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Conférence « Customer Week » organisée par l'EFMA, le 25 avril 2013. Présentation du modèle Customer Centric, résultat d'une étude approfondie des meilleures pratiques en terme de Customer Centricity tous secteurs confondus avec un focus particulier sur les secteurs Banque et Assurance. Cette étude s'appuie sur différents travaux de recherche académiques sur la relation client et notamment ceux réalisés par le Professeur Ranjay Gulati de l'Université d'Harvard, et également sur différentes interviews de professionnels en charge de la relation client au sein de Banques et Assurances en France comme à l'Etranger. Ce modèle met en exergue les leviers stratégiques qui permettent à une entreprise de passer d'un positionnement "Product Centric" à un positionnement "Customer Centric".Leer menos
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Customer centricity across the digital landscape: Models and best in class examples

	1. conseil organisation management
csa  consulting
80 avenue de la Grande Armée ● 75017 Paris
Tél. : +33 (0)1 560 60 20 00
Fax : +33 (0)1 56 60 20 70
www.csaconsulting.fr
Customer centricity across the digital landscape:
Models and best in class examples
EFMA - Customer Week
25th of April 2013
Réussir ensemble
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27/04/2013 2
01010101 InsideInsideInsideInside----out  &out &out &out & outsideoutsideoutsideoutside----in approachin approachin approachin approach 3333
02
ING Direct France :ING Direct France :ING Direct France :ING Direct France :
My mobile App is what my customers need not what myMy mobile App is what my customers need not what myMy mobile App is what my customers need not what myMy mobile App is what my customers need not what my
competitors docompetitors docompetitors docompetitors do
7
03 USAA :USAA :USAA :USAA : Customer Centricity as a business modelCustomer Centricity as a business modelCustomer Centricity as a business modelCustomer Centricity as a business model 13
EFMA - Customer Week csaconsulting
 


	3. InsideInsideInsideInside----out & Outsideout  & Outsideout & Outsideout & Outside----in approachin approachin approachin approach
27/04/2013
4 LEVELS TO ACHIEVE CUSTOMER CENTRICITY
• A shift from a "if I build it, they will buy it" mindset to a “if
customers have problems, I will find a solution” mindset
FROM AN INSIDE OUT PERSPECTIVE…
• From level 1: Just focus on products, sales, and the
organization…
…TO AN OUSIDE IN PERSPECTIVE
• …To level 4: Put customers 1st in all decisions & actions,
look for creative ways to combine its own capabilities with
suppliers & partners to provide solutions for customers
BEST PRACTICES
• No dedicated industries or geographies : e.g. Best Buy,
Amazon, Apple, Starbuck’s
RESULTS: PRODUCT vs CUSTOMER CENTRIC
• (2001-2007) : Sales : + 134 % vs S&P 500 : + 53 %
Shareholder returns : + 150 % vs S&P 500 : + 14 %
3EFMA - Customer Week csaconsulting
 


	4. How ?How ?How  ?How ?
- Transparency
- Fair price
- Coordination: ability
to work together,
bridges between silos
How ?How ?How ?How ?
- Training / Education
- Accountability
- Cooperation:
willingness to work
together
How ?How ?How ?How ?
- Single point of
contact
- Simple products
- 360° touch points
- Co-creation
Csaconsulting Customer Centricity Model
27/04/2013 4
3
1
2
A VISION & A LEADERA VISION & A LEADERA VISION & A LEADERA VISION & A LEADER
LEADING BY EXAMPLELEADING BY EXAMPLELEADING BY EXAMPLELEADING BY EXAMPLE
EFMA - Customer Week csaconsulting
How ?How ?How ?How ?
- Customer first
culture !
