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Who are we? Why are we here?

What do you hope to What was your first

learn from this job?

session? Draw or write it out
Send ‘em Share with your table

forward! mates
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“Customer centricity Is defined as the ecosystem and operating
model that enables an organization to design a uniqgue and
distinctive customer experience. This architecture enables the
business to acquire, retain and develop targeted customers
efficiently for the benefit of customers, employees and
stakeholders.”

Doug Leather, The Customer-Centric Blueprint
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An Empowered Customer

CONTROL

| have control over my financial life. | am confident using tools and services available
to me to manage my money

CHOICE

| can make an informed choice amidst few product and service options

RESPECT

| am treated with a basic-minimum level of respect and dignity. Youwill have “active
patience” in interacting with me and have empathy.

VOICE

| am heard. When something goes wrong, you'll listen to me & help me solve my problem.
You will seek my input when designing new solutions to make sure they work forme.
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great customer experiences
are made up of many little things
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Think about a great customer experiencethat
you had recently...
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Think about It &write It down: 3 minutes
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Happy Comfortable Friendly Intuitive
Warm Inspiring  Enjoyable Surprising
Genuine  Authentic Human touch Innovative

_Caring _ __Personal__ Thoughtful Eas

Smart Relevant Simple Special



How IS this mission critical?

Who ever heard their boss say:
“Let’s focus on being “warm”today...”?
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“We spent tens of thousands of hours working alongside
customers to see how they actually use our products;as we
did, we made notes with smiley faces next to elements that
customers enjoyed and sad faces at places where they hit a
snag—an example of using design to simplify the feedback
mechanism. We've emphasized to engineers, product
managers, and

designers that functionality isn’t enough anymore. We

have to build emotion into the product.”

Scott Cook
CEO, INTUIT
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“Conventional measure of success are actually indirect
Indicators, like portfolio growth. They give a false sense
of security that the business Is doing right by the
customer.”

"l think there Is a massive problem of ‘shortermism’
amongst people who manage products. They look at
what can be achieved this year, with this product, for
this bonus— whereas a customer-centric approach looks
much longer term.”






The customer experience encompasses
every interaction the customer has with your
organization throughout the customer lifecycle,
In person, over the phone oronline.



At the heart of the customer experience Is aclear

and compelling value proposition—that s, a
product or service that_satisfies a customer’s
need or want at every touchpoint in the customer
journey.



CGAP's Customer Experience Toolkit

Making the Case

Start with the

Customer

Planning &

ISOmantra
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Making it Work

Sharing the

Expose leaders and managers
to customer experience and its
values when designing and
delivering financial services for
low-income populations

Build familiarity and basic skills
of managers and practitioners in
conducting customer-centered
research that will help them
tackle a business challenge

Taking Action

Equip managers with tools to
lead and execute a Customer
Experience project in their
organization

Support managers as they build
cross functional teams and build
their internal capacity to iterate
on ideas to bring CX to life in
their business

Results

Guide managers as they reflect
on the impact of their work and
advocate for investing in
Customer Experience across
their organization

What is “Customer Experience
”(CX) and how can it transform
employees into problem solvers?
What are the benefits of
providing a good customer
Experience?

Who benefits from Customer
experience?

How have other organizations
benefitted from a CX?

How can a Customer Experience
focus help you build trust and
empower low-income customers?

A.R.E Booklet what Business
Challenges can CX help you solve?

How have other organizations
used CX to address these
challenges?

How is a CX focus different? used
CX to address these challenges?

What is the approach for acting
on customer experience
opportunities?

This is a process of creating a
culture of empathy with your
customers pending Now that you
understand the value of CX.
where should you start?

How can design help me deliver
a great CV Which customers
should you target?

How should you approach
research with low-income
customers?

How can you understand the
needs of your target customers?

How can you identify the best
opportunities to address
customer needs?

How can you define and prioritize
promising business
opportunities?

How to operationalize CX?

How to prototype for CX?

How do you get your team used
to rapidly testing their ideas?

Resources

What sort of team do you
need to be successful?

How do you make sure your
team is working effectively?
How have you solved for
business challenges?

