakTuike 3TO BblpaXxaeTcs B NpefoCTaBaeHn
NHOPMaLMM O CBOVMX OMEPaLMOHHBIX LEIAX 1
HanpaB/ieHVAX UX OOCTUXKEHWS, @ TakXKe B AOMYCKe
MNOCTaBLLVKA K y4acT1to (B TOM UK hopMe, HaumHas

C HabnoaaTeNlbHOM 1 COBeLLATENBHOW) B paspaboTke
PELLUEHUI 151 KOHKPETHBIX 3a4a4 1 MPOEKTOB.
SnemMeHTamn Takown paboTbl MOMYT ABNATECH COBMECTHbIE
TEXHUYECKME KOHCYbTaLMW, MPOBEAEHNE OMbITHO-
MPOMBILLIEHHBIX PaboT, B3aNMOAENCTBUE C MPOEKTHLIMU
CTRYKTYPaMn U NHbIE MEPOMPUSATAS, HanpaBiEHHbIE Ha
hopMmnpoBaHre MPOEKTHBbIX PELLEHNIA.

> «Cendac Mkl He CTaBUM BCeX Ha OfHy MoKy
0[MHAKOBO. L{eslb UMEHHO B TOM, YTOGb! C 3aKa34KOM
HapabaTbiBaTh TOT OfbIT, YEPe3 KOTOPbLIY OH Gkl /151
Hac CcTaHOBW/ICS NapTHEPOM — B C/Iy4ae, eC/v naét
060K0JHOE BCTPEYHOE COTPYAHNHECTBO.

> «Y Hac B NOCTOSIHHOM PEXXyME UAYT MPOEKThI, KOTOPhIE
paboTaroT Ha CThIKe Hac 1 3aka3ymka. bbIBaeT Tak, 4To
3aKkas34vK caM roBOpUT O Haluew ycriyre: «/[laBanTe eé
YCOBEPLLEHCTBYEM>, 1 Mbl COBMECTHO, KOMaHAOM, 1aéM
K MOBbILLIEHNIO 3(OPEKTUBHOCTY [IESTE/ILHOCTY ... U
BbINTPbIBAET Kak 3aka34yuK, 1ak v Mbl».
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own, which in essence are similar to CSI. One of the Russian
companies has a metric named Client Satisfaction Indicator
(nokagaresb «YOoBNETBOPEHHOCTL KMeHTa») that integrates
and evaluates the customer’s perception of the following:
service quality, client relationship quality, degree of need
satisfaction. Many OFS companies, both international and
Russian, apply indicators that reflect the client’s readiness

to provide written recommendations or share experience

of successful cooperation through industry-focused media.
As such, these indicators could be seen as more basic
analogues of NPS,; since they don't reflect dynamics.

One of the most important tools for evaluating satisfaction
and analyzing customer experience is the Customer Journey
Map (CJM). CIM is both an analytical instrument and an
interface for building relations with a client company and

the customers (stakeholders) within it. CJM is very rarely used
among OFS companies on the Russian market, yet there are
known cases of pilot implementation, more details in section 4.

The Corporate Infrastructure of CC

Dedicated competence centers in one or another form —
from individual employees to small units — are functioning
within some international OFS companies where CC has
been embedded into the parent company’s strategy. The
interviewed Russian OFS companies have no competence
centers for CC, while some do not see a need for them,
since the prime drivers of CC (just like of COA earlier) are
considered to be training and corporate culture, with some
role for marketing.

4: Customer-Centric Business Model in
Gazpromneft-Nefteservis

Current approaches for Implementing Initiatives in
Gazprom Neft

Three key approaches, all of them complementary, are currently

applied in Gazprom Neft and Gazpromneft-Nefteservis:

* Process based approach. The essence of this approach
is in viewing the functioning of an enterprise as continuous
execution of certain interconnected types of activities,
viewed as processes. A process (business process) is
understood as a consistent purposeful set of actions
which follows a certain technology to transform inputs
into outputs that contain value for a customer. Criteria for
choosing this approach: low level of uncertainty, cyclical,
part of current operations.

