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The Framework is Holistic, Non-Prescriptive and addresses the
key alignments between business functions

2 5
Strategic Planning Workforce Focus

1 7
Leadership Feer, Business Results

Customer & Process
Market Focus Management

4
Measurement, Analysis & Knowledge Management
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http://www.nzbef.org.nz/index.php

Categories 1to 6
Approach/Deployment - 4 key Dimensions

1.

How do you approach
business activities?

To what extent are
approaches implemented?

How are the approaches
continuously improved?

How are the approaches
Integrated and aligned?

Effective, systematic
approaches

Well-deployed approaches

Evaluation, improvement, and
learning are in place

Alignment across Categories
and with organizational needs



Category 7
Results - 4 key Dimensions

1. What are the actual results?
2. Are there identifiable trends to demonstrate sustainability?

3. Compared to what?
- targets, comparisons and benchmarks

1. Alignment to key business requirements and objectives?



Category 1 - LEADERSHIP
PERFORMANCE EXCELLENCE INDICATORS:

> Sets & communicates a clear vision and direction

» Defines performance expectations & plans for results
» Seeks feedback on their own performance

» Lives the Values - leads by example

» Promotes Continuous Learning & enables & empowers
Employees

» Continuously reviews Performance
> Seeks Future Directions for the Business

> Fulfills Public Responsibility




SETTING THE SCENE

WHAT BUSINESS
ARE WE IN ?

WHAT IS OUR VISION ?

WHAT PRINCIPLES
GUIDE US ?

WHAT ARE OUR
KEY OBJECTIVES ?

HOW WILL WE MEASURE
OUR PERFORMANCE ?

WHAT ARE OUR
PERFORMANCE EXPECTATIONS?




Management vs Leadership

The best organisations differentiate between
Leadership and Management

1. Management is a function of position ( transactional )

2. Leadership is a function of the abillity to influence and
gain commitment from others

“Leadership is neither a position nor a title, leadership is more an
Influence relationship between leaders and followers within a
leadership system”

J Thomas Wren



“Leadership” has a significant impact on Staff Satisfaction

Employee Satisfaction
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Staff Perception of Leadership ( gap analysis )
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Leadership Development - NZFS

Written Application ]

Short-listed ]— NO —b[ Review Process

[ .
Do Not YES < Review
Upheld
Progress h J v
to Aésessme"t — Cognitive Tests ] Review
entre
| Declined

Progress to Assessment Centre

Do Not

Progress Written application, cognitive and
to ADVANCE Assessment Centre results
programme highlight top potential.

Progress to ADVANCE program
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Leadership Development - NZFS

» One-on-one career coaching over two year
period

» Special projects and assignments
» External secondments

» Quarterly group sessions (leadership, ethics,
governance etc.)