How do you generate support
from other parts of the
organization?

Case Studies

Experiments

How do you collect feedback
and share results to mot-vote
adoption of CX?

How can you showcase the
impact of CX in your
organization?

References
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A focus on CX ensures that your products and services speak to the challenges
faced by customers, are well designed and delivered. Also, customers will be
empowered to access and use them. In this case, uptake and use are more
likely.

“Acommon mistake that gets made

Over-served A IS that organizations assume that
Focus on CX emerged from private sector what they’re going todo Is just
investments in identifying unmet needs todeliver ‘dress up’ the experience they’ve

competitive advantage in over-served markets

(consumer electronics or FS) already decided to make... and then

make the minor tweaks to fit with

the customer experience. But what
we know Is that you have todesign it

data regarding existing behavior or for which first from the customer’s perspective
needs and preferences are poorly understood and needs.”
and where profitability relies increasingly on self- v

CX is equally effective when addressing
underserved markets for which there is a lackof

service channels (MFS)

Patrice Martin, IDEO.org
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Business challenges that good CXhelps you solve ISOmantra

What challenges are you facing in
acquiring, retaining and/or
expanding your customer

relationships?

ACQUISMON

Reaching new customers

RETENTION
Deepening customer
relationships

Aim « Adapt ¢ Achieve

Where are the big gaps in your
portfolio where customers are
not engaging or dropping out?

EXPANSION
Expanding customer
relationships

e Entering new markets

e Understanding which
customers to target

e Launching new product
offerings

e Acquiring customers,
expanding customer base

* |[ncentivizing customer referral
customers

*Solving customer challenges

* Increasing uptake and adoption
of product offerings

eIncreasing awareness
*Reducing dormancy

e Increasing upsell and cross sell
* Increasing engagement

* Increasing customer value and
loyalty

e Reducing cost to serve

* Increasing the lifetime value of
a customer



How is a CXfocus different? ISOmantra

o ¥ CX requires a shift in Strategy from a portfolio of products that drive growth to a
. portfolio of customers that drive growth based on meeting customer needs.

x

Q CX requires a shift from a Culture that rewards employees for developing products
and increasing sales to a culture that rewards employees for solving customer
problems and deepening customer relationships.

CX requires a shift from an Organizational Structure in which employees operate in
product silos, interacting with other functions only when they need to get product
to market to a structure in which business units are linked across functions by
teams or task forces. These mixed groups allow an organization to rail diverse
functions around c stomer needs and se ments.
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Finding your Starting Point ISOmantra
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b4
This process is a general Ce SRR
. LEARNING _REATING

approach for developing N
customer experience projects. It ]::!7 ]
Is influenced by human-centered osast s P . I
design, innovation techniques LA
and agile product management %
approaches. P s

o _ PREPARING 4.MEASURING
This is NOT a linear process. It's Defines research objectives
an iterative one and should be

] . 1.LEARNING

customized to fit your team, Gather data internally 5.SCALING

- —_— Choose research methods
project needs and capabilities. Execute customer research

analyze findings
Generate Insights



How do you approach CXresearch? ISOmantra
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The first step to improve your customer experience is to To move towards a real understanding of customer behavior.
understand your customer’s live more fully. This includes You will likely need to use a mixture of qualitative and
uncovering customer needs ,motivation and aspirations-the  quantitative research methods. However, you don’t need to
things that most influence their decisions around personal start from scratch. Creating an efficient research plan begins
finance as well as their current services, especially your own. with taping your internal organization’s knowledge before
Armed with this knowledge, you can design more effective diving into the unknown. If you have clarity from the beginning
services and CX and increase the value you provide On what you already know and don’t you can focus your efforts
(and generate!). on specific gaps in knowledge and will generate more relevant

Research findings

e

Purely Qualitative Blended/Sequential

21

St

Purely Qualitative

Research focused on non- Methods can be mixed Research focused on

quantiflable information within the same study measuring and quantifying

generally more exploratory (e.g qualitative interview can be exploratory but is
including a short survey) often hypothesis testing

or sequential



Which customers should you target? ISOmantra

A bird’s eye view of the
market will tell you that
there is an overall
opportunity. But provides no

insight into different
customer

Needs and which customers
to focus on

Aim « Adapt ¢ Achieve

Customer segmentation helps
you to see the nuances-
differences in customer
demographics , attitudes and/
or behaviors-that allow you to
identify where you are offering
fits unmet needs and provides
the most value to you as well
as to the customer




