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Transforming customer experiences

Applying continuous innovation to customer journeys and interactions is key to improving loyalty and attracting new customers, recruiting and retaining top talent, driving cost efficiency across

business operations, and ensuring compliance with customer-focused regulation
Value-add

48% of consumers have left a company's website due to a * Meaningful, human-centred and
X poor experience frictionless connections

Key Pillars Tailored personas and preferences

Step 1

+ Ability to adapt customer engagement
to rapidly changing business dynamics

Define personas and understand
core needs and wants

Targeted journeys to serve real needs

+ Consensus around experience pain

$ The possibility of making a sale to an existing customer points and solutions

Step 2 K is 60-70% higher than if they were new

Assess experiences and \{—8
&_I

enhancement opportunities

* Rapid demonstration and testing of
value through tangible prototype
solutions

Key Pillars
to Amazing
CX

Personalised connectionsto drive loyalty - Opportunity to drive additional benefits

as part of regulatory compliance activity

Step 3

Dewelop and test solutions that create
emotional experiences

* Human-centered design O < « Financial services firm: Built customer lifecycle platform to digitise

(\ It costs 5x as much to acquire a new customer than to
$ retain an existing one.

VA . . . .
workshops 4t ((\\V\\“ N ~ ~ interactions and streamline customer and employee experiences
) P o N - .
* Current experience 0‘90\&‘(}’ ~ 0‘30\ ~ * Global hotel group: Deweloped prototype digital payments solution to
assessment 7 ~ A7 S A deliver frictionless interactions and drive customer loyalty.
* To-be experience design P 7 - k4 * Multinational bank: Applied human-centered design to develop a virtual
and digital interactions <O P \(\@g employee onboarding experience
+ Solution prototyping to -’ : e“‘«\\(\ 7 :e‘ ‘gao\«\ * Telecoms provider: Designed solution roadmap to address supply-chain and
visualise value oe"g;(\\:e‘g Oe\gpo*le quality challenges and improve customer outcomes
7 7
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Experience transformation approach
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Experience design to accelerate transformation

Customer experience journey mapping is an important, foundational first step to enable a successful transformation. Outputs help drive future innovation agenda
that teams can grow and scale at an accelerated pace, from ideation to prototypes to scaled production, always iterating to stay ahead of the cune.

Current proposal scope Future phase consideration

Experience Design & Journey Mapping Metrics Rapid Development Loop
identification and
benchmarking

Design & Develop Prioritize and Define

ConnectJourneys to value,
mapping capabilities to
journeysteps to highlight
maturity and needs

Gather & Incorporate
End-User Feedback

Facilitate Design Thinking
Workshops to Build Out Personas &
Customer Journey Maps

Conduct Stakeholder

& VoC Interviews
N Governance Ideate
Conductcompetitive research

on leading CXpractices

Capture Overall
Strategic Vision

Discovery & Validation Persona & JourneyMap Creation CapabilityMapping and Metrics
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Connecting to value through journey mapping

Journey Maps are powerful visual representations, from a customer point of view, of the E2E experience across an organizatioris brands, products, senices, channels, and people.

Journey Maps are powerful visual representations, from a customer point of view, of the E2E experience
across an organization's brands, products, services, channels, and people.

Understanding the holistic customer journey allows an organization to identify the most important customer
touchpoints and allowsalink to the highest impactinitiatives to support the organization strategy and
growth objectives.

lllustrative examples*

Pdaan s a o Experience Diagramming: Frank Coliins Experience Diagramming: Planning (1/7
~a Frank Collins T2 T e Atime o Al G PO St AR Lot s W Todn§ o v OB Sy SR . ) . ' R samaiol o
3] T R |
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+ Visual representation of a « Journey objectives & + Capabilities that enable the
customer segment expectations moments that matter

+ Captures thoughts, attitudes, « Major steps, sub-steps, and * Prioritization of improvement
emotions, actions, needs, etc. actions opportunities

* Flow of interaction across
channels and personas

* Pain points and moments that
* matter

*See Appendix for additional illustrative examples

Journey Mapping Delivery Accelerators

Orient Around the Consumer to break down organization silos and map
E2E experiences from the consumer lens. It's experience led, not product
pushed.

