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Session Objectives

« Student Experience Journey

— Mapping NSS to individual
Interactions

— Bow Tie Concept

« Case Study of Customer
Experience Transformational
Change Programme

— Approach Used

— SIPOC tool

— Vision State Model
— Capturing VOC

— Roadmap



Factors Influencing the Student Experience

Political, Legislative, Economic, Socio-Cultural Factors

Service Provision, Policies, Procedures and Practices

Equality | Staff perceptions | Assessment | misconduct | estates

Student - Student Experience
Expectations * Programme structure and organisation

* Prior Education * Module content and assessment

* Family Background * Contact with academic staff

g PFOSWDti0”3| Materials & * Interaction and communication with admin staff
media

* Residential / Living arrangements and self sufficiency
* Personal Values * Social interaction with other students

* Participation with societies and university activities

* Interaction with wider environment and community

Student Takeaways

* Academic Record of
achievement

* Personal and professional
Development

* Relationships

* Memories &
Experiences

* Graduate Attributes

Role and Influence of the Students Union

Representation Student activities Developmental and Guidance Jobs and Housing



Bow-tie concept applied to student experience

Before After

Consequence

Consequence

Consequence




Sources of risk

Cause

Escalation
factor———

Cause 2

Cause 3 |

Y

Escalation controls

Prevention controls

Mitigation and recovery
controls

Consequence 1

Consequence 2

1 Consequence 3

Consequence 4




Project Context

Customers are Merchants, the
establishments that accept
American Express cards.

American Express renowned for
premium service, charges a fee.

Significant importance on
delivering service that justifies
the fee — delivering



Project Need

« Attrition outstripping acquisition =
Declining customer base.

\ * Two separate annual customer

satisfaction surveys conducted

across the region indicated
Increasing

* Most if not all departmental KPIs
and
Indicated we were performing well
and to targets.

» Project initiator/Sponsor: New Regional President.

» New Business Transformation Task Force formed.
{



Overall Satisfaction by Merchant Processing Area

Authorisations Submissi Reconciliation Billing Disputes/ Customer
> 65% of merchants are ® Hbmission ® Chargeback Service

involved in Authorisations e
processes in EMEA. They
rate AMEX at a significant
disadvantage to the
competition

Competitive
Advantage

Parity

#» 59% of merchants are
involved in the Competitive
Reconciliationsprocess in  Disadvantage
EMEA and they rate AMEX
at a significant disadvantage
to the competition.

Relative to the Competition

Billing
Disputes/ Customer
Chargebacks Service

Authorisations Submission Reconciliation

# In both areas of
Submissions and Billing France 0.03 0.06 0.04
Disputes/Chargebacks, —
Amex Performs at parity <
with the opposition.

Germany

Italy

UK
» In EMEA, AMEX
Customer Service is rated at Driver Impact
a significant disadvantage to e : q B Statistically Significant AMEX Advantage ™ Mostimportant
the competition. AMEX only » Germany is rate O AMEX at Parity to Competition e High
attains parity on 1 out of 8 as underperforming B Statistically Significant AMEX Disadvantage ®  Moderate

. . . o Low/N

related attributes which is across all processes owiNo

courteousness.

' Process areas are rated as either a high, moderate, or low/no driver of Composite Ease of Acceptance Satisfaction, Likelihood to Recommend to Accept, and Likelihood to
Continue Acceptance. Areas with a key are the mostimportant of the high drivers of that outcome.



What were we trying to accomplish?

 Endto End of all Telephone
based activities with Customer touchpoints, to:
— ldentify

— ldentify fundamental
— Develop a new structural operating model
— Recommend a roadmap for change for:

« Optimised customer telephone touch
points across region

* Long-term customer engagement &
/‘ satisfaction
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Approach Used
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Priority defects, End to End drivers of
poor quality:
— Information gathering of process maps,

scorecards, tracking data, SLASs, detailed
customer feedback analysis. SIPOCS.