¢ Project based approach. Routinely used in most
companies, the project approach rests on three pillars:
timeframe, budget, and defined end result, usually formed
at the start of project. Project implementation stages
follow each other, while skipping stages or returning from
later stages to previous ones in order to adjust the
approved technical assignment is not permissible, since
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[MapTHEPCTBO B TakOM CMbIC/ie 0CO3HaéTca HCK

KaK KJt0HEBOW (DAKTOP KOHKYPEHTOCMOCOBHOCTH.
[NocTaHoBKa NpoLiecca HopPMUPOBAHMS NAPTHEPCKMUX
OTHOLLIEHWI HA CUCTEMHYO OCHOBY — HaNpuUMep,

4yepes TEXHOIOTMYECKEe MapTHEPCTBA — SB/IAETCS
CTpaTEMMHYECKNM MPENMYLLIECTBOM 1 3aJ10rOM YCMELIHOro
YCTOMUMBOIO pas3BUTUS.

> «EC/In 3aKa34uvK OTKPLIT 419 B3aNMOLAENCTBUS, TO
BO3HUVIKAET BO3MOXHOCTb OOCYANTH Kak caenatb paboTy
Jeluessie /18 Hac v BbICTpee v 3hheKTUBHEE [1/151 HErO».

AnbTepHaTVBHBIM CNOCO6 A5 MOCTaBLUVKA
NPUBNBUTLCS K MOHUMAaHUO MOTPEOHOCT K/MeHTa
COCTOWNT B TOM, 4TOObI (hOpMMPOBaTh MPEANONOKEHNS
Ha OCHOBE €ro CTpaTermyeckmnx JOKyMeHToB. Kak Obl1o
BbISIBIEHO B XO[€ UCCe00BaHMs, Ha MPaKTVKE 3TO 4acTo
0KasbIBaETCA HEHAOEXHBIM, MOCKOJIbKY CTpaTerndeckmne
YCTaHOBKM MOIYT OKa3aTbCs AaNEKNMN OT NMPaKTUKK,
TPaKTOBATbCA HEOOAHO3HAYHO WM MPOABNATLCA
cnocobamm, KOTOpblE MOCTaBLUVK He MpeaBuanT.

[Mpy 3TOM B NOSIHOW Mepe OCTaETCH B CUIE YCTaHOBKA Ha
TO, 4YTO 060ny>+<|/|BaH|/|e KITIMEHTOB — TO eCTb, NposdABIeHNE
KO — 0O/mKHO ANt BCEX KITMEHTOB HAXOANTBLCS Ha
OVHAKOBO BbICOKOM YPOBHE Ka4ecTsa.

Cpean KIIMEHTOLIEHTPUYHBIX METOA0SION N
(hpenmBOPKOB), MPaKTUYECKOEe MPUMEHEHME

KOTOPbIX 0603Ha4MAM onpolueHHble HCK, Hanbonee
pacnpOCTPaHEHHbIMM ABNSOTCS AN3aH-MbILLIEHNE
(nons B otBETAX — 25%) 1 Customer Development (11%).
Takne 3Ha4eHNs yKasbliBaroT Ha TO, YTO HedbTecepBUCHas
OTpac/ib NOKa HaXOANTCHA Ha PaHHEN CTaamy OCBOEHVIS
meTononorum KL.

VIamepeHne yooBneTBOPEHHOCTN KIIMEHTA
(3aMHTEpPEecoBaHHbIX CTOPOH) MO OTHOLLIEHUIO K
MOCTaBNEHHOMY PELLEHNIO ECTb, MO CYTW, 3aMep CTEMNEHN
«onagaHvs B NOTpebHOCTb». Pykosogntenn HCK B
NHTEPBbLIO OEMOHCTPUPYIOT YETKYHO OPVEHTALIMIO Ha

TO, YTO B peannsix POCCUNCKOro HehTecepBrCHOro
PbIHKA M3MEpPEHMEe yO0BIETBOPEHHOCTY LIe1eCco0bpasHo
npexxae BCero B OTHOLIEHUM 3aKa341KOB, KOTOPbIE
COOTBETCTBYIOT KPUTEPUSAM «MapPTHEPOB>». 306eCh
NPUHMMAETCS B PaCY&T 1 TO, YTO Takad paboTa aBseTcs
TPYOOEMKOW 1 TPEDYET y4acTns CneumanncToB C
[OCTaTOYHO PEAKMM NPOUNIEM KOMMIETEHLININ.

