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.. -Customer Journeys in the digital Era
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CHANGE IS BEING DRIVEN BY THE CUSTOMER.........

« Digital Transformation is forcing businesses to change their business models to
adapt to the new market reality and how customer expectations shape the need
for digital.

» New age customer expects relevant content in relation to what they are doing
anytime, anywhere and in the format and on the device of their choice. Ifs their
journey which dictates your strategy!

« Digital tfechnologies have empowered customers

« Transformed the customer journey from awareness to advocacy

* Phygital - combining the best of the physicol\wi’rh the digital customer
experiences.

* The role of gen Al in enhancing CX is huge as it improves operational

effectiveness (Triple Crown). The delivery of this triple crown plus benefit is now
the hallmark of leading insurers.

Superofice.com 15 May 2024

@ Whom we serve

Ensure we add across generations, building solutions that become part of our customer’s lives.
Personalization can be achieved through Marketing efforts as a start.

b Thabo Nkosi | Enlightened Moova

Sue Maisiry Ambitious Provider
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Trevor Roberts | Vuyo Diamini Mature Caretaker




Primary drivers pushing companies to prioritize
digital transformation in their customer experience

strategiese

DRIVERS INFLUENCING DIGITAL TRANSFORMATION
TOP BENEFITS OF ADOPTING A DIGITAL MODEL

Improve operational
efficiency

E

Meet changing 359%
customer expectations
Improve new
product quality
design reuse

Reduce product 24%
development costs
Introduce new
revenue streams
Reduce the cost
Increase first
pass yield
0% 5% 10% 15% 20% 25% 30% 35% 40% 50%
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Key Considered Themes for digital adoption

Data
Harness data analytics to drive
informed decision-making and

improve risk assessment.

Omnichannel

Provide seamless and
consistent customer
experiences across all digital

and physical fouchpoints.

Conversational Platforms
Leverage Al-driven chatbots to
enhance customer service and

streamline claims processing.
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Personalization
Tailor insurance products and
communications fo individual

customer needs and preferences.

Engagement

Foster deeper customer
relationships through proactive
communication and interactive

digital platforms.

Ease of fransacting
(Customer Experience)
Simplify and expedite the policy
purchase and claims processes

with user-friendly digital tools.

Z:) DOING DIGITAL WITH A PURPOSE

Don't build a Digital strategy. Digitize the Business

strategy

Two Key Digital Dimensions: Customer Experience And Operational

Excellence

Unleash Your Digital Predator

. Digital fundamentally changes relationships with

customers

. Change cannot be effectively addressed with an
incoherent digital strategy (add an app / site here &

there)

+  Toremain competitive, re-engineer how the business

Digital customer
experience

creates value for your customers in the digital age

Use Digital To Help Customers Get To The

Outcomes They Desire

. Re-envision the business as a part of the personal

:5 Business
A technology (BT):
The technalogy,

value ecosystems that your customers assemble
according to their needs & desires. The business not
as a set of products & services

Learn to increase value by expanding the
company's role in customers' personal value
ecosystems

systems, and
Orchestrate new processes to win,
operational capabilities T Digitize for serve, and retain
to rapidly enhance oy agility over customers
customer ffici
Digital operational value
excellence Drive rapéd
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@ WE MUST DO DIGITAL WITH A PURPOSE

Get alternative quote
Include all vehicles

Naked Insurance quote process

Include household conten

Simple steps. Instant cover.

Expectation

My Need

Choose relevant
cover

Visit site

1

Get your final quote in 90
seconds

Customise your quote Get covered instantly

Visit the website
Get forced to download the app
Enter vehicle details

Enter credit card details

Pain Points
- Not a seamless experience - forced to download app

- Mot asuitable solution — cannot add more than 1 vehicle
« Not a frictionless start — forced to start cover now
+ Not a frictionless end - cancellation only on App
« Trust eroded - debited R1 from my card

Visit site Forced to

My Experience

Download App

Get the benefits promised
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ts

Set up
payment

Obtain
documents

Choose start

Capture
Vehicle

@ Case Studies: WhatsApp as a Primary channel integration

WhalsApp self-servic

FlySafair®

Completing key fransactions via
whatsapp

Fully integrated into mobile

Receiving nudges to prompt

€ Sanlam

* Onboarding and sharing of
docs via WA instead of SMS

« Continuous Nudging fowards
use and registration of portal

certain outstanding actions

Proactive communication of
crifical information

« Sharing info via images and
engaging through continued

* Proactive communication of
critical information
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Digital Landscape based on key customer touch points & capabilities

The different components of the digital customer journey landscape and platform types.

