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This booklet celebrates the pioneering work that is
going on across the country to provide citizens and
businesses with the excellent public services they
deserve. Itis a collection of great ideas: the tools,
techniques and approaches that we are using to
understand and respond to the needs and behaviours
of the people we serve. Some of the examples here
are cutting edge. Some are simple ideas, brilliantly
executed. But each one is real and has been shown
to work.

We wanted to bring these examples together for three
reasons. Firstly, and most importantly, to recognise
the passion and determination of those public
servants who have risen to the service transformation
challenge. We want them to know how important
their work is. Secondly, to share these examples with

a wider audience. Each story here is a response to

a particular, often local, need, but each has lessons
which can be used in other circumstances. Thirdly, to
show that an understanding of the needs of citizens
and businesses really is the key to delivering public
services which are better for the customer, better for
our staff, and (even more critical at the moment) better
for the taxpayer.

For every example included, we have ten which we
didn't have room for in this edition. If you find this
publication useful — and do, please, let us know -
then we will establish it as a regular feature. But my
guess is that for each story we know about there are
a hundred more. So I hope that you will continue to
share experiences amongst yourselves.

Often service transformation is talked about in terms
of large national projects. However, the shape and
direction of many of these large projects has typically
been formed by inputs from local small initiatives
and field testing of process design. In Tell Us Once,
for example, the process we are using today has
been significantly reshaped by user inputs and staff
feedback. The challenge we often face is to scale

up local successes into nationwide victories. This
publication aims to help you to play your part in
meeting that challenge.

Most of us joined the public sector to improve
outcomes for citizens and businesses. This booklet
provides proven routes for doing just that. We look
forward to hearing from you again soon. Your story
can help inspire other public servants to demonstrate
that customers matter.

Jursluy
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CUSTOMER JOURNEYS
HMRC is using Customer Journeys to help identify areas for
process improvement and to support culture change by
using the customer perspective. They are using journeys
in their pre-pensioner project to understand the issues
Customer journey mapping is the process of ] AL .
customers face as they move into receiving a pension and
tracking and describing all the experiences that . g [
how their processes may help or hinder. This approach
customers have as they encounter a service or a ] .
resonates with frontline staff and managers at all levels
set of services, taking into account not only what . . .
- once they see journeys summarised they recognise the
happens to them, but also their responses to - = 2
7 issues customers face and are keen to identify improvements
' their experiences.

to make it easier for customers and more efficient for HMRC.

Total Cost to Serve uses journey information and behaviour
modelling to inform business and investment decisions,
reflecting cross-product, cross-channel and possibly in the
future cross-departmental costs. Without a cost to serve
measure, decisions can be taken for ‘efficiency’in one area
or channel which actually increase costs for customers or
trigger costs elsewhere. This work identifies the burden for
customers around tangible and time costs (and in the future
09 will expand into reflecting the emotional costs arising from
the stress of interactions). It shows how this burden maps to
drivers of cost for HMRC from internal processes and it helps
" REVENUE AND CUEE%YS%K ider.1tify. how co‘sts multiply for‘ both customers and HMRC
NAME _ MARGARET A during interactions to resolve issues. It also enables HMRC to

EMAIL" | LCOCK@HMRC-
GSLGOV’UK it easier for customers to comply with their obligations

interpret barriers to interactions and develop plans to
influence customer behaviours and attitudes to risk, making

or receive their entitlements.



2. CASE STUDY - /
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e To develop accurate customer journey maps,
interviews were undertaken with a random

sample of customers who had recently gone
through the transition process.

e Workshops were also held with operational
staff from Jobcentre Plus, the Disability and
Carers Service and the Pension Service to

BENEFITS TO PENSION
NG produce process maps identifying problem
HING areas and hotspots.
APPROAC e The interviewsan workshops highlighted a

RETIREMENT

process which is “one size fits all” and which

risks confusion, complication and missed
e 200,000 citizens a year switch from claiming payments.
working age benefits from Jobcentre Plus or e A high level journey map of what future
the Disability and Carers Service to receiving a transitions from Jobcentre Plus or the

pension from the Pension Service. Disability and Carers Service to the Pension

Customers who fall within the remit of more
than one DWP business have to manage their
transactions with each agency independently,
often giving the same information more

Service could look like has now been developed
and proposed improvements for the transitions
process include:

1. Better orientation for approximately 864,000

than once. Carer customers, including the revision of

DWP used innovative customer journey Pension Credit reminder letters.

mapping techniques to identify how customers 2. A reduction in the risk of late payment of
are treated at each contact and to capture their Pension Credit to customers.

feelings as they interact with different agencies. 3. A revised system of access protocols to

The work involved collaboration across multiple reduce the risk of payment failure.

functions - strategy, change programmes, 4.The removal of the need for customers to
communications, front line businesses, policy, repeat information.
and customer insight.
® The approach drew on multiple data sources
and included engagement with customers,

staff and stakeholders.