- Top Management
engagement
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	6. ING Direct France,
A  specific model with a unique customer experience
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NNNN°1111 Customer ExperienceCustomer ExperienceCustomer ExperienceCustomer Experience
in Francein Francein Francein France (1)(1)(1)(1)
Founded in 2000Founded in 2000Founded in 2000Founded in 2000
in France : Saving Account
“Livret Epargne Orange””””
2004 : Life Insurance
450 employees
+ 880,000 customers2 ING Direct Café,
Paris & Lyon
2 call centers2 call centers
located in Parislocated in Paris
&& ReimsReims
Online bankingOnline bankingOnline bankingOnline banking
modelmodelmodelmodel
2009 : Checking
account
No branchesNo branchesNo branchesNo branches
(1) Etude CCM Benchmark Group : Banque en ligne : le point de vue des clients, 2012
 


	7. ING Direct Culture
27/04/2013  7EFMA - Customer Week csaconsulting
CUSTOMER EXPERIENCE UNDERSTANDING
• Employees are all ING Direct customers. Test each new
product or service in order to embrace the customer experience in
their day-to-day life.
EMPLOYEE ENGAGEMENT
• In case of unusual peak of activity : all employees can be
mobilized to answer to customers’ phone calls and emails
EMPLOYEE INTEGRATION
• First days, any new employee has to spent few hours in each
department that works closely with customers
CULTURE OF EMPATHY
• « Every ING Direct product or service can be understood or
managed without any instruction»
GOVERNANCE & ORGANIZATION
• Dedicated governance per project
• Few levels of hierarchy, « task force » mode is fostered
• Monthly International best practices sharing
« Top Employeur » Label
in 2013 (the only bank)!
 


	8. Customer centricity across  the digital landscape
27/04/2013 8EFMA - Customer Week csaconsulting
TOUCHPOINTS AS A METHOD
• Provide an answer for all identified key moments to inform /
reinsure customers
360° TOUCHPOINTS AS A SOLUTION
• Every product / service are created taking in account a 360°
« multichannel » customer view
PROVIDE A SOLUTION TO CUSTOMER NEEDS
• Every development is assessed on customer needs or products
and services real usage
PERSONA-CENTRIC DIGITAL EXPERIENCE
• The behaviors are analyzed by profile, channel, usage and
time of the day
CRM : A FOCUS ON CUSTOMER BEHAVIOURS
• « Everything is tracked. Quantitative elements: movements,
first calls, second calls, emails… and qualitative elements: channel,
latency, profile, etc. »
 


	9. Case Study :  the mobile App (1/2)
27/04/2013 9EFMA - Customer Week csaconsulting
PROJECT ORGANIZATION BASED ON COOPERATION
• Mid 2010 : « agile method » on a 3-month basis to design
customers expected ergonomics.
• Before launch: submitted to beta testers and to Apple. After: a
post test done 2 months later
A NEW VERSION… AGAIN… AND AGAIN…
• Design of a customers needs / complexity roadmap
• Every 4 months: a new version taking into account customers
feedbacks / suggestions
2nd : BENCHMARKING & BEST PRACTICES SHARING
• International Benchmark & collaboration with international experts
NO CUSTOMER NEEDS : NO MOBILE APP
• 2008: emergence of mobile apps, but not at ING Direct, because
customers had no needs (« Epargne Orange »)
• June 2009: checking account is launched : needs emerge
1st : LISTEN TO CUSTOMER
• Customer needs and expectations per persona identification in
a private blog. Basic functionalities, options & experience are
identified: simple, useful, interactive, fun and personalization
Michel Sutter, Apple
Worldwide Developer Relations
Partnership Manager
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… To PREPARE CONVERGENCE
• 2013: Internet website redesigned to offer a unique “big
screen” customer experience (e.g Facebook, Ventes-privées…)
CONVERGENCE: SOONLY ON ALL DEVICES
• Smartphone app and mobile website will also change to converge
in a unique & global customer experience on all devices.
iPAD APP AS A LAB…
• Sept. 2012, a new iPad App very close to the Mobile App
Customer experience was launched : a Lab to design the future
“big screen” customer experience
KEY RESULTS (1)
• Customers using Mobile App are : more satisfied (+ 10 pts),
would more easily recommend ING Direct ( + 12,2pts), subscribe
products (+9,2pts) & use ING Direct as their main Bank (+10,4pts)
MAIN FINDING
• Customers use different devices in a complementary way but
have very different customers experience
An ING Direct Multi-screen
customer’s classic day
(1) : « Etude de satisfaction clients ING Direct 2012 », emo insights, dec 2012.