Service policy
rney moment Aware Interested / Inquire Buy/Onboard Claim Renew / Leave
Jou ey mome 9 vy (amend, feedback, unpaid)
Customer Something catches my eye Want to know more Customizable, Transparent, Be available Hassle free, fimeous Clear, justified detail
This ad speaks to my Find what I'm looking for When & Where | want Be informed ‘Automated Pro-active
statement needs/character Check what they have/do Quick & seamless pen communication No surprises & keep me in the 2.way communication
This company cares! Get to know the brand Easy & Comprehensive EASY TO GET IN TOUCH / SIMPLE loop OPEN TO NEGOTIATION /
Objective CLICK THRU / MORE INFO EXPLORE/ IDENTIFY/QUOTE PEACE OF MIND / COMFORT TO CONCLUDE BACK ON MY FEET IN A FLASH THANK ME
Website Website Website Website Website Website
Broker Corner includes all . Up fo date on CVPinfo . Quote save, continue +  Access policy general *  Up todate on CVPinfo *  Up todate on CVPinfo
supporting brochures, . Explore brand, offering . Quote fulfillment (e-sign. info & sections; able to +  Explore brand, offering +  Explore brand, offering
forms, contacts, +  Self help tools - quoting, risk ROA, PASA, Bank details) complete amendment +  Self help tools - quoting, +  Self help tools - quoting,
assessments, efc. . Document and send updated risk assessments, etc. risk assessments, etc.
Info tab - life situations download/upload (self schedule
insight ( load-shedding, fuel inspection/ certificate, +  Accessinfo & purchase
fikes) VAPS
il Live Chat; call request +  Communication History
Marketing partners cal WhatsApp L WhatsApp WhatsApp
. 39 parly website/ WhatsApp Push messaging: onboarcing, WhatsApp . Pushmarkelingto . Push markefingfo
advertisements entry info contact details, app exisfing customers existing customers
digital platforms for self * Upfront data collection download, Rewards, .o e N + Aldrivenengogements +  Aldivenengagements
Omni-Channel service + Hand offfo website/apo Inspeciion reminder ; Document reaues fo inferestin CVP / dala fo inferestin CVP / dafa
for selfservice (dota - Nudges: inspectionreminder, D Ldatontook et gathering to understand gathering fo understand
Digital Journey integration) racker, ouisfanding's cllback/chal request o Customerifestage for Customer festage for
Referral platforms * Aldivenengagements + Timelapse fillers: personalized . DrkTorwebleortal personalization personalizafion
for profiling and needs offerings, hints, exira info L ADHOC comneaton Hand off fo website/app + Hand off fo website/app.
analysis (seasonal, weather) - 2 way communicafion of for exploration for exploration
+  OMistaff +  CVPsuggesfions & Comvo new / tailred product
. i ool offerings
L saasiity Mobile App / Portal - Updates on insurance related Mobile App / Portal Mobile App / Portal
+  OM Rewards . info
- Customers Mobile App / Portal - Althe above Mobile App / Portal - Morkefing Compoigns - Markefing Campaigns
+ Business enfifes ~ pimaryseflinspection + Needs Anlyis - Needs Analyss
- Personal eniifies . Markefing ciickhroughs capabily (OCR) - . Morketing Compaians - Customer Profiing + Customer Profiing
Customer profiing Commercial & Personal LN - Infotab - iflesituations + Info'tab - lfesituations
Needs Analysis . Customer Profiling insight ( managing load- insight ( managing load-
Indicative quoting + Info fab - fesituations shedding, fuel hikes, efc.) shedding, fuel hikes, efc.]

Info fab - lifesituations
insight ( managing load-
shedding, fuel hikes, efc.)

insight ( managing load-
shedding, fuel hikes, efc.)

Handoff model (Seamless OMNI-channel experience)

Engagement and Communication via WHATSAPP
- Analytics and persona-based experiences (scalable personalization)
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R Digital First: Customer Communication/ Engagement Journey

Being intentional and focused on specific engagement channels will allow us to drive efficiency and save costs

EPLGRERs ©

Risk puencte ~ \

protection ) (// Customer ¥

needs Lifecycle

i s
PUANNERS ©)

Customer Buy > ©Onboar > Amend > Claim e > Unpaid > Renew > Cancel > Retum >
journey compin

Engagement st (7 rg'l nd _ 7
channel ] = >80 2 20

Digital B Call

Center
1. *Simple fransactions ——

- N . L 1. *Complex Transactions
2. Proactive/Reactive transaction Communication /

2. Transaction completion post Digital

Updcte_s o initiation
3. Marketing - Upsell / Cross-sell (Personalization) 3. Transaction communication integration
Digital 4. Transaction initiation and hand off to Portal/App/TIA

with WhatsApp

5. Emergency Assist

Designing according to a customer centric approach, scaled personalization driven by technology

*Simple transactions — require minimal information from customer and resource maximum information from infernal database
~+Complex transgctions — require large gmount of information from customer fo complets
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Risk
protection
needs

Digital First Broker Communication/ Engagement Journey

Being intentional and focused on specific engagement channels will allow us to master and drive improvement
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RETIREMENT FACH
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Engagement
channel

Digital
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Needs R Risk SR Risk Fremiy After \
Prospe Engag hoed oo ) Sk §  Advic oo mana Fulfim Onbo m ., A Claims | Renew Compl . Reteni
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s / / mend o e senvice
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1 Sige 40% rgl 2nd - 60% Call
Digital g Center
1. Proactive/Reactive transaction = - 1. Transaction fulfillment
Communication ) D 2. CVP Engagement ( Marketing ; self-help)
2. CVP Communication ( Marketing ; Upsell / 3. Transaction communication integration
Cross-sell) with WhatsApp
3. Transactional integration with Portal/App

Designing according to a customer centric approach, scaled personalization driven by technology
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THANK YOU

fé@ OLDMUTUAL