— Process ‘deep-dive’ workshops with key
Individuals and teams from both sides of
the process, owner and ops.

g Benchmarking
L’ — Research to analyse global best practice

',6" ~ guidelines (industry & non-industry
p specific)
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=anl \Welcome to Amex / Activation Calls @OISE for Europe

®

Process Owner: Jane Williams

Volumes: Leads sent Jan-Apr 2007 WTAX :38,416 59% Completed Calls /Sweep Up: 24,069, 75% Completed Calls.
6 month activation rate for merchants receiving WTAX/Sweep Up calls = 54%

Costs: WTAX: $7.70 - $18.40 per call (depending on length of call) / Sweep Up: $6.72 - $13.80

S

P

O

C

Supplier Input Process Output Customer
(Use nouns) (Use verbs) (Use nouns)
Royal Mail
TNT New Signing Welcome Letter/Pack WL/WP
MIS El|g|b|e Distributed Distributed Merchant
Acquisition for WTAX
Merchant Affiliation
gz-hoecsts Details Received Engaged o
Sitel qu Merchant Acquisition
Merchant UK Welcome to Amex
) e call Account
Marketing Initialisation Clean up
Report
Precision
Printing Welcome First OMS
Pack Transaction Enrolments
Materials
Technologies Sweep Up call Successful
W Letter/ test _
Network W Pack File transaction
Development
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EXPRESS

End to End Activities that are in Scope

@©'OISE for Europe

Merchant Acquisition

Merchant Relationship Management

Maintenance

Financial

Lsmme voice contact

\ Proactive Close
Merchant New Location Accept Credit Cards (Inc AMEX) Manage Business as AMEX Welcome Acceptor Volume Dissatisfied with AMEX / Suppressor | | Business/Br
Lifecycle ) . : Building 5 ines:
ES Merchant Coverage & E - Statement , ] erchan
Fl;u:glcl:sgselsntzl:s Prst;t:” g EngagEE;::UHEEI Bus Dev 5;:;';‘3: Auth & Subs ii:l;r::r:: Marketing Activities ::;:;tl':: Reactive Retenti Mc hant JLIF
( N ) B ~ N\ N/
TSC Gen
Welcome External = ) [ 1 i
o i V:TH d Setup Il ctter pack ||Relationshif Inbound Xﬁ:ﬁe Statements M‘:;I;'ilzting uppressi %‘::nc:tllatlo "| System
inboun reats :
— ( ) & distribution|Agents Helpdesk Cancellatio
\ J / g < e AN . J
Cleansing|( h 4 ) Disputes ) )
Telesal POS Welcome gateway | Paper
elesales Subs .
\——loutbound)|| setups calls Payments Zero Biller
\ SE Debit
" )y ebi \ J
Tools —— Balance PN
Elect
\ / Subs Volume
SESA Dropper
AN ./
Internal currency
Acquisitions
I EPOS
helpdesk p
£ = activity fully
Strategic* Submissions in scope
Alliances Managemen L
>
Account = Primarily a back
N~ office function but

Back Office
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in-scope’ Activity by vendor and market.

= EMEA Merchant Services key @©/OISE for Europe

EMEA Merchant Services

Activity )

WTH ' EPOS
(inbound) Inc setups

Vendor >
CSi

Tele

Retention

Telesales

Marketing

OQUTBOUND

A 4
B v v v 31 Party _
31d Party Csi - Convergys CSi
Adecco ) [FPPay | g9 party CSi
Local | | Madrid Sitel ALL
ITAL FRA AL
ESP! UK UK ERA
DEU ITA FRA h
SWE FIN ESP o
NL DEU 4 .
v SWE Madrid Local
NL f \ 4 \ 4
. AUS CSi
= E\?VPE BEU Madrid | | Local
NL AUS*
UK ITA
. Kuala FRA FIN
[Madrld} [Local} [L }[Madnd} ESp
umpur
DEU
FRA UK ESP FRA? E\KVE
ESP ITA DEU ITA? N
DEU FIN SWE NL2
SWE AUS*

NL .
1CSi from Q3 2007 2CSi Madrid from 07/08 3CSi Belgium as of Feb 07 4CSi Germany Page 14



Change is actually normal in organisations

« Types of change:

Incremental Transformational

» Continuous » Step Change
Improvement

« Enhancements
 Evolutionary « Revolutionary
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Incremental vs Transformational

Incremental
change happens
over time in
stages

Transformational
change happens
in a big
‘dramatic’ step
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Why step change becomes necessary

Vision or
Strategic
objective

Strategic
direction or
path
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Transformational Change