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Not the most downloaded app, but the best rated in France !
+ 10 visits / month
Considered as a best practice at ING Group (duplicated in Spain,
Luxembourg, Poland, Czech Republic)
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01 InsideInsideInsideInside----out &  outsideout & outsideout & outsideout & outside----in approachin approachin approachin approach 3
02
ING Direct France :ING Direct France :ING Direct France :ING Direct France :
My mobile App is what my customers need not what myMy mobile App is what my customers need not what myMy mobile App is what my customers need not what myMy mobile App is what my customers need not what my
competitors docompetitors docompetitors docompetitors do
7
03030303 USAA :USAA :USAA :USAA : Customer Centricity as a business modelCustomer Centricity as a business modelCustomer Centricity as a business modelCustomer Centricity as a business model 13131313
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USAA = United ServicesUSAA = United ServicesUSAA = United ServicesUSAA = United Services
Automobile AssociationAutomobile AssociationAutomobile AssociationAutomobile Association
Founded in 1922 by militaryFounded in 1922 by militaryFounded in 1922 by militaryFounded in 1922 by military
members, for militarymembers, for militarymembers, for militarymembers, for military
membersmembersmembersmembers
9,3 million members
24 000 employees
100% held by its members2011 Revenues:
$ 19 Bn
Auto insurance, thenAuto insurance, then
homehome
Marketing directMarketing directMarketing directMarketing direct
pioneerpioneerpioneerpioneer
80’s : launch of banking
activities
No intermediaries inNo intermediaries inNo intermediaries inNo intermediaries in
the retail processthe retail processthe retail processthe retail process
San Antonio, TX
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Service comes
first
R. McDermott (CEO 69-93)
The various CEOs showed veryThe various CEOs showed very
strongstrong leadershipleadership,, valuesvalues andand
visionvision
Intense communication to members,Intense communication to members,
around shared values, close toaround shared values, close to
the daily concerns of military staffthe daily concerns of military staff
A Customer Experience team to
listen to the voice of customer
and answer to their needs
A comprehensive integration process forA comprehensive integration process for
new joiners, to have them adhere tonew joiners, to have them adhere to
the culture and values of USAAthe culture and values of USAA
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NNNN°2 Customer2 Customer2 Customer2 Customer
Experience ExcellenceExperience ExcellenceExperience ExcellenceExperience Excellence
in the U.S. (2012in the U.S. (2012in the U.S. (2012in the U.S. (2012 –––– NNNN°1111
en 2011)en 2011)en 2011)en 2011)
100 Best Companies to100 Best Companies to100 Best Companies to100 Best Companies to
Work For (2010Work For (2010Work For (2010Work For (2010----2013)2013)2013)2013)
Customer Service
Champion in Insurance
(2011, 2012)
NNNN°1 Best Place to Work1 Best Place to Work1 Best Place to Work1 Best Place to Work
in IT (2010in IT (2010in IT (2010in IT (2010----2012)2012)2012)2012)
16EFMA - Customer Week csaconsulting
N°1 Forrester Customer
Experience Index 2011
(1st time non retailer)
50 Best Employers of
Latinas in the U.S.
(2001-2012)
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ESPRIT DE  CORPS CULTURE
• Integration of minorities, of military staff relatives. Internal
social networks.
