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Add to Basket

or 1-Click Checkout

Buy now with 1-Click®
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OMINO'S TRACKER®
-

1 4 5

ORDER PLACED ; QUALITY CHECK READY FOR PICKUP

YOUR ORDER IS IN THE OVEN!

Shahla started baking your order at 06:31 PM
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your delivery driver \s.
ELLIE

Phillips St
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= Change delivery = .

Acme Corporation Fri 15 Feb
11:00 - 14:00

ACCESS ON
DEMAND DELIVERY,
SHIPMENT
TRACKING AND
QUOTES IN ONE
EASY-TO-USE APP.
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The world’s most trusted
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- WHERE IN OUR CUSTOMER JOURNEY CAN WE IMPROVE ON
INSTANT?

- WHAT CAN WE DO TO MAKE THEM ‘FEEL’ THEY ARE NOT
WAITING FOR ANYTHING?

- HOW CAN WE DO BETTER ON KEEPING THEM INFORMED?

- HOW CAN WE BETTER LEVERAGE DIGITAL TO DELIVER
‘INSTANT’
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Is he hearing impaired?
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All for Muharrem to have one day,
with no barriers.
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™
- HOW CAN WE MAKE THEM FEEL IT IS ABOUT THEM AND NOT
ABOUT THE PROCEDURE/PROCESS?

- HOW CAN WE LEVERAGE THE DATA WE HAVE TO MAKE THEM
FEEL SPECIAL AND UNIQUE?

- WHERE WOULD PERSONALIZATION BE MOST EFFECTIVE IN
TERMS OF ‘FEELING SPECIAL FOR A CUSTOMER?

- HOW CAN WE LEVERAGE DIGITAL IN PERSONALIZATION?
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™
- WHERE ARE YOU ON BEING A ‘DIGITAL FIRST’ OPERATION?

- IS DIGITAL BUILT AROUND THE CONSUMER OR THE PROCESS?

- WHERE WOULD AN INVESTMENT IN DIGITAL
TRANSFORMATION MAKE THE MOST DIFFERENCE? &

- WHAT ARE THE LEGACY ISSUES OR INVESTMENT REQUIRED TO
BECOME ‘DIGITAL FIRST’?
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BRINGING CONSUMER VALUES TO LIFE
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ENGAGEMENT

SYMPATHY | care about your suffering

| acknowledge your sufferit;’lg

strictly private & confidential 1 © ken hughes 2023 BRINGING CONSUMER VALUES TO LIFE




strictly private & confidential 1 © ken hughes 2023

BRINGING CONSUMER VALUES TO LIFE



ENGAGEMENT
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More Than Just Insurance.

g Plymouth Rock
= assurarce -

S ———
Get Home Safe” =2 ——1

Taxi Reimbursement

Included with All Car Insurance Policies
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™
- HOW CAN WE BETTER CONNECT WITH OUR CONSUMER?

- WHERE CAN WE HUMANISE THE PROCESS MORE AND MAKE
THEM ‘FEEL" SOMETHING?

- HOW CAN WE SURPRISE/DELIGHT OUR CONSUMER? LITTLE
THINGS v BIG THINGS?

[ 4

- HOW TO BALANCE ‘DIGITAL FIRST’ WITH HUMAN
CONNECTION?
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