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Mulberry Consulting Practitioners call - 25 May 2010

Sharing best Customer Experience practices from the retail banking sector

Featuring Radu Topliceanu (Mass Customers Area Director, Raiffeisen Bank), Alex Matthews
(Head of Service Quality, Group Customer Experience, HSBC), Cathy F. Burrows (Director-
Marketing Services RBC Royal Bank) and Richard McLaughlin (Chief Marketing Officer, Citi Cards
Canada Inc.)

On 25 May 2010 Mulberry Consulting held two of its monthly Practitioner Calls; one at 9am with
Radu and Alex and the other at 5pm with Cathy and Richard. The calls were attended by a great
many practitioners from around the world from the banking, financial services, publishing,
telecommunications, and IT services sectors.

Both calls were kicked off by David Hicks CEO of Mulberry Consulting introducing the guest speakers
followed by David leading a discussion session then inviting the audience to ask questions - the
main themes over both calls were as follows:

Why do organisations decide to implement a customer agenda and how then do they begin?
One factor has been that the recent financial crisis has led to the situation where demand from
customers has diminished while competition within the sector has increased. This has led to banks
globally arriving at the realisation that customers will be more profitable if they regard the
organisation as one with which they would be happy to bank with rather than one that merely tries
to continually sell products to them regardless of need. This introduces a different kind of focus
within the organisation.

Executive boards are key in implementing a customer agenda as they set the framework by
focussing more on customer measures and translating those into bonus worthy objectives. The
board, or key individuals on the board, can also drive change through re-structuring the organisation
to reflect customers (for example by moving from a product based structure to a client centric one).

The first step is to accurately define what is meant by Customer Experience as this is very often a
phrase that is used without necessarily understanding it. Usually it can be defined as doing the
simple things efficiently and swiftly together with understanding the few occasions when it is
necessary to exceed expectations. Most activities in the banking sector should be conducted with
efficiency and without expectation that the customer will necessarily even notice (an example was
given that a functioning ATM is not something that will delight the customer but it needs to happen
as a matter of course).

How do you keep the organisation aligned with the customer agenda once agreed?

There must be sponsorship of the agenda at the highest level within the organisation to
demonstrate that the business is serious about the new way of working. If the organisation is to be
truly transformed then this must be at Executive board level otherwise there is the danger that a
range of unlinked, tactical initiatives could be implemented with little co-ordination or awareness of
the overall strategy.

Some other suggestions for maintaining focus were:-

e To take personal responsibility for your actions and to lead by example in front of all
colleagues regardless of their position within the organisation.
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e Getting board members visibly contributing, for example by encouraging them to speak
directly to customers maintains focus at the highest level.

e Keeping customer experience front of mind by having as a standard agenda item at
meetings, or included in results presentations ensures that the topic is not forgotten.

e Getting feedback and input from all staff, but especially front line staff, can lead to improved
product designs and processes as they are the ones that are aware of all problems that
customers encounter on a daily basis; and can usually provide the solutions.

e [t can often be demonstrated that re-designing processes to focus more on the customer
outcomes can also drive out inefficiencies which is a powerful argument for maintaining
momentum

e Relating activity to the share price is possibly the key to focusing attention onto customer
centric activities

Do the panel have any recommendations or warnings?

e ook for quick wins, perhaps by taking information that is already gathered and analysing or
applying that differently

e Keeping things simple is vital to gaining momentum within the organisation, breaking the
subject down to ensure a common understanding across the whole organisation

e There will be tension and disagreement throughout the process — address this honestly and
openly

e Focus on the differences between acquisition strategy and retention strategy, in the banking
sector great service does not gain new customers but bad service will cause customers to
switch. There has probably been too much focus in the past on acquisition

e [tisimportant to communicate clearly to the sales force as there will probably be a shift in
behaviour required from out and out selling to enquiring and advising

e Be sure that what you measure is driving the correct behaviours; for example mystery
shopping will tend to lead to a focus on compliance with internal process rather than the
customer experience

e A potential pitfall is the temptation to offer discounts to customers in an attempt to buy their
loyalty; if you ask customers they will want higher interest on deposits, lower on loans and
lower fees leading to the obvious impact on profitability if introduced. There is an imperative
to demonstrate that customer excellence can be achieved at the same time as protecting or
increasing profit.

e Care taken in segmenting your customers will allow for the subsequent design of meaningful,
and measurable, experiences for those groups.

Practitioner calls from Mulberry Consulting
Mulberry Consulting holds monthly calls exclusively for practitioners interested in customer

exierience issues. The calls are usualli focused on a topical issue and participants are also able to
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