
THE DIGITAL OFFER
CUSTOMER SERVICE STRATEGY – THE STORY SO FAR



MEETING OUR CUSTOMERS NEEDS
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It’s easy to find 
information, and 

complete 
transaction

I can deal with the 
council at a time 

that suits me

I am kept up to 
date with progress

Services are 
responsive

Information is clear, 
relevant and meets 

my needs

I only have to tell 
my story once

I know what to 
expect



CURRENT CUSTOMER EXPERIENCE?

Registrar service - birth

2 year old childcare 
eligibility check

Find a childcare provider
Apply for 3/4 year 
old funding

Find a school

Apply for a school

Apply for school 
transport

Eligibility for 
free school 
meals

Library services

Museums pass

Park and Ride 
HoldallPark and Ride 

Holdall

Carer personal 
budget

Adult Education 
Course Enrolment

Personal budget 
management

Care arranging Blue Badge
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RECAP ON THE CUSTOMER SERVICE STRATEGY

Themes of the Strategy

 Improved customer experience 

 services designed around customer need

 enabling technology to provide an excellent self service offer

 Efficient customer access model 

 channel shift and single front door

 consolidated web platforms and systems

 reduced cost to serve

 Better customer insight 

 end to end visibility  of customer interaction

 and better MI to support planning and decision making



ENABLING TECHNOLOGY….



PARTNERSHIP WORKING

Joint 
Developmen
t Partnership



…..DELIVERING A WHOLE RANGE OF SOLUTIONS
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USER LED DESIGN



NEW MUSEUMS ONLINE OFFER (7TH SEP LAUNCH)



DELIVERING TANGIBLE CHANNEL SHIFT

 Targets

 5000 for year 1

 20000 for year 2

 200000 for year 3/4
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Community Transport Depot Dropped Kerb Park and ride / holdall Permits School transport Transport H/o to Amey / Tarmac

School Transport
“where is my travel pass” 
“I don’t understand your literature” and 
“I haven’t received a response from the back office on my query”

DELIVERING FURTHER EFFICIENCY



ACTIVE HIGHWAY DEFECTS BY ELECTORAL DIVISION 

This supports Members and Parish Councils to report online and promote channel shift



Highways defects by area = AH North
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Key Division Councillor

1 Sheringham Hannah

2 Cromer Cox

3 Mundesley Northam

4 Fakenham Fitzpatrick

5 Hevingham & Spixworth Roper

6 Old Catton Leggett

7 Sprowston Ward

8 Woodside Shaw

9 Thorpe St Andrew Mackie



PERSONALISATION

This is Kayleigh – she has young children, below average income and a fair bit of time. 

She might be someone interested in events at our libraries. 

We identified pages in the Children’s Services section that a Kayleigh might look at, and tagged them.  When she 
comes to the library home page the default can be something like this: 



• Rated four star by SocITM for e-resources (previously 2 star for renew a library 
book), as well as numerous others

• We have passed the SocITM accessibility testing (phase 1 and 2) for the first time
• Percentage of customer satisfied with our website has risen from 62% in Jan 2016  

(prior to go live) to 74% in Jan 2017
• Good external stakeholder feedback
• The total number of online accounts (August 2017) is now over 10,000
• The proportion of requests reported online using the online account (compared 

to anonymously) has been increasing and is now up to 70%. 

SUCCESSES SO FAR



RECENT ACHIEVEMENTS

CRM Upgrade to the cloud

 Upgrade to Dynamics 365 – cloud hosted technology

 More robust

 Better user experience (internal)

 Additional benefits such as “Voice of the Customer” automated surveys, turbo forms to speed processes,

 Link to PowerBI to gain further insight into customer behaviour to alter demand, and 

 Eventually use link to social media to understand what customers are saying instantly to pre-empt demand

 Unified Service Desk will also link to web chat and speed up Customer Service Agent processes over time



E-commerce exploration – focus on Adult Education and 
Museums



EMPLOYEE DIGITAL OFFER
DRAFT – IN DEVELOPMENT



VISION

To provide an employee digital offer 
that offers staff easy access to 
relevant systems and information in 
one place.

 Overall cost to serve is reduced

 Employee satisfaction is increased by 
seamless journeys and easy to use HR 
systems and processes (workflow)

 Management processes and performance 
information are enabled through self service

 All internal customers fully utilise self-service 
where it is available

 Professional resources are deployed 
effectively and where they add value


