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Digital To Sales

Project Title : D2S (Digital to Sales)

Building a new — digitally enabled customer centric business model for increasing Cross-Sell revenue

(BB - DMADV)

Presented by
Max Life Insurance

Sponsor : V. Viswanand (ex DMD), Anurag Gupta (Head DSF & YBL Channels) | Champion : Pushpendra Singhal (Head CAT)
SME : Tarun Bahri (ex Head Quality & Innovation) Suhail Ghai (Director & CIO)

Quality Lead : Shweta Sahni | Project Lead : Shilpa Singh

Team Members : Deepak Dhody, Vineet Kumar, Anandhan Mahendran, Naveen Joshi, Varun Yadav, Ankur Singh, Sadika Gugliani, Kaif Saleem, Gopal Kumar, Salil Kapoor, Prateek Pandey, Mohit
Vashist, Nirjhar Kasar, Arinjay Singh, Richa Razdan, Ayaaz Khan

Criteria i
Project Selection and Prioritization Q! South Asia Team
Item No — 1.1 I = Excellence Award

*Qualityelnnovation

Project is linked to the Organizational Vision & Purpose of ‘Inspiring People to increase the Value of their Life’ ;
and our Strategic Priorities ; Growth, Innovation, Customer Centricity & Digitization

-
Project alignment with
Organization business goals . . . . .
and objectives @ To be the most admired life insurance company by securing the financial future of our customers

r ''''''''''''''''''''''''''''''''''''''''''''' i

Purpose ; ! Inspire People to increase the Value of their Life “I Lead #lAmTheDifference” i

Y S Tt

°

°
Values M Growth Mindset | Customer Obsession | Collaboration | Care

°

We stand for: Financial Strength | Quality of Advice | Service Excellence | Super Human Capital | Values Driven Culture | Corporate Governance

Digitization for efficiency
and intelligence




Criteria

Project Selection and Prioritization South Asia Team
ltem No—1.1 I g Excellence Award

*Qualityelnnovation

Potential projects get scored using the Selection Criteria and shortlisted by the Selection Committee that assigns project
Category and Methodology ; D2S was a new concept to-be developed and was selected as DFSS (DMADV) Black-Belt

o Project

-
Process for

Project Selection c Standard Project Selection Criteria and Rating Scale
& Prioritization

ject Selection Rating scale

-
Categorization Matrix 11,14
Rational for selecting

Project Methodology

Criteria 5 4 3 2 1 Project C /
roject Category,
Strategic Impacting >2 Impacting 2 | Impacting 1 | Impacting 1 No DMAIC Yellow Belt
Istrategic objective| strategic strategic functional BB m i BB
I o ancs Is+ mission / vision| objective objective objective Impact - - -
j Complexity / (Internal + (Internal + X
I Change External) External) | Internal >3 | Internal 2>3 1 Problem solving
I mar it >3 2-3
: GBIy Very High High Medium Low No improvement
Impact Impact
X : . Transformational [ J {
mpacty S 1ocr 5-10Cr | 1-49Cr | 50K-1Cr | >50K [ ] [

\ (revenue/cost)
e e e e ] e e s o e e o Design
: Example: Strategic priority (5) Complexity (4), Customer (4) & Business (5) :
LTotaI score: [(5*5)+(5*5)+(4*5)+(5*5)] = 95 1 ‘

]
e Project Selection Committee

Chief Distribution Chief Operations
Officer (CDO) Officer (COO)

Project Scoring Methodology
Score <=20 21-40 41-80 -
Methodology No project Maximizer Green Belt

Officer (CEO)

Chief Finance Office

Innovation (CFO)

‘ Chief Executive ‘
‘ Strategy

‘ Head - Quality & ‘ Head Business ‘

P —__2 pu— 2

. . P South Asia Team
Project Selection and Prioritization g Excellence Award

*Qualityelnnovation

Criteria
Item No—-1.1

[ Project got prioritized basis quantitative and qualitative evaluation ]

Sample Project List Project Details Selection Criteria based Rating (maximum 5)

N R R Strategic Complexity / Customer | Business Methodology Project type
Project Name unction Champion Sponsor Metric Baseline | Target
Importance | Change Management Impact Impact
New RA Success Operations | Anubhav Sood |  V.Gupta RA Success % 21% 30% 5 4 4 4 Process Improvement
_ L P Pushpendra V.Vishy N
D2S (Digital to Sales) | Distribution Singhal AnuragGupta Sales Conversion % 0% 15% 5 5 4 5 95
Increasing Rider Upsell | Distribution | ~ SudhirK.  [Vaibhav Kumar| Rider Attachment% | 1.5% 10% 5 4 4 5 90
HelRle NPS Operations | Karan Mehra | Ramamurthy NPS Score 75 4 4 5 3 80 oliiles Process Improvement
Improvement Green Belt
Online payment . - . . . , DMAIC — N .
S ot Operations [Sanjana Kapoor| Nisha Menon | Payment Success% 67 74 3 4 5 4 80 e Bl roblem Solving
-
Date that led to
project prioritization
E Strategic Importance R (: Complexity/Change Management ) (: Customer Impact ) (: Business Impact )
= = = =
S Impact on 4 strategic priorities Is} - Multi-channel set up; Transforming S - Unfulfilled customer need in S - Innovative business models to
_ Sustainable growth sales from agent led to digital led absence of prgduct ‘ mitigate impact of Open architecture
’ model » recommendations online »
Innovation for growth - Safeguard cross-sell growth
- Innovation for growth a-n a 5 5 5
- 3 Digital Assets with 1.20 Cr. impacted with drop in branch footfall
- Customer Centricity Transactions from 3 channels and 1.5 - Confusion in making choice
Lac + seller base due to product complexity - Huge untapped business opportunity
- Digitization . worth 60 Cr.
g PAS - No Processes & System Readiness ¢ PAS Y,