» Attendance at senior management and
stakeholders meetings

» One-on-one lunches with Chief Executive
» Tallored external courses

» Comprehensive project and presentation to
Senior Management Team

11



Ensuring the continuity of the Business

INITIAL ASSESSMENT

*AUDIT REVIEW
*RISK ASSESSMENT

DEFINE RECOVERY STRATEGY

*CRITICALITY ANALYSIS
*BUSINESS IMPACT ANALYSIS
*STRATEGIC PLAN

DESIGN

*POLICY & STANDARDS
*FUNCTIONAL DESIGN
*NEEDS ANALYSIS
*INFRASTRUCTURE DESIGN

DEVELOP RECOVERY PLANS

TESTING PROGRAMME

*PLANNING TOOLS

*CRISIS MANAGEMENT PLANS
*INFRASTRUCTURE/LOCATION PLANS
*BUSINESS RESUMPTION PLANS
*ENTERPRISE STRUCTURE

REGULARLY:-
*DESKTOP TESTING
*COMPONENT TESTING
*INVOCATION PRACTICE

PROGRAMME REVIEW

PERIODICALLY:-

*SELF AUDIT

*EXTERNAL AUDIT

*REVISIT RISK ASSESSMENT

IMPLEMENTATION

Continuous
Improvement
Programme

*FACILITIES - UPGRADES & CHANGES
*TECHNOLOGY - UPGRADES & CHANGES
*ALT.SITE - BUILD &INSTALL

PLAN CURRENCY

ESTAB. CONTINUOUS ASSESSMENT

QUARTERLY:-

*KEEP PLANS CURRENT
*MAINATIN TECHNOLOGY SOLNS.
*MAINTAIN SITE SOLUTIONS

STRATEGIC REVIEW

*IMPL. CHANGE MANAGEMENT PROCEDURES
*ESTAB. QUALITY ASSURANCE PRACTICES
*BUILD TESTING PROGRAMME MATRIX

ANNUALLY:-

*REVIEW ORG’NAL CHANGES
*REVISIT BIA & CRIT.ANALYSIS
*CONFIRM/UPDATE STRATEGY
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Governance & Social Responsibllity

» Governance = the management & controls exercised In
the Stewardship of the business, eg, accountability to
owners & shareholders, fair treatment, independent
auditing, managing risk, disclosure, CEO performance
monitoring etc, etc.

» Social responsibility = resource sustaining processes, eg,
recycling, energy conservation etc, supporting local
communities, eg, partnerships with a focus on co-
operative, beneficial activities ( vs Donations )

13



Category 2 — STRATEGIC PLANNING

PERFORMANCE EXCELLENCE INDICATORS:

>

>

>

There is a structured process for planning
Key Stakeholders are involved in the process
A broad range of inputs are included

Action plans are developed with clear
timeframes, measures & accountabilities

The Plan is well deployed through the business

Performance against the Plan is monitored

The Plan is aligned to the Vision

14



Barriers to Effective Strategy Execution

Only 25% of managers have
incentives linked to strategy

)

Only 5% of the workforce
understand the strategy

¢

9 out of 10 organisations
fail to execute strategy effectively

18]

-

85% of executive teams
spend less than an hour
a month on strategy

60% of organisations do
not link budgets to strategy




Strate

Inputs

1 Day Planning Session

Post Planning
Session
(or 2nd Day )

ic Planning / Plannin

SWOT / PESTE etc analysis,

identification of Stakeholders,
Core Competencies and

Review Process
Strategic Analysis - incl

Review of progress on
Key Business Drivers

Y
——

existing Plans
& supporting
documentation

Alignment with
Organisational

Y

Conduct analysis - review

Vision & Values

SWOT / PESTE / Stakeholders,
KBD's & Core Competencies

v

Use of
Standard Tools

Determine & Agree
Key Strategic Objectives

Brainstorming

v

!

Affinity Grouping

Develop & agree high level
Initiatives to address

v

Strategic Objectives

Weighted VVoting

!

Develop & agree

v

( KPI's) and associated
Measures

Inter Relationship Diagraphs |
Key Performance Indicators

!

Develop & agree detailed
action plans
to address initiatives

Develop & agree
operational performance
indicators for action plans

Y

Allocate Responsibilities
& agree timeframes

Agree Targets

, Benchmarks
and Budget requirements

Y

Strategic Plan &
supporting action plans

16




Setting Direction & Priorities

ZLUstomers

_itizens

Stakeholders
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Intermediate Outcomeas
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Annual Flan I

Annual Flan Frojects
and Actions

—-

Regional Outcome &
INntermeadiate Outcome
Information

Aligned Projects,
People & Resources

Balanced Scorecards
ARC, Qufcomes,
Functional

P

Qrganisational
Strategy Map

ARC Business Flan I

EusinessfAction Flans

Directoratef Team

Crganisational
MManagement
Information

ARC Annual Report, State of the

Fedion Report (triennial)
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Key planning requirements

» Concise / Macro level — 5 or 6 Key Strategic Issues
» Aligned Initiatives to address each Issue

» Clearly defined Measures

» Agreed Targets

» Assigned Responsibility

» Established Timeframes

» Sponsorship / Team focus

» Costs & Benefits determined — Budgets agreed

19



XxX Limited Version 1.0 (14/2/05)