TOOL: Build a Customer Journey Map
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JANALAKSHMI CUSTOMER JOURNEY

Latent Need

When customers have an
exISting or an upcoming
situation in their lives
that could be addressed
more suitably through

a Janalakshmi product
but are either unaware
of this product or unable
to correlate it to their life
situation.

Feel the Need

When customers fee
the need for product or
service that is included
within the Janalakshmi
portfolio, but are either
take no action to address
this need or are only

at the early stages of
searching for service
providers who can fulfill
this need.

When customers search
for solutions that
address their financia

need, wether proactively

seeking information
or passively being
influenced by t heir

peers.

When customers have
considered one or more
service providers that
offer an adequate solution
to their financial need and
have chosen Janalakshm
as their financial service
provider



Pick a personato build your Journey Map ISOmantra
PERSONA WORKSHEET: JANALAKSHMI

HAPPY WHERE | AM NAME: Lakshmi | AGE: 42 | CHILDREN: 2 Children

BIO & BASICS: Lakshmi sells flowers, coconuts and other religious offerings outside
@ Hindu temple in the morming, for devotees on the way to offer prayers. She begins
at bam and is done for the day by 10am every day. She is not interested in growing
her business or engaging with formal financial services, whom she has always
distrusted. Lakshmi and her husband have raised and educated their children
without a formal loan or account with any formal bank. They have relied on friends
and moneylenders. Her son is about to graduate college, and she believes her
business can then wind-down and he can take the lead in supporting the family. She
believes banks are out to take your money, charge you hidden fees, and have higher
interest rates. She also thinks banks ill-treats customers in her demographic and she
doesn't want to lose her dignity by trying to engage with them for a loan.

STRIVER: READY BUT MAKE IT EASY MAME: Raghu | AGE: 32 |CHILDREN: 3 children

F =~ BIO & BASICS: Raghu migrated to Bangalore 3 years ago and has been aiming
: ' for stability and sustainability in his business. He sells ice-cream every day
outside a popular college campus. He is eager to get a loan and expand his
business. He dreams about having a permanent store-front where he can offer
ice-cream, juices and other snacks. Raghu has two barriers to seeking a bank
loan. One, he lacks formal credit history and business documents that make
him eligible for a loan. Second, he cannot imagine paying a monthly payment.
His money management just doesn‘t work that way. His earnings are daily and
he finds it hard to tuck away a monthly loan repayment amount. He wants a
loan option that he can repay a small amount daily, but on enquiring, realized

e i e —— T = e i D
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Janalakshmi’s Customer Journey Map
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LATENT NEED

FEEL THE NEED

SEARCH

SELECT

The potential custormear
has life situaticns, worries
and wants that are
potentially addressable
by a financial offering,
but the customer is not
aware of these offerings,

The potential custormer
realizes that his/her need
can be addressed
through certain financial
products such as loans
and different savings
instruments.

The potential customer
searches forvaricus
financial service opticns
that can adeguately
address his/her need. For
new customers, thisis
where they might first
come to know of
Janalakshrmi.

The potential customer
decides to go ahead with
Janalakshmi's service
offering (for both new
and existing customers).
There are several
prejudices that might
lead them to feel that a
cartain FSPis not
appropriate for them.

: @ - @ B @}» @

ONEOARD

USE

MIGRATE UP

MIGRATE DOWN

The customer interacts
with Janalakshmi through
varicus cnboarding
processes such as filling
forms, disbursements,
trainings.

The customer begins to
engage with the
Janalakshmi product on a
pericdic basis - monthhy
repayments of the Small

‘Batch Loan or daily

deposits in Badhti
Bachat.

