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Defining and implementing a new Customer Experience strategy 

 

The Board has agreed a mission, vision and set of values which place customers at the 

heart of everything we do. 

 

This Customer Experience strategy supports our Group mission:  

 

‘To make a positive and profound contribution to the neighbourhoods we work in – 

inspiring and empowering people to succeed in life’’. 

 

It sets our goals for the next 12 months in the belief that defining and implementing a 

new Customer Experience strategy will help us achieve our vision of becoming:  

 

‘A modern, customer driven, ethical business, which makes a positive contribution to 

people and places’. 

 

Through this strategy we will: 

 

 deliver the right services to the right customers 

 deliver our services ‘right first time’ 

 deliver our services when we say we will 

 deliver our services consistently 

 

The strategy sets out why and how we’ll do this and how this will contribute to achieving 

our strategic goals. 

 

1 Aims of the strategy 

The Customer Experience strategy will help us achieve the following outcomes as 

outlined in Curo’s Big Plan for the future 2012-2017:  

 

 Customers will be happy with the quality and consistency of the service 

experience they get from us 

 We will have more customers accessing services online and over the phone 

 We will have rich information about our customers and we will use it to shape 

today’s improvements and tomorrows services 

 We will have customers that promote our services, products and brand to their 

friends and family as well as to other people they know 

 We will have happy and engaged colleagues that truly believe in delighting 

customers 

 We will have colleagues who feel empowered to deliver the service and feel 

valued for their contribution 

 

We will set targets and monitor key operational metrics to measure progress against 

these outcomes. 

 

 

2 Alignment with Curo strategic priorities 

Curo will focus on 6 strategic priorities. The Customer Experience Strategy will directly 

contribute to one of these and help us establish and grow our renowned customer 

service culture. 

 

Our Critical Success Factors articulate the essential input necessary to deliver our 

priorities and drive the content of our detailed business plan and budgets. 

Our Customer Experience strategy will directly support the following critical success 

factors: 
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 Curo will invest in modern, efficient ways of working so that customers find our 

services easier to access and more convenient 

 Curo will work to understand our customers better, what they need, and what 

they think so that we can improve our services and keep their loyalty 

 Curo will invest in training our people and run a colleague development 

programme that puts the needs of our customers at the heart of all we do 

 Curo will make changes to the Group structure and the way we deliver services, 

to strengthen our future decision making, performance, efficiency and financial 

strength inn order to provide the best services we can to our customers 

 

3 Delivering the Customer Experience strategy 

 

Our Customer Experience strategy is predicated on making more of our customers 

advocates of our people and business, and making it easier for our customers to 

engage and transact with us. 

 

Our customer experience is a blend of our: 

 

 physical performance 

 the emotions evoked 

 measured against customer expectations 

 across all moments of contact 

 

The strategy is delivered by determining action and delivering results across each of the 

Customer Experience strategic components (see the Customer Experience house graphic 

illustration below), underpinned by our values, customer diversity and the ability of 

customers to choose how and when they engage us, and what services we provide to 

them. 
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 Customer access 

 

The prime focus here is essentially around making it easier for customers to 

contact and transact with us. 

 

There are three key elements to this work: 

 

- Establishment of a customer contact centre at the Maltings (April 2013) to 

handle the majority of in-bound customer contact via telephone, email, letter 

and social media (Facebook and Twitter). Phase two will include all Curo 

Response calls (c. October).  

- Transform Maltings ‘reception’ into the Maltings ‘branch’ – the service 

proposition here is about serving and meeting the needs of the customer 

there and then without the need to find other available colleagues to serve 

them and to increase the number of customer interview rooms 

 

The differentiator here is that we will resolve as many queries at first contact 

without having to pass the customer off to other areas of Curo – we aim to 

achieve resolution at first point of contact 85% of the time. 

 

- Review the branch service model (currently Keynsham, Bath and Midsomer 

Norton) and determine how the service can be improved and determine how 

the branches can be best utilised to support the Curo strategy 

 

Later in 2013 we will scope changes and improvements to the Curo webpage to 

increase capability and allow customers to transact direct with us over the web. 

 

 Moments of Truth 

 

This work identifies and defines how we can better manage those key customer 

experience moments that represent key milestones throughout their relationship 

with Curo – for example when a customer is homeless, or when they request a 

repair, or where their property no longer meets their requirements, etc. 

 

Once the key moments of truth are defined, we will undertake end-to-end 

process reviews to identify and remove risk, waste and inefficiency. In addition, 

we will consider the emotional aspects of the experience and determine what we 

need to do more of / less of / or do differently to ensure we truly deliver to the 

customers when it matters most. 

 

This ensures we deliver ‘right first time’ each and every time, when it really 

matters to the customer – achieving these things consistently and robustly. 

 

 Customer Feedback 

 

A complete review and rewrite of our customer complaint handling policy and 

process will be undertaken. 

 

The current process is too long, has too much ‘hand-offs’ and has too many 

opportunities for inconsistency and error with slow decision making. 

 

The solution will involve greater ownership and accountability from our colleagues 

to resolve complaints more quickly and to learn from them so we don’t keep 

getting it wrong. Customers will be invited to feedback on the proposed process 

and a new customer complaint panel may be established (to meet the new 

requirements of the Localism act). 
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 Customer Insight 

 

To improve and develop our services we need to understand what our customers 

say about us; understand what is important to them and why these things are 

important to them. 

 

We currently have many sources of customer feedback but the methodology used 

is inconsistent and the quality of the data is not great.  

 

Managed by a new Customer Insight Manager, we will understand the various 

requirements from each of the business areas in terms of what we need to know 

and why, build rigour into the questionnaires and survey channel, and ensure 

they are consistent, unambiguous and lend themselves to robust statistical 

analysis. This analysis will give us a representative and robust understanding of 

customer views and opinions and we will use this insight to prioritise service 

improvement and service development. 

