2024-2027

Customer Experience Strateqy

Our customer service is your experience...

.Your
 eakisfaction 1S
oW Success

&liss OXFORDSHIRE
s’ COUNTY COUNCIL




Contents

Foreword

The Customer Experience Strategy ... 15

Introduction

Challenges

Our county, our customers

Understanding our customers better

How do our customers contact us?

Our performance data and complaints

OUI PrINCIPLES weeeeveeeeeeteeeee et e 16

Having a ‘customer first’ approach
across the CoUNCil....cocueeieriieniieeieciecececcce e 17

Having a better understanding of our customers
and what they want from us .......cccccvveeeieecieeciececee 18

Improving customers’ access to our Services........c.eeu.... 19

Designing an excellent customer experience,
from beginning to end.........cccceevvivieniinieniereeeeeee, 20

Listening to and learning from customer feedback ......... 21

How will we know if we’ve got it right? .....ccceevvvviviieenees 22



Foreword

I'm really pleased to
introduce Oxfordshire
County Council’s new
Customer Experience
Ctrateqy.

Supporting our customers lies at the heart

of our work. Whether you’re applying for a
parking permit, registering a birth, visiting

a waste recycling centre, accessing social
care, or using any other of our wide range of
services, we want to provide you with the best
possible experience.

We have a clear commitment to foster an
environment where every interaction, whether
big or small, leaves a positive and lasting
impression on our customers. It provides an
opportunity to deliver support, build trust,
foster collaboration, and drive positive and
lasting change.

The development of this strategy has

been a collaborative effort, reflecting our
determination to listen, learn and respond to
the needs of our diverse communities. I'd like
to thank everyone who has contributed to
this important piece of work and shared their
experiences with us. Your insight has enabled
us to build a detailed picture of the changing
needs and expectations of our customers
and how we can work together to make a real
difference.

Councillor Neil Faweett

Cabinet Member for Community
& Corporate Services




“Customer
gerviee (¢
not just a
department,
it's an
attitude”

Introduction

The secret lies in building a culture
focussed on creating an amazing customer
experience every day for every customer -

Shep Hyken

In creating a Customer Experience Strategy,
our motivation is simple: we want our
customers to have an excellent experience in
every interaction they have with us and to feel
listened to and supported.

This is our first customer experience strategy.
It aims to build on our existing set of customer
standards and draw on the valuable insight
we have gathered to improve your experience
with us. We want to ensure a customer-first
approach lies at the heart of everything we
do in the council and is not just seen as the
responsibility of the customer service or
frontline teams. This strategy is about putting
the customer front and centre of our work
every day.

Why do we need
a strateqy?

Oxfordshire is a diverse county, and we have a
mix of customers that need or want to use our
services. We know that people’s expectations
and needs are changing as new technology
emerges. The pandemic and cost of living crisis
has also affected the demand on our services
and the support our customers need. We want
your access to council services to be easy and
quick. When you connect with us directly, we
want you to feel valued and confident that we
will get it right first time.

We are committed to understanding what
you want from us now and in the future, and
to change the way we work to respond to
our customers’ expectations. This strategy is
designed to ensure all our customers receive
an excellent experience, no matter who you
are and what you need from the council.


https://hyken.com/

Introduction

What dece¢ eustomer
experience mean?

Customer experience is the way that people
feel at all stages of interacting with an
organisation. As a council, it is vital that we
treat our customers well when they are trying
to access and receive our services.

This means you feel listened to, supported,
and have genuinely positive interactions with
us. This also means going above and beyond to
understand what you need from us and to find
a solution for you quickly and helpfully.

This could be whether you are calling our
customer service centre as a resident,
interacting with us as a business, or visiting
one of our services like a library or a household
waste recycling centre.

National context around
customer experience

Our strategy aims to ensure a consistently
excellent customer experience, no matter who
you are and what you need from the council.
We also want our employees to provide an
excellent customer experience in line with
nationally recognised standards.

