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Insight Driven Engagement

Welcome to the Customer First podcast hosted today by me, Urvashi Roe.

I'm part of the KPMG international global customer centre of excellence. We focus on helping our clients deliver profitable growth by putting their
customers at the heart of their business. Joining me on the podcast today | have Amanda Hicks who is Partner in Charge, Customer Brand & Marketing
Advisory from Australia and Torsten Fritz who is Director in our Customer Advisory Business in the UK, welcome both.

Our global customer research into customer experience excellence found that many of the organisations that were really customer obsessed are also
insight driven. These companies know their customers at a really deep and profound level, they continuingly listen to customer feedback so that they
can choreograph motivation experiences.

Torsten and Amanda, you're both working in this area at KPMG and I'd really like to hear from you about why this approach is so powerful for
organisations. Amanda, maybe 'll come to you first.

(Amanda) The first thing is of course that everyone is moving towards customer centricity. We need to know about our customers and the only way to
do that is through utilising as many data points as we have available. | also think the thing that's really interesting these days about insight and data and
designing customer experience is that now we can start to look at designing customer experiences that are proactive in nature; trying to anticipate
customer needs or being predictive - trying to predict what a customer may or may not need or want. While at the same time building in fantastic
efficiencies because the data also tells us how to do things in an efficient manner and from my perspective, working in data and insights for more users
than | care to count. Years ago, we could always talk about what a customer wanted but we always had trouble delivering in an efficient manner and
now this data allows us to do both. It's a really fantastic way to start developing these amazing customer experiences that are just so profitable.

(Urvashi) Yeah absolutely, Torsten what's your view?

(Torsten) | absolutely would agree with what Amanda said and |'d probably add that this increase insight being available to an organisation, we also can
see that this organisation's empathy to customers really increases and that in its own right i think drives new solutions, new ideas, both in the area
Amanda just talked about but also more generally in how organisations feed their customers. | think that available insight to an organisation really helps
shift towards a much creative customer centricity. Both in terms of proactive, pre-emptive actions, services and products they deliver to their
customers, but also in how they deal with their customers on a day-to-day basis. That makes a huge difference.

(Urvashi)And why do you think that there is so much opportunity for these increased insights? How's that come to pass?

(Amanda) From my perspective, it's because we're shifting to the digital channels in the way we're operating with customers in a digital manner. The
vulnerability of data that we have on customers is just exponentially exploding. In fact, when | look ahead and | think about the internet of things and
how much data is going to be delivered to us even more on customers - it's just incredible. So, the more data we have the more have had to think
about customers. Firstly, it's how much we know about customers but then also thinking about how we can use it to really do better for our customers
and to deliver those great experiences or to think ahead. Not just for the now but for the next, | think it is so often said that's what the most amazing
thing is about the data as well is it doesn't just tell us about what's going on now but gives us a chance to think much more ahead.

(Urvashi) Do you think there's this risk of focusing on having too much data? what should organisations be mindful of there?

(Torsten) | absolutely think that risk exists. For me the most important point for organisations here is to think of the business issue or challenge they're
trying to solve with the data they have. I've seen many organisations that understand that having data in all disconnected data silos is a problem so
they've invested a lot of effort in getting all this data integrated both from a technology perspective but also from a conceptual perspective. But then
they don't have that use case, that end point of what they're trying to achieve with that data. | think that's really the most important aspect for
organisations. To really know what they are trying to do because then you can use that data very effectively.

(Amanda) One of the things | always think about is that people always talk about 'big data' and what an experience changing organisational disruptive
thing big data has become. | always think big data doesn't really describe what data should be about - it's not about big it's about better. We should
know these use cases, we should know how we want to use this data, just having big data isn't sufficient. We need to have better data and more
insight from it.