[
Colehefter undertook. a review of uty
Planming, Protection and Licenfing :
Serviee focnfing ovjt wteractions unt{» the
enftomer and “‘ff‘fﬁ ajourney mapgping
approach o ferviee planning. The review
alfo ufed the ingtibute for Customer.
Service's “Touchstone” agproach Lo gange
euftomers’ feelings towards staff base
on four core valuef: honesty, atbitude,
tnowlerdge and commibment. The refulty
* from the Touchftone pdat b/ewtifie(/
clearly the paintf wn Colehester's
turrent fervice pravéfion where inftomer
Jabiffaction fell, fo af a refull they have:

" 1. Produced chr anflomer journey mapf .
for all key proceffef = identifying step

bj ftep 3&(//6] to wmpLiw.te// requlatory

proceffef fach af plavining Lwenfmg ;
Identified wayf of ftreMuwa«g all
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umagef to help with underftandding.
Identified new way S o fupport

enftomery at critical stagesin the procegs. ./
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Segm n

a segmentation of farmers by attitude rather

o Defra has developed
than by socio demograp ghtinto their

preferences.

hics to provide insi

communication
o Reading University was originally co
n behalf of the departmentin

mmissioned to carry out
2005-06 t0 identify an up

research o
to date and practical segmentation model for the process of
issuing single farm payments.

del that has

hto createa generic mo

o Defra builton this researc
ming community.

eflects the changing far

wider application and r
gan initial phase of

o They commissioned furt
quantitative research where a representati
farming community was interviewed, followed
phase to validate the model and provide depth.

« The research resulted in the creation of five attitudinal seg
attitudes and objectives of farmers were distinctly different

her research includin
ve sample of the

bya qualitative

ments

where
between groups.

« Traditionally Defra had co
to farm type and the genera
mirror, to a degree, the attitude of farmers.

« One of the key findings of the research was that the attitudinal
ot correlate to farm demographics (size, farm type

mmunicated with farmers only according

Ily held view was that this would

segments don

and location).
. Defra is now using the segmentati
communications approach and also in the developmen

on research in the design of their
t of policy.
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4. Cafe Study -
Na,twn.ai Arcthuvef - Perfonaf

The National Archives has segmented its audience
along behavioural lines and has come up with a set
of personas that it can use in the development of
products, services and communications. This has
proved incredibly useful in helping them to redevelop
services and to see gaps in provision. TNA wanted

to develop a family of websites tailored to meet the
needs of specific audience groups. To do that they
needed to develop a full understanding of their
current online customers, including their motivations,
attitudes, goals, behaviours and the constraints under
which they operate. A mix of research methods

was used, including stakeholder interviews and an
internal audit of previous user research, a two week
ethnographic field study, a four week online diary
study and contextual in-depth interviews in the
home. Memorable labels for people’s behavioural
patterns (the rambler, the explorer, the tracker) were
developed along with a set of distinctive personas
bringing their customers alive in a personal and visual
way. The research is currently being used in a range
of projects, including the development of new advice

and guidance products. ¢
THE NATIONAL ARCHIVES

Name: bemma Richardfon

Email: bemma Richardfon@
nationalarchivef.gov.mk. \ Ny
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3. CO DESIGN AND USER ENGAGEMENT

1. CASE STUDY. - LUTON AND QUNSTABLE NIHS TRUST

- PATIENT AND STAFF CO-DESIGN
Luton and Punstable NHS Truft uied u ¢ J
patient & staff Co-Defign (psco) to J
unvolve pmtéewtf more cLojelg'iw the
waay they are treated amd cared
far. Thy rewgwﬁﬂf the fMt that Lf
pa.tiewtf and staff Aefign o ferviee
together then experéew of bound
to umprove. Head and neck canter
Jervicef wed in-Aepth wntberviews
with pwt«:ewtf, carers ond staff
abont theur expmlemj of recewing
‘-,_//eLLver&«g care and identifed
“tau'c/xpoiutf" or \\met}. of t"‘tkn
wkixl? had f/vtper/ theur experiewj.
The p4rt5¢wtj made flms which they
famv? to be am incredibly pan}erfuL :
Wﬁﬂ taf/vu? U\'ﬂ‘fftﬂr(kf. WA‘WU\—C e e = "’ e '{;,‘;—.m
chre team faw Che fulms, they felt - A '
A new empathy towardf the Aeeper
weedf of pa,tbmtf and felf strongly
wmpeu,e// to imfrove thing/. Forty
three /(Lﬁ‘erewt rovemenly to
the effuctencys fl:z

v
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R MYSTERY SHOPPING

ROTHERHAM COUNCIL

1, CASE STUDY -

CUSTOMER INSPECTION SERVICE

Rotherham’s Customer Inspection Service

uses 25 real customers who have been

trained in inspection and mystery shopping

techniques. The customers test how the council
is performing against its service standards by
carrying out a range of mystery shopping and
reality checking activities. For example:

o Customers checked access points and
found that there was not appropriate
signage showing the entrance, occupiers
and services. Rotherham has since
introduced entrance, direction and
reception signage, developed “Who's
Who" photograph information boards
and produced a“Who's Who and A to Z of
Services” booklet.

o Customers carried out a telephone mystery
shopping exercise across residential homes,
requesting an information pack and found
that the information packs were varied in
content. The council has subsequently
reviewed its information packs with
customers and improved the quality
and content.

