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Entry form for Industry category

This entry form is to be completed for Discipline Specific category submissions only.

Rules of Entry

Please read, they are very important.

· All sections of the entry form must be completed

· You can add links to web content such as YouTube videos in your submission text

· You may add photographs and graphs within your entry to help bring your initiative to life. Maximum entry form file size is 10MB
· All company logos are required to be submitted in colour vector file format
· Entries should relate to work completed between 1st January 2012 and 4th April 2013

· The total word limit for entry submission is 2000 words maximum (excluding the summary, which allows an additional maximum of 250 words)

· The judges’ decision is final

· By submitting your entry submission form you agree to the Company publishing non private information from the entry, in the interests of PR and communications. Should this happen the entrant will always be consulted
· Complete one entry form per project
· Full terms and conditions can be viewed here
Remember, whilst brevity is a virtue and will be appreciated by the judges, please do not sell yourself short!

It is easy to overlook that “outsiders” may not understand your business/team and the issues you face. 

With this in mind please provide sufficient information to ensure the judges will recognise the value of the success you have achieved.
Entry Questions

Entrants are required to submit a business case relating to a customer experience initiative/project they have chosen to enter.

1. Title
2. The Organisation

3. Aims and objectives
4. Insight

5. Implementation
6. Results/achievements
7. Summary
8. Date of initiative/project
Judging criteria

Judges will be assessing entries using the criteria shown below. 

Please bear this in mind when completing your entry submission.

· An innovative original and creative initiative/project that includes consideration of markets, challenges, competitive environment, customer research and insight and changing customer needs
(maximum 100 marks)
· Evidence of quantifiable aims, objectives and timelines (maximum 100 marks)
· Relevance and justification of the strategic approach used (maximum 100 marks)
· Positive impact on the end-to-end customer experience, and at key touch points within the customer journey (maximum 100 marks)
· Business impact demonstrated through use of relevant measures/metrics and KPIs  (maximum 100 marks)
· Compelling argument as to the value of this initiative/project for recognition by the UK Customer Experience Awards (maximum 100 marks)
Entrant Details

Please note that the details shown below will be used for all future correspondence regarding this entry. 

This information will be used for publicity and literature. Please ensure that all of the details are correct and make any changes necessary

	Title
	 FORMCHECKBOX 
Mr   Other (please specify)Dr  Ms  Miss  Mrs  

	First Name
	Peter
	Surname
	Lee

	Job Title
	Research Manager

	Company/Organisation Name
	Avios

	Company/Organisation Address
	Astral Towers

	Town/City
	Crawley

	Postcode
	RH10 9XY

	Telephone Number
	01293 722 300

	Mobile Number
	07843 357 451

	Email Address
	peter.lee@avios.com


Type of Organisation

This information will be used for all publicity and literature, therefore please ensure all sections are completed accurately.

Non – Agency






 FORMCHECKBOX 

Agency only







Agency on behalf of Client (complete section below)


Partnership with Agency/Client (complete section below)

Additional Information

If you are an agency submitting an initiative/project for work undertaken for a client, the agency name will be announced first followed by the client and entry title.

If your entry was in partnership with an agency, the company name will be announced first, followed by “in partnership with” and then the entry title.
	Agency/Partner/ Company Name
	

	Product/Service/Brand central to entry
	


I confirm that the information given in this entry is correct and accurate to the best of my knowledge  FORMCHECKBOX 

Entry Details

Please complete all sections as accurately as possible as this will be used by the judging panel to score your entry.

	Category Entered
	Insight & Feedback


If you wish to change your category please contact Catherine on: 0207 558 8241 or catherine@awardsinternational.eu
	1. Title

Enter a title or name of the customer experience initiative/project that the entry relates to. This will be used on all PR and communications for the awards



	The Avios Customer Experience Strategy


	2. The Organisation

Please give a brief description of your organisation – e.g. sector, location, size, number of employees and the nature of the business in which you are engaged 

	Avios Group Limited (AGL) is part of International Airlines Group (IAG); it operates the Avios global rewards currency for frequent flyer programmes British Airways Executive Club and Iberia Plus and the Avios Travel Rewards Programme in the UK. Avios has been successfully creating and managing reward programmes for over 24 years by offering customers compelling travel rewards.  Avios builds long-standing partnerships, driving customer engagement and loyalty for over 300 global partner brands; these include Tesco, Lloyds TSB, Shell, American Express, Avis, Hilton Hotels and JP Morgan Chase.  Over 5.5 million active members collect Avios worldwide.
This entry is related specifically to the Customer Experience Strategy developed for the Avios Travel Rewards Programme in the UK.  The programme is supported by teams working from the Avios Head Office near Gatwick and a dedicated Customer Contact Centre in Warrington.