Strategic Plan 2005 - 2007 One Page Plan & Supporting Plans
Strategic Goals 2005 -2007 Key Performance Indicators
1 PEOPLE Creating an achievement culture where our people are ‘winners’ » Staff Safisfaction & LTIF Complaints
2 OPERATIONAL EXCELLENGE: Do it once, do it right, do it now! * $margin/Kg of Sales & DIFOTIS
3 CUSTOMERS To delight our customers » DIFOTIS, Customer Satisfaction
4 INNOVATION Leading through Innovation * % of new products 21 year old
5 FINANCIAL To meet or exceed our targets in order to grow our business. = EBITDA

Summary of Initiatives to address Strategic Goals ( refer to following pages for detail of initiatives )

PEOPLE - The development and implementation of an integrated HR strategy which recognises and rewards achievement and develops the capability
of our people. ['xxx people make the difference’] Implementing a structured Human Resources plan. Our employment strategy is to employ the best
people who are prepared to putin an outstanding effort. H&S and Environmental focus — culture of excellence [ISO 14000 — 2000].

OPERATIONAL EXCELLENGE - Evaluating and improving our (a) Sales/operations planning and (b) Manufacturing capability. Process mapping,
analysis, redesign, education, implementation [Lean Manufacturing]. All supported by appropriate measures (DIFOTIS), fargets, benchmarks,
accountabilities and time frames.

CUSTOMERS - Key steps are — (a) Understanding our capabilities, (b) Understanding our customers, (c) Segmenting our customers by need and
profitability/potential, (d) Analysing our product base, (e) Aligning the right products with the right customers and (f) Identifying some ‘early wins’. In
order to develop a customer strategy (Acquisition and retention). Also to develop customers outside the food segment.

INNOVATION - Taking leading edge technologies and integrating them into solutions first. We will do this by (a) committing a dedicated resource, (b)
getting out there and looking in a structured way, (c) promoting innovation throughout the business, (d) rewarding innovative solutions, (e)
implementing a process improvement process, (f) developing a blue sky process and (g) fostering partnerships. Develop products for customers
outside the food segment.

FINANCIAL - Agreeing specific sales targets and expense budgets. Developing an integrated business and strategic plan. Executing against these.

20
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Strategic Goal 3. | CUSTOMERS -

“To delight our customers”

Current Situation

| Our customer service and understanding is variable (good in some areas and poor in others).

Initiatives Actions Who | When | Performance Indicators
Undertake a segmentation profile SP / Sales | April o DIFOTIS
Key steps are — review (by customer and product). | Team’s
o Customer Retention - % / year
(a) Understanding our capabilities, Develop and roll out non quality SP / Sales | April turnover.
customer complaints monitoring Team’s
(b) Understanding our customers, system and service recovery o Won/lost analysis - %
program.
(c) Segmenting our customers by need and o Customer satisfaction —
profitability/potential, Review product base for gaps (low | SP/ All End May survey.
hanging fruit-vis-a-vis trading
(d) Analysing our product base, opportunities) o Forecast accuracy - %.
(e) Aligning the right products with the right Redevelop business development | SP End May |o Profit per customer - $/
customers process — Short term, mid term customer.
projects
(f) Identifying some ‘early wins’. o Market segment profitability -
Develop and conduct customer SP/AIl End Sept $Sales Margin / KG output
In order to develop a customer strategy satisfaction survey and
(Acquisition and retention). opportunities for focus group work
Develop & roll-out contact tree / SP/MM End
hierarchy. March
Develop KPI monitors. SP/KD/ End April
BH
Completion and roll-out of a SP & Mgt | Sept/
coordinated customer strategy. Team Oct

21




Deployment — a critical element

» Effective Deployment requires a Process

> Who will communicate — the roles involved
> What will be communicated - content
» How it will be Communicated — method / frequency

