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Getting the best
value for money

Remedying
mistakes and
failures

Increasing
openness and
transparency

e delivery principles

Consulting the
users of the
services

Providing more and
better information

Setting of
service
standards

Increasing
access to
services

Ensuring
courtesy to the
public
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A new vision of Public Service for Gauteng
grounded in e-Government

Current Government Service Delivery
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' Government Worker
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The Business Drivers
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Satisfaction and Loyalty

Advocacy

Felationship
Expansion

Loyalty MNeutral

Diminishirment

Defaction

Essential Component #2
Carefully reinforced
service culture

Essential Component #3
Strategically integrated
service proposition

Strategy:
“Satisfying”

Strategy:
“Delighting”

Essential Component #1

Effective mechanism for

improving core performance

Essential Component #4
Continuous method for
service innovation

Dissatisfied -

Satisfaction

» Extremely Satisfied



Meta-Analysis: Rational vs. Emotional Motivation

Durables Category
(35 brands)

Financial Service
(6 brands)

Channel
(1 brands)

Utility
(2 brands)

Rational
Motivation

Emotional
Motivation

Rational
Motivation

Emotional
Motivation

Rational
Motivation

Emotional
Motivation

Rational
Motivation

Emotional
Motivation




Actual Repurchase Behavior by Loyalty Level

2 X

Passionate

Favorable 15 X

Other




Appropriate Terminology

e Servicing: The routine execution of access and
guality customers paid for and expect in the
value proposition

e Service: The deliberate response to exceptional
moments that fall outside the realm of servicing
and have a disproportionately large impact on
customer perception




Anatomy of a Touchpoint

Customer Facing Actions - Cusformerface
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Strategic Satisfaction Matrix
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Low Impact and
Strong Performance:
Maintain or reduce
Investment or alter
Target market

High Impact and
Strong Performance:
Maintain or improve
Performance —
Competitive advantage

Low Impact and
Weak Performance:
Inconsequential —
Do not waste resources

High Impact and
Weak performance:
Focus improvements

Here — Competitive
Vulnerability

Impact




Implementation

Planning for a CRM Evolution

Extensive CRM

Py B

1

Scale Smart and Fast
Move 3

Forward

2

Today Soon

Time
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As Is Capability Assessment Framework

A. Customer
Insight

1. Data Gathering
Data Collection & Capture
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Customer Data Integration

Customer Interaction Architecture
Customer Analytics Architecture
Data Warehouse Management

Customer Valuation

Predictive Modeling

RPN ROR
Nonbkwh=

Customer Segmentation

Marketing Mix Optimisation

2. Obtain Insight 3.
Real Time Decision Making 3.1
Data Querying and Reporting Development
Analysis Tools/Methodologies 3.2

Apply Insight
Marketing Strategy & Campaign

Marketing Tools & Resources

3.3 Campaign Execution &
Measurement

3.4 Personalisation

B. Customer
Products and
Services

1. Product and Service Mix

2. New Product Development

3. Brand Management

C. Customer
Interaction

D. High
Performance
Organisation

E. Enterprise
Integration

1.1 Product Configuration Flexibility 2.1 Offering Development 3.1 BrandfMessa&e Alignment
1.2 Individualised Pricing 3.2 Brand Value Management
1.3 Service Quality Assurance
1. Channel Management 2. Interaction Management 3. Interaction Operations
1.1 Channel Utilisation Strategy 2.1 Customer Pre-contact Information 3.1 Self-Service
1.2 Channel Synchronisation Delivery 3.2 Automated Interaction Handling
1.3 Channel Capacity Management 2.2 Personalised Sales & Service 3.3 Interaction Process Management
1.4 Channel/Customer Alignment 2.3 Multi-Channel Routing 3.4 Interaction Quality Monitoring /
Strategy 2.4 Customer Information Availability Reporting
1. Structure 2. Skills 3. Metrics 4. Motivation 5. Change
1.1 Organisation 2.1 Customer-centric 3.1 Performance & Reward Management
Structure culture Metrics 4.1 Compensation 5.1 Communication
1.2 Alignment & 2.2 Training & Structure 5.2 Change
Control Development 1.2 Employee Attraction & Management
1.3 Governance Retention Process
1. Front & Back Office 2. Partner & Alliance
Integration Management
1.1 Business Process Integration 2.1 Alliance Effectiveness
1.2 System Integration 2.2 Partner Integration




Current Resource Deployment Model

Customers and GSSC Personnel
Seeking Providing

electronic channels will significantly
nnel time the GPG needs to provide

Future Resource Deployment Model

Routine
Special
Assistance

Intensive
Special
Assistance

Customers GSSC Personnel
Seeking and Providing

Self-Service
Support

Routine
Special
Assistance

Intensive
Special
ssistance




CEO Challenges - Global Results

Cite challenge
as being “of

Relative Top 10 challenges greatest
ranking concern”
1 Sustained and steady top-line growth 52
2 Speed, flexibility, adaptability to change 42
3 Customer loyalty / retention 41
4 Stimulating innovation / creativity / enabling 31

entrepreneurship
5 Cost / ability to innovate 29




Government to Citizen (G2C)

Government to
Government
(G2G)

Government to
Business (G2B)

Government to Employee (G2E)



Citizen-centered Initiatives

Government to Citizen Government to Business
1. Government Asset Sales
1 My Heal_th 2. Online Rulemaking Management
2. Recreation One Stop 3.  Expanded Electronic Tax Products
3. GovBenefits 4.  Consolidated Informatics
4. Online Rulemaking 5. Busmes_s Compliance One Stop
6. International Trade Process

Management Streamlining
S, ... 7.
Authentication
Government to Government Government to Employee

e-Training

Recruitment One Stop
Enterprise HR Integration
e-Travel

Integrated Acquisition
Payroll Processing

o

Disaster Management

2. Geospatial Information One
Stop

Project EDRMS

SICERCOIET SRR
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One-stop Collaborative Government

I Channels
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Local Government
Sports &
Recreaction
Home Affairs
Community Safety
Public Transport,
Roads & Works
Economic
Development
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Value Drivers OQutcomes/Impacits

Tangible financial
gains

More-efficient
operations

Operational |::>

Efficiency
Better-empowered

N PS employees

Constituent ::>
-~ Service
P

Reduced adm.
burden costs

Increased user
value and satisfaction

Increased access to
opportunities

. Transparency and
Political accountability

Return %
Openness and

Better-cooperating
PA

PA = public administration
PS = public sector

Source: eGEP, Gartner
v e

S <
3 A
%/QAL eovi‘*@



m AGENDA

SAPHILA

Batho Pele




Managing Complex Change

Vision Skills

SIYIE

Incentives

Incentives

Incentives

Resources

Resources

Resources

2 -
oo

Vision Skills

Vision Skills

Source: APQC

Incentives

Incentives

Action Plan

Action Plan

Action Plan

Resources Action Plan

Action Plan

Y

Resources

Change

Confusion

Anxiety

Gradual
Change

Frustration

False
Starts



Questions and Answers