The other thing | was thinking about when | was reflecting on is there a danger about too much data. Sometimes | think there is. I'm particularly thinking
about real-time feedback for example. Constantly trying to change or enhance their customer experience to meet their customer needs and to really put
that customer at the centre of everything they do. Most of the time that's really what's important and absolutely the way forward, but at the same time
you've got to hold onto what your brand is too and your brand experience and | think that's sometimes the risk with too much customer feedback. If
you don't also say - well look | don't know how | want my brand to manifest, the customer is right in telling you about the pain points but they might not
always be right in terms of the solution or the way | should deliver it.
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(Amanda) How do | stay true to my brand? | saw a talk once about a well-known furniture retailer. If you think about the customer feedback they
would tend to always get, it would probably be something along the lines of “I wish their furniture came premade and | didn't have to use an allen
key to always fix it” but if you took that away you would take away the whole brand experience. That is what the brand is and so that juggle
between that customer feedback and understanding what the pain point is, but also making sure you're being true to yourself as well.

(Torsten) You're absolutely right. The availability of customer insight and be that customer feedback or customer data sometimes leads to that
feeling of we have to do something about it and then it almost getting back in touch with customers becomes an action in its own right but
Amanda's absolutely right - you have to provide your business and your colleagues with some very, very clear guidance of what we stand for and
then how that is being delivered, both directly to our customers in the first place but then also when we act on feedback so it's a critical to make
sure that the insight that you have as an organisation is coherent with brand and coherent with what you stand for.

(Urvashi) You've both talked about the expanse of data... I'm hearing the term 'data lakes' — Torsten, what does that mean?

(Torsten) Data lakes are essentially the term most widely used for companies or organisations to integrate data in one place and have access to all
relevant data at the point of need. That's what we see organisations trying to achieve when they talk about a ‘data lake’. Whether that's being
delivered by a cloud system or in any other means, that's what we see ‘data lake’ meaning.

(Urvashi) That sounds incredibly challenging to do. Particularly if you're a legacy organisation that's been around for a while and has data in all of
these different places. Amanda, what are some of the challenges you're helping our clients with? How can organisations start to do this more
effectively?

(Amanda) Obviously when you start to look at legacy organisations you're starting to say where are these different parts of data being held and if we
could unify them together whether at an identified level or at a segment level, what kind of greater insight could that deliver. The other user case is
that I'm seeing increasing interest in counter partner organisations coming together - probably airline frequent flyer programmes are a really good
example of this. How can they utilise and augment their data from data within other companies? But they had to do it in a ‘data lake" way - an
identified manner of putting individual transactions together to start to really understand the customer. Not just within their own eco system but
how they might be acting and reacting outside of that. Shopping in other ways, how they use financial services, things like that so they can start
developing more interesting, more engaging, more encompassing experiences for the customers.

(Torsten) | think | would add an element of risk. With all that data in one place, we absolutely also need to think about how we make sure this data's
secure. How do we make sure we've got this data in here that we're allowed to have in many ways so | think that element, unless we start towards
more data integration, generating more insight, understanding our customers better, understanding how we can secure that data and then how we
make sure that we comply with relevant regulation out there is hugely important. That's an area that we can help our clients with.

(Amanda) | was going to say exactly that - it's a really interesting area to talk about at the moment, isn't it? The balance between personalised
experiences and the opportunities data can provide. This is the consumers fears and concerns around privacy and how their data is being used. It's
so topical at the moment. Right now, we're in a formative stage of all of us trying to understand how much data is coming in and how we can utilise
it best for our clients, while remaining trusted, trustworthy, respecting consumer rights and obligations. Once we bed this down and have these
discussions and get it right, I'm really looking forward to a future where we don’t have to think about these things in quite this much detail. It's such
a balance and it's top of mind for consumers whenever we talk to them. What | get but what I'm afraid of.