Identify Engagement Across Channels, to build aholistic picture of
experiences across all channels the consumer uses.

Capture Moments that Matter, whether a net new capability or gap in
existing senicing, which help visualize key interactions in the journey that
create differentiated experiences.

Serve as Guideposts to facilitate digital transformation and represent the
organization’s future state vision.

Enables Frameworkto Prioritize Capabilities. Creates an easy

mechanism to identify capabilities and prioritize the delivery based on the
outcomes/value being generated.
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Capturing experience initiatives for future consideration

We will leverage the personas and customer journey insights to identify a catalogue of experience capabilities and work collaboratively with Banking and Capital Markets Company X to
determine how to integrate into the existing Governance frameworks for future consideration.

High 4
Quick Wins Home Runs
Quick wins initiatives that are impactful High effort initiatives with meaningful business impact
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Baby Steps Sink Holes

Minor investments leading to lower returns High effort initiatives that promise minimal ROI
Low > High

Level of Effort
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Ourdigital offerings

Customer Experience

Creative & Design

Engagement & Ops

Customer research, experience strategy, and journey
mapping to define digital & digital/physical experiences,
strategies to connect experiences to business value and
manage wice of customer feedback/programs across
enterprises.

Strategy

Strategy & Digital transformation capabilities advising our
clients on digital business growth strategies, customer
strategies, digital products & senices, business models,
loyalty programs, and digital operating models.

Senvices to support clients with UX / Ul, visual design,
creative, and copywriting. Senices span strategic concepting
through tactical delivery and support digital marketing, digital
product design and channel experiences. Includes innovation
senices, labs and design thinking workshops.

Experience Platforms

Senices that support Experience & Martech Platforms to
orchestrate customer experiences such as Adobe
Experience Cloud, Salesforce Marketing Cloud, real-time
channel orchestration, recommendation engines / next-best-
action and CDPs.

Advisory and managed senices capabilities in the areas of
intelligent automation, robotic process automation (RPA),
digital marketing, web operations, ecommerce operations,
and loyalty programs.

Insights & Performance

Senices to aid clients with customer and channel
performance, customer behavioral economics, web analytics,
customer profiling data collection, and third-party cookies.
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How we enable successful customer experience design

@ Collaboration and /I Continuous Q Measurable
- Ideation Improvement = Results

@ Articulate a shared purpose — what is the goal of the @ Experience is key
program
@ Get the right stakeholders involved up front, including those @ Encourage debate — create a marketplace of ideas

closest to the problem

@ Set up the right cadences — daily, weekly, monthly, @ Define clear decision rights up front

quarterly
@ Location matters — physical and digital @ Relentless prioritization — Focus on outcomes and value
@ The data tells the story....be willing to listen @ Think big, start small, act now
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Credentials
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Client credentials: customer feedback assessment
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Key Objectives

Approach

The Client was in the retail industry and received an Reviewed direct customer feedback to identify issues and .
overwhelming amount of customer feedback on a daily root causes to improve processes and customer experience.
basis.

The Client did not have the resources to analyze their
available data and therefore had not updated business
processes in place.

Reviewed ower 70,000 feedback cases and labeled 5% of
data for machine learning

Protiviti’s Artificial Intelligence (*Al”) algorithm classified
text into the defined categories

Natural Language Processing (“NLP”) derived text
analytics to understand structure, sentiment, and intent
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Value Delivered

Conducted quantitative and qualitative analysis to
determine root cause and frequency.

Obtained a 68% model performance accuracy with

machine learning code

Identified 32 issue categories and trends during

holiday and regular seasons

Performed a key word analysis on key categories to
showcase specific examples of underlying root causes

Identified Additional Analysis:

Explore indirect social media channels
Quantify attrition and spend w/ sales data

Sentiment analysis to improve customer senice

representative responses
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Client credentials: customer strategy enhancement

——
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Key Objectives

The Client needed a growth strategy in an increasingly
competitive consumer market

The Client needed to address significant infrastructure
challenges to enhance the organization’s ability to deliver
customer experiences that could keep pace with
increasing customer demands, internal profitability
objectives, and gain operational efficiencies

The Client needed an end to end view of their customer
experience and to identify ways to differentiate the
business in the market

Approach

Defined the capabilities and execution strategy to support an
enhanced offering and deliver an exceptional customer
experience.

