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The Cooperative Bank

Before we start
U Introduce yourselves on your table
U Look atpg 71-72 in the Best P
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The Coeoperative Bank

)/ Case study presentation
Yy Time for your questions

Y Presentation of finalist certificates

There are postit notes and large pens on every  Adrian Hawes
table. Write down at least one thing that wows  Founder & Director
you about what you hear. Then put it on the Select Planning Ltd
Session Chair
poster at the back on your way out.
P,
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Innovation Award Case Study

The Coeoperative Bank

Andrew McMillan, Resource Planningylanager
Nathan Milne, Resource Planning Manager &
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-operative bank PUSHING THE

BOUNDARIES
/A OF PLANNINC
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Provide high street, telephony and internet
banking, current accounts, mortgages, savings

accounts, credit cards and loans to And there
: ou were

apprOX|mater3m customers y ol ’
thinking all

Current FTE is greater th&n000Qacross the banks are

branch network and central sites the same

Prideourselves on oucustomer serviceand ‘

customer satisfactiorlevels . '

Putour customers at the heart averything | |

we do o Mot et pogn

Committed to leading thevay onethical, The co-operative bank
It's good to be different

environmentaland community matters
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Specialist Ops

Telephony

Business

(700 FTE) Network Processing (350 FTE
Contact Centre (900 FTE) (500 FTE) Arrears, Fraud
Business UW, Complaints
Mortgages | 10mTransactions 1.5mProcessing 1m Callg(In/Out)
6.5m Calls ‘ 165 Branches ' 25k Reportable

(+7m selfservice) e Complaints

Team Workload:
8k calls/emails from Operational areas per month
>0.25mShiftsper year
>30,000Holidaydays per year
>30,000Communicationdevelopment, & training slots per month
>15,000Breaks& lunches per week
>0.5kBusinessmpact assessment/change requests pa
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Pre 2013
A Organic growth (c. 10% pa)
A Highly respected
A Employer of choice
2013
A Collapse of Lloyds acquisition deal
A £1.5bn black hole
A PR scandals
A Customer attrition
A Liquidity crisis
A Separation from the GoperativeGroup
2014
A Regaining customer and staff trust
A Launch of the w Q4



REBUILD REDUCE REVITALISE REINFORCE
OUR OUR OUR RISK
FRANCHISE COSTS CHANNELS MANAGEMENT
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MATURITY RETENTION AVERAGE DRIVER
BALANCE TARGET % BALANCE FORECAST

HISTORICAL TASK / DRIVER RA

SUM THE TASK VOLUME HISTORICAL TASK VOLUNES Ei(;rtifiiztlec;;gects a period of weeks from the

Forecast model sums actual volumes for that task
during the period
SUM THE DRIVER VOLUME Sums the drive volume for driver(s) associated with

HISTORICAL DRIVER VOLUMES _ that task during the period
Divides the task volume by driver volume

TASK FORECAST

TASK DRIVER DRIVER TASK
ACTUALS ACTUALS FORECAST Nyl FORECAST
L1




RESULTS:

A Reduction in OT spend of £170k annually

AMore strategic view of Retail Plang gyccessful deployment of > 100RTExceptional
AForecast accuracy > 95% demand events



________

________

Area Focus
A Identify areas of under or over staffing
A Optimise resource
A Identify recruitment and right sizing
A Understand capacity
A Aid understanding

A Identify inefficiencies & inconsistencies

Branch Focus

A Forecast demand
A Compare colleague shifts
A Support given to:

A holiday booking

A planning of training

A lieu days
A Hourly Demand Identified




Network PQT
(YTD)

1.3 Minutes

Hopepee kaayewe Bradgetting it right?
Mechanism where customersn leave
Btuitackteaciistegaicex prinaheg like?

feel they queued for
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/ y OMNI CHANNE NEW MEDI

| ovem
A Full reforecast

New Media | A Scheduling methodologies piloted

A Increase Webchat concurrency A Fullsuite of engagemerctivity
A Increase Webchat utilisation

A Maintain service levels SMEG/WC | . A EngagedService Deliver§upport
A Engagement

A Increase flexibility A Increasedsupport offering to Bankervice




Utilisation f Concurrency (%)

140

120

100

&80

60

40

RESULT3Vebchat performance Utilisation, concurrency and volume

.

.!
II

AN

N

l/
/

[ Chats Started

Operator Utilization (35)

Avg. Concurrent Chats

= = = Utilization Trend

= = = Concurrency Trend

- 500

450

- 400

- 350

r 300

- 250

- 200

r 150

100

- 50

Webchat Yolume



A One team plan

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

A Quarterly plan

prioritises and schedules all customer & colleague
facing activity across Mortgages, Platform, Retail «

» Busines8anking

| A Responsibilities

S———— . .
Planning and performance, trading and BAU

readiness

G¢KS 5a/ KFa ONBIFIGSR | 06Sad Ay OflFaa | LILINRIFOK i
areas understand the need for planning involvement and 8igh-FP@EStandards Audi{4/4)
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Channemeetings

ESCALATE

OUTPUTS A / - )

A Product & A Digital Content Corporate
Marketingplans plans messages
A Transformation& = A Colleague Channel activity

INPUTS

BAUReadiness suggestion scheme events /changes
A Plans for capability A Training Engagement
improvement activity
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4 » Changind-andscape
A Digital Release@4%)

\q A Mobile releases & uptakgg0%)
A IVR Usagé60%)

1 A Branch Transformation

A Contact Centre Transformation
A New Media Channels

4
¥ )
.

A Historical Ml notas usefumoving forward



____________________________________________________________________________

____________________________________________________________________________

180,000
160,000
140,000
120,000
100,000
80,000
60,000
40,000
20,000
0

O Email/Web Chat

m \Voice

2012 2013 2014 2015 2016 2017 2018



4000
3000
2000
1000

____________________________________________________________________________

____________________________________________________________________________

Headcount Reduction

EH1 2014 ®mH2 2014 ®EH12015 ®mH2 2015 ®mH2 2016

FTE reduction:

A Reduction in failure demand® Mobile Banking

A IVR Improvements

A Digitalimprovements

Networkconsolidation




Shift in Planning team

E
A ResourceAdvisor Role ‘
A More Development opportunities
20%promoted 2015 ~
A Greater strength in depth
A Stronger working relationships .
A Identify, plan &mplement '
opportunities for channel shift :
A Partnerships offransformation plans ‘
A Support& drive NPS
A Engagement, Engagemefingagement - - .

-
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March 2015

OUR ENGAGEMENT SCORE=s

COMMUNICATION 87% TRUST 84%

EMPLOYEE EXPERIENCE £ OY0 CONFIDENCE 81%

UNDERSTANDING 90% ACTION 78%



