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Executive Summary :
Changes in current electrical industry resulting in customers having more options to
use the service. Including the use of services from small private power producers, the

investment in constructing their own power plant, and the use of alternative energy.



Especially key account customers, whether small amount of customers but the electricity
usage is substantial, generate high revenue for the Metropolitan Electricity Authority (MEA).
So it is very necessary to adjust the service model and develop a strategy that meets the
needs of customer. Not only to maintain the customer base and also increase it by
convincing the old customers. And resulting in stable growth of the organization in the long
term.

The mentioned factors Make the MEA Premium ambassadors important. Since it is
responsible for contacting and servicing large customers directly Including creating
satisfaction and relationships. it is very necessary for the MEA to have in-depth
understanding of demands, behaviors, and expectations of the stakeholders to apply in the
design and development of processes, mechanisms, tools, and supporting structures that
will help promote the MEA's special care staff to effectively carry out the goals and
strategies of the organization.

In the operation under the project. The advisory committee conducted the study
and analysis of secondary data and primary data. With a process and operation details as
follows :

1. Secondary data

1) literature reviews from researchand articles relating to the care of premium
customers from successful examples in the same industry in foreign countries or neighboring
industries in Thailand and abroad.

2) Benchmarking with organizations that are direct and indirect competitors,
such as small power producers (SPPs), including organizations in neighboring industries that
have a context to change the service model from intense competition conditions such as
banking industry. To learn, adapt, and differentiate from competitors.

3) Conducting studies and analyzing current information of Ambassador about
marketing plans and procedures selection process in order to understand Ambassador's
current operations and problems.

2. Primary data

1) Internal studies within MEA that are involved in key account customer care.
Consist of executive and operation level, total of 16 people.

a. In-depth interview with governor and assistant governor of Metropolitan
Electricity Authority, 2 people in total.
b. Focus group interview with operational staff consisting of team leaders

and ambassador, each group of 6 people, 14 people in total.



2) External study with major customers, consisting of 4 organizations, using in-
depth interviews from executives and staff 2 person per each company, total of 8 people.

a. MEA's current customers Such as Thai Asahi Chemicals Company Limited
and Land and Houses Public Company Limited, 4 people in total.

b. Customers who are likely to switch to use services from competitors are
Ocean Glass Public Company Limited, 2 people in total.

c. Customers who have previously used Service with other service providers
and returning to use with the MEA, namely Thai Meiji Pharma Siwiti-Cal Company Limited,
2 people in total.

From research methodology, the findings will be discovered as 3 parts as follows :
1. Customer needs

1) The MEA's key account customers have a need to meet with the MEA
Ambassador Team, not just during times of problems or electrical needs. However, key
account customers consider themselves to be important customers and should receive
better care and services than other customers.

2) The MEA's key account customers value the operating costs from the
electricity bill and damage that may occur from a power failure. But the customer will give
importance to each matter unequally depending on the nature and needs of the business.

3) The MEA's key account customers expect that the MEA will be an electrical
consultant from providing advice on electrical system improvements to reduce costs,how to
use electricity properly in an organization, and maintenance electrical equipment.

4) The most important factor affecting the selection of electricity services of
key account customers is the stability of the electrical system that will not cause problems
of power outages because the damage in cost of raw materials and sales opportunities will
be substantial.

2. Expectation and limitation of MEA

1) The organization must design work processes that create standards and
regulations for work. And in line with the needs of different customer groups

2) The organization must reduce unnecessary work processes, such as meeting
to give a special gift and the presentation of products and services of all organizations. They
must be focused on responding to the real needs and solving problems of customers more
precisely.

3) The organization needs to strictly control the quality of service and the
image of the organization. Because it affects customer perspectives on MEA’s value and

branding.



4) The organization must adjust its performance indicators to reflect current
work objectives and customer needs.

3. Competitive environment

1) The organization must create a competitive advantage from the increased
competitors through differentiation in strategy service provision as well as marketing

2) The organization needs to apply technology as part of their operations.
Especially technology related big data management to enable organizations to utilize data
and apply that information to create maximum satisfaction for customers.

The guidelines for developing the capability of the Premium Ambassador for
managing organizational change from the results of the study are as follows:

1. The results of the competency analysis of the MEA Premium Ambassador from the
Marketing and Customer Relations Department consist of 5 important competency areas as
follows:

1) Data Analytics: to find in-depth needs or trends to formulate strategies
efficiently.

2) Marketing: to understand and segment customers according to behaviors and
needs for designing products that create customer solution that will generate revenue for
the organization in the long run.

3) Strategy Creation: to analyze and plan operations of ambassador agencies in
the area.

4) Team Collaboration: to coordinate with special customer care agencies in
the area.

5) Innovation: to promote and create innovations that can solve problems for
customers Including encouraging sustainable development in the organization.

2. The results of the competency analysis of the MEA Premium Ambassador from the
area consist of 5 important competency areas as follows:

1) Strategic Planning: to plan and formulate operational strategies

2) Customer Experience: to create a good service experience for customers.

3) Consultative Skill: to provide consultation in related businesses for
customers.

4) Business Value Creation: to create additional value for clients' businesses.

5) Team Collaboration: to coordinate with ambassador in marketing

departments.



