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RENEWAL & TRANSFORMATION

VOICE OF THE CUSTOMER

FOCUS AREAS

THE JOURNEY...BEING A
CUSTOMER

O 5 QUESTIONS AND COMMENTS



A DAY IN MY DATA... ANEW FORM OF ILLITERACY?
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RENEWAL AGENDA 2.0 AMBITION IN CUSTOMER

CENTRICITY

CUSTOMER
CENTRICITY

DIGITAL BY
DEFAULT

TECHNICAL
EXCELLENCE

GROWTH
ENGINES

INCLUSIVE
MERITOCRACY
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RENEWAL AGENDA 1.0

Customer-centric culture

IT consolidation

Digitai buyabie products & customer interface

PPortfolio optimization & ALM focus

Some rebalancing

Stronger collaboration &
“what & how” leadership

RENEWAL AGENDA 2.0

Loyalty Leadership: Science for NPS drivers;
VoC to design intuitive processes & products

Dual transformation:
Productivity; decommissioning

Must haves
Data-drive product design, pricing & claims

Systematic rebalancing

Beat-the-best mindset & incentives
Digitally literate, agile & lean organization



Voice of the Customer @

CUSTOMER EXCELLENCE HAS EMPOWERED THE
ORGANIZATION TO BECOME CUSTOMER CENTRIC

Where we came from? Where we are now? |Where we are going?

@O. @CC CO @C @

Accelerate and

make it part
VoC roll out of AZDNA
Customer Broaden scope
Excellence -
VoE o
Setup o @)
: . Development & Implementation of Q
CX Pilot <7 > e (ore) Voice of the Customer
@ Development of Development i€): Development & Implementation of 5-Star Rating CUSTOMER
Customer and rollout of EXCELLENCE
Experience (CX) —> Customer = Customer Journey ACADEMY
Vg Excellence E prioritization done via
4 Validation of CX v developed driver tree in
NPS ol CE
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Today



THE CUSTOMER EXCELLENCE PROGRAM IS A @
COMPREHENSIVE PROGRAM WITH VOC AS A KEY ENABLER
OF ITS IMPACT

Customer Excellence

5-Star Rating

Eg 1o 0.0.0. 04 Ea

Customer Excellence Journeys




CUSTOMER EXCELLENCE TRAINING FOCUS AREAS

Customer Excellence

5-Star Rating

1.0.0.9 . 0X¢

BPR Customer Excellence Journeys Employee Engagement
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1. DISCOVER 2. DIAGNOSE 3. DESIGN

1 Set—l_Jp project (incl. identify 720 Map journey(s) Generate ideas Test target journey
sub-journeys)
Prioritize n Design target journey H BC and roll-out decision

pain points & delights

Establish Communication &
/8l Understand root causes o
Monitoring Plan

10 Implement

CE Project phases
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GENERATE IDEAS, EVALUATE THEM AND DESIGN THE @
TARGET JOURNEY

Output: Target journey

Idea shaping




, CALCULATE THE IMPACT AND IMPLEMENT; MONITOR @
THE RESULTS AND COMMUNICATION

BUSINESS CASE AND

TEST TARGET JOURNEY ROLL-OUT DECISION
* Implementation plan * Impact Model
* Prototyping + Cost Benefit Analysis
 Piloting » Business Case

* Pilot results

- -Nu-h -
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COMMUNICATION AND
MONITORING PLAN

« Communication plan
« Monitoring plan
« Dashboards

IMPLEMENTATION

* Implementation results
* Impact on customer

satisfaction, process efficiency
and employee engagement



Sales On-boarding Process Flow
R -.=rc-c-- R  oottion
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= Customer seeks for quotation Acquisition

Potential Customer learn about Allianz & products, and
get in touch with our sales outlet (Agents, Bank, Broker)

Premium

payment
|

= Customer pays premium via cash, bank transfer,

= Customer decides to buy from Allianz and informs
sales representative.

submission mobile money
* Customer completes application form
I Underwriting
®
= Agent/ Ban.k./ broker submits application form = Documents are checked and validated
for underwriting Policy delivery

* Policy is issued

Y cone

?
Document is delivered to Agent/Bank/Broker to be delivered to
= Customer receives policy document. customer
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PAIN POINTS FOR CUSTOMERS

* Need product information / Not easy to understand

+ Too much data required on forms

* No premium payment confirmation
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Access to product information
(SMPLCTY WNS)

Only important information

Mobile money premium

Digital sales toolkit

* Real time premium payment notification
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THE JOURNEY- Being a customer

Being A Customer

Discovery: Sign Up: Manage Customer relationship:
- Brand and products are easy Smooth transition from *  Flexibility in updating policy
to find receiving a quote to signing up and personal details
5 - . Lo * Cross-selling
Clear product offerings Fast and intuitive user . Fast and reliable feedback
experience
processes
Advice and Quoting:
«  Customer-centric attitude — Pay Premiums: Al

- «  No pain in pavina ... * Quick responses and
in-person and on phone Y paying processes

« Ease in contacting directly
Renewal/Retention:

* Ease in finding information on

website,

File name | department | author
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* [Easy process, less time
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Prioritizing Matrix

A

Quick Fix Solution
(Big Impact Low Effort)

Impact

Small Impact
Low Effort
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Big Impact
High Effort

Big Impact
High Effort

= Conduct a survey

= This is an easy tool to prioritize our

solutions using our team’s process
knowledge and business experience to
list our solutions in this matrix.

= List down all our possible solutions from

our brainstorming session with the team.
For each possible solution, discuss with
the team both the impact and effort
required to implement the solution.
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THE RESULT...
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Number One team!
Number One insurer!

2019 Interbrand Best Global Brands Rankings  Allianz (@)
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