The Institute of Customer Service defines
an organisation which provides excellent
customer services as:

“Honest, gives good value for
money, has a high reputation, meets
deadlines, has quality products and
services, has easy to understand
processes, responds to criticism,
encourages complaints and handles
them well, and demonstrates that it
is passionate about customers.”

In addition, the Customer Contact
Association highlights some of the skills
needed by professionals across a range
of sectors to support excellent customer
experience:

These are employees who are
knowledgeable about a range of
issues and who are emotionally
supportive.


https://www.instituteofcustomerservice.com/
https://www.cca-global.com/
https://www.cca-global.com/

Introduction

Polling across the UK, Spain, Germany and France by showed that there are three key building

blocks to good customer service:

3. Emctional eonnection: Showing
emotion demonstrates a “human
touch” in an increasingly
digitalised world.

2. Expertige: Providing expertise is not just
about employees being knowledgeable
but also requires the use of customer
data behind the scenes. Employees can

but builds trust through being access real-time, data-driven insights and

more personalised, responsive, recommendations from analytics as they

and flexible. 1\ speaktoyou. h
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1 1. Efficieney: Particularly in today’s
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I that good customer service is not
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Our strategy sets out to achieve these various aspects, expanding and improving our services and frameworks to support customer experience as
well as upskilling our employees to be prompt as well as knowledgeable and emotionally connected.


http://�

Our Customer Experience
Strategy acknowledges the many
challenges involved in delivering
exceptional service to our diverse
communities.

From navigating complex processes to
addressing varying levels of digital literacy,
we recognise the barriers that may affect
customers’ access to, and satisfaction with,
our services.

Moreover, technological advancements
and shifting demographics mean we need
to continuously adapt and innovate. By
confronting these challenges head on, we
can create a more inclusive, responsive and
effective customer experience.

Challenges

4. Decreaced customer
caticfaction
nationally and
locally

Across the UK we have seen a declinein
customer satisfaction levels, particularly as
customers expect more with new technology.
The 2024 UK Customer Satisfaction Index
currently stands at 76.0 (out of 100), which is
a decline of 1.7 points compared to a year ago
and 2.4 points below its 2022 level.

21 per cent of customers who rated an
organisation 1 - 4 for customer satisfaction
said the experience had made them trust
other organisations less, while 45 per cent
of customers say poor use of technology has
made them avoid an organisation.

Our local residents’ survey has also given us
an insight into how our customers feel.

Over the last two years we have seen
a reduction in satisfaction levels with
Oxfordshire County Council.

In 2023, 40 per cent of respondents said they
were satisfied with the way that the council
runs things compared to 49 per cent in 2021.
Fewer residents were satisfied with the
services provided by the council (39 per cent
in 2023, down from 53 per cent in 2021), while
the number of residents who felt the council
provides value for money dropped from 30
per cent to 25 per cent. The percentage of
residents who felt the council did not act on
residents’ concerns increased from 48 per cent
to 57 per cent.

To improve customer satisfaction we need to
work on being responsive, acting on residents’
concerns, creating value for money services,
and keeping our residents well informed.

Understanding what’s important to
our residents means we can better
anticipate their needs and how to
support them.



Challenges

2. The COVID-19
pandemic

We know our communities have been
adversely affected by the COVID-19 pandemic
and their needs have become more complex.
The means of contacting organisations and the
ways to access and deliver services have also
changed - flexible and online interactions have
become the norm.

Oxfordshire’s health and wellbeing strategy
reflects that some services are still recovering
from the impacts of COVID-19, while the
impact of COVID-19 continues to affect the
health and wellbeing of our communities. For
example, 44 per cent of children and young
people in west Oxfordshire said COVID-19
impacted their mental health.

We need to ensure that we are delivering in the
way that our customers expect in this post-
pandemic world and that all customers are
supported during changing circumstances.

3. The
cost-of-living erisis

In this period of severe financial challenge, we
need to deliver extra support to those who are
struggling financially while making sure we

provide value for money for council taxpayers.

