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Mulberry Consulting Practitioners call - 29 April 2010

Sharing best Customer Experience practices from the insurance sector

Featuring Rod Butcher of Aviva, Darren Cornish of AXA, Jane Parry of Skandia International and
Paul Fletcher of Aviva Canada

On 29 April 2010 Mulberry Consulting held two of its monthly Practitioner Calls; one at 9am with
Jane and Rod and the other at 5pm with Darren and Paul. The calls were attended by a great many
practitioners from around the world from the financial services, publishing, telecommunications, and
[T 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?
Organisations invest heavily on developing and promoting brands (including name changes, brand
awareness campaigns, etc.). If this is to be effective then some detailed thought is required on what
the brand actually stands for. Once that has been agreed there is then a plan of activity required to
ensure that how the organisation behaves towards its customers support the brand values.

The existence of problems within the organisation that require addressing can be a very powerful
tool for driving action. For example customer satisfaction scores heading in the wrong direction or
customer retention levels below target. Customers are also beginning to compare experiences across
rather than within sectors which has the effect of changing expectations whether or not the product
or service being purchased is comparable.

Some organisations do not deal directly with their end customers (especially in the insurance sector)
rather going through brokers. This can lead to the situation when the product offer is not entirely
suitable as there is limited awareness of the end customer’s requirements. Activity here can lead to
the development of products and services that benefit both the end customer and the broker; as
they will be selling products that customers want to buy. The difficulties faced in implementing this
include the need to change the culture to recognise that the customer is the final purchaser whilst
also supporting the broker.

Adopting customer measurements (for example Net Promoter® Score) can be a very useful way of
driving change within an organisation so long as the focus is on how what the data is saying, and
how to use that to implement change, rather than on the measurement process itself. Of course
implementing such measures must be then supported by the data showing that the measures are
the correct ones and the resultant activities are delivering benefits to the organisation.

The key is, of course, getting the individuals within the organisation to support and take the
customer agenda forward with enthusiasm.

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

Measurement and publication of the results is the most obvious way to maintain visibility of the
customer agenda but care is needed to ensure that effort is not focussed on measurement alone but

© Mulberry Consulting 200



mulberry

also in using the insights gained to make change. What gets measured gets done was one
observation.

There are times however when the actual numbers gained through measurement are less important
than trends over time combined with the verbatim customer comments gained as part of the
exercise. Another factor is that often staff will know what the issues are but need the voice of the
customer to support their suggestions for improvement.

Creating a community of champions within the organisation, from all departments and with their
efforts supported especially at board level, will also help (if done properly) to keep the customer
agenda visible. These groups can operate at all levels within the organisation from board level where
members can have P&L responsibilities for aspects of the customer experience through to staff who
deal directly with customers on a daily basis.

Finally Customer Journey Mapping allows an organisation to define the experience at every
touchpoint allowing the KPIs and other measures to be aligned with the aims and objectives for the
customer at any given touchpoint. Mapping the customer journey can also focus the organisation
on the measures that matter most to the customers, including highlighting where measures need to
be developed.

There can be a perception that Customer Journey Mapping can be an expensive and time
consuming exercise with little in the way of benefit but if this can be overcome then the results can
identify opportunities to generate revenue or realise cost savings.

How do you engage people not directly employed by the organisation?

[t is recognised that the insurance sector is heavily dependent on intermediaries (agents, brokers,
distributors, etc.) to sell their products to the end customer. There is no easy answer to ensuring that
they deliver the desired customer experience but a close focus on the distribution strategy, engaging
with intermediaries closely and ensuring that their voice, as well as that of the customer, is heard
within the organisation is required.

Different approaches depending on the type of intermediary, from large organisations such as banks
to “one-man” IFAs, will be necessary as they have very different requirements. Activities such as
embedding staff in the intermediary organisation for short periods and inviting them to company
workshops can pay dividends as they then feel closer to the business and recognise that they are
valued.

Practitioner calls from Mulberry Consulting

Mulberry Consulting holds monthly calls exclusively for practitioners interested in customer
experience issues. The calls are usually focused on a topical issue and participants are also able to

suggest areas that they would like to discuss. The calls are a great way to learn about best practice,
to identify and address common challenges - ﬁ
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