Cpenn HCK (B Tom uncne MHCK) npaktuka

NpOBeAEHNS 3aMEPOB U MPUMEHEHWS METPVK 15

Lenen ynpaBaeHms HaXOOUTCA Ha paHHeN cTagun.
Hanbonee pacnpocTpaHéHHbIM CNOCOB0M MOTyYEHUS
nHdopMaLum 06 yOoBIETBOPEHHOCTU K/IMEHTA SBSIETCS
NNYHOE OYHOE OBLLEHNE (MHTEPBLID, NNYHBIA Pa3roBOpP).
Takke NPUMEHSIETCA aHKETUPOBAHME, HO OHO PSAOM
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any changes would pose a risk to the entire project.
Criteria for choosing this approach: Medium level of
uncertainty, time limitations (time to achieve goal is
defined), initiative is not part of current operations.

¢ Product-based approach. Under this approach, the
company’s entire activity is transformed into a given
number of products that are managed in the logic of an
assembly line — from emergence of business opportunity
to transfer of implemented initiative into operations and its
management as a process. When transferring from earlier
product to next, the so-called incremental value is
measured; it should be reaching maximum target value
at the end of the ‘assembly line’. Criteria for applying this
approach: High level of uncertainty, time limitations (time
to achieve goal is defined), initiative is not part of current
operations, extensive scale and prerequisites for scalability
of developed solutions'

The outlined approaches co-exist in Gazprom Neft and are
applied according to how the inttiative fits the criteria described
above. However, several key questions emerge. How and

on what basis is an initiative formed? Is implementation of an
initiative according to a chosen format (approach) feasible for the
end-customer? Does it fill the customer’s need?

Customer-Centric Business Model of Gazpromneft-
Nefteservis

To address the questions posed, the decision made at
Gazpromneft-Nefteservis was to “take a step back” and,
prior to choosing one of the three approaches, introduce the
fourth, customer-centric approach (see Figure 2). As a “zero-
level approach”, it makes possible to identify customers’
needs and on this basis to design new products, re-design
and develop the company’s existing products and services.
Thus, the following sequence is structured: Customer (need)
> Product > Technology > Business.

As part of the customer-centric approach, Gazpromneft-
Nefteservis conducts quarterly monitoring of CSl, runs
training in Design Thinking and applies it for developing new
products and services, and is in the process of introducing a
new customer-centric tool — the Customer Journey Map, CJM.

CJM visualizes a stakeholder’s experience in achieving an
important result. Such maps can reflect both a real and ideal
journey for a customer. CJM makes it possible to decompose
an integrated service, to see the significant elements or recurrent
actions that form a general perception of the service, and to

" Organizational Transformation (https://www.gazprom-neft.ru/press-center/
sibneft-online/archive/2020-february/4255115/)

2 Alexander Sitnikov: «Product-based approach helped us see the main
things», “Siberian Qil” (Sibirskaya Neft) magazine, Issue Ne178 (January-
February, 2021) (https:/Awww.gazprom-neft.ru/press-center/sibneft-online/
archive/2021-january-february/56287838/)

www.rogtecmagazine.com



BUSINESS STRATEGY W

PECMNOHOEHTOB OLIEHNBAETCS! KPUTUYECKN: «TaKas
npakTuka bbina paHblle, OT Heé OTKasaIMCh U3-3a
VICKaXKEHUI B CUJTY “4enoBedecKkoro akropa’».