* Customer journeys mapped across the end to end
customer lifecycle aligned to target personas/customer
segments and channels.

» Alignment of target experiences required capabilities
necessary to deliver, prioritized based on insights from
the marketplace and competitor capabilities, key
organizational strengths, and emerging technologies.

» High fidelity mobile experience wireframes and prototypes
for incorporation into future technology enhancements.

Value Delivered

Aligned the target state customer experiences to the
necessary technology and operational capabilities based
on competitor intelligence, target personas, and customer
call center data

Leveraged the Protiviti INN and design thinking principles,
established additional actionable strategic initiatives to
invest that would provide a truly differentiated customer
experience

Developed a road map for future investment and a path to
an effective business model to drive customer growth and
differentiation strategy
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Client credentials: customer journey mapping
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Key Objectives

The Client recognized that internal customers were not
satisfied with performance of the team.

While the team had instilled team values that included
being more customer centric, there was broad agreement
among leadership team that this value was far from being
achieved.

The objective of this effort was to better understand the
needs of internal customers, the context for those needs
and what it like to be in their shoes. The goal is to better
understand the internal customer journey and how this
information can be used to become (and be seen as) a
more customer centered organization.

Approach

Undertook a journey mapping effort to document the major
stages in the usage of various IT support senices and
engagement with the team that provides these senices.

* The journey map included input from team members,
SMEs and customers through qualitative deep dive
interviews.

* The journey map identified traditional elements of
customer objectives, pain points and moments of truth.

* Asignificant focus on uncowering the emotions and
feelings of customers.

* In addition, the map included unmet needs that the IT
senice team could address to deliver richer more
valuable experiences.

Value Delivered

The Journey Map has guided an ongoing strategy to become
more customer centered and transform they way the team
operates and delivers its senices.

« Communication Strategy: Results are being used to
initiate a communication strategy that addresses
customer needs and highlights how the team’s senices
support their needs

* Process Innovation: Process improvements and self-
senice options have been staged based on improvement
priorities.

* Leadership Recognition: IT leadership has recognized the
value of having an internal customer journey map to
better understand and senice customers and is looking to
replicate the effort in other areas.
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Client credentials: journey analytics driving automation and digital transformation
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Key Objectives

Approach

A train operating company was seeking to redefine the Undertook a journey analytics effort to better understand
customer resolution center process and identify process pain points and determine evaluation criteria to understand
improvement opportunities. potential impact of improvements.

The client hoped to use data mining and analytics tools to » Facilitated business process owner sessions to validate

analyze its significant amount of customer transactional
data to provide insight into the end to end customer
resolution process.

In addition to the backlog issues created during

unexpected peaks of customer complaints, the client .
constantly leverages a high number of temporary staff to
perform business as usual activities. Part of its objectives
was to transform processes to reduce peaks and reduce
the need for temporary staff.

data inputs, introduce data analytics tools and develop
analyses.

Analyzed process variations in areas such as cycle time,
productivity and process automation.

Provided hands-on experience using the software and
educate users for ongoing usage of tools.

Provided 3 key areas of recommendations around
process automation, productivity and customer
experience.

Value Delivered

The Journey Analytics effort have provided an infrastructure
and approach that is enabling the client to achieve
continuous improvement.

Real-time Understanding: Enabled organization to obtain
an end to end view of their customer process including
process deviations, cycle times between activities and
identify potential areas for process and experience

improvement.

Deweloped RPA Capabilities: Introduced Robotics
Process Automation (“RPA”) and other automation
approaches toimprove process effectiveness and
efficiency. Helped client develop internal skillsets.

