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Breakthrough Performance
Further, faster, together

#ForumConf

Customer Strategy & 
Planning 2016

Welcome to Stratford upon Avon 

25th and 26th April 2016  Shakespeare 400
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The Co-operative Bank

Before we start 

üIntroduce yourselves on your table 

üLook at pg 71-72 in the Best Practice 

Guide. Whatɠs of most interest to you? 

Innovation Award Case Study
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The Co-operative Bank

3

ƴ Case study presentation

ƴ Time for your questions 

ƴ Presentation of finalist certificates

There are post-it notes and large pens on every 

table. Write down at least one thing that wows 

you about what you hear. Then put it on the 

poster at the back on your way out.  

Adrian Hawes

Founder & Director  
Select Planning Ltd 

Session Chair
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Breakthrough Performance
Further, faster, together

#ForumConf

Innovation Award Case Study

The Co-operative Bank 
Andrew McMillan, Resource Planning Manager 

Nathan Milne, Resource Planning Manager



PUSHING THE 
BOUNDARIES 
OF PLANNING

PRESENTED BY

ANDY MCMILLAN 
& 

NATHAN MILNE 



Å Provide high street, telephony and internet 
banking, current accounts, mortgages, savings 
accounts, credit cards and loans to 

approximately 3m customers

Å Current FTE is greater than 5,000across the 

branch network and central sites

Å Pride ourselves on our customer service and 
customer satisfaction levels

Å Put our customers at the heart of everything 
we do

Å Committed to leading the way on ethical, 
environmental and communitymatters

ABOUT US



Telephony
(700 FTE)

Contact Centre
Business

Mortgages
6.5m Calls 

(+7m self service)

Network
(900 FTE)

10m Transactions
165 Branches

Business 
Processing
(500 FTE)

1.5m Processing 
Items

Team Workload:
8k calls/emails from Operational areas per month

>0.25m Shifts per year
>30,000 Holiday days per year

>30,000 Communication, development, & training slots per month
>15,000 Breaks & lunches per week

>0.5k Business impact assessment/change requests pa

Specialist Ops
(350 FTE)

Arrears, Fraud
UW, Complaints
1m Calls (In/Out)
25k Reportable 

Complaints

ABOUT THE TEAM



Pre 2013
Å Organic growth (c. 10% pa)
Å Highly respected
Å Employer of choice

2013
Å Collapse of Lloyds acquisition deal
Å £1.5bn black hole
Å PR scandals
Å Customer attrition
Å Liquidity crisis
Å Separation from the Co-operative Group

2014
Å Regaining customer and staff trust
Å Launch of the рwΩǎ

OUR JOURNEY



REVITALISE
OUR 

CHANNELS

RE-ENERGISE
OUR 

PEOPLE

REINFORCE
RISK 

MANAGEMENT

¢I9 рwΩ{ {¢w!¢9D¸

REBUILD
OUR 

FRANCHISE

REDUCE
OUR 

COSTS
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MATURITY 
BALANCE

RETENTION 
TARGET %

AVERAGE 
BALANCE

DRIVER 
FORECAST

HISTORICAL TASK / DRIVER RATIO

TASK 
ACTUALS

DRIVER 
ACTUALS

DRIVER 
FORECAST

TASK 
FORECAST

TASK FORECAST

SUM THE TASK VOLUME

SUM THE DRIVER VOLUME

HISTORICAL TASK VOLUMES

HISTORICAL DRIVER VOLUMES

Å Forecaster selects a period of weeks from the 
historical data

Å Forecast model sums actual volumes for that task 
during the period

Å Sums the drive volume for driver(s) associated with 
that task during the period

Å Divides the task volume by driver volume 

OMNI CHANNEL ςBACK OFFICE



OMNI CHANNEL ςBACK OFFICE

RESULTS:

ÅMore strategic view of Retail Plans

ÅForecast accuracy > 95%

Å Reduction in OT spend of £170k annually
Å Successful deployment of > 100FTE in exceptional 

demand events



Area Focus
ÅIdentify areas of under or over staffing 

ÅOptimise resource

ÅIdentify recruitment and right sizing 

ÅUnderstand capacity 

ÅAid understanding 

ÅIdentify inefficiencies & inconsistencies

OMNI CHANNEL - BRANCH

Branch Focus
ÅForecast demand 

ÅCompare colleague shifts

ÅSupport given to:

Å holiday booking

Å planning of training

Å lieu days

ÅHourly Demand Identified



How do we know we are getting it right?