LLINPOKO MpVHATBIE B MEXXAYHAPOOHOW MPaKT/Ke
nokaszatenn Customer Satisfaction Index 1 Net
Promoter Score npuMeHstoTCs Ha pPerynsapHoO OCHOBE

B abCOMOTHOM MEHbLUVHCTBE C/ly4aeB — CPeau
HekoTopbix MHCK. BmecTe ¢ Tem, HekoTopble PHCK
MCMOJIb3YKOT NoKasaTe 1, KOTOpble OHW pa3paboTanv
CaMOCTOSTESTBHO U KOTOPbIE SBASKOTCS O/IN3KUMM
aHanoramu CSI. B cnyyae ogHon n3 PHCK a10
rnokasarefb «YOOBETBOPEHHOCTb KIMEHTa», KOTOPOW
VHTErpupyeT OLEHKM BOCIPUSTUSI CO CTOPOHbI KIMEHTa
Mo cneayoLLyM NO3NLIMSM: KA4eCTBO YCyrW, Ka4ecTBO
OTHOLLIEHWIA C KITMEHTOM, CTemneHb yA0BETBOPEHNS
notpedbHocTn. MHorne HCK — kKak MexkayHapodHble, Tak
1 POCCUINCKIME — UCMOSb3YOT NoKadaTte v, OTpakaroLme
FOTOBHOCTb K/IMEHTOB NPEA0CTaBUTb MNCbMEHHbIE
pekoMeHaaUn (aapecoBaHHble KOIeram rno OTpacm)
VN N3JTOXKUTB YCMELWHbIA OMbIT COTPYAHVYECTBA B
oTpacnesbix CMV. o cyTn, 370 yNpoLLEHHbIe (6e3
OvHamukn) aHanory NPS.

OpHM 13 Hanbonee BaXKHbIX MHCTPYMEHTOB,
CMOMb3YEMbIX A1 OLIEHKN YAOBNETBOPEHHOCTU U
aHanmM3a NosIb30BaTENbCKOro OMbITa, SBISETCS KapTa

start making changes from there. Equally important is finding
and removing critical barriers in interaction with the customer,
and creating more positive experience.

CJM delivers most value when applied in a successive and
systemic manner:

1. Product/service owners visualize through CJM their
own notion of the current customer experience and of the
sequence of events when interacting with the product/
service — this way, the CJM “INSIDE OUT” map is formed.

2. Based on observations, interviews and other studies of
the existing customer experience, the CIM “AS IS” map is
drawn, which reflects interaction with a product/service from
the standpoint of a customer.

3. Using all information obtained, the CJM “TO BE” is formed,
which is the CJM of ideal interaction. On its basis a product/
service owner jointly with his customers forms a strategy and
a plan of corresponding actions aimed at implementing the
‘best customer journey’.

CJM “TO BE” maps can also be used in the process of
developing new products/services. In such case the CUM
«AS IS” is drawn based on the study of the customer’s
current sequence of actions that are being undertaken in
order to achieve a required result.

KnneHTtoueHTpnyHaa 6usHec-monesnb ABNSAETCA MPOLOOSHKEHUEM CEPBUCHON MOOENU
MMT-HedbTecepBuc n afiemeHTOM rnepexona K criegyoLiemy atany passmutus
Customer-centric business model is an extension of a GPN-Nefteservis service model and an element
of transition to the following stage of development

KrnuneHToLeHTpUYHbIN noaxomn,
Customer centric approach

3
05 3 3
g3 o g5
¥ 2 ine Q
80 e 29
I (&) ‘d
33 39
I c o
L% 2 PevHXXUHUpUHr MpoekTupoBaHne n o

m Y passuTue pa3BUTUE HOBbIX
CYLLIECTBYHOLLIAX :F:é‘;:&':gr:’:; NpPoOyKTOB/CEPBUCOB