We are therefore looking at different ways in
which we can deliver services as flexibly and
cost effectively as possible.

For example, we are increasing our range of
online channels to provide greater choice for
customers, while reducing the costs pressures
on the council.

Online transactions often cost less than 50p
whereas a telephone call can cost more than

£2 and an in-person conversation can cost £8+.

Through this strategy we aim to make our
online services quicker and easier, thereby
giving customers more choice and flexibility
while reducing costs for the council.

4. Digital
exclusion

Technology is developing at a rapid pace and
there are a range of new ways of interacting
online with customers. However, some of
our customers still face barriers to accessing
online resources and support - whether it’s
a lack of internet connectivity, limited digital
literacy or financial constraints.

We aim to ensure everyone has the same
access and consistent service when contacting
us whether they are using technology or

not and our recent digital inclusion strategy
reflects this. We are also committed as a
council to supporting people with improving
their digital literacy, including upskilling our
employees on new technology.



9. Inereased demand
for cervices

Demand for services is increasing across
councils in the UK and Oxfordshire is no
exception. Whether it’s healthcare or social
care, the demand for essential services
continues to rise, while the funding available
simply cannot keep pace.

Meeting this increased demand requires a
strategic approach, which enables customers
to self-serve or use partner services where
appropriate while allowing the council to focus
on more complex cases where greater support
is required.

By reducing overall demand in
this way, we can ensure we deliver
consistent customer service and
support those who need us most.

Challenges

We acknowledge this shift will take time and this strategy will be the
first step in supporting that transition.

Identifq and minimige cace¢ where eontact with
the council i€ not needed

Early intervention, preventative techniques

and signposting

Community empowerment and
involvement of partners

Customer celf-gervice options

Congictent cuctomer

cervice deliverq




Our countq, our customers

We asked cur employees who their eustomers are.
Thig graphic shows what they <aid:
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Our countq, our customers

The below graphic showcases a high-level overview of our customers in Oxfordshire

Our county

Population 0 83 . 80/°
725 o 300 Li::i(r)n |{°ral Households

e have 1+ cars
communities

607, 285 400 34,900

Live in main H hold companies
towns ouseholds P

Our customers

N &

Have

hearing loss Languages

spoken

A4.57, 8.17.

Have a English not first
disability language

A customer refers to any individual,
group or organisation that interacts
with or receives assistance, support
or guidance from the council.

This includes residents, businesses,
community groups, and other
stakeholders who engage with the
council to access services, seek
information, or address concerns
related to various aspects of
community life.

The experiences, needs and feedback

from customers are integral to
shaping the quality, accessibility,
and responsiveness of the services
provided by the council.

We support customers over their
lifetime, from birth to death and
everything in between.

Many people may not know this
support comes from the council as
some customers interact with us more
directly than others.




Understanding cur customers hetter

In this section, we explore how we
develop greater knowledge and
insight about our customers.

We do this in many ways, from census data
and insight to real-life case studies.

By examining customer interaction data,
we discover valuable insights into the
needs, preferences and challenges faced by
our customers.

Complementing these statistics are
conversations from our engagement with
customers, highlighting the impact of our
services on people’s lives and the diverse
experiences of individuals and groups that
rely on our support.

Understanding our
customer data

The profile of our county is changing,
particularly as we have a growing and an
ageing population.

We need to he aware of these
changes and continuously
update and refine cur gervices
to keep up with these changes.

Identifying the diverse range of groups across
the county helps us tailor our services to meet
the needs of those separate groups.

The images on the following page show some
of the key facts about our county and our
customers including a breakdown of income
and rurality, provided by a tool called Acorn.

10

Our customers also include the most
vulnerable within our society, those that need
extra support and those that use our council
services day in day out.

Gaining a qood understanding of
who our customere are and what
they need i vital.

One way we have done this is through our
community insight profiles, which provide
qualitative and quantitative data on our ten
most deprived ward areas.

