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Where we were...

:

[Before the Big-Bang!]
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An inkling there was a problem...

Which way?

e Overall customer
advocacy stalled

e A black box!
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The Research Solution
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This meant...




Look beyond defined segments

Industry

4 Product
holding
SEGMENT
‘ Turnover )

& Lending

Y

New
business
VS.
inherited
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Identifying what is important from a customers point of view

+ Current account Internet banking

simple application simple set up
Current account/
f internet banking
1

functioning and

Inherited meeting needs
journey

starts here

WOM
recommendation @

® ® Branch/RM

PCS provider meeting
consideration

Renew/add products
typically simple
(infrequent activity)

Discover & De!cide

Engagement
with Providers

Seryvicing &
Complaints

On board Renew & Grow

Pre-engagement

@ log ins/failed

|
1
1
1
1
®
‘ log ins '
Lack pro-activity/support Lending

Some issues encountered s
Unable to deliver e.g. loan repayment, inhibits
€.g. requests not processed, suitable products switching?

to expectations unexpected fees

i ‘ ' ‘ RM transfer

Customer Experiences

Lack of ongoing
contact/pro-activity
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Understanding what makes up customer advocacy

Critical to Experience Factors

Factors consistently delivered across
customer relationship journey

e [ransactional and non-transactional
Decision ransactions .
it e [ ——— aspects, as well as perceptions of the

Recognise flexible & right first time

vl brand influence advocacy

customers
Keep our

Support/ promises

odviee e |[mportance varies overall and
: depending on the stage in the journey

Good range Easy to do
& quality of business

i Wi e Drivers cut across customer groups
Distinct Brand

Trusted to put Hearing and However... challenging unless action

customers first seeing a lot of good

things about us taken to improve engagement with RM
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Prioritising the areas of focus and
identifying the specific tipping points

Performance

Net Promoter score

Importance Length of time since RM contacted

Focusing on the factors critical to |dentifying the specific tipping
experience where the business is points where advocacy Is most
not performing as well influenced
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~ The new norm...

We know how to |mprove
customer advocacy

More meamngful dlscussmns W|th.‘

Busmess Bankmg stakeholders
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