(Urvashi) Yeah that's really interesting. | think that other area is that element of trust that you hit on just now. Our research shows that the
personalisation component is really, really important for loyalty so it's really clear that using data makes customers feel unique and listened to but
there is that underlying do | really trust you to this? For myself from a personal perspective, I'm always been really wary about filling out my details
and I've got 2 teenage girls who are starting to enter the world of shopping on their own and putting in all this information. On the one hand it's
pretty cool, they're getting all these hyper personalised services back. As a parent though, that makes me feel quite scared in terms of how their
information is being stored and how it's being analysed. What would you say is the risk to those organisations who aren't doing this properly?

(Torsten) For me, | couldn't agree more with you and you talked about trust being absolutely critical. I've recently worked with a global organisation
and in many ways they are not seen as a hugely trustworthy organisation. The products they deliver don't in their own right deliver a huge amounts
of trust. What they're seeing is that when they now start to build customer centric propositions and services for which they require customers to
provide data with them, they really struggle with customers giving that data to them. That link between trust and the personalisation that you're able
to deliver based on that information you hold is for me absolutely clear. That's a big risk for organisations. | believe even if you do own that trust off
your customers, that they are willing to provide you certain information - that can erode very quickly. You really start getting into a problem - not just
about managing your brand about the trust agenda, but also what you can then deliver from a product and service perspective. If you're unable to
use that data or use it in the first place.

(Urvashi) It's this ongoing circle of trust that takes one interaction to fail for you to completely lose that trust.

(Torsten) | believe so. Here in the UK, we've had some very public examples of information being made publicly available on the internet and that is
really calling these organisations some problems. From a reputation management perspective, but also from a perspective of customers entrusting
their data. So, if you deliver services or products that are based on an increase availability of customer data, | truly believe you will be hampered in
that area if you don’t have that trust with your customers.
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(Urvashi) We've spoken a lot about how data is collected and what organisations can do to do that more efficiently. How the data can help
organisations be a little more proactive in how they serve their customers and certainly more customer centric. | wanted to talk a little bit about the
analysis that organisations can do with this data and the technologies that they're using. Tell me a little more about the trends you're seeing here.

(Torsten) | think from my perspective the trends we're seeing are increasingly more and more towards that predictive offerings. For me that's the
biggest area where we're likely to see the biggest improvements over the next year. Both from a personalisation perspective, so very much from
how we can deliver the next action - through to our customers as they are interacting with us. | also mentioned earlier about innovation. It's about
using all that data that's available to really drive innovation. To be proactive in a service or product development cycle. That to me is something that |
think is gooing to be really exciting in the next few years. Software technology and Al or machine learning are critical elements of that.

(Amanda) | think people are using the terms a lot, | think people are starting to permeate in certain user cases. We've seen machine learning in
marketing and communications, offering up the next best product. When I'm talking to people in my organisation, they've mentioned that they could
start to use this technology, for example in higher education institutions, to start really designing customer service experiences for where to go for
students from when they first start to consider a particular university or higher education institution, all the way through to course learning, how they
interact, how they enrol, what the non-learning experience is. Also | feel like once we've started to have these discussions about how you can get
machine learning across a cycle and across an organisation it's starting to get really powerful.

(Urvashi) Absolutely. | can really visualise that because my girls are starting to look at universities and | must say it's a very confusing process so
from a personal perspective that would be amazing! Are there any other examples of things you're seeing in the marketplace with Al, Torsten?

(Torsten) | think big use cases are evolving and it's not new in its core but speech analytics is for me a technology that is getting increasingly good at
how it's getting used within organisations. | think that's something | can see. It's been around for a long time, but the use cases get more
sophisticated, the integration of that data gets more sophisticated and that drives the more effective user cases and the more effective use of
machine learning and Al. For me that's an area that's quite exciting at the moment as that allows that even deeper understanding of a customer and
then the solutions on the back of that.

(Amanda) I'm really excited about all this Al/Machine learning moving into - being put on top of those technologies such as the internet of things
where we're starting to see an increase in metric data from our customers and consumers as well to really start learning not just what their
preferences are but also to see how biological reactions might occur. | was reading about a major healthcare company in the sleep area and how
they've been investing in an enormous amount of money in technology around data and analytics, in the billions. They're starting to get their
machines to deliver live healthcare information through to clinicians - the future is so rife for them to start thinking ahead to prepare them to start
thinking about serving these customers and patients. It's just amazing.