Criteria

Problem/Opportunity Definition Q! South Asia Team
ltem No — 1.2 | Excellence Award
1.20 Lac Customer Transactions catered through Max Life Digital Assets making it a critical *Qualityelnnovetion
touchpoint for meeting existing customer need of buying a need based product with ease -
Whazhe Where does
I . .
PrObIETR———— it occur? Since when?
<5 . | 1.20 Cr. Customer Transactions catered annually through DIY Policy Servicin,
NWW Website |

A\ » =

Max Life Existing Customer log-into Digital Assets Complete Policy Self-Service Journey ends with
| (Website | Chabot | WhatsApp) (DIY) Journey Thank You Message
Digital What's App |
Assets | r 2
g by = N
<R chatbor : P
-

Who is
A n } - impacted?
Customer Voice (Pain) On my policy log-in page | Customer Gain
Study of Customer Verbatim new product information is not sharedj (Underserved Customer Need Identified)

Source : Digital NPS Report (by KANTAR)
<I want to

know about select products . . .
that suit my profile Explore new products online suited to meet changing

%\ \ life goals & family needs with ease of decision-making

Its confusing to understand
product features

Purpose - Inspire People to increase the Value of their Life

5
5
T WA A N 4
Criteria Problem/Opportunity Definition Q! South Asia Team
ltem No —1.2 | Excellence Award
A new business model could be established for by leveraging digital assets *Qualityelnnovetion
- with potential business impact of ~60 Cr ; Huge untapped opportunity -
What is the How big is the
opportunity? opportunity?
. Annual Traffic Current State Expected State Untapped Opportunity
Website
Annual Leads Conversion @ 3%
WhatsApp 1.20 Cr. 0 Lead » = 60Cr.
33 Lac—-27% (10 Lac per month) eads 3.6 Lacs 10K
Chatbot

22 lac-19%

= - 2
Who is ULIET ‘ Problem Statement O
impacted? Annual Expected Sale | C
SPARC OTHERS %
1% (0.60 Cr) 3%(1.8 Cr)
INTERNET SALES To help Customers explore & select need-based products online with ease,
13% (7.8 Cr) AXIS BANK LTD. and capitalize the untapped opportunity of generating ~60 Cr. Incremental
AGENCY 3.6 Lac 44% (26,5 C) cross-sell revenue, by leveraging 1.20 Cr. transactions on Digital Assets,
13% (7.8 Cr) Leads impacting all Distribution Channels, PAN India
CcAT

26% (15.5 Cr)




Criteria Project Goals and Benefits
ltem No—1.3

Well defined Project Goal of 15% Sales Conversion by Mar’24 (that is Customer
Meetings to Sales) along with tangible & intangible benefits were identified

Excellence Award

ngl Soutl}lw Asia Team

*Qualityelnnovation

Project Impact on Organization
Measure of Success

Project Goal Statement : Build a digitally-enabled, customer-centric, innovative business model for | Performance Measures Weight |
incremental cross-sell revenue by achieving 15% Sales Conversion against current level of 0% (15% gap),
by March 2024, leading to ~60 cr. revenue through scale-up over two years Value of New Business
- Proprietary Channel Sales
Goals, timelines ) i A i
o& iy Project Goal Current. State Desired State Gap Timeline
(Baseline) Net Promoter Score
on g z s
Sales Convgrswn % 0% 15% i 15% Mar’24 Return on Embedded Value
(Customer Meeting to Sale) H i
(Being a new design there was no prior baseline no. available. The same was revised basis month 1 pilot results, as shown in section 4.1) Share holder Profit
-
Additional Project Benefits Tangible & Soft Protection Penetration
benefits
Individual Renewal Premium
Customer n
Experience !\IO.Of Case Size
Benefits P Paid Cases Per Policy Cost overrun
'Mf,a;‘::;::;::rse’)NEt (Referred as NOP) I’ ______________________ ‘I
(B Organizational Impact L2 1
| _l
T- Tangible S-Soft 7
N y 4 pu—
Criteria Methodology Q! South Asia Team
ltem No — 1.4 | Excellence Award
DFSS, DMADV methodology was used basis the rational that D2S model *Qualifyslnnovaiion
was a new concept ‘to be developed & designed’ for the first time in the Organization

1.4.3.1 *  Questionnaire based

Project
Category

] Project
J Methodology DMAIC

Problem solving

Process
improvement
Transformational
Design

m DEFINE ~ MEAS ANALYZE DESIGN
-

Survey *  Competition Analysis *  Prototype «  Pilot Testing
VOC, VOB X . . -
Methﬁddolog\‘/ Phases + Internal Benchmarkin Brainstorming *  Process Study: GEMBA *  Solution Validation *  Control Plan
it cescription . sipocC E Affinity Diagram «  Digital Assets Study Survey «  Control Chart
X +  Control-lmpact Matrix *  5Why *  Post FMEA *  Scorecard
*  Project Charter N . . .
Operational Definition ¢ Hypothesis Testing *  Scorecard < SOP
*  Process Map (FDC) . N . ¥ .
- . Data Measurement & *  Solution Brainstorming . Pilot Execution Plan . Lessons Learned
_ ) *  Stakeholder Analysis . . X .
Rational for Selection Communication Plan Collection Plan *  Solution Selection Matrix *  GRPI *  Scale-up Plan
of Project Methodogy | ARMI * GRPI *  Pre FMEA ¢« GRPI
< GRPI * GRP