 

A baseline survey will be completed early in 2013 so we understand where we are 

before we implement the various service changes and improvements, and will 

monitor this as we move through the implementation of the current Curo 5 year 

business plan. 

 

 Colleague Behaviours 

 

We will develop a Customer Experience Development Programme for all 

colleagues – a new training programme that reflects Curo’s strategic objectives, 

vision and values – compatible with Curo’s culture change that empowers 

colleagues to deliver our vision. 

 

It will generate a positive experience for the customer and drive the behaviours 

and language that consistently puts the customer at the heart of everything we 

do. It will provide all colleagues with a set of tools that will help them deliver a 

great customer experience and ensure this is embedded within Curo to ensure 

this behaviour is sustained. 

 

The programme will encompass: 

 

- training for our leaders to help them develop and sustain a great customer 

experience culture 

- training for managers/peers/others to coach and develop colleagues once they 

have received their training to ensure they continue the development journey 

- training for trainers to enable new joiners to receive basic customer 

experience training ahead of formal participation within the Customer 

Experience Development Programme  

 

We will work with external training vendors to design and implement this 

programme early in 2013, followed by a pilot and full launch (April 2013). 

 

 Customer Profiling 

 

This is about the way we categorise and segment our customers into definitive 

groups that each share common characteristics. These common characteristics 

can be based on demographic, geographic or behavioural factors, as well as any 

combination of these. 

 

We can use these segments to better understand and tailor specific service 

provision to ensure we meet more of their specific customer needs. We can also 

use this to improve our customer insight and understanding as we can distil 
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feedback and understand what different types of customers are saying and why 

they are saying this. 

 

In addition, it will enable us to proactively identify and target customers who are 

most likely to benefit from other services we can provide (particularly Curo 

Choice and Shared Ownership services for example). 

 

 Customer Experience Measurement 

 

We will develop a new mechanism to measure the customer experience – the 

Curo Index. 

 

It will provide an absolute measure that we can baseline and track our 

performance against. 

 

It will be a composite measure so that we can understand the contribution and 

importance of both the physical and emotional elements of the customer 

experience, including colleague behaviours and how we demonstrate and exhibit 

our new Curo corporate values. 

 

We will also measure customer advocacy using Net Promoter Score 1 (NPS) and 

customer effort 2 – the two key outputs of this Customer Experience strategy. 

 

We will work with our survey vendor to develop this concept into a workable and 

rigorous performance metric. 

 

4 Value for money  

The benefits of implementing this strategy are: 

 

 Financial 

 

Dissatisfied customers complain more – satisfied customers complain less. The 

Curo Customer Experience strategy means customers should have less reason to 

complain. Handling and resolving complaints consumes time, effort and resource. 

 

There is a proven link between satisfied colleagues and satisfied customers – 

more satisfied colleagues lead to lower staff turnover and absenteeism thus 

lowering the cost of employment. 

 

Increased advocacy will lead to greater number of referrals and growth in Curo 

income lines (particularly relevant to growth within Curo Choices strategy). 

  

 Reputational 

 

The strategic outcomes will generate more positive press coverage and improve 

our public image. 

 

Building Trust – a good reputation built on high levels of customer satisfaction is 

key to establishing trust (Trust being one of our new corporate values).  

 

 Cultural 

 

Improved colleague morale, greater colleague pride and therefore easier to 

recruit and retain quality colleagues. 
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 Public benefits 

 

Customer Satisfaction is the arbiter of the success of public organisations – 

success is judged by delivering what the public wants – better neighbourhoods, 

people housed and back to work. 

 

Annualised benefits have been assessed at £101,625. 

 

These benefits have been identified without a current baseline of performance – the 

implementation of the strategy will establish a baseline, measure key performance 

indicators and monitor and track benefit delivery. 

 

Further baseline measures will be undertaken with end to end process reviews as part of 

the Moments of Truth strategic component and further benefits will be defined. 

 

These benefits will be measured and reported monthly following implementation of the 

Customer Contact Centre. 

 

All establishment and investment costs under this strategy have been met within 

existing Curo budget. 

 

 

5 Impact on Equality, Fairness and Inclusion 

The Strategy aims to increase our understanding about our customers’ needs, 

requirements, preference and understand the drivers that determine customer 

satisfaction and advocacy. 

 

This understanding will allow us to develop our services so they continue to meet 

customer needs and requirements, and they can access and use these services with less 

effort so that customer satisfaction and advocacy will increase. 

 

With this customer insight we are able to identify and proactively target customers with 

our most appropriate service thus ensuring we treat our customers fairly and inclusively. 

 

 

6 Authorisation 
 

Control 

 

Date 

Strategy direction and content approved 

(date) 

30th July 2012 

Pre Board Briefing 3rd December 2012 

Endorsement by Executive Team 4th February 2013 

Endorsement by Board 18th March 2013 

Consultation • 6th Sep 2012 – presented the current 

thinking and approach around customer 

experience strategy to the Combined 

Residents Board  

• 25th Jan 2013 – presented to key SLT 

and other internal stakeholders and a 

selection of customers around the new 

complaints process and changes under the 

localism act to get feedback on the new 

Resolution First approach 

• 28th February – Open presentation 

evening at Twerton memorial hall to 

position the changes under the Localism 
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Act and the impact/opportunities for 

handling complaints (customers considered 

pros and cons of setting up a new 

customer panel). We have collated and 

shared their subsequent feedback and are 

determining next steps now. 

Equality Analysis To be completed by May 2013  

Next review date 31st December 2013 
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