1§

e Customers carried out “door knocking surveys”
regarding the quality of Home Care and Meals
on Wheels services. They learnt that carers

occasionally miss calls. The council has now

developed a new monitoring procedure with

providers to reduce missed calls. They also e
found that customers did not want to receive

a hot meal at dinner time but would prefer one

at lunch time. Rotherham has responded to

customer requests by providing a choice of

options regarding the time of delivery for

hot meals.

o Customers carried out customer to customer
phone surveys regarding the Noise Nuisance
service and found out that people thought the
council could do more work over the weekend.
This led to Rotherham introducing an out of
hours service where officers tour the district
on Friday and Saturday nights.

ROTHERHAM METROPOLITAN
BOROUG&H COUNCIL

Name: Jﬂjmi.we S{c«g/»t
Email: Safmine. Zetg/»t@
rotherham.gov.u



-~ RESIDENT
o . INSPECTOR

12006 &
In M b re As part of Hackney Homes’commitment to involving
Y 3'3 V‘J‘ residents in deasuon—making about services, the have
tﬁ?‘t WI K 6 established a group of resident Inspectors, Comprising
w ta 10 around 20 volunteer tenants and residents Their role is to
f¢ abeS

what works wel| and what could be done better. From a

t {V‘ Yg e y\/U mixture of theijr OWn experience and from interviewing
So M"

other residents, the inspectors provide feedback. Initial

(0 NS} focus has been on estate inspections, including grounds
1-0 0'* Mmaintenance and communal areas, Working coliaborativeiy
with Hackney Homes’ staff, the inspectors help to identify

any improvements, Inspectors receive a modest reward
(vouchers) for their time ang effort.
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Chefhire anAd Wirral have eftablished a confullation network. Led 55 their communications
officer andd Jpeech and language f/wmpy afftanty. The main aim of the network. s to
//evetop meaningful way S of confulling with clients who have a Learning JL}A&LL&Q; n
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Education Leedsisa non profit company owned by Leeds City
Council. Leeds is in the bottom quartile of local authorities in terms
of persistent absence from secondary schools and like many other
organisations it has struggled to gain meaningful insight into hard

to reach groups on specific issues which affect their lives.

To find out more about the issues for children and young people
and their parents/carers regarding persistent absence and what
could be effective in reducing this absence, Education Leeds
consulted a wide range of professionals through interviews and
questionnaires and listened to children, young people, parents
and carers through focus groups and semi—structured interviews.
Interviews were also undertaken with key partner agencies

in order to help identify their potential contribution towards
a more

reducing persistent absence and with a view to developing
multi-agency approach to tackling this issue. Visits to other local
authorities were undertaken in order to identify good practice.

A key finding from the research was that both parents/carers and
young people did not see the relevance of learning and achieving.
As a result, Education Leeds is nOW looking at different ways of
ensuring that learning is relevant and engaging for students who
may not currently respond well to existing teaching methods.

The research also highlighted the need for additional input for

young carers, including extra support and practical measures such

as allowing access to a phone while at school. This research has
raised the profile of persistent absence and its relationship to other
complexissues affecting children and their families with other
Childrens’ Services colleagues, leading to a better multi agency

approach where persistent absence is seenasa symptom of

other problems.



MOTIVATION FOR KNIFE

This large scale innovative qualitative project
involved gallery and in-depth interviews with
about 90 kids aged between 10-16 who had
either seriously considered carrying knives

or who had carried them in the past. The
gallery style meant that friendship pairs

were taken round an exhibition of around

10 large paintings, collages and interactive
exhibits designed to stimulate conversation
around particular areas such as authority,
family, responsibility, risk, and aspirations.

By understanding the wider context of these
young peoples' lives, the Home Office was then
able to get a deeper understanding of why and
where knives fit in and which factors influence
the carrying of knives.

The three key insights from the work were:
e Young people make a trade off between
the risks and consequences of carrying a
knife. Often the decisions behind this trade
off are uninformed.

Peer Influencers: any message received will
be endorsed or countered by peers.
Messages are stronger when delivered/
reinforced by peers.

Matriarchal figures are a key influencer
providing safety, support and alternative
routes. However it's important not to put this
protective and personal role of “mother”

at risk.

The results of this research are being used to
inform Government’s strategy

on knives.
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This booklet can be found in Publications on:

http://www.cabinetoffice.gov.uk/public_service_reform/delivery_council/workplan.aspx






