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Customer engagement

The secret to helping people connect
One of the most profound changes affecting the
Australian financial services industry in recent
years has been the shift of bank customers and
superannuation fund members towards
companies where they perceive a better deal or
stronger investment performance.
Quarterly figures released by the Australian
Prudential Regulatory Authority show industry
funds held about $720 billion of superannuation
assets at June 30, up 13.8 per cent from a year
earlier. Yet, the value of assets in retail super
funds rose less than 1 per cent to $625 billion,
despite positive sharemarket returns and
contributions across the industry rising 3.6 per
cent.
Customer awareness, not merger activity, is
driving the consolidation, and, in part, this is due
to legislative and technology changes making it
easier for members to move between funds. As
the impact of these changes became apparent to
funds, building customers’ trust and finessing the
customer relationship became a priority.
Bolting on new technological systems,
updating websites and mobile phone applications,
and adding call centres to cater for the expanded
customer base might help reach customers.
However, these technologies are often poorly
configured, confusing and riddled with in-house
jargon or do not provide genuinely useful
information.
At the same time, unless employees are kept
fully informed, trained and engaged in the
changes, brand reputation can be
jeopardised – and that in turn can lead
to disaffection among customers
and shareholders alike.
Research by the MIT Centre for
Information Studies indicates
that companies deemed the
best performing and most
innovative in meeting
customers’ needs were those
that devised systems to make
work less complicated for
employees, ensured their
employees were easily able to
collaborate, create and transfer
ideas, and where employees were
genuinely empowered to find ways to
meet customer goals.
In MIT CISR’s 2016 survey of 281 senior
executives, researchers found that where the
experience for employees was made easier, more
collaborative, creative and empowering,
companies doubled their outcomes in customer
satisfaction, sharply increased their levels of
innovation and their profitability was 25 per cent
greater than their competitors.
Separately, joint research by systems
integrator Avanade and customer experience
group Sitecore indicates every dollar invested in
strategies to improve customers’ experience
through digital marketing technology generates
triple the return.
Dissecting data about customers, using
artificial intelligence, and training internal
systems to predict when individual customers
might need to be contacted can provide a richer
and closer experience between the company and

Customers are looking
for an unbroken
experience across
platforms.

“We know the person, we know the last time they spoke to us, and
the last action they took, and use that to inform the messages we
send to them.” smartMonday’s Tom McCann
customers.
Getting the strategy
right, though, is the hard
part, and its success ultimately
depends on ensuring the organisation’s chief
marketing officer and chief information or
technology officer work together, not in their
traditional silos.
Avanade-Sitecore’s research indicated about 70
per cent of executives perceived a lack of
collaboration or a disconnection between their
marketing and IT divisions, yet the development
of technology to assist with marketing is critical
to improving customer relationships
Saurabh Verma, who leads Avanade’s financial
services business unit in Australia, says marketing
technology has to go beyond simple updates to
websites or mobile phone applications.
“It has to be more than skin-deep,” he says. “I
can have a great experience on the app, but voiceto-voice experience [through call-centres] needs
to be just as great. A lot of organisations forget

about that, and it causes a broken experience for
the customer.”
Organisations that had their eye on top
performance for the future were continually
examining how they could use data to provide
more meaningful experiences to their customers,
which meant making sure they anticipated what
individual customers might need, he says.
Aon Australia’s smartMonday superannuation
fund has been focusing on ensuring excellence in
customers’ digital experience, particularly
through the fund’s website that was launched
two years ago.
With the assistance of Avanade, the
smartMonday team is upgrading the website based
on customer feedback and in line with technological
developments that can provide outstanding
customer experience and depth of information.
smartMonday believes the new website will bring
together everything employers and members need
to make informed decisions about superannuation
savings and retirement outcomes.

Tom McCann, smartMonday’s head of member
experience, says trying to personalise the
experience for customers means taking the
“bumps” out, being more actively engaging and
digitally smart in presenting customers with
options.
“We know the person, we know the last time
they spoke to us, and the last action they took,
and use that to inform the messages we send to
them,” McCann says.
SmartMonday is going through a digital
transformation that it believes will provide a
seamless, enduring and valuable platform for
clients to interact with the fund. That connection
with the customer is a vital part of its strategy to
drive growth, remain relevant to customers and
lead by example in the industry.
Avanade’s Saurabh Verma said embedding the
“human element” in organisations was vital. “We
take their capabilities and help them understand
what they need for their customers and
employees.”

Exceptional customer experiences happen by design
Customer experience (CX) is what sets the best companies apart.
They understand that great experiences don’t happen by accident.
Those experiences require a holistic strategy designed to make
customers feel inspired, cared for and confident.

We’ve partnered with organizations around the world to rethink their business
models and put their customers at the heart of their business. We take a
human-centered approach that incorporates people, creativity and technology
to help businesses deliver exceptional customer experiences by design.
Learn more www.avanade.com/en/solutions/customer-experience
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