To find out more, visit community insight
profiles.
Our aim is to use a number of different data

sources to build a rich picture of our customers
and use this information to tailor our services.


https://insight.oxfordshire.gov.uk/cms/community-insight-profiles
https://insight.oxfordshire.gov.uk/cms/community-insight-profiles

Understanding cur customers hetter

A breakdown of Acorn’s general categories for Oxfordshire

Learn more about the groupings here.

"


https://public.tableau.com/app/profile/caci.ltd/viz/AcornKnowledgeTool/AcornOverview
https://public.tableau.com/app/profile/caci.ltd/viz/AcornKnowledgeTool/AcornOverview


How do cur customere contact ue?

As a county council
we deliver a range of
services, including adult

County Hall Bus pass

1,555 visits to County
Hall reception of which

18,089 contacts across
email, telephony and

. . . webchat
and children’s social care, f1,025 Weri eanflrlss s 8035

. . rom members of the ) us pass
some education services, public applications processed

public health, fire and
rescue, libraries and
museums, roads, trading
standards, and waste
disposal and recycling.

Adult social care

School admissions 67,969 contacts across
29,906 contacts across email and telephony

email and telephony

Our customers therefore
request information and
advice from us on a wide
range of topics, from
applying for a blue badge
to requesting social care.

Figures from:
January to December 2023

Blue badge

19,874 contacts across
email, telephony and
webchat

17,315 blue badge
applications processed

12
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25,278 referrals made
into adult social care

Registration

14,520 calls across
births, death and
certificates plus
100 webchats




How do ocur customerse

Children’s social care
17,847 calls received

2,817 requests for
information checks
completed

Voice of the customer

1,803 complaints
handled

1,633 FOls received

Q
O/\

Community safety

8,701 trading standards
enquiries across email
and telephony

4,583 fire and rescue
enquiries across email
and telephony

Household support
fund

4,295 household
support fund enquiries
across email and
telephony

Parking

20,693 contacts across
email, telephony and
webchat

26,749 residential and
visitor permit applications
processed

Ukraine response
programme

17,158 Homes for
i Ukraine enquiries

across email and

telephony

13

contact ue?

Visitors to Union
Street

O O 1,265 customers

Q/® since October 2022

Highways

27,551 highway enquiries across email
and telephony

1,368 street lighting enquiries across
telephony and webchat

3,016 waste and permit enquiries across
telephony, email, and webchat

10,489 waste recycling centre permits
processed



Our performance data and complaints

As the figures on this page I" MarCh 202“|' comP'ai "ts trQng

demonstrate, we know customers

are satisfied with their contacts Lengthy response times, lack of
across all channels in the customer The number of corporate complaints (stage 1 and 2) clarity in communication, and
service centre (CSC) in the council, responded to within timescales inconsistent outcomes are trends we
but customer experience is wider see in complaints. To address these
than just the contact centre. challenges, our strategy emphasises
To enhance wider service delivery The overall customer satisfaction rate for the proacti\{e measures aimed at
performance, our strategy focuses customer service centre (telephony) prevention and resolution.

on improving council-wide processes This includes implementing robust
and systems. By implementing better communication channels to
mechanisms and technology we aim First contact resolution for customer enquiries provide timely updates and clear

to have a higher standard of quality. received by the customer service centre guidance to customers, thereby
Continuous monitoring of performance e reducing frustration. Additionally,
measurements will enable us to we will enhance employee training

around policies and procedures,
enabling more effective problem-
solving and quicker resolution of

identify areas for improvement.

The percentage of customer telephone calls
Additionally, investing in employees’ abandoned at the customer service centre

training and development will (| 6% ; i
. laints. By fostering a culture
empower our teams to deliver comp y g
excz tional service consistentl of accountability and continuous
¢ rthper tributing to | yé The number of Freedom of Information requests improvement, we aim to not only
y contributing to improve responded to within timescales address current complaint trends

erformance and customer .. .
P 100% but also anticipate future issues

satisfaction. } )

and implement pre-emptive
measures to mitigate them,
ultimately fostering greater resident
satisfaction in council services.