NPOAYKTOB / CEPBMCOB

OT NoTPeGHOCTM
development of new

KIMeHTa *‘
Redesign and ’
development of existing products/services

MpooykT
products/services Product based on customer
based on customer need
Knunent
Customer

need
WNHCTpYMEeHTbI Bl CE CJM

Service Level Agreement
Teele Customer Satisfaction Index Clusigrizr Jaumey Mep

OT noTpe6HOCTN
KJIMeHTa

Design and

i
L

Future Asset

MpoekTHbIX Nogxop,  MNpoayKToBbLIN NOAXOA,
Project-based
approach

AxkTuB Bygyuiero

Crpaterus BPL
Exploration/Production
Strategy
[MpoueccHbI nogxon
Process-based
approach

JOun3zanH-mbiwneHve / CustDev

KNMeHTOLLEHTPNYHOCTb — HOBbIW LIEHTP TshkecTn 6usHec-momenu MMH-Hedotecepsuc

Customer centricity is a new center of gravity in the GPN-Nefteservis business model

PucyHok 2: KnueHToLeHTprYHas 6raHec-Moaenb «[a3npoMHedTe-Hedbtecepsiic»
Fig. 2: Customer-centric business model in Gazpromneft-Nefteservis
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B [JOBbHA

NOJIb30BATENBCKOrO (KMeHTcKoro) nyTu (Customer
Journey Map, CUM). CUM gBnsgeTcs aHaINTUYECKM
NHCTPYMEHTOM M BMECTE C TEM UHTepdENCOM A5
BbICTPaVBaHNSA OTHOLLEHWNIA C KOMMaHWEeN-KIMEHTOM

1 NOTPEBUTENSIMN (3aNHTEPECOBAHHBLIMI CTOPOHAMI)
BHyTpW Heé. Cpean HCK Ha poccuinckom pbiHke CIM
CUCTEMHO 1CMOJIb3YETCH KpaiHe peaKo, HO eCTb
NpVIMEpPbI peannaaLy NMMAOTHBIX MPOEKTOB — NoapobHee
B pasgene 4.

KoprniopatusHasi uHgpactpykrypa KL

BblgeneHHble LeHTPbI KOMMETEHLMN B TOM WM HOM
BMAE — OT OTAESbHbIX COTPYAHVKOB A0 HEGObLLMX
noapasgenieHnin — NPUCYTCTBYHOT B HekoTopbix MHCK, y
KOTOPbIX KL HaLLna oTpaXkeHne B CTpaTerim ronoBHoOM
komMmnaHun. OnpolueHHble PHCK He nMetoT LeHTpoB
komMneTeHuun no KL; HeKoTopble He BUOAT B HIX
HeOOXOANMOCTI, MOCKOJbKY UCXOOAT U3 TOro, YTO

posb nposoaHrka KL (kak paHee KO) go/mkHbl nrpath
oBy4eHne 1 KoprnopaTuBHas KysibTypa, a B HEKOTOPbIX
chydasax — PyHKUMS MapKeTUHra.

Pasnen 4: KnueHToueHTpnYHaa busHec-monesib
«["asnpomHedTb-HedoTecepBuc»

Cywectsyrowme noaxonabl paboTsl ¢ UHULUMaTUBaMU B
«[asnpom HegpTn»

CerogHs B 'K «["a3npom HedTb» 1 B «[ a3npoMHedTb-
HedTecepsunc», B YaCTHOCTU, CYLLECTBYHOT 3 6a30BbIX
noaxoaa, KOTopble He MPOTMBOPEYaT Apyr Apyry:

e [TpoueccHbin nogxof. CyTb Noaxoaa 3ak/t4aeTcs B
TOM, YTO OedTeJIbHOCTb NpeanpunATng
paccMmaTprBaeTCa Kak HeMpepbIBHOE BbIMOIHEHME
KOMIMJIeKca onpeaeneHHbIX B3anMOCBA3aHHbIX
BUOOB OEATEeNIbHOCTY B Biae npoueccos. [og
NPOLIECCOM (BU3HEC-MPOLIECCOM) MOAPA3yMEBAETCH
yCTOM4MBas LiefleHanpaB/ieHHasi COBOKYMHOCTb
B3aIMOCBS3aHHbIX BUOOB AEATENbHOCTN, KOTopas
no onpeneneHHoM TEXHOOM NpeodbpasyeT BXOAb! U
BbIXObl, MPencTaBstoLLIMe LLEHHOCTb 014
noTpebutens. Kputepumn Bbibopa Nogxoda: H13kas
HeonpeaeneHHOCTb, LIVKMYHOCTb, MPUHAOIEXHOCTb K
onepaLUyioHHON AeATeslbHOCTU.