» Deployment involves Change Management

» Communicate, Communicate, Communicate to
facilitate understanding and achieve buy-In
» The Vision
» Desired Outcomes
> Alignments
» Performance Expectations
> WIFM

» Monitor, Review and Revise

22



CORPORATE

Business Unit

Strategic Level Cascade
Strategic Themes Strategic Goals Targets/Measures
Financials
Customers
and Individuals.
Employees
v v \ 4
Business Unit Level

Strategic Strategic[Division [Targets/Measures] Planned Oufcomes Results

Themes __ Goaals - | Strategy

1 1

i i

N

1 1

. O

i i

L. Lo

v v v v
Team/Individual Level
Strategic Strategic Division|Targets/Measures|Planned Outcomes Results

TEAM /
INDIVIDUAL

L_i Cascaded Information

Themes _Goals

1===-=-=== re======

——— i __ _ VN _ _ _ S

Unlike many performance management
systems, the Balanced Scorecard cascades
strategy from the top of the organization
through Divisions, Business Units, Teams

This cascading
creates alignment
where all levels of
scorecards are
linked together to
direct our actions
and guide
performance.

23



Category 3 - CUSTOMER AND MARKET FOCUS

PERFORMANCE EXCELLENCE INDICATORS:

> There is strong Market & Customer understanding

> There is understanding of customers perceptions of value
» Continuous monitoring of customer requirements

> Builds enduring customer relationships
> Regularly monitors customer satisfaction

> Always seeking new opportunities




Our Customers

» Who are our Customers?

» How well do we understand their buying behaviours
and their perceptions?

» What are their needs and the relative importance of
those needs?

» Do we know how well we are meeting their needs?



Customers & Market understanding

v Vv v Vv Vv ©9

Market Research ( with discriminating power )
Market & Customer Segmentation

Value Surveys — what do they value ?

Satisfaction Surveys — are we meeting their needs ?
Relationship Audits — usually Sales oriented

Customer Feedback Process ( I.e. Enquiries &
Complaints )

Transactional & Post Transactional Surveys
Shadow Shopping / Phantom shoppers
Customer Relationship Management ( CRM )

26



Development of a Product & Services Waterfall
( Value Analysis — Macro & Micro level )

Products

» A wide range of
products

* Broad policy
coverage

e Accurate
documentation

* Clear and
understandable
documentation &
cover.

l

Quoting and
Arranging Cover

» Easy to obtain
quotes

* Fast quote delivery

* An effective renewal
process

* Possessing an
attitude that
indicates they want
your business.

\

Settling claims

* Prompt claims
processing

* Minimum hassle
claims processing

* Fair settlement

* Telling you the
steps to progress
your claim.

V

Complaints and
Enquiries

* Knowing where to go to
make an enquiry

* Speed and ease of
resolving your enquiry

« Staff handling enquiry
having an appropriate
level of authority.

27




CRM ( Customer Relationship Management

)

1. Needs analysis

»  Define the current relationship we have with our
customers.

>  What do we promise ? What do we deliver ?

»  What are the behaviours we wish to encourage ?
2. Customer Segmentation ( usually based on needs )
Profit Modelling ( and potential modelling )

4. Value Proposition Development with cost benefit
analysis

5. Operationalisation — ( the integration of people,
process & technology ) e.g. “ Single View of the
customer”

6. Implementation, monitoring & review

oo
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When asked - Which one of these insurance companies if
any do you prefer to use for insurance services? New
Zealand Brokers answered

vero!/ 62%

N4 20% Response ptons ere
10% QEM
None of these 3% } E%A
% 2% s

S QRE S0, None of these
Allianz () 1%

Source: IBANZ survey
November 2006

VERO are the Premier Intermediated Insurance Brand in New Zealand with

strong evidence of consumer awareness, “loveability” and pull through

29


http://www.lumley.co.nz/dart/dart.dll?lumley
http://www.nzi.co.nz/Default.aspx
http://www.aceinsurance.co.nz/index.htm
http://www.allianz.co.nz/aalnz/home.html