14




The Customer Experience Strateqy

Our strategy is built around three key elements: our values, our customer Custome r ecomm .tm Qnts 5
commitments, and our principles. :
» Inclugivity: We welcome all
Valuee: Our Cuctomer commitments: Principles: Our five customers without discrimination.
actions align with We have eight key principles set the Continuocug improvement: We work
the five Corporate commitments to ensure direction for council-wide hard to improve our services for you.
values of the our standards are improvement when e .
council. consistently high. interacting with customers. Expert'se‘ We have the skills needed
to support your needs.
Per<onaliced care: We cater to
specific requirements you may need
()u r Vah‘eg and swiftly address any barriers you
face.
Delivering the Future Together is the council’s programme which underpins everything we do: Aceuracy: Our material is up to date
how we work together; how we make decisions; how we manage organisational change and and accurate.
development; and how we serve our customers. 0
Trangparency and acecuntability:
We have five organisational values, which apply to how we interact with both our customers and We are transparent in our decision-
colleagues: making processes and accountable for
Be kind and caring: e.g. colleagues are highly ~ Daring to do things differently: e.g. the outcomes and we are honest with
trained and take an empathetic approach. colleagues are empowered to make changes to you.
Always learning e.g. we join up our data and their processes and try new technologies. Feedhack-driven: We welcome
channels, so customers only need to tell us Equality and integrity in all we do: e.g. feedback and learn from it.
things once. we understand the needs of our vulnerable Pocitive experience: We ensure you
customers.

Taking responsibility: e.g. we follow up are supported and want you to have a
promptly on customers’ concerns until they positive experience.
have a solution.

15



Our principles

Our five key principles have
been developed following
engagement with our
customers and are designed
to help us deliver our

customer vision.

For each of these principles we have
identified what we want to change
for the future and how we are going
todoit.

Our values,
our commitment

~ Principle 2
. Having a better
' understanding of our

Q / customers and what
N /" they want from us

i Prmcaple 4

. Designing an

," excellent customer
. /' experience, from
' beginning to end

16
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F \ // " Principle 4
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Q

: Having a ‘customer
' first’ approach across
,’ the council
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- ~
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. Principle 3

' Improving customers’
’ access to our services

- ~
- ~

. Principle 5
‘: Listening to and
| learning from
customer feedback

~ -



Having a ‘customer first’
approach across the council

- = -

Delivering excellent customer i HOW we Be clear about what customers
service shouldn’t just be a goal, '| . . | need to do, and what they can
but our guiding principle. It needs . w." d() .t expect from us.

to be woven into the fabric of our \ !

services and the approach of all
our employees. We’re committed @ ~-_ _
to going above and beyond to meet
the needs of our communities,
ensuring that the customer lies at

the heart of every interaction. Create a workplace culture Give our employees the support
where giving customers a and confidence to make changes
P good experience is part of that will improve customer
- RN . everyone’s job. experience.
/ N \

// Objective W
\
,’ We will ensure that \

. . |
I delivering customer |
1 I

I . he h Train our employees so they
\ excellenceisat the heart know how to do this, including

Learn from our employees about
what stops them from delivering
excellent customer experience
so we can continuously improve.

\ of our services and our
/
\ approach. y

N /

giving people the opportunity
to get qualifications in
customer experience.

__—— -
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Our customers have different
needs and preferences in what
they want from the council and
how they want to interact with
us. We want to develop the
way we deliver our services

to ensure that we understand
and cater for the needs of our
different customer groups.

y Objective \
/" Wewillusedataand |

insight effectively and

|
1
innovatively to better

' understand and support |

‘. our customers’ needs.

~__—— -

Having a hetter understanding of cur
customers and what they want from ug

-———
- -~

I HOW we Use information from lots of
. . . sources to help us understand
W." do |t ! who our customers are.

Listen to our customers to
understand how and when they
access our services, and what
gets in the way.

Make sure that we understand
the needs of vulnerable
people in Oxfordshire.