The customer decides to
upgrade his/her loan (L2
upwards), increase
his/her savings rate, or
buy multiple offerings
from Jana: such as a loan
and asavings account,

The customer reduces o
stagnates his/her
portfolio with Jana either
by not renewing a loan,
taking an eguivalent or
smaller loan, stopping
the savings service, or by
leaving altogether.
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Define & prioritize business opportunities ISOmantra
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Opportunity Brief Template | The Business Model Canvas

The Business Model Canvas is a tool for describing, analyzing. and designing business models.

It describes the rationale of how an organization creates, delivers, and captures value, and is a
good starting point for thinking through and discussing the business model of your crganizaton,
YOUr Competitors, or any other enterprise.

!Tﬂul&

Fusiness Model Canvas

The Opportunity Brief creates alignment regarding the most promising cpporbunities to improve
the Customer Experience AND create business value. This ool helps drive alignment within

your team and buy-in from stakeholders regarding where to imvest in improving your Customer
Experience.

...

Opportunity Brief (1/4: human insights)
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Define & prioritize business opportunities ISOmantra
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USE OF DIFFERENT TOOLS:

Segmentation model,

persona and journey map|
Help identify needs and aspirations of
target customers and where offerings
may fall short.

Opportunity brief| Helps
capture and prioritize key benefits
and attributes that your productor
service must offer to ensure
adoption.

Prioritize Barriers: analyze barriers that'll prevent
users from using offering and identify ‘deal breakers’ for
your persona.

Prioritize incentives & benefits: analyze
potential benefits that your offering should offeringand
Identify the ones which are musthaves.

Prioritize touchpoints and channels:
analyze touchpoints & channels by which your offeringis
experienced. ldentify strongest and weakest touchpoints
and challenges or opportunities of each channel. What
should you keep orchange.

Prioritize attributes to drive value: when
you look at the 5 key attributes that must be include or
optimized to ensure adoption (max benefits and min
barriers). Ex: speed, relationships, flexibility. Assign a
value to each one.



How to operationalize CX? ISOmantra
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Use process to address short & long-term opportunities for testing CX tweaks.

Think of your internal structure: PROJECT v STRUCTUREYV UNIT?
Ensure feedback about & Ensure feedback about & Hire or assign new roles

_cor_nmltment to customer _cor_nmltment to customer ASSIGN AN INSIGHTS EXPERT
insights insights
ENSURE LEADERS UNDERSTAND M COORDINATE INSIGHTS -

Assign someone In the company  Bstart a new team with a specific

CUSTOMERS to understand all of the mission and slow them to work

FORM A START-UP TEAM

Assign a dedicated person or a customer Insights work and outside of existing legacy processes,
Encourage Leaders to speak with team to coordinate all customer Implications and to communicate [lso that the team can work with new
customers and share that insights work in a systematic this Information to senor Ideas and Incorporate necessary
experience and what Unarm they manner and help communicate a leadership to integrate into changes quickly to allow
pined and how insights impact their jll more comprehensive picture of decision making and strategy. experiments and prove the value of
leadership of the company. customers or potential customers customer Insights.




How to get your team to rapidly test their ideas? ISOmantra

Akey element of CX projects is rapid

prototyping. By quickly building in just
enough resolution to make an idea real, you

can get it in front of customers and solicittheir
feedbacks.

Most FSPs are not used to rapid prototyping. It
can be difficult to break through existing
mindsets. But prototypes can take a wide
variety of forms, some of which do not requirea
lot of commitment from your organization.

Aim = Adapt « Achieve
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BTPN Prototyping: Bertumbuh
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CGAP | CUSTOMER-CENTRIC GUIDE
ISOmantra
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The Customer-
Centric Guide

Putting customers
first means better

business

Learn how Equity Bank increased enrollment by
bringing the customers’ voice into the
development of their mobile wallet,

Financial service providers in the financial inclusion sector appreciate the
of a customer-centric business, but lack the
me of the most \
s, From low-acti
to serve...

Our goal with this guide is to fill that gap.

Where do you begin?

Click on the links below to download tools, assess your arganization, and read the latest on financlal inclusion.

BUSINESS CUSTOMER CUSTOMER
CENTRIC PROCESS INSIGHTS

Create and lead an organization Learp the basics of designing:
focused on customers for low Income customers
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