(Torsten) | think you're absolutely right here Amanda, and if | just think back to maybe 10 years of the customer insight industry, psychology and
studies that learn that understand the biological reaction of customers to specific services and products very qualitative information. In the early
stages we were still using things like MIT scans and things like that, all of a sudden that data is available at scale and we can really understand what
makes customers tick not just from a psychological but also physiological perspective and also how that may help organisations to really develop
products and services to customers. | think you're right it's a really exciting prospect.

(Urvashi) | think there's this empathy component that you talked about earlier, Torsten,

(Torsten) For me, empathy is a result of individuals understanding who they're dealing with and then being able to put themselves into their shoes.
That increased availability of customer info, that deepens that understanding and that profound understanding of the customer. That is true from an
organisational perspective. For it to be really effective, it needs to work at an individual level within the organisation as well. So that every decision
that is made within the organisation has a customer as a factor and an influence. Now we can never assume that the customer is the only factor
driving decisions within organisations, but as an organisation it's important that you understand the impact of that decision. That's what customer
insight can deliver and that's what | think, that's what's happening in those organisations that's really changing the needle in CX and delivering
better experiences. They've understood that it is about having those data providing decisioning it's about proactive offering, but it's also about our
people understanding customers and | think those 2 strands are critical. That's why empathy we see over and over again is one of those big
differentiating factors for organisations.

(Amanda) It's about getting greater insight to customers and also that empathy about identifying smaller and smaller to the individual level.
Customer groups to design these experiences. One thing that's occurring here in Australia at the moment is that we've had some issues in our
banking industry so they're really looking at their models to make sure they're customer centred but also a recognition that they - particularly for the
big banks over here - they shouldn't just focus on those customers for whom there is a high level of profit or their customer lifestyle value would be
very strong, but also that they have an obligation to vulnerable customers. Everyone needs a bank account these days so now we can use analytics
to uncover what the hallmark of a vulnerable customer might be, to be able to size them in various markets or areas to understand that if you're
making a decision such as shutting down a branch or changing interest rates on products, how that would impact these small but vulnerable but
important customer groups. It's that empathy to everybody to say that you have to understand that it's a very different life and a different way of
dealing with this organisation. It's really interesting to start using data in lots of different ways to identify the different cohorts.

(Urvashi) | think it's really interesting that you've both spoken about that interaction with people and the interaction with employees within the
organisation. what does that balance look like?
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(Urvashi) On one hand you've got all that data that's coming from different places, different sources to serve these customers but how do you train
the organisation to understand that better and work with that data better and how do you work with the Al that is involved with that customer
interaction?

(Torsten) | think for me it's almost you need to treat your employees as customers on the inside you're generating. That really is for me - what that
leads you to think about is that you really need to design the inside so that your colleagues can really work with them so | think organisations will
likely fail if they try and train their staff on technical expertise that's not what this is all about. For me this is all about asking sure that the insides sits
and fits within the decisions and the day-to-day of your colleagues. Help your colleagues understand how the insight can help your employees to
make this even easier and better for them. That's where the focus needs to lie, rather than educating on the technical heavy mass underneath that
inside.

(Amanda) We've all drowned in data. Personally, I've had experiences where | can no longer see any more numbers, tell me what that one thing is |
need to know, or those 2 or 3 things | need to know to make a difference or impact. | think that's the challenge when you're looking at using data
across the organisation, it's the levels of info that are required at different points within that organisation. Your front office staff who deal with
customers day-to-day may only need to know 3 or 4 key things that will help them craft and deliver and serve customers in the most effective way.
When you're starting to look at strategic decision making perhaps if you're looking at long ranging development in product innovation or
development then you need much heavier insights. It's about delivering the right amount of data at the right time and using insights in the right way
as Torsten was saying!