Category 4 — MEASUREMENT, ANALYSIS &
KNOWLEDGE MANAGEMENT

PERFORMANCE EXCELLENCE INDICATORS:

> Effective collection & integration of all relevant data
> Alignment of data & information to Strategic & operational objectives
» Effective analysis & dissemination of data & results
» Management of data accessibility and integrity

» Management of organisational knowledge

30



The Leadership Waterfall

MISSION

\—l

VISION

\—V
VALUES

STRATEGIC GOALS

%
STRATEGY
A

IN ITIAITIVES

¥

KPI'S /| MEASURES
\

Y
TARGETS &

BENCHMARKS

i
RESULTS
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Performance Measures are used to Monitor Current Performance
and to Drive Future Performance.

« A Balanced Scorecard has four perspectives the measures of each aligning
with the various elements of the business Strategy.

‘ TheVisionl\
\ TheStrategyl

U

To satisfy our stakeholders, what
financial objectives must we
accomplish?

\

To achieve our vision, which

customer needs must we satisfy? \

To satisfy our customers, in which
business processes must we excel?

.

To achieve our vision, which staff
needs must we satisfy & how must
the organisation learn and improve?




Lead & Lag Indicators / Drivers & Outputs

Sales Volumes or $ Sales vs sales campaigns

New members vs number of presentations

$ savings vs results of cost reduction initiatives
U/W Profit vs result and frequency of U/W Audits
ROC improvement vs Expense reduction initiatives
Customer Satisfaction vs New Product launches



Organisational Alignment

W hat arethe future Goals,

Objectives and guiding principles?

How will these Goals and
Objectives be achieved ?

Mission / Vision / Values

L~

The Strategies will Immpact on

W hat arethe
Key Performance Indicators?

Strategies (Key Issues & Initiatives )

L

L

L

L

W hat are the keymeasures
for each of the
Key Performance Indicators?

Financial ’ Staff Customers Internal
Results Processes
R%:j:m Staff Customer Process
. Satisfaction Satisfaction Efficiency
Capital

L

L

L

L

Net Profit result
Growth rate
Investment Yield

Expense Ratio's
COR

Staff Satisfaction
Upward Feedback
Staff Turnover
Absenteeism
Empowerment
Learning

Cust Sat Survey
Complaints

Retention rates
Relationship Audift
External SLA's

Cycle times

Int Serv Survey
SLA's

Error Ratio's
Rewo rk
Wastage

L

L

L

L

W hat arethe
targets & Benchmarks
for the Performance Measures?

How will we consolidate
and deploythe Performance
Measurement System?

L

L

L

L

Balanced Scorecard
Performance & Results Measurement System




Category 5 — WORKFORCE FOCUS

PERFORMANCE EXCELLENCE INDICATORS:

> Creates a positive work environment
» Encourages high performance and a strong customer focus
» Creates a learning environment

» Operates a safe & healthy work environment
» Understands workforce needs

> Regularly monitors well being and satisfaction




Your People — Key areas of focus

vV Vv Vv VvV VvV V9V Vv VvV VvV VY

Effective Job Design

Performance Management

Work Environment / health & safety
Education, Training & Development
Succession Planning

Career path progression

Motivation & Empowerment
Employee Support & benefits
Recognition & Reward

Satisfaction & Engagement - Taking the temperature
regularly
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Our success Is built upon the

engagement of our people

90% Overall Engagement
Total Agree

oeye SroNay In the goals and
objectives of Vero.
I fully support the values for which Vero

stands.

{ would recommend Vero as a gooc

place to work.

I am proud to be part of Vero.
I would work beyond what is required in

my job to help Vero succeed.

Vero energises me to go the extra

mile.

It would take a lot to make me look

for another employer.

Promina ISR survey November 2006

This average Engagement score of 90% from Vero staff contrasts with a score of 54% recorded by their largest competitor
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Are we making progress ?