Use this knowledge to inform
improvements, and make sure
our services are accessible to
everybody that needs them.




Improving customers’
access to cur cervieces

Have a range of ways for customers
The rapid increase in new to contact us or find information,
technologies means that s including digital channels that can
customers now engage with \ be used 24 hours a day.
services and products in new \
ways. We are embracing these

changes to enhance customers’ Work in a more joined-up
access to our services to deliver way so that customers only
a consistent experience. \ need to tell us things once.
UELC]
e transactions . .
- . S o . simple and easy. I\.llakfe it ea5|e|f for cus.tomers.to
L7 ()bjective N find information, while making
/

sure that we keep private data

. \
l' We will ensure thatall safe and protected.

I customers are ableto |
|' contact the counciland
\ access services quickly ,'

\

' and easily across arange ! Keep our phone and face to .
', ofchannels and receive face services, whilst making Be consistent so that all
‘. consistently excellent ’ it easier for customers to find customers receive excellent
S~ _  service. L our contact phone numbers. SENMIEE

-~
-_— -
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Decigning an excellent customer
experience, from heginning to end

Use what we learn about
customers to make sure their

We want to ensure that our needs are at the heart of how
customers have a great

experience, from the first
point of contact to when they
receive services.

Focus on ‘getting it right first

time’, and where we can’t solve Make sure our ways of working
things right away, getting all the are:lea,r,lstralghtforward and
information needed to help. on’t leave anyone out.
/ ’ '] '] N \
,/ Objective \
4 . \
] eollont e o \ LTI Develop resources to help us
| exce'“ent ocomer : Sy, Al e answer r:.leries at the firstp oint
W expenence from start | keeping in touch regularly q S P
\ to finish. J when needed. of contact.
\ Vi
X /
S ,

-__—— -




We want to actively seek feedback
from our customers. Whether

it’s through surveys, reviews, or
social media, we encourage them
to share their thoughts and where
we can improve our customer
interactions. As Bill Gates wisely
said, “Your most unhappy
customers are your greatest
source of learning.” We value their
insights and use them to improve.

f—_—~\
- ~
” ~
Ve (N
/ N
Vs
/

p Objective N
/
| We will commit to Iearning\\
. from the feedback of our |
| customers and resolving '
+ their queries quickly and

\ helpfully. /

__—— -

Listening to and learning
from cuétomer feedhack

-———
- -

How we
will do it

Put in place a new and better
way of managing complaints.

Learn from customers’
feedback so we can find ways of
working that give everyone an
excellent customer experience.

Encourage customers to share
their experience in a range of
different ways.

Work with our
customers to design
and develop services

with them.

Learn from the complaints, comments
and compliments we receive so that
we understand what is working well

and what needs to improve.




How will we know if we've got it right?

Our customere will:

» Tell us and others about their excellent
experiences. They will say that our staff
listen to them and are empathetic.

» Find it quick and easy to access council
services. They will say that they could do
what they wanted, when they wanted to
doit.

» Feel empowered to tell us about any
problems they have and be confident that
we will listen and respond.

Our emploqees will;

» Tell us that delivering a good customer
experience is ‘just part of the job’.

» Feel empowered to tell us if something
stops them delivering a good customer
experience and feel able to do something
about it.

The data will show:

» Customer satisfaction with services has
increased.

» More people are accessing council services

in the ways that they told us they wanted to.

» Services are easier for our customers to
access and the council can deliver them at
good value.

» We receive fewer complaints about
customer experience.

» We get regular feedback from lots of
customers.

22

Feedhack on this
strateggz

We welcome feedback on any part

of this strategy. Please email
customer.feedback@oxfordshire.gov.uk
with any comments you may have. We

are very grateful to all the customers and
employees who have helped contribute to
and shape this strategy.

Find out more in our video.

Alternative formats:

If you require this documentin an
alternative format, e.g. easy read, large
text, audio, Braille, or a community
language, please get in touch.


https://vimeo.com/941510798/de941a676b?share=copy
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