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(This report provides an abstract overview of the topic discussed and it is written in a standardised format covering
all aspects of the question in depth)

Question set by the Chairs
“What are member firms doing in the innovation space to improve their proposition and customer/
colleague experience?”

Notes from the session

Having introduced the questions, Karen proceeded to chair the session, asking for feedback from
the participants. The extended introduction included examples of the work that Phoenix were
undertaking including the use of behavioural science to understand better and more empathetic
engagement, and virtual reality experiences to provide virtual meetings between customers and
colleagues. Innovation is not just the big changes and initiatives, but also encompasses smaller
changes, process enhancements and new ways of thinking.

The first question from the participants was around costs and budget - how expensive are these
initiatives and how is the budget secured? It was confirmed that initiatives like virtual reality
are expensive (although the outcomes are beginning to repay the costs), while other innovative
engagement, such as the use of behavioural science, is not as expensive as might be thought and
provides a great opportunity to take several scenarios and revisit them for the customer perspective
to change engagement behaviours when similar scenarios arrive in real life.

There was a considerable amount of discussion about pursuing budget and building a business case.
In summary the following was suggested:

» Strategic proof points are required.

« Demonstrations help to reinforce business cases.

* Understand the funding cost on a per colleague impacted basis.

e Build budget by expanding your network across your whole business to gain other contributors.

e Use regulatory drivers to underpin cases for doing new things.

e Build credibilitybydelivering initiatives - start with those that are most commercially problematic
for the board and will deliver commercial gain while addressing a pain point for customers.

e Use stories and a passionate story teller to get your messages across.

One participant pointed out that there are innovative solutions and also innovative approaches
that are required to get to great solutions. One contributor pointed out that it is common for
organisations to “stay in lane” only looking to similar organisations for ideas, when there is a rich
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source of innovation across different industries and in looking at the best in all classes.

The culture of an organisation will make a huge difference on the ability to adopt innovation
approaches. One company indicated that their senior team was now closer to their customers
than ever before. Another said that they had built an internal summit and used this to educate
senior executives, and that by exposing them to case studies and actual customer calls, they had
substantially improved awareness of actual customer needs.

The correct cultural approach is also required for organisations to move from an average call
handling time measure to a more qualitative engagement on customer calls. One firm stated that
when vulnerabilities had been recorded for the first time on a customer call, this call increased by
5-6 minutes. However, because additional needs had been captured, subsequent calls were shorter
and the customer was not put in the position of having to state their challenges on every call. It was
recognised that some environments would have difficulty facilitating this due to the importance
put on call duration.

Another contributor talked about the changing nature of the demands placed on call handlers
and contact centre staff and that as well as providing them with appropriate training and tooling,
the question needed to be asked as to whether they had the right level of empathy and emotional
intelligence to provide the service now required and for them to be able to work comfortably in such
an environment.

The conversation moved to proposition improvement for vulnerable customers. One participant
brought up a concern around the use of the term “vulnerable” and whether this was helpful or not
in the context of- helping customers with additional needs, especially when different people had
different interpretations of vulnerability.

Discussion ensued, with a consensus that while the word was not perfect and had limitations, it
was arguably the best single word to use. Chris Fitch of Money Advice Trust was quoted: there are
so many issues to understand and deal with that “the name on the tin isn’t the most pressing place
to start”

One participant asked the question of what metrics are being used to demonstrate robust processes
to support vulnerable customers alongside customer satisfaction and NPS.

e C(Colleague surveys.

e Quality reviews with a closed loop process.
* Voice of the customer programmes.

e Complaint analysis.

e Quality assurance.
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e Voice analytics.

e Test and learn approaches.

* Colleague networks.

e Measuring the frequency of certain behaviours and how these lead to good or bad outcomes.

One firm stated that it is challenging to capture data and there is a tendency to try and capture too
much and that this needed continual review and re-evaluation. Another participant commented that
MI shouldn’t be viewed as just a box ticking exercise, stating that if customers are aware that you are
able and willing to help people in their circumstances, they are more willing to disclose.

“How are you embracing the concept of inclusive design and how are you going about this?”

The first commentator on this question talked about the importance of moving from a reactive
approach to changing services and processes and to move to proactive approach, incorporating
things like accessibility, inclusiveness and equity. They shared their experience of working with a
tried and tested model from a third party, in their case this was working with Microsoft and taking
their approach to building a product, service or engagement and applying the same principles. They
did share that embedding this was more challenging and having undertaken equity training, it felt
very much like everyone reverted to previous practice after the training, with no noticeable adoption
of a new approach.

Another participant noted that not everybody is onboard with inclusivity and that it is an iterative
process and should involve continual customer feedback.The original speaker said that the framework
had helped to overcome this, showing how better outcomes could be achieved and giving ways of
positively challenging colleagues, weaving this into everyday conversations.

One participant talked about using 5 questions to challenge whether inclusivity had been properly
considered. This included “who are we excluding?”. It was stated that the use of customer and
colleague networks to build and test whether something was inclusive was vital. On the subject of
accessibility one firm said that they were using third parties to review their content and services to
ensure accessibility. Another was using governance and control to drive inclusivity forward.

The session concluded with the sentiment that to introduce inclusivity as second nature required
a Champion within an organisation and they and supporters need to “keep planting the seeds” to
ensure greater likelihood of adoption.



The CX Lounge will Return in 2023

If you would like to suggest topics for discussion or if you would like to Chair a session, please get
in touch and we can help to arrange this for you and support you.
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