ARC Malcolm Baldrige Human Resources Scores
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All Respondents - : Employee Satisfaction Inde>

ESI 68%

71/0 63/0 65/0 74/0 60/0




Training Dollar per Employee
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Fig. 7.4-5 Training Effectiveness
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Category 6 — PROCESS MANAGEMENT

PERFORMANCE EXCELLENCE INDICATORS:

» Adetailed understanding of Core Competencies, Key
Value creation processes and support processes.

» Products and / or services are designed and
implemented with the customers needs in mind

» Support processes align with Value creation
processes and business needs

> Partner and supplier relationships are managed

» Business Improvement is a key focus

42



Process Management

» Understanding your Key Business Processes

» Key Value Creation Processes — those that touch the customer.

» Business Support Processes ( HR, Marketing, IT, Finance etc)

» Other Business Processes ( e.g. R&D, technology acquisition,
supply chain management, mergers & acquisitions, project

management etc )

» Documentation / Process Mapping to assist
understanding and support analysis and
Improvement

» The use of “in process” measures to monitor
performance
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A Business Excellence Programme

The Criteria for Performance Excellence
( An internationally recognised & respected
best practice framework )

l

Organisational Assessment
( Benchmark your organisation
against best practice )

i

@ Business Improvement as a Strategic driver
( Align Business Improvement initiatives

into Business Planning )

l

@ Business Improvement Process

( a structured, consistently applied process )

\J

Project
Management
Methodologies




A structured, consistently applied Process
- ARC EDP Process

Eualuateﬁﬁewew

o Identify the need

‘ P—- g Define the opportunity
Eﬁectwe

Design
Prucess

D~

Design solution @
AEEEEE risk

Implement 9

Test ﬂ

9 Assess current situation

9 Research options



1. Identify the need

Key tasks

Define the need — what is the opportunity for improvement.
Ensure that you consider all possible areas of improvement before selecting the project(s) to tackle.

- Ensure the initiative aligns with our vision, mission, values and the achievement of our strategic
objectives and outcomes.
- Determine how an improvement initiative will add value to the way we work and the

services we deliver to our community and key audiences.

Overview

This is the EDP starting point and may arise from a number of situations. A new or improvement project
may be initiated in response to:

Stakeholder/ community feedback
Organisational/ performance reviews
Strategic Planning/ Environmental scans
New or changes to laws, policies and plans
New technology

Evidence of unsatisfactory performance

All projects must align with the ARC’s vision, mission, values and strategic objectives. You should be
able to reference it to our Strategic Plan, the Long Term Financial Plan.

In determining the need it is essential that we identify and understand what current and prospective

customers value about the process or service, and ensure we deliver new and innovative processes and
services which are based on those values.

Before you can progress to stage 2 you must have clearly:

(i) Define the opportunity for improvement, (ii) understand what current and prospective stakeholders
value about the process/product or service, and (iii) identify how an improvement initiative will add
value to the way we work and the services we deliver.

Quality Tools & Techniques

Brainstorming is an excellent tool for identifying problems and opportunities facing us. Using a
Weighted VVoting process will help you determine the most important items from the list.

Other tools useful at this stage are Pareto Chart and Run Chart to collate and analyse information
gathered.

If there are several key opportunities represented by a host of different interest groups you may wish to
use a Selection Matrix to gain consensus from everyone on the right project to select.




Business Process Re-engineering

Conduct Research to determine Redesign Phase |« Redefine design
customer requirements # parameters
Form cross functional team for . . Decision to
project Conduct Project Review
___v v
Establish project scope and NO Prepare redesign report for
prepare project outling and plan General Management
Analyse Phase |« Redefine analysis Piecision To Report to General
l parameters proceed Managegment
. . Select Implementation
——|  Conduct Project Review YES—» Resource
L 4 *
NO Finalise analysis and prepare Prepare
report Implementation Plan
\ 4 Prepare and agree Systems
ecision Present report to General Specification
roceed Management
A -
: Programming Changes | Redefine system
YE Benmr;n:;klng made I specifications
T
Compile and agree Prepare documentation and NO
Benchmarking Report Training inaterials
Conduct Testing Testing OK
Implement Redesign
Recommedations  [¢TE° 47