	3. Aims and objectives

Describe the aim(s) and/or objectives that were used for this initiative/project; these should be quantifiable and should also include financial targets and timescales. How do these aims fit with your overall business strategy?

	The Avios vision is to become global leaders in travel rewards by 2020 and a key pillar to achieving this vision is to have a Customer Experience strategy.  The aim of the initiatives conducted was to deliver the Customer Experience strategy with a very clear vision for the business to improve customer advocacy.    The business target for the Avios Travel Rewards Programme in the UK is to increase the number of members currently collecting Avios by 6% in 2015.  In terms of customer engagement metrics, the business is focusing on increasing advocacy for the brand amongst members by 5% points by the end of 2013.      
A Senior Manager of Customer Experience was appointed to fulfil this objective so there was a dedicated resource and focus within the business.

Review & 3 Year Strategy  
An initial review was conducted by the Senior Customer Experience Manager to identify how leading brands strategically plan their customer experience end-to-end, create competitive advantage & differentiation over others in the market to achieve increases in customer satisfaction and advocacy for their brands as well as driving a return to the bottom line.    
The review into leading brands that excelled in customer experience highlighted themes and best practice that was adopted to make investments into their customer experience strategies both sustainable and successful.  As part of the recommendation it was important to engage the business and executive team in a long term commitment incorporating these success criteria. 

In order to set the programme up for success it was important to ensure the following 3 areas were clearly focussed on to deliver the strategy.   
1. Customer Experience Metrics:  To understand member’s satisfaction with Avios across various interactions at both a rational and emotional level with the aim to identify the key areas for focus by the business.  This includes having appropriate customer experience quality metrics in place to measure the success of company-wide initiatives designed to enhance the Avios experience.

2.  Designing the Avios Customer Experience: To take the areas of focus identified at the Metrics stage and create a programme of initiatives that guide the activities and resource allocation to re-design and enhance the Avios experience.

3. Customer Experience Culture: Embedding a system of shared values and behaviours that focus our colleague’s activity on improving our member’s experience with Avios.

The Avios Customer Experience 3 year strategy has the sponsorship of the Avios Executive Team. As part of the evaluation and 3 year plan it was recommended that we look at external resource and expertise to help deliver the 3 works streams for metrics, design of experience and culture.    
After a pitch process, leading Customer Experience Consultants; Beyond Philosophy was appointed to work with Avios to achieve the 3 deliverables and bring their external expertise and learning’s into the business.  At this stage a Customer Experience and Research team was also created to ensure a dedicated resource and focus on this initiative.    

A Customer Experience steering group was set-up with a cross-section of departmental heads from around the business to govern the customer experience strategy and the approval of future investments recommended to the group by the Senior Customer Experience Manager.  A dedicated cross-functional work group was also formed to ensure representation across the organisation and at different levels; this team is comprised of 30 colleagues.


	4. Insight

How do you understand the customer experience that your customers are getting and the customer experience that they want?

	Listening to the Customer & bringing their voice into the business 

It was important to identify both rational and emotional parts of the customer experience our members were receiving. Bringing the voice of the customer into the business was critical and also for employees to walk the journey members go through to gain greater insight from a customer perspective.  Both quantitative and qualitative research was conducted to achieve this greater understanding.      

Customer Experience Metrics
The first step was to identify the key moments of truth our members have with the brand.  This stage was conducted via workshops with a cross-functional group of colleagues from around the business (who would continue to be involved in all 3 parts of the strategy) and 6 separate sessions with key member segments that represented our customer base.  The output was the compilation of 44 key Avios interactions to focus on measuring.  
This led to the second step where an independent and robust ad-hoc Customer Experience Survey was conducted (employing Structural equation modelling and MaxDiff techniques) that measured the 44 defined interactions end-to-end. 

The survey had 3 times the response we were anticipating with over 2,500 key Avios members responding. The survey not only tapped into their rational but also the deeper subconscious and emotional experiences with Avios; which are hard to unravel in traditional surveys.  We also benchmarked our results against a key competitor.   It was also possible to benchmark where Avios stood on common emotional measures due to the measurement also being carried out across industries through Beyond Philosophy.