What is the customer experience like?

OMNI CHANNEL - BRANCH

ÅPerceived Queue Time 
Mechanism where customers can leave 
feedback in a survey on how long they 
feel they queued for

Network PQT 
(YTD)

1.3 Minutes



Å Full reforecast

Å Scheduling methodologies piloted

Å Full suite of engagement activity

Å Engaged Service Delivery Support

Å Increased support offering to Bank service

New Media

Å Increase Webchat concurrency
Å Increase Webchat utilisation
Å Maintain service levels SMEG/WC
Å Engagement
Å Increase flexibility

OMNI CHANNEL ςNEW MEDIA



RESULTS:Webchat performance ςUtilisation, concurrency and volume



ÅOne team plan
granular activity plan to ensure Distribution is able 
to meet its Customer and Commercial outcomes

ÅQuarterly plan
prioritises and schedules all customer & colleague 
facing activity across Mortgages, Platform, Retail & 
Business Banking

ÅResponsibilities
Planning and performance, trading and BAU 
readiness

THE DMC

ά¢ƘŜ 5a/ Ƙŀǎ ŎǊŜŀǘŜŘ ŀ ōŜǎǘ ƛƴ Ŏƭŀǎǎ ŀǇǇǊƻŀŎƘ ǘƻ ƭƻƴƎ ǘŜǊƳ ǇƭŀƴƴƛƴƎ ŀƴŘ ōǳŘƎŜǘƛƴƎΣ ǿƘŜǊŜ ŀƭƭ ōǳǎƛƴŜǎǎ 
areas understand the need for planning involvement and sign ƻŦŦΦέ - PPF Standards Audit (4/4)



One Team 
plan 

Channel meetings Distribution trading Product boards

Å Product & 
Marketing plans

Å Transformation & 
BAU Readiness

Å Plans for capability 
improvement

High 
performance 
feedback call

ΨhƴŜ ¢ŜŀƳΩ 
workouts

INPUTS

OUTPUTS

ESCALATE

Å Digital Content 
plans

Å Colleague 
suggestion scheme

Å Training

Å Corporate 
messages

Å Channel activity 
events / changes 

Å Engagement 
activity

THE DMC



Changing Landscape 

Å Digital Releases (44%)

Å Mobile releases & uptakes (20%)

Å IVR Usage (60%)

Å Branch Transformation

Å Contact Centre Transformation

Å New Media Channels

Å Historical MI not as useful moving forward

TRANSFORMING THE ROLE



CHANNEL SHIFT
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HEADCOUNT REDUCTION
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Headcount Reduction

H1 2014 H2 2014 H1 2015 H2 2015 H2 2016

FTE reduction:
Å Reduction in failure demand
Å IVR Improvements
Å Digital improvements

Å Mobile Banking
Å Network consolidation



TRANSFORMING THE ROLE

Shift in Planning team
Å Resource Advisor Role 
Å More Development opportunities 

20%promoted 2015
Å Greater strength in depth
Å Stronger working relationships 
Å Identify, plan & implement 

opportunities for channel shift
Å Partnerships on Transformation plans
Å Support & drive NPS
Å Engagement, Engagement, Engagement



13%
March 2015

OUR ENGAGEMENT SCORE

76%

COMMUNICATION 87%

EMPLOYEE EXPERIENCE 76%

UNDERSTANDING 90%

TRUST 84%
CONFIDENCE 81%

78%ACTION