DMAIC stages - SIX SIGMA
I\/Ieasure'%\,;

Analyse 0@

* Define problem and
process
improvement
opportunity

 Define customer
requirements

« Define and
document current
process

* |dentify what to
measure

* Understand
variation in the
process
performance (not
averages)

» Determine baseline

* Analyse data and
process

* Develop hypothesis
around root causes

« Validate root
causes through
data analysis

» Generate
improvement ideas
addressing root
causes

 Evaluate and select
optimal solution

« Pilot changes

* Review pilot results

* Modify solution if
required

« Roll out solution

* Closure and
celebrate success




NZ Aluminium Smelter — Lean Six Sigma
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Effective Management of
Feedback ( incl Complaints )

Customer is advised
of immediate action
to remedy the
problem

Complaint
is received

Can you
resolve on the
spot?

(

Complaint is
recorded

—

Customer is advised
of complaints
procedure and next
steps

Letter and brochure

Does it
relate to another
Dept/SBU?

Is it within
my knowledge/
confidence/
authority?

Yes

Complaint is

are sent to
customer
I

Customer is

Yes

Complaint passed
to person most
appropriate to deal
with it

Refer to supervisor
or manager

acknowledged

A
Complaint is

kept informed
I

Customer is

investigated

!

Resolution is

advised
I

Send customer
‘Can we help’
brochure

e
. —

decided

Is
customer
satisfied with
our offer2

Yes

Complaint
closed

Records are
updated

0




Service Level Agreement Development

Process

Refer any existing
standard service
documentation

/

Note (1):

Include representatives from key customer groups
*The process may have more than one meeting
*The Customer Care Manager and Business

Arrange a meeting of team

Note (2): Refer to guidelines and
complete in the following order
1.Brainstorm to determine statement of
purpose

2.List your customer groups
3.Brainstorm to develop a list of
services provided

4.Use Affinity technique to group
services into broad categories
5.Determine service provider and
internal customer responsibilities
6.Finalise list of services provided then
determine the:

Level (standard to be provided

*Current performance

*Target / goal
*Mechanism used to measure team input

“| members and customers (N:1)

Excellence Manager are available to assist and
support you with the process

|

At meeting use quality tools to Re;zr; touiscjléﬁnl_elznadn%mk
determine SLA content. (N:2) gtemplate

r

Enter information into template

and circulate within team

YES
X

Identify items for
amendment

Send to all customers for
review and acceptance

Amend proposed
agreement

|s proposed agreement

&

Identify gaps or
»| shortfalls to required
services

SLA Owners finalise their SLA

v

SLA distributed to customers

and copy sent to CCM

Regular SLA
Review

o1



8.0

Internal Service Survey - Overall Ratings

7.5

70 -

6.5 -

6.0 -

55 -

50 -

- W |997
—— M Feb-98

E Nov-

98
L 2000

| . 7

Overall Quality Quality of Service Quality of People
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Category 7 — BUSINESS RESULTS

THE RESULTS REVIEWED SHOULD IDEALLY INCLUDE
MEASURES OF:

» Product & Service Performance
» Customer outcome performance

» Financial & Market Performance

» Workforce Outcome Performance
» Process Effectiveness Performance

> Leadership, Governance & Social Responsibility Performance
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What is the Business Excellence Criteria looking for ?

Results —

» Alignment — do the results link to defined strategies &
direction?

> The outcomes themselves — what are the results ?

» Trends — are there sufficient data points to indicate
trends ?

» Sustainability — how long has the trend been in evidence
?

» Comparisons with like / competitors / best in industry ?