L 8 N ¥ N 3
("7 "Drss

Maximizer
NEnENERY

Project Green Belt
Level

——

Problem Solving Process Improvement Transformationall Design 1

| S




Criteria

/

—— —

\

Item No —

1.5

- ————

A Y

Time

N —— -

. 1
.
1

Channel

Geography 1.4

i
Process >
i
Customer § 2
i
People >
i

Technology 1 .4
1

Products | 2
7

Scope

Project

-
Boundaries ‘

To ensure team clarity on project boundaries the Project Scope
was defined stating ‘in and out of scope’ under 8 broad categories

>

280 DSF Channel branch office

Lead generation from Digital Assets
Start Point: Existing customer log-in to complete DIY journey for their policy

End Point: Sales conversion by sellers

self-servicing options

>

Direct Sales Force (DSF) Distribution Channel
Within DSF, 3 sub verticals called CAT, Elite and Sparc channels

10 Lac existing DSF customer who can visit Max Life's’ digital asset for

3 K strong sales force of DSF Channel, Business Partner Team

Digital Assets (Website, Whats App, Chatbot), CRM (called UNO)
Lead Management System (called mSmart), Business Partner Dialer

Exsisting customer of DSF channel (CAT, Elite, SPARC verticals)
visiting our digital assets during 15t Apr’23 to 315t Mar’24

All products issued to DSF for sourcing new business

)

South Asia Team
Excellence Award

*Qualityelnnovation

distribution channel

Max Life's’ digital asset

VVvy VvV VY VY VY VY

Other 8 distribution channel (Bancassurance, Axis, Group
Retail, Ecommerce, Agency, PD, Broca, Strategic Alliance

All branch office of 8 other distribution channel

Other DSF processes, processes falling under other 8

Existing customers of other distribution channels visiting
Employees, business partners, sellers of other sub-verticals
of DSF and other 8 distribution channels

All systems and platform other than Digital Assets, CRM,
Lead Management and Business Partner Dialer

Existing customer of DFS channel sub-verticals, and other
channel customers visiting digital assets prior to 1%t Apr'23

Products issued to other 8 distribution channels

9

Criteria

Item No—-1.6

Project Schedule

L 2

Project Plan & Schedule for DMADV phasese was drawn with
Milestones & Success Measures keeping Past Learning’s in mind

Project Phase Completion Date Milestones Start Date End Date  Days Success Measures

Idea finalization " and _01/04 02/04 2 Finalize high level concept
Capture VOC Schedule 03/04 06/04 4 Capture voice of customer, expectations and needs
Process walk-through 03/04 05/04 3 Understanding high level process

Define 10/4/23 Stakeholder identification 05/04 06/04 2 |dentify stakeholders
Finalize Team Charter 06/04 08/04 3 Finalize goal, team, scope, timelines, impact, risks
Project Kick-off (GRPI) 09/04 09/04 1 Build understanding, expectations, align & past learnings
Toll - Gate Review 10/04 10/04 1 Review project plan, resolve roadblocks, close decisions
Potential cause identification 11/04 15/04 5 Finalize potential causes (break points)
Potential cause prioritization 16/04 17/04 2 Finalize potential break points ‘to be addressed’ in design

Measure 20/04/23 N N N -

Data measurement - collection plan 17/04 19/04 3 Define operational definition & collect data
Toll - gate review 20/04 20/04 1 Review project plan, resolve roadblocks, close decisions
Competition analysis 21/04 25/04 5 Map potential design elements and map cross-sell models
Process & Digital Asset diagnosis 21/04 25/04 5 Map processes & digital assets
Identify Possible Design Alternatives 26/04 29/04 4 Identify list of potential designs

Analyze 05/05/23 A - - — —— - -
Prioritize Design Option 30/04 01/05 2 Prioritize & finalize most viable design
Hypothesis Testing & 5 Why 01/05 04/05 4 Alignment on inference drawn
Pre-FMEA 05/05 05/05 1 Identify potential gaps (to be addressed) in selected design
Finalize Detailed Process Flow 06/05 08/05 3 Draw detailed process map
Develop Solution Prototype 09/05 23/05 15 Develop prototype of digital asset & process flow charts

Design 30/05/23 Solution Validation (Pre-Pilot) 20/05 26/05 6 Validate solutions through customer survey & analytics
Solution Justification 27/05 29/05 2 Approvals on cost benefit analysis
Toll - gate review 30/05 30/05 1 Review project plan, resolve roadblocks, close decisions
Pilot test run 03/06 30/07 60 Pilot execution on ground to test outcomes

X Capture Learnings & Course Correct 03/06 20/07 47 Monitor performance, deploy corrective measures

Vel S Deploy control measures 05/06 05/07 30 Deploy control measures & track performance

Toll - gate with scale-up approvals 30/07 31/07 2 Sign-off on project closure report, scale-up & communication

South Asia Team

— Excellence Award

*Qualityelnnovation

Deviations reviewed in Toll-Gate
meetings with Sponsor/Champion

Sponsor/Champion sign-off for
changes made

Record maintained in Toll-Gate
checklist for reference

10

10




Criteria : South Asia Team
Item No — 1.6 Project Schedule Q

Excellence Award

Team Routine Plan, MIS & Dashboards agreed with Sponsor & Champion. Project tracking AS *Qualityelnnovation
Snapshot & monitoring done through meeting adherence tracker, MOM & Toll- Gate Checklist
Team Routine -