The results of the survey highlighted 4 key areas of the Avios Customer Experience the business needed to focus on.  These areas are not only important to enhance members experience with Avios but what would drive value to Avios as a business. The 4 areas of focus for Avios are:


[image: image1]
Customer Mirroring 

An exercise was conducted independently by Beyond Philosophy to ‘mirror’ our members key interactions with Avios from joining the programme, to receiving communications and ultimately spending their Avios on a travel reward; including flights.  This was invaluable in helping understand member’s experiences even deeper by getting another “outside in perspective”.
Turning insight into action

The Customer Experience Survey provided Avios with a valuable snapshot into members experience and from that an overall customer experience metric with individual elements that covered the 4 focus areas was created and incorporated into regular Avios brand tracking from the beginning of 2013.  

The next stage in the strategy was to design a programme of initiatives that would address the 4 areas of focus and enhance members experience with Avios (explored in next section).  This was run in parallel with the Culture workstream (this is referred to in greater detail in the Team on the Year award).


	5. Implementation

Describe the plan of activities undertaken to implement the strategy evidencing activity over time against budget. This might cover for example some or all of the following: change management, employee engagement, stakeholder engagement, product/service innovation, process changes, IT, organisation structure and metrics, etc.

	The Customer Experience Metrics phase presented Avios with very clear direction on the key elements of the members experience that need to be enhanced to realise the overall Avios company vision.
Designing the Avios Customer Experience
Colleagues who formed the cross-functional group, who were already engaged in the customer experience project journey and had helped build the strategy, took ownership from the outset of the results of how their areas (for example the Avios Customer Contact Centre and Marketing Teams) could actively address the 4 focus areas into their everyday roles without formal objectives.  This is a great achievement as it means the process was successful and is naturally bedding down in the business.           
At the end of 2012 a dedicated Customer Experience ‘lab’ was created to review all the customer experience design improvement ideas generated across the workstream and recommend a number of initiatives that would look to address the 4 areas of focus for the business.  From a pool of over 900 ideas, 53 were recommended for a programme of implementation and test and learn.  A total of 23 initiatives were ultimately approved by the steering group and additional funding totalling £600k was secured to invest in these Customer Experience enhancing opportunities. 

[image: image2]
The 23 ‘lab’ initiatives has galvanised a co-ordinated effort from all areas of the business and beyond to scope out, implement and measure the effectives of each initiative, including:  the Executive Team, Senior Management Team, Marketing, Brand, Travel & Pricing, IT, Digital, Customer Contact Centre, Finance, Relationship Marketing, Customer Insight, Customer Experience & Research, HR, Internal Comms and external agencies.

The following are examples of initiatives that have been rolled out on a test and learn basis and aligned to the 4 areas of focus: 
· Inspire members by a ‘surprise and delight’ gift of Lonely Planet guides

· Show the Value by educating less engaged members on the benefits of Avios
· Clear and Personalised offers to help members with everything they need before their holiday

Bringing customers into the business & co -creation with the online community  

Seeing the impact and results of the Customer Experience strategy and embarking on a thorough process of engaging our members at a much deeper and emotional level to measure their Avios customer experience convinced Avios to invest even further in listening to its members.  The creation of the Avios Advisory Hub; an online community of 400 Avios members, was one of the recommended initiatives that has proven successful with culturally engaging teams across the business who can now work co-creatively with the community to bring members even closer to the heart of decision-making in the business.
Customer Experience Culture
In addition to the 23 initiatives, many other initiatives and Avios processes have been adapted to ensure that the 4 focus areas and the needs of our members are brought closer to the heart of the business.  Key improvements include updating Project & Creative briefs, Marketing Planning process, Social Media Strategy and Avios segmentation approach.  
The Customer Experience Culture strategy will be expanded on under the Team of the Year award.  


	6. Results/measurements/achievements

Present the results of the initiative/project. Please evaluate the project using quantifiable measurements such as a cost/benefit analysis, return on investment, changes in customer behaviour and sustainable added value to the organisation to demonstrate success. Also please comment on what you have learnt that will help your organisation in the future

	Delivering the Customer Experience strategy will enable the business to achieve its targets to increase the number of members currently collecting Avios by 6% in 2015 and increase advocacy for the brand amongst members by 5% points by the end of 2013.   The lab initiatives outlined have individual metrics which are set to deliver against these overall business targets. 
Strategy delivery
Overall the customer experience initiative has delivered on its objectives by ensuring a plan is now in place with; 