ENGAGEMENT
• « Pride Principles » : “exceed customer expectations, be a leader,
participate and contribute, work as a team, share knowledge, keep it
simple, listen and communicate…”
TRAINING & PROMOTION
• Coaching et intense Education (3% of yearly budget vs insurance
industry at 1.5%)
INNOVATION AS A LEVER TO FOSTER COOPERATION
• 30-day competition where IT and business employees work
together: 8 000 ideas, 95% of employee participation rate, 247
patents… (2011)
… AND COORDINATION
• Agile lab : designs, implements and enhance through quick
iterations, tested “live” with real customer calls, IT and business
teams working together
17EFMA - Customer Week csaconsulting
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TRANSPARENCY
• Rating of products and comments on the website
CO-CREATION & COMMUNITIES
• I am USAA Blog : customers focused on their USAA customer
experiences
• Military Spouses & Veterans communities
PROCESSES ARE CUSTOMER ORIENTED
• Simplification of painful situations (a single phone call is
necessary in case of death of a relative)
EVP CUSTOMER CUSTOMER EXPERIENCE
• A Head of the voice of the customer, responsible for 9,000
USAA employees among 24,000.
PRODUCTS ARE SIMPLE
• Products developed taking in account customer experience.
• My USAA on Facebook
Wayne Peacock
EVP Customer
Experience
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Illustration de la volonté de connaissance client approfondie pour apporter une réponse globale à une problématique, non
plus pour vendre un produit
USAA vise l’expérience client et non plus la seule satisfaction client vis-à-vis d’un produit ou service
Ouverture à des partenaires, pour adresser l’expérience client de bout en bout
AUTO & HOME CIRCLES : PROGRAMMESAUTO & HOME CIRCLES : PROGRAMMESAUTO & HOME CIRCLES : PROGRAMMESAUTO & HOME CIRCLES : PROGRAMMES «««« TOUTTOUTTOUTTOUT----ENENENEN----UNUNUNUN »»»»
Financer3Assurer 4
Négocier2Entretenir 5
Chercher1Revendre 6
USAA
Financer3Assurer 4
Négocier2Entretenir 5
Chercher1Revendre 6
USAA
Illustration de la volonté de connaissance client approfondie pour apporter une réponse globale à une problématique, non
plus pour vendre un produit
USAA vise l’expérience client et non plus la seule satisfaction client vis-à-vis d’un produit ou service
Ouverture à des partenaires, pour adresser l’expérience client de bout en bout
AUTO CIRCLES :AUTO CIRCLES :AUTO CIRCLES :AUTO CIRCLES : «««« A SOLUTION, NOT A PRODUCTA SOLUTION, NOT A PRODUCTA SOLUTION, NOT A PRODUCTA SOLUTION, NOT A PRODUCT»»»»
Financer3Assurer 4
Négocier2Entretenir 5
Chercher1Revendre 6
USAA
Finance3Insure 4
Negotiate2Maintain 5
Search1Resell 6
USAA
EFMA - Customer Week csaconsulting
Finance3Insure 4
Negotiate2Maintain 5
Search1Resell 6
USAA
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csa consulting
80, avenue de la Grande Armée
75017 Paris
Tél. : +33 (0)1 56 60 20 00
Fax : +33 (0)1 56 60 20 70
www.csaconsulting.fr
Yvon MoysanYvon MoysanYvon MoysanYvon Moysan
Manager
Mobile : +33 (0)6 21 54 51 65
ymoysan@csaconsulting.fr
csa consulting
80, avenue de la Grande Armée
75017 Paris
Tél. : +33 (0)1 56 60 20 00
Fax : +33 (0)1 56 60 20 70
www.csaconsulting.fr
Olivier MucciOlivier MucciOlivier MucciOlivier Mucci
Directeur Associé
Mobile : +33 (0)6 24 62 58 20
omucci@csaconsulting.fr
Questions & Answers ?
EFMA - Customer Week csaconsulting
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