Improved Productivity: ‘Intelligent Assistant’ approach to
complaints cases found productivity improvements of
20% - 40% over time through automation of ‘data
gathering’ and ‘next action’ tasks with an associated

significant cost saving.
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Client credentials: CX driven process optimization and automation

Value Delivered

Key Objectives Approach
» This global vacation travel provider was interested in Undertook an in-depth assessment of processes related to
driving greater consistency of business processes pre-travel customer senice incidents to identify those with
leveraging automation and other digital transformation high customer effort in need for improvement..
Initiatives.. + Identified ad assessed the top 10 highest complexity and
* Following a sustained period of growth, it became clear wlume processes to evaluate improvement opportunities
that customer support processes needed to be more be according to the businesses’ key strategic drivers.
more scalable. » Detailed documentation, including process maps and
« The pre-travel senices function was identified as reports, for eight of the ten processes in the pre-travel
particularly high effort processes, with a high potential for senices area., Prioritized initiatives based on difficulty,
standardization and improvement in order to reduce costs impact, synergies and dependencies
and deliver greater a better customer experience. + Deweloped Robotic Process Automation (RPA) proof of

concept based on a selected process.

Process improvement efforts guided an ongoing initiative to
reduce costs and improve customer experience by using
automation to reduce costs and excess customer effort..

* Improvement Roadmap: In-depth oveniew of synergies
and dependencies of the processes enabled client
prioritize future improvements and scope the required
effort.

* Proven Value: Proved business case for adopting deeper
RPA in the reclaims process demonstrating an expected
savings of ~900 hours and expected increase in reclaim
revenue based on data entry accuracy

* Process Standardization: Process documentation
established for 7 key processes to drive consistency and
accuracy;

protiviti



Product/service centric to experience centric
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Moving from product/service push to experience led

Customer experience expectations have risen dramatically, further accelerated by the pandemic. In today’s world, the standard for digital experience has never been higher. Companies must
compete against the entire field of digital platforms as each new experience is judged by the last, best experience the consumer had. For those that execute on customer experience properly,
there’s tremendous business value to be had.

Product / senice centric Experience centric

« Orienting around product/senices only, delivering products/senices based on potential « Understanding who the customers are, where they are in the lifecycle, and what experiences
profitability, regardless of customer needs & expectations. they are looking for.

+ Little coordination between lines of business, potentially targeting the same customers and » Designing specific end-to-end experiences, seamlessly across channels, to meet customers
going to market with inconsistent messages. If there is LoB coordination, it’s often through on their terms — where, how, and when they want to engage.

ad-hoc engagements and not standardized across the business. - Putting customers at the center and working towards a consolidated view of the customer.

+ Vertical integration along product lines with sub-optimal channel coordination, typically - Enabling deeper customer relationships by engaging as a “One Company” operating model.

supported by owned capabilities (IT, Sales, Etc.) in silos. . . . . . . :
+ Centralized experience design & delivery functions to ensure consistent and consolidated

+ Creating more one-dimensional customer relationships. engagement and experience across all products.

Plﬂ_lﬂl PID.|Q| PIQ.|Q| Experiences

N

Marketing, Sales, Marketing, Sales, Marketing, Sales,

Servicing Servicing Servicing Marketing PSVOdl{'CtS /
ervices

IT Support IT Support IT Support

Data Data Data Tech & Data

16 protiviti



Redefining the experience of the future

There are five critical components to building a customer centric future, grounded by a world class understanding of connecton to partners and customers.

Marketing & Sales
Enablement

Brand Awareness Addressable Market Customer Experience Embedding Innovation &
Technology

What makes your brand Have you maximized growth Has customer experience Are you driving innovation Has your marketing strategy
stand out? through your total been optimized to reduce through partnerships, tools, evolved to drive
What impression does your addressable market? friction and allow for and technology? engagement and qualified
identity leave? Are you focused on quality customer velocity in What automation strategies lead generation that results
How do you turn buyers into interactions with highest expected outcomes? can enhance your in more than the opening of
brand loyalists? value customers? Is your target operating engagement? accounts?

model customer centric and

value add?

Whereareyouon yourjourney?
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Face the Future with Confidence®
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