People Process Infrastructure

Knowledge and awareness
of how to do something The actual steps to

completing something Systems to be used

Skills needed

The others to interact with Documentation of how Inputs and Outputs

for doing your job something happens

Reporting lines

Performance measure

metrics Plant/machinery/tools

Individual and/or team goals
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Moving to the future state

« Approaches from Managing Successful
Programmes (MSP) and Design for Six
Sigma (DFSS) suggest designing the
blueprint for a future state,

— the TO BE
« Gap Analysis of that and the ...

e AS IS, the current state
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Vision State

Conceptual Design

‘ Decision Maker

‘ ‘ End User

One Business Owner

One Business Owner

Business Stream

ACQUISITION,
RETENTION and BUSINESS DEVELOPMENT

SERVICING
|

|
I Core Core Commodit: i i
i i y [
Differentiator | Commodity ; Differentiator
|
|
. | .
WTH, TeleMarketing, | Voice Auths, | TSC,
Telesales Zero Biller, | APOS S{estu‘t)' EPOS Helpdesk, | S sy,
WAMS,  Volume Dropper, | (Account Setup) | SE Debit balance, I SRS,
Cancellation Threats, | Branch Aletlons, | MCCY,
Suppression | (Account Maintenance) 'l(Submissions Management)
. . | A
Primary Skillset SALES | PROCESSING | PROCESSING | PROBLEM SOLVING
|
Segment Tier ‘ ALL ‘ ‘ GCG ‘MNKA‘ SRG&N‘ ‘ RM ‘ | ‘ ALL ‘ ‘ GCG ‘MNKA‘ SRG&N‘ ‘ RM ‘
: |
| Inbound / Outbound | /B | o/B | | B | o/B |
i |
T Contact Channel (&= f s = e | = |
E
R
S Language ‘ Eng ‘ Fr ‘ Ger | Spa | Sw ‘ Dut ‘ Fin Ita ‘ Eng ‘ Fr ‘ Ger | Spa | Sw ‘ Dut ‘ Fin Ita
|
Products SINGLE DATA REPOSITORY FEATURES: .
° Case Management
{ 1 |:| System
100% 100% L} 1
Clean Data Processes ° Contact History
Data Accuracy l:l
|:| I:l ° Information on Products
° Account Status
o Processes With Triggrr based Interconnectivity
‘ QUALITY MONITORING, MIS, REPORTING ‘
\ EMPLOYEE ENGAGEMENT |
Key
Pillars < ‘ CUSTOMER FEEDBACK ‘
of
success ‘ COMPETITIVE INTELLIGENCE ‘
E- SERVICING STRATEGY




Multigenerational Plan

Generation 1

Generation 2

Generation 3

Concept

Timelines *

Channel
Enhancement

People

Metrics

Stakeholders

* Implement Process improvements
and enhancements

* Implement Organisational change

6 — 9 months

Basic E-Mail communication

* Commence Closure of skills gap

* Recruitment Policy

* Development and alignment of
hew End to End customer metrics
and VOC channels

* Cross Functional Goal Alighment

ESi, CSi, GNO, ES Fin, HR,
Tech

Implementation of optimal
servicing footprint, including
reorganisation of physical
location of activities

12 — 18 months

E-Servicing front end

* Closure of skills gap
» Launch of incentive plans

* Consultation

Redefined and controllable
SLAs aligned to customer
expectations

ESi, CSi, GNO, ES Fin, HR,
Tech, GRE, GP, Compliance

Implement Case Management
System, fully interlinked with
central repository enabling
trigger based prompting

18 — 24 months

* Fully integrated Real-time E-
Servicing

» Secure, compliant, viable two-
way Email Servicing

» Upskilling
* Optimal System utilisation

» Cross Functional teams

Fully automated, E2E
metrics and goals system

ESi, CSi, GNO, ES Fin, HR,
Tech



Success Factors In this Approach

Leveraged the senior sponsor and high visibility

Utilised knowledge of those closest to the
processes and customers - I.e.
local/departmental resources SMESs - to be part
of the improvement process (bottom up
approach)

Cracked/broke any initial barriers to change
before any change was even
developed/recommended/implemented

Used my lack of knowledge of in scope
processes as a critical driver to interrogate each
process fithess for purpose

Many wanted change! Just needed support
and understanding how they could influence,it



THANK YOU!

Get In touch:
Nilesh@QUALETIC.com
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