¢ [MpoekTHbIN nogxod. OBWENPUHATBIN B OOMbLIMHCTBE
KOMMaHUIM NPOEKTHbIN MEeTOL, OpraH13aLum paboTsbl
MCMONb3YeTCs NpY paboTe C N3MEHEHUAMN U OSPXKUTCS
Ha Tpex CTo/Nax: CpoKax, OrompKeTe 1 onpeaeieHHOM
KOHEYHOM pesysibTaTe, KOTOPbIN (hopMUpyeTCs
elle Ha CTapTe NpoeKTa. JTankl peanusaumn NpoexTa
rnocneaoBaTeslbHO CMEHSIIOT pyr Apyra, a nporycKu
W BO3BPALLeHVs ¢ 6oniee No3aHWX Ha bonee
paHHVe aTarbl 419 KOPPEKTUPOBKN YXKEe
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YTBEPXKOEHHOIO TEXHNYECKOro 3afaHus He
JOMYCKalOTCS, TaK Kak Jto0ble 3MEHEHS YIPOXKaOT
BCeMy MpoeKTy. Kputepun Bbibopa noaxoaa: CpeaHsas
HeonpeaeNeHHOCTb, OrPaHNYEHHOCTb MO BPEMEHN
(onpeneneHbl CPOKM OOCTVKEHNS Lien), OTCYTCTBIE
NPUHAOIEXKHOCTV MHMLVATVIBLI K ONEPaLiOHHOM
0esATeNbHOCTU.

e [lpoaykToBbIN noaxon. Npy faHHOM noaxone Bes
[EeATeNIbHOCTb OpraHn3aLLy TPaHCHOPMUNPYETCS
B OMpeneseHHOe KONMMYECTBO NPOOYKTOB, KOTOPbIE
BbICTPOEHbI B JIOMMKE KOHBEVepa — OT MOSIBIEHNS
B13HEC-BO3SMOXKHOCTW [0 Nepefads peam3oBaHHOM
NHULMATBbI B ONEPALMOHHOE yrpaBneHne 1
ynpaBieHVe en B kadecTBe npouecca. [pu nepexone
OT NpedplayLlero NPoAyKTa K ceayoLLemy
N3MepSIeTCH Tak HadblBaeMasi MHKPEMEHTaIbHas
LIEHHOCTb, KOTOPast K OKOHYaHMIO «KOHBENEpa» A0/MKHA
OOCTUraTb MakCMasIbHbIX LIESIEBBIX 3HAYEHWI.
KpuTepunin MCNosib30BaHMs MOAX0Aa: BbICOKas
HeonpeaeIeHHOCTb, OrPaHNYEHHOCTb MO BPEMEHM
(onpeneneHbl CPOKM OOCTUXKEHUS LIEMN), OTCYTCTBUE
NPUHAOIEXKHOCTY K ONepaumMoHHON OeATENbHOCTH,
LUMPOKMIM MacLTab 1 NpeanocCbiky K TUPaXKUPOBAHMIO
co3aaBaeMblX PeLIeHUn 2,

O603Ha4eHHbIe BbilLE Noaxoabl cocyLlecTByoT B K
«[asnpom HedTb», N MPUMEHSIOTCS B 3aBUCUMOCTY OT
COOTBETCTBUS NHULIMATKBBI «Ha BXOAe» 0003HAYEHHbIM
BbiLLe kKpuTepraM. OAHAKO 306eCb BO3HMKAET

PS4, KIIO4YEBbIX BOMPOCOB. Kak 1 Ha OCHOBE 4ero
hopMVpyeTcs Ta Unn UHas MHULmMaTUBa? SBnseTcs

N1 peanusaumst MHALMAaTKVBbI B TakoM dhopmate
LleNnecoobpasHoOm anst KOHEYHOrO KIMeHTa? 3akpbiBaeT
I OHa MOTPEBHOCTL NOL30BaTENA?