» Benchmarks — how do they compare with best practice ?
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Alignment between Enablers ( 1-6 ) & Outcomes (
7)

Category 7 - Results Categories 1-6

1. Product & Service Performance - Category 6 — Process

2. Customer outcome performance Mgmt

3. Financial & Market Performance - Category 3 — Customers

4. Workforce Outcome - Category 2 — Planning
Performance - Category 5 — Workforce

5. Process Effectiveness - Category 6 — Process
Performance Mgmt

6. Leadership, Governance & - Category 1 — Leadership

Social Responsibility
Performance



7.1 - Product and Service OQutcomes

P.1b(2) — Customer groups and segments and key requirements and
expectations of customers are asked for here as part of the
organisational profile. Evaluators would check to ensure that your
responses here align with the results you present in 7.1a. Satisfaction
results would be reported in 7.2 however key requirements of
products / services in terms of product / service performance would be
included here.

For example, this might include response times, defect levels, service
errors, product performance and the like.

2.2b — Performance projections included in 2.2b should be included in
key measures reported on in 7.1.
For example, in a local Authority context the turnaround times for
processing building consents is a statutory requirement, ( a 20 day target )

which would be included in the result presented for consents processing
times.

3.1a — Segments and customer groups asked for in 3.1a would be
expected to align with segmentation provided for the results reported
iNn71



7.1 - Product and Service OQutcomes -
continued

» 3.2 — Key customer requirements, expectations and their relative
Importance are asked for in 3.2. The results reported in 7.1 should
align to and reflect the responses you gave in item 3.2. Remember
that satisfaction levels are requested in 7.2 however the elements of
product / service performance important to customers would be
included here in 7.1.

» 6.1b(2) — Key work process requirements, are requested in 6.1b(2)
and would be expected to align with the results information, ( process
outputs ) provided in 7.1. Again, these are the measures that reflect
the elements of product / service performance that are important to
your customers.

» 7.5—1In 7.5 you are asked for process effectiveness outcomes, this is
often confusing with 7.1 seemingly asking for similar results. Category
7, Item 7.5 involves the key steps or stages in your key work
processes where in 7.1 you are more likely to report the outputs or
“end of process” outcomes.

For example a specific component of a key work process that is important
to your customers might require a turnaround within a set time frame. This
part / stage of the work process would be reported in 7.5 as a measure

whorane thoe “and AfF nrarcroce” Atitni it wnnild he renAartad in 7 1



7.2 - Customer-Focused Outcomes

» 2.2b — Performance projections, ( targets ) included in 2.2b should
be included in the results for key measures reported in 7.2.

For example, a projected level, ( target ) of satisfaction for customers /
customer groups with a specific product or service.

» 3.1a(l) — Segments and customer groups asked for in 3.1a(1) would
be expected to align with the levels of segmentation provided for the
results reported in 7.2.

» 3.1a(2) — Key customer requirements, expectations and their relative
Importance are asked for in 3.1a(2). The results you provide
detailing satisfaction levels in 7.2 should align to your responses in
3.1a(2). Remember that details of product / service performance are
reported on in 7.1 however satisfaction levels with product / service
performance would be included in 7.2.



7.2 - Customer-Focused Outcomes - continued

» 3.2 —-The processes by which you build relationships, loyalty etc and
how you measure customer satisfaction, dissatisfaction, loyalty, positive
referrals, likelihood of future business and complaints are requested in
3.2. The methods you use to measure these will drive the results you
provide in 7.2.

For example, if you happened to measure the percentage of complaints that
are resolved at first point of contact this would be expected to be reported in
7.2, as well as the overall percentage of complaints handled to the satisfaction
of customers.

For example, Customer loyalty might be measured by means of tracking
repeat business for a specific segment, this could also be reported in 7.2 as
evidence of satisfaction.

» 7.1 - The results reported in 7.1 should reflect the outputs or “end of
process” outcomes identified previously as customer requirements and
expectations including their relative importance. The satisfaction levels
of customers with these outputs or “end of process” outcomes should be
reported in 7.2.

» 7.3 —There is often an opportunity to correlate specific customer
satisfaction results with Financial and Market Outcomes reported in 7.3.

For example, this might include evidence of repeat and / or referral business
that drives revenues, ( Sales ) and / or profitability.



Thank you for your time

QUESTIONS ?
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