-
Team Routines
established

Tools Used

-

Expectations.
- ommunicated JUCEIUNGED)

Type
ommunication Type)

When

Wh: Wh Wh
i om ° (Communication M &t

(Frequency)

Senior Leadership

a To review progress, performance . Face-to-Face Two Way
Management Business X Sponsor, Champion .
Review (VBR) and seek inputs for course Monthly Quality Head Shweta Sahni
eview corrections (if any) . M MOM published on Email One Way
Proiect lead B
Sponsor Review To review CTQ, action item progress ) Project Sponsor, Champion o Face-to-Face Two Way
and seek approvals/decisions Ry Project team Shilpa Singh
PP g MOM published on Email | O_ne_W_ay_ A
Champion - Quality Head To track performance, action item Weekl Champion, Quality Head Face-to-Face/Teams Two way
LEYEN movement & agree for upcoming (Eve Thur\;da ) Project Team Anandhan Mahendran
weeks agenda v i MOM published on Teams One Way
fioikineleioupliucdle } To discuss action item progress Daily Proj'ect leztar Anandhan Mahendran Teams Call Two way
Project Team
DMADV - Phase Wise i i
’ To review use of methodology, End of Sponsor, Champion .
Toll Gate Review } milestones, execution of inputs Project Phase Quality Head, Project Lead Shweta Szl fecepogace e

Snapshot: MIS & Dashboards Plan Snapshot : Toll Gate Checklist

stakehold = £ MIs/Dashboard E Project Lead Sponsor Champion QualityLead  ReviewDate Actual Date
taxehocers ype of ashboar requency Shilpa Singh [ V.Vishy, Anaurag Gupta | Pushpendra Singhal| Shweta Sahni 10/4/23 10/4/23
- Sponsor, Champion, Quality Performance Dashboard on Define Stage : Milestone Status (Yes/No) [Completion Date| Actual Date
Measured i i Weekly Idea 2/4/23 2/4/23
itored Head, Project Team Input-Process-Output Metrics
and Moni Capture VOC - VOB Yes 4/4/23 5/4/23
Champion, Quality Head, . Process-walk through Yes 5/4/23 7/4/23
Project Team Action Item Progress Report Weekly |stakeholder identification Yes 6/4/23 6/4/23
Finalise Team Charter Yes 8/4/23 8/4/23
Vertical Heads, Sales Team | Vertical Wise — Sales Leader Daily :“"‘j““k"c""’}“ (team alignment) :95 190//44//2233 190//4:/2233
. . Fme oll-gate review es.
e, R R UCET W= e B HEw Champion Remarks : Define toll-gate complete with milestone delivered, approved for moving into measure 1

11

Criteria . h Asia T
Project Schedule South Asia Team
Item No — 1.6 I Q Excellence Award

*Qualityelnnovation

Snapshot of Team Routines

Snapshot - Minutes of Meetl

Snapshot — Action item progress reported

published for weekly Champion Review

and maintained for tracking purpose

ty, Senvice Excellence & Innovation)

1 Gur
MOM: D25 Weskl Revew Call G0 Nov)

T « 0 quaiy, e il &
1o Vnecthu (Gurugram o (Gururan 50C -Dota Tecdo om0 - Qul .
Sodla Gl Gtgan 20 Dol Tedioy: 5o Koot (Gugam 300 Qualy Sev al ): N Kasar comnerce) e (Grvgram 20Dt T Mon 11/6/2023 4:35 PM
Arigay Singh (SRR -Drect S rka Suida es Forcs) Shweta Sahni (Gurugram -90C - Quality, Service Excellence & Innovation)
« a s Force) Ak S o -90C - Ditel Tehogy): rateek Pandey (urugram HO -Procuicts & Channel Management)
MOM : D25 Weekdy Team Review
HiAl, et Gy -Drect s Frce: Neven Jod (G 0Dt e Frc) Ay Srah (Gt HO e Sl Fore) et Sk (Gugan 0 Dt Sk Forc)
T Shipa Sigh (Gurugram -S0C - Digtal Technology); Sadka Guglai (Gurugram -S0C - Digtal Technols ) (Gurugram HO - Qualty, Service Excellnce & Innovaton); Sall Kapoor (Gurugram 3¢
el el eyt ot i 'Gurugram R et s s 10 Ecrmtcs)
Please find MOM of the D25 project weekly review call.
e Anurag Gupta (Gurugram HO - DirectSaes Force); Tarun Bahi (Gurugram -90C - Qualty, (urugram HO ) Depak Dhody (Gurue
" e ety an 0 iy, hrves Betoncs s ey oo e 3. Toreegs)
Discussion & Agreed items:-
licussion ems: © Vouforwarded this message on 11/7/2023 435 PM.
* Inloyalty, we I g pped, ion wi -
* Inlogahy,needto It comverson fom 1385t 5%, Improvsing on s s o e ot 5% HiAlL
* Non CAT seller location leads to be geing
Please find the MOM for the weekly review of D25 held with Tarun. Requesting all to work on closing their action points.
Sno ‘Action Item Responsibity Time
1| Share RCA for drop in banner clicks Sadika EEIT! Meeting Date — 6" Nov | Time — 2:00pm  2:30pm
2| Evaluate& joumey for CAT Sadika/ Shilpa 23" Nov Attendees — Tarun, Anuj, Shweta, Salil, Vineet, Naveen, Shilpa, Sadika, Ankur, Kaif, Nirjhar, Deepti, Varun, Arinjay, Vartika
3| submit BRD on Axs Scale up to Senthil(with P25 & Rider requirements 21 Nov
o] enaewseo s - - Mr}ha;{lxalf 227 Nov Key Points Discussed
5| shittloyalt i BRM to 5 [ u 237N R e——
— °‘Y5 Yy lead allocation from BRM to S E" YTy e NAV‘Q"N"' il = N"V «  Agreement to on-board 2 more AV's this month for improving Conversion
Tor :;'d P Naveen et e «  Huge drop in meeting rate in Oct has pulled down overall performance ; need to re-assign all leads to AVs after 4 days of no progress/untouched lead
& T Tran & onhosrd Agency resourees o «  Approval from Tarun received on all the new ideas shared for increasing leads ; new placement, video on thank-you page, pro-active whats app nudge
Sno ‘Action item Timeline
1| Fixup meeting b/w Tarun & Pushpendra to align on lead re-assignment logic Shweta 8" Nov
2 | Recruit2AVs Naveen/ 20" Nov23
Vineet
3| Design process for churning Helpline leads; Check if leads are from open market or Naveen/Shweta | 10° Nov
existing & begin sales of al plans by passing leads to SPARC for open market
4| share plan for driving traffic from all social media for cross-sell via D25 Kriti / Nirjhar | 9" Nov.