KnuneHTouyeHTpu4Has 6usHec-Moge b
«asnpomHedTb-HedTecepBuc»

[ns oTBeTa Ha 0603Ha4YEHHbIE BOMPOCHI B KOMMNAHWK
«[agnpomMHedTb-HedTecepBmc» 6bI0 MPUHATO
peuleHve «caenathb War Hadan» 1 nepen aTanom
BbibOpa MeXxay TReEMS MOAXo4amMy BHEOPUTb HOBBIM,
4eTBEPTbIN, NOAX0A — KIIMEHTOLEHTPUYHBIN (CM.
PUCYHOK 2). B Ka4ecTBe «Hy/1eBOro Noaxoaa» OH
NO3BOJIUT BbISBMATE MOTPEBHOCTN KNNEHTA, MCXOOA
13 3TOro NMPOEKTUPOBATL HOBbIE, MEPENPOEKTUPOBATL
1 pasBMBaTb CYLLECTBYIOLLME NPOOYKTbI/CEPBUCHI
KOMMaHun. TakiMm 06pasoM, BbICTpanBaETCH

" OpraHmgauyioHHas TpaHcdopMauma (https://www.gazprom-neft.ru/press-
center/sibneft-online/archive/2020-february/4255115/)

2 AnexcaHop CUTHVKOB: «[TpOayKTOBbIM MOAXOM MOMOT HaMm YBUOETH
rnaBHoe», >kypHan «Crourpckas HedTe», Nel178 (sHBapb-espas 2021)
(https://www.gazprom-neft.ru/press-center/sioneft-online/archive/2021-
january-february/5287838/)
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cnepytolLlas NocneaoBaTelbHOCTb:
KIMEHT (MOTPEBHOCTb) > MPOAYKT > TEXHOSIOMN > OU3HEC.

B pamkax KNMeHTOLIEHTPUYHOrO Moaxoaa y>ke

cerofHs «[ asnpomMHedTb-HedTecepBrc» peannayet
eXeKBapTasibHbI MOHUTOPWHE CSI, npoBOANT 0By4eHne
OM3aNH-MbILLIEHMIO 1 MCNONBb3YET ero oid co3naHng
HOBbIX MPOAYKTOB U CEPBUCOB, & TakKe BHEOPSET HOBbIN
KTMEHTOLEHTPUYHBIN MHCTPYMEHT — KapTa KITMEHTCKOIO
nytn, CJM.

CJM — 370 BM3yanM3aums OnbiTa CTenKxonaepa no
JOCTVKEHWKO BEXKHOIO 1191 HEro peaysbTarta. Takve KapTbl
MOIYT OTPaXXaTb PeasibHbIA NAgaNbHbIV MyThb KIMEHTA.

CJM no3BOSISET AEKOMMNO3MPOBATL KOMMIEKCHbIN CEPBUC,
YBWAETb T€ 3HAYVIMbIE MOMEHTbI W NOBTOPSAOLLIECS
OENCTBUS, KOTOpble (hopMMPYIOT 0BLLIEE BOCIPUATUE
cepBuCa, U Ha4aTb UBMEHEHWS MEHHO C HUX. [pr aTOM
BaXKHO Kak HaxoauTb 1 YCTPaHATb KPUTMYECKMe Dapbepbl
BO B3aMMOLENCTBUM C KNIMEHTOM, Tak 1 cO3aaBaTb
00bLLE MO3NTUBHOIO OrbITa.