1. Customer Metrics 

2. Programmes of improvements to the Customer Experience

3. Customer Experience Culture      

Listening to members

A clear line of sight on the 4 key areas of focus for Customer Experience has enabled the cross-functional group and their wider teams to address the priorities in their everyday working lives.  We are confident in our robust approach through both quantitative and qualitative research.  Not resting on our laurels we continue to listen to members through the online community, the customer experience metrics and Avios feedback tools to work through improvements across the Customer Experience.       
The 3 year plan for enhancing the Avios Customer Experience has been underpinned by a very robust strategy to measure where we are and what the business needs to do to help realise the overall vision to be global leaders in travel rewards.  Having the Customer Experience metrics in place since the beginning of 2013 will help us to robustly evaluate how value is being added for both our members and the business by improving the experience.   The metrics also have visibility at Avios Executive Team level.

[image: image3]
Lab initiative outputs behaviour change
Results from the lab initiatives include the educational DM campaign in January 2013 which focused on less engaged members to show the value of collecting Avios and inspire them to redeem which has led to early successes with 440 first-time bookings & 1,100 members signing up to receive emails from Avios.  Another initiative, involved sending the most valuable members complimentary Lonely Plant guides in February 2013 to thank them for their loyalty.  This ‘Surprise & Delight’ activity led to positive feedback from members via social media as well as a 30% increase in redemptions.  Both initiatives have exceeded expectations with increased member engagement but also the success of opening up more of a dialogue with customers.
Avios is now successfully structured to focus on the Avios Customer Experience over the second and third years of the 3 year plan by having in place a dedicated Customer Experience and Research Team to champion member’s experience and keep them at the fore-front of our colleague’s minds.  


	7. Summary

Please provide a brief summary of your initiative/project and why you feel it deserves recognition by the UK Customer Experience Awards. This will also be used for promotional purposes on the awards website, finalist announcement and winners presentations. Also for use in the Customer Experience Magazine.

	Avios Group Limited (AGL) is part of International Airlines Group (IAG); it operates the Avios global rewards currency for frequent flyer programmes British Airways Executive Club and Iberia Plus and the Avios Travel Rewards Programme in the UK.  Avios has been successfully creating and managing reward programmes for over 24 years by offering customers compelling travel rewards.
Avios UK has successfully implemented a Customer Experience strategy by listening to the needs of members and co-creating ideas and business solutions with them through the launch of the new Avios online community.  By delivering the Customer Experience workstreams with the collaboration of enthused employees from across the business, Customer Experience is now embedded to add greater value to the end-to-end Customer Experience and improve results within the business long-term.  
The 3 year strategy for enhancing the Avios Customer Experience has also been underpinned by the implementation of a robust metric to continue listening to members to assess their Avios experience and what the business needs to focus on to realise the business targets of increasing advocacy for the brand, the number of members currently collecting Avios and the overall vision to be global leaders in travel rewards.


	8. Date of project

Please provide the start and finish date for the initiative/project. 

	The Customer Experience strategic review for the Avios Travel Rewards Programme in the UK began in January 2012 and by 4th April 2013 the business had implemented initiatives designed to improve member’s experience. 


UK Customer Experience Awards 2013 additional entry questions for Cranfield Customer Management Forum white paper.
If you are an agency or partner submitting an entry on behalf of your client or jointly with the client please indicate for which organisation these questions are answered.
Your answers to the following questions will not be sent to the judges (unless you have included them elsewhere in the submission).  They will be used by Cranfield School of Management in an anonymised analysis.

​____________________________________________________________________________________
To assist with the production of a white paper on the subject of the themes of customer experience in the customer experience awards please complete the questions below as they relate to the organisation for which the entry is being submitted.

Relative to your competitors how does your organisation perform in the following respects?

	
	Much worse
	Worse
	A little worse
	Same level
	A little better


	Better


	Much better


	
	

	Overall performance 
	
	
	
	
	
	
	
	
	

	Market share 
	
	
	
	
	
	
	
	
	

	Organic growth 
	
	
	
	
	
	
	
	
	

	Profitability
	
	
	
	
	
	
	
	
	

	Customer Satisfaction
	
	
	
	
	
	
	
	
	

	Customer retention
	
	
	
	
	
	
	
	
	

	Share of customer wallet
	
	
	
	
	
	
	
	
	


Confidentiality
Thank you for completing these questions for the Cranfield Customer Management Forum white paper. 

All responses will be treated in confidence and data which is used will not be attributed unless it has already been deliberately issued in the public domain and or you have been consulted and given permission.
UK Customer Experience Awards 2013 Entry form – Discipline Specific Category
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