(Urvashi) | wanted to ask you both - how does this better use of data insights and analytics- what are the other efficiencies that this drives?

(Amanda) | think when we think about how data can better customers, going back to my original point it's about how we can do that in a really
efficient manner. For example, scheduling or supply chains, or stock deliveries, to make it really effective | think that to me some of the key use
cases. For example, the other day a pharmaceutical product in colds and flus and they had look at their sales data over time but overlaid it with
weather behaviours and virus data to be able to start predict when to start delivering cold/flu medicine stock through faster and to have it available
as needed. It's not just about the customer, it's about the suppliers-

(Urvashi) it's connecting that whole organisation together and all these different elements of the organisation operating in silos. It's that connectivity
so that the experience is seamless all the way through.

(Torsten) If you use the customer as your unifying entity here, what you then start seeing is that your businesses as you see at the moment has
processes and systems that absolutely are duplicating efforts. We see that over and over again - when we start looking at available data and use the
customer journey as our analysis unit. Organisations that we work with see that they have redundant processes, they send letters out from 2
different departments to the same person. That's a very tangible example but the principle here is that organisations are often inefficient and
ineffective in how they deliver their services with their customers. If you look at all that through a lense of a customer, you will find efficiencies that
help the organisation and that for me is what customer experience is all about really. It needs to be a win-win, otherwise in my experience customer
insights don’t gain any traction within the organisation. That focus is critical!

(Urvashi) Amanda, in the future, what does it look like for the customer and for the organisation when they are getting the data, analytics and insight
right?

(Amanda) The organisation itself will be much more connected around a single point, they'll be talking more. Everyone will have a much more
unified purpose; the organisation will be working much more cohesively and less siloed. For the customers of course it just feels that there's going
to be continued upside as we start to understand them more and more which will mean services delivered in an increasingly personalised way so |
think going back to that win-win I'm really hoping that's where we get to. That organisations are really efficient and at the same time customers are
reaping the benefits. So it's an exciting future | think!

(Urvashi) It really does feel like we're on the cusp at the moment between organisations that are doing this really well and that have started by doing
this - for example there are many examples within the entertainment industry where whole new product areas have been created by the analysis by
the millions and millions of data points brands have.

(Amanda) | agree with you - | do think we're at a tipping point. A lot of the clients we're talking to a lot of legacy clients who have had a lot of trouble
wrapping their heads around this but more importantly being able to get systems to work together so | think they've been a little bit off the mark.
We've seen a lot of disruptors come through and things in different ways. New business models for example, in entertainment, subscription models
etc leading the way. | feel like the legacy organisations are really starting to get it and we're either going to see those who really pound ahead now
and struggle with things as well or | suspect they'll just have to stop. If you can't use data correctly and start to deliver in this way, pretty soon you
won't have a competitive experience to offer.

(Torsten) | couldn't agree more. One of the things that I'm seeing at the moment is that insight into those traditional organisations. Insight is
something that you deliver to the business and | think the example you mentioned, Urvashi, around the entertainment industry. | think the big
difference here is that insight is actually powdering off the fabric of the business and to me that is what organisations are starting to realise. I'm
working with a large global bank at the moment who are designing insight programmes from within the business so traditionally you would have
seen insight teams separate from the actual business delivering to customers and designing those programmes but that no longer is the case. It's
the business taking charge and insight teams supporting those programmes and initiatives. For me that is always the aim of making inside part of
the fabric of the organisation and | think for me that is what is needed for organisations to be successful and move forwards.
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(Urvashi) | think that's a wonderful way to sum up this conversation Torsten, insight is the fabric of the business - those organisations who are using
analytics well to deliver better customer experiences thank you both for joining me today.

Join us next time as we continue our discussions on being customer first. if you'd like to subscribe to our podcast or read our growing library of
blogs, download one of our reports, you can visit KPMG.com/customerfirst. Thank you again to my guests today and to you for listening. Until the
next time, goodbye!
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