HanbonbLuyto ueHHocTs CUM npuHOCUT npunt
nocnefoBaTelbHOM CUCTEMHOM MCMOSIb30BaHNM:

1. BnagenbLpl npoaykTa/cepsurca BuayannavpyoT B CJM

00O “PTCEPBUC” -

CBOE MNMPEACTaB/IeHNE O TEKYLLIEM MOJIb30BATESIbCKOM
OmbITe U NMOCNEA0BaTENbHOCTY AENCTBIN Mpn
B3aVMOAENCTBUN C MPOAYKTOM/CEPBUCOM — TaKM
obpasom hopmurpyetcs kapta CIM «INSIDE OUT».

2. B xope HabntogeHnin, MHTEPBLIO W APYrX
1CCNeoBaHNIA CyLLIECTBYHIOLLIErO OMbITa KMeHTa
thopmrpyeTcs kapTta CIM «AS IS», koTopas oTpaxaeT
B3aNMOJENCTBUE C MPOAYKTOM/CEPBMCOM C MO3ULIN
KIMeHTa.

3. Ha ocHoBe nonyyeHHbIX gaHHbIX dhopmupyetcs CJM
maeansHoro B3anmvogenctang — CJM «TO BE», Ha ocHoBe
KOTOPOW BRageney, NpoayKra/cepsmca COBMECTHO

C ero nonb3oBaTensgMy PoPMUPYET CTpaTEro 1
COOTBETCTBYIOLLME €M OENCTBUA AN peann3aum
«HaUy4LLIEro NoJIb30BATENBCKOrO MyTu>».

KapTtbl CUM «TO BE» Takke MoryT 6biTb MCNOJSIb30BaHb!
B NpOLIeCce CO30aHNs HOBbIX MPOAYKTOB/CEPBUCOB,

B Takom cnydae CJM «AS IS» cTponTcs Ha OCHOBE
1CCeaoBaHMs TEKYLLIEV NOCNea0BaTelbHOCTU
OENCTBUM KNNEHTA, OCYLLIECTBIAEMON 19 AOCTVXKEHUS
HeobxoayMOro peaynbrara.
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DIMENSIONAL MEASUREMENT TECHNOLOGY
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+7(495)223-35-97, +7(495)223-35-98

KOHTPO/J1b LUATA PE3bbEbl

HAPY>XHOM

BHYTPEHHEN

HAPY>XHOWM

-

—

HaTsr no pe3b6oBoMy
Kanubpy-npobke B OMyCKe,
HO KOHYCHOCTb pe3b6bl BbiLLNa
3a OTpMLAaTesNbHbIN JOMYCK.

HaTtar no pesb6oBoMy
KaIMGpPy-KosbLly B AOMYCKE,
HO KOHYCHOCTb pe3b6bl BbiLLa
3a MOJIOXKUTESbHbIN AOMYCK.
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KOHTPOJ1Ib KOHYCHOCTW PE3bbEbl

NMOYEMY KOHTPOJIb HATATA PE3bEOBbIMU KAJTUBPAMU HE ABNAETCA NMNOJIHbIM U LOCTOBEPHbIM

3KCKJ1I03UBHbIW AUCTPUBEBIOTOP KOMIMAHUU “GAGEMAKER”

PE3bBA NOA KOHTPOJIEM

NPEANATAEM KOMNNEKCHbIE PELLUEHUA U MPUBOPDI
ANna NO3JIEMEHTHOIO KOHTPOJIA PE3bBOBbIX COEAUHEHUU

KOHTPOIJ1b BbICOTbI MPO®UNA PE3bEbIl

BHYTPEHHEW BHYTPEHHEN

g
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HAPY>XHOM

Kak cnepcteue, HUNNenb
BKPYYeEH B MydTy rnyoxe,

YTO MPUBOAUT K KONTOKONTbHOM
nedopMaunm, UCTUPaHUIO
Pe3b0bl U NOABNEHNIO TPELLMH.

TunoBble AecdopMaLmMn 3aMKOBbIX
COeAVHEHWI BCIeACTBNE CBUHYMBAHUS
npu aKcryaTaumm pesbosbl,
MN3roTOBJIEHHOW C HapyLUeHueM
reoMeTpmUYecKrX NapameTpoB.
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