12

12



Criteria
Item No - 1.7

Tools Used
(How Recognized)

Project ‘
Phase

o Org. Risk Dashboard

o Toll Gate

High Impact m Medium Impact

isk South Asia Team

— Excellence Award

| *Qualityelnnovation

Anticipated and Developing Risk identified & Mitigation Steps agreed
at project start and during other phases in toll - gate reviews

Risk
Assessment

Define o COP Dashboard
o Past Project Learning’s
Define o Functional Dashboard
o Toll Gate
Measure o Pre-FMEA
o Toll Gate
Design o Past Project Learning

“ Mitigation Plan Tracking Mechanism

] . 1) Pre-alignment meeting with all Heads Customer Ownership Policy
e Poaching of customer | customer belonging to other | | ) pyiit rule engines prescribed in (COP) Dashboard
nticipate channels by pilot channel called DSF poaching guideline on digital assets (ORI, to avaid customer
s (Direct Sales Force) 3) Include members of other channel in UAT poaching across channels)
What can
go wrong?
S S v S —p———
1) Pre budget approvals from CIO I
Anticipated Non-allocation of budget towards 2) Deprioritize low impact digital items 1) Finance Budget Tracker :
digital built & enhancements 2) Toll gate review 1
(CIO : Chief Information Officer) 1
R AR RN SRS J
Developing Team unavailability to attend trainings 1) Include project training as part of the 1) Attendance Fracker
due to other deliverables individual L&D goal 2) Toll gate review
-
What new
risk can arise
1) Representation from seller & business
Low quality leads impacting partner in team 1) Lead Funnel Dashboard
Developing seller belief in the new model 2) Seller FGDs to capture inputs on 2) Field Insighting Reports
0 Processes, Design

13

13

Criteria
Item No—-2.1

Supplier

®
NS

South Asia Team

Project Champion and Team Selection
Excellence Award

)

SIPOC tool used to map the high level journey of our digital assets ST 7O TR OE AT G I Tt
and for Stakeholder Identification
Input Process Customer

=

Existing Customer log-into
Digital Assets

« DIY* policy servicing
journey completed

Customer Log created in

- Website the back-end . P|y policy servicing  Existing Customer

- What's App journey not completed

- Chatbot

*DIY — Do it yourself
- Customer log-into .
start The dashboard page Comlete DIYjourney logsofffromthe | g eng
of DigitaIAssets or Policy Servicing Igital assets
jmETmEEEEEEEEEEE e EmmEmEmmmm————— ________________________'i
! Stakeholders Iden 1
| | Internal Stakeholders | | External Stakeholders :
: ‘\‘ ‘f i
i 1
I Distribution Field Cross-functional team . 1
I Channel . Digital Team (UX/UI, Marketing, End Customer Business Partner 1
1 Leadership Products, Training) :
1
1

14

14




Criteria

ltem No—-2.1

Excellence Award

Project Champion and Team Selection g South Asia Team
ASQ

ARMI tool used to define and understand Roles of Champion, Sponsor and
Team Members basis standard Max Life practice

*Qualityelnnovation

Champion’s Role

@
4
]

=
]

<
]
=
©
S

&
>
a

~

ARMI Tool
A - Approver of team decisions
Sponsor (V.Viswanand, Anurag G.) A | | A A
P d 3 R - Resource to the team, one whose
; Ch ion (Pushpendra Singhal A I/M I/A I/M A
Cha‘:;;gidme I. ampion (Pushpendra Singhal) / / / expertise, skills, “clout” may be
Project Leader (Shilpa Vig) M M M M A needed on an ad-hoc basis
Quality Black Belt (Shweta Sahni) M M/R M M/R M/R M - Member of team, with authorities
What Role? Project Team (Vineet K, Naveen J, and boundaries of the charter
Anandhan M, Mohit V, Sadika G, M M M M M | - Interested party , one who will
Kaif S, Salil K, Arinjay S, Nirjhar K)
need to be kept informed on
Other Stakeholders
(Sales Field Team, Products, R R | R | direction, findings. -
Marketing, Business Planning) Tean'!s_ .
Champion’s Responsibility
” Champion |"Responsibility | Quality Project Leader Team Members
Defined I I Black Belt

Expectation

£ = Provide Strategic = Ensure alignment with : = Provide guidance and = Lead the team to = Ensure closure of

E What vision I business 1 expertise on DMAIC success assigned actions

] E a' 5 = Guarantee | = Ensure resource 1 methodology = Regular reviews with = Meet deadlines

% xpectations? commitment of team |  allocation : = Decision making with Sponsor & Champion = Actively participate in

a = Removes roadblocks : = Provide expertise 1 champion = Task assignment and DMADV process

= Toll gate reviews j = Decision making I = Enable project reviews execution across
\ = Removes roadblocks ,’ = Partner in execution DMADV phases
~ o P 15
15
N y 4 pu—

Criteria Project Champion and Team Selection Q! South Asia Team
ltem No —2.1 | Excellence Award

Te

hy Project

is Important?

Communication Plan

Champions Vision & Project Need shared with team *Qualityelnnovation
Communication plan & process for DMADV phases agreed
Project Champion’s Vision was to build an innovative, digitally enabled business model for DSF Channel - m';m,s
a
(PAN India) for incremental cross-sell revenue, meet customers shifting preference towards digital Vision

and strengthen digital sales transformation agenda for long term success

Project Champion N S

Routine

and

Level of
Information

Pushpendra Singhal, CVP & Head DSF Cross-Sell

-

1.20 Cr existing customer
transactions catered

through digital assets digital assets

remains untapped

. . >
60 Cr. potential | t DSF customer traffic is —
Org. level s ital the 2™ largeston Meet Customer shifting ) - 'TE20CS
8 preference towards digital to Champion’s

— —

at Why When Whom Who How Type
(Team Rout -All Phases| (Communication Reason) (Frequency) (Communication Mode) (Communication Type)

WELEREE:TRLER  To review progress, performance and Monthl Ch(a:rEno’ing\oclli:Ici)tnS:Zad Shweta Sahni Face-to-Face Two Way

Review (MBR) seek inputs for course corrections u [IET, Y MOM published on Email One Way
Project Lead

ponsor Review To review CTQ, action item progress . Project Sponsor, Champion . . Face-to-Face Two Way

and seek approvals/decisions RolEtl Project team it S MOM published on Email One Way

To track performance, action item & Weekly Champion, Quality Head S

Working Group Huddle Project Leader Anandhan

To discuss action item progress Daily Project Team, Extended CFT VELETED Teams Call
DM, - Phasg Wise To review use of methodology, End of Sponsor, Champion Shweta Sahni Face-to-Face
Toll Gate Review milestones, execution of inputs Project Phase  Quality Head, Project Lead

Face-to-Face/Teams Two way 1
_ _2greefor upcoming weeks agenda_ _ (Thursday) _ _ __ ProjectTeam _ """ """ _ MOMpublishedonTeams _ __ _ OneWay ___ |

Two way

Two-Way 16

16




South Asia Team
Excellence Award

Sponsor and Champion selected team members, basis required expertise and expected role *Qualityelnnovation
Competency Mapping Template was used to ascertain current knowledge, skill level and gaps ’

Criteria Project Champion and Team Selection Q!
Item No - 2.1

ot ‘
Team Selection

Process

Stakeholders

skill/Knowledge

Mapping (DMADV) rector & Head SYP A (iLzEl= VP - Digital
q DSF Channel O3 B AT EE Transformation
Knowledge/Skill Verticals
Stakeholder
Representatives (mmmmmm——————-
Process Knowledge v v v v v . x
TR, oy AR, o e o e 2 ]
Change Management v v v X v v
Innovation/Design (DMADV) v f---;-----------------'] NA v
Tool awareness v |\ x ’|
Digital Assets & CX Basics v v v v x
Strategic Thinking v v v NA v
Leadership with Influence v v NA NA v
Project Management Skills v v v v NA v
Generative Team Building NA \/ X X X \/
v Already Trained % Not Trained (gap) NA Not Applicable » Selection of cross-functional team basis standard Max Life Quality Practice 17

17

Criteria Project Champion and Team Selection g South Asia Team
Item No—-2.1

Excellence Award

*Qualityelnnovation

Goals, Roles, Process and identify Inter-personal issues

( Change management tool ‘GRPI’ was used to assess clarity on

Standard process for Team Preparation » Pre-Project Briefing Project Kick-off Generative team
basis Max Quality Framework and Introduction Meeting building session

-
e GRPI used for team assessment and scores used as input for Team Building Program
Assessment required interventions for building strong collaboration
GRPI Number of Define Stage Score
Assessments | Respondents| Top 2 Middle | Bottom 2 | Top 2 Box% Action Taken Te'a'm
Building

Goal 19 . . Activity
« Session on ‘role clarity’ by

Role 19 15 4 - project champion

Process 19 10 9 -
« DSF process walk (GEMBA)

Inter;_)ersonal 19 18 1 :

Relations

Top 2 Box% - [}l 80 or above | <80 to 65 [l <65
Team Generative Team Building Sessions done
Necch Project opportunity reinstated
Value addition towards team and channel success established
Cross functional team linkage shared
Team building activities done
Expectations stated and doubts clarified

o B Y
| Goals: Mission and goals of the team were made clear to all members
1
| Rolesandr ibiliti Roles and responsibilities were clearly assigned to
Ll each team member

1

: Process and procedures: Processes & procedures were explained to each team

I Interpersonal relationships: Project Leader checked whether the relationships
among team members were healthy and supportive for a good team work

mon team mermbers wer haithy s supportiefora goodteamwerk_ | >

Team preparation is part of standard Max Life Quality Framework 18

18



Criteria Project Champion and Team Selection g South Asia Team

Item No — 2.1 — Excellence Award
*Qualityelnnovation
— Project team was prepared to use all DMADV tool and each member was X
Team evaluation on mapped against phase wise tool to identify training need

Skill, Knowledge & Gaps

Structured Six-Sigma Training & Basic DMAIC/DMADV

Six-Sigma GB/BB Training & Certification Six-Sigma Yellow Belt Training

Tool Kit Program
by Project Quality Mentor

Certification Programs, as per
standard Max Life Framework

Stakeholders Channel Project Field Sales Tea Core Team from
eadership Leader Stakeholder Groups

by external consultant on DMAIC by internal Quality BB

Ref1.4,3.1

Snapshot 1

Define Tools
*  Questionnaire based VOC, VOB v v v v
. Internal Benchmarking \/ \/ \/ &
o SIPOC
. Project Charter “; ; “; & v & &3
«  Process Mapping (FDC) v v v N v N N
5 S(akeholcllen'ﬁnalysis v v v $ \‘; $ $
. i::‘n'lnu"'ca"o" Plan v v v v Core team members
*  GRPI ? & “; T Project leader v _ from external & T T
/.: completed internal stakeTotIdjr R R
- groups complete A A
| Bolrainingand Basic DMADV Tool | !
N was certified S e e N N
. ionnail Guide Program
v v v : v : :
* D D D
. Affinity Diagram “; “; j v,
+  Control-lmpact Matrix v v v v
. Operational Definition v v v v
o Data Measurement Plan v v v
o GRPI ‘/ / 5 /
v Trained % Not Trained 19

19

Criteria Project Champion and Team Selection QI South Asia Team
ltem No —2.1 | Excellence Award
AS@ *Qualityelnnovation
s stakehold sor Champion Channel Project Leade Field Sales Team Core Team from Business
ELGel S Leadership Stakeholder Groups Partner (BP)
Analyze Tools
. Competition Analysis v v v v
« Process Study: GEMBA v v v v
*  Digital System Study v v v v
*  Hypothesis Testing v v v x v x x
. Solution Selection Matrix \/ ‘\; \/ N ‘/ N N
«  Pre-FMEA v v o v o o
«  GRPI v v v T v Core team T T
. . members from
DesENloo’s v ; Prccgfnc;lleetaeier external & external ; ;
. Prototype
«  Post-FMEA v v A BB Training and v sl clelir gl'DL.IpS A A
v v v I was certified v completed basic : |
: zz’te;?::n v v v N Ve DMADV tool guide N N
«  GRPI 5 “; v E v, program E E
v D v D D
*  Pilot Execution Plan ; 5 5 v
¢ Pilot Test v v v &
© Control Chart v v v v I I
© Scorecards v v v
o Lessons Learnt v
. sop v v v v
. Scale-up Plan ‘/ \/ \/ \/
.« GRPI v v v v
- Six-sigma belt training & certification by Max Life Quality Assurance Team once completed remain valid 20

20
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Criteria Stakeholder Management South Asia Team
Item No — 2.2 & g Excellence Award

*Qualityelnnovation

Using the Stakeholder Prioritization Matrix, all stakeholders were ranked basis their aggregate scores
on Influence, Interest and Support to determine level of communication & feedbacks

Stakeholder Prioritization Matrix Influence Interest Support Score Prioratization Rank

- - -
Level of Level of Levelof - -

Support N Stakeholder

Ref 2.1.5I.14

DSF Field Sales Team

________________________________________________ - ————

\
| Channel Leadership “ n H n !
N
T P
E Digital “ n ﬂ n _

R UX/UI Team ﬂ ﬂ ﬂ - _ ]
User E) i &R h T

A (User Experience & Rescarch Team) | e S S |y eyeyy I =/

L

Training

Marketing

Products

End Customer

Business Partner

- > 22 m-xm

21

Rating scale 1-5, 5 being highest

N
=

Criteria South Asia Team
Item No — 2.2 Stakeholderdlanagement %l Excellence Award

*Qualityelnnovation

Stakeholder Resistance, both Active & Passive were identified, addressed and validated
throughout project stages in Sponsor/Toll Gate reviews & GRPI

Stakeholders Project Type of How What How How
Phase Resistance Identified Resistance Addressed Validated

DSF Field Sales Team

i ick- Inter Channel
Channel Leadership Team Define Active Kick c_)ff |
Meeting Customer poaching

——

Automate rules

Sponsor
for customer P

Review

Resistance
identified

Digital Low impact items Toll-Gate/
deprioritized GRPI Score

UX/UI Team

(User Experience & Research Team)

~F>»Z2x3m-A2Z -

Bandwidth for Temporary trainer

. . GRPI Score
Business Partner assigned from Sales

Training

Marketing

Products

End Customer Time spent for asset Pre-book slots on One-to-one

Call

x 22

walkthrough, feedback suitable dates feedback

Business Partner

~>Zx3m-Xm

11



23

Criteria Stakeholder Management Q! South Asia Team
Item No —2.2 Based on Stakeholder Impact & Importance their Involvement & Feedbacks d EXCG' |ence AWG rd
were considered across all project phases AS *Qualityslnnovation
Stakeholders Project Phaze How were they involved? Stakeholder feedback and it’s impact J Impact - Importance
-
Team - Brainstorming for root o Lean fulfilment process design
DSF Field Sales Team
MebEL cause/solutions and execution o Easein on ground execution 6 6
nnel Leadership Team Reviews for Decision making, o In-built rules to avoid poaching 6 @
course correction, field alignment o Belief building across field
':‘ o Workshop on system integration & o Integration b/w multiple systems @ 6
- Digital automated journey design o Seamless digital journey
3
: UX/UI Team Market & Customer Insights o Use analytics like hotjar/google 0 6
A (User Experlence & ResearchTeam) Develop Porotype & Digital Journey o Customer centric journey designed
L
Training WEEHY huddles to.Design o Build complaint — easy scripts 0 @
scripts, content & delivery plan o Knowledgeable tele-caller & Seller
Marketing Weekly huddl'e'to Design o Design need based campaigns @ @
content for digital assets o More traffic on digital assets
Weekly huddles to analyze o Showcase profile based products -
Products
N,,,o\:;;?,: need based product offering o Ease in generating customer leads @ @

End Customer Focus Groups to capture VOC at o Relevant offering, Quick response 6 0 :
pre-post design stage to validate o Need based assisted sales model 1
Business Partner Brainstorming to built secure o Customized dialer for output 6 @
integrations for tele-calling process o Improved funnel performance 23

!D-Deﬁne, M-Measure, A-Analxze, D-Develop, V-Verify)

Criteria

Item No—-3.1

Project Approach & Tools (Using Project Summary Template) Q! South Asia Team
DMADV phase wise tools used and clear understanding of the purpose was drawn ASQ Eg(f:aellll,eyn(‘:nenévvfg I;dn

Phase Tool Purpose
«  Questionnaire based VOC, VOB «  To capture voice of customer/business
* Internal External Benchmarking + To study similar models in E-com within & outside the company
SIPOC «  Toenvisage & study high level process, interlinkages & stakeholder identification
« Project Charter + Todraw a clear project plan (business case, goal, scope, timelines, impact, team)
Ceh) + Process Mapping (FDC) + Toenvisage detailed process design, study decision points & hand-off in process
+ Stakeholder Analysis + To prioritize stakeholders/team members
+ Communication Plan + Todefine team routines and governance structure
ARMI *  Toidentify stakeholder role across DMADV/
.+ GRPI + To build team understanding on Goals, Roles, Process & Interpersonal issues
Survey + To understand customer needs & preferences
« Brainstorming + To capture potential causes or break points in ‘to-be’ design
Affinity Diagram +  To organize potential causes or break points into themes basis their natural affinity @
+ Control-impact Matrix + To prioritize potential causes ‘to be addressed in the final design’
Measure «  Operational Definition « To built uniform understanding of input and output parameters
Data Measurement & Collection Plan «  Tofinalize data requirement and plan
.+ GRPI + To build team understanding on Goals, Roles, Process & Interpersonal issues
Competition Analysis + Toevaluate potential design elements & map other cross-sell models
+ Process Study: GEMBA + Tostudy other digital sales journey and tele-calling processes
Digital System Study +  To evaluate gaps in as-is digital journey & analyze page wise performance
AdS2E © 5Why + Toidentify causes of potential gaps identified in as is digital & cross-sell journey
* Hypothesis Testing + Tostatistically validate high impacting potential causes
«  Solution Brainstorming «  Toidentify potential designs
+ Solution Selection Matrix + To compare design alternative and prioritize
«  Pre-FMEA «  Toidentify potential failure modes in the to-be solution design
.« GRPI + To build team understanding on Goals, Roles, Process & Interpersonal issues
« Prototype + To visualize the model and its multiple solution elements
+ Solution Validation Survey + Tovalidate the solution built from end customer & internal stakeholders
«  Post-FMEA «  Tocompare RPN (Risk Priority Number) with pre FMEA RPN
Design «  Scorecard « To design a score card on input,process,output parameters for monitoring
Pilot Execution Plan «  To outline the action item wise execution plan for smooth & timely pilot run
.« GRPI + To build team understanding on Goals, Roles, Process & Interpersonal issues
« Ppilot Test + Tovalidate the new design and outcomes
Control Plan +  To define input process outcome indicators.
Verify + Control Chart + To track process stability (Chart)
*  Scorecards *  To monitor performance across parameters against defined targets
«  SOP «  Todocument step by step process and KPIs
Lessons Learnt + To record lessons learnt
« Scale-up Plan + Tooutline a clear project plan for seamless scale-up
GRPI +  To build team understanding on Goals, Roles, Process & Interpersonal issues 24

24
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Criteria

Identification of Factor and/or Causes
Item No—3.2

| Excellence Award

Q South Asia Team
<!

-

Stakeholder
Expectations & Need

VOB and VOC was captured to understand the expectations through
Interviews , FGDs and Survey Reports endorsing project need

*Qualityelnnovation

End Customer Sales Leadership

=== \
:(/Open architecture in the Insurance sector call for | I <
1\ /1
I -
4

/ Your chat bot response \‘
\ to my product query was not helpful / 1\ exploring alternate sources of business
P O

<

Field Sales Force

[~ I ~ ( 7 \‘I
| Unable to find alternate ! ‘«/ We have never explored our digital assets \ il As sellers, we need quality leads I
: product information online /’: ‘\ as a means to generate new business 1\ from head office with drop in branch footfall /;
S =

1

U

DSF being a pure cross-sell channel must find \\‘
new ways of sourcing leads /’

“,/ ST T ol e \‘ ‘/ Drop in customer footfall in offices post Covid\ ( We need to generate leads through \‘

\ Y g cholces - ‘\\7 is impacting cross-sell growth in future y \_ low cost models Y,
25

25
N y pu—
Criteria e South Asia Team
Identification of Factor and/or Causes
ltem No — 3.2 / | Excellence Award
*Qualityelnnovation
- Studying External Survey reports also confirmed the shift in
COUtS'de in view(et Customer preference & Business towards digital models
ustomer — Business
Preferences

(McKinsey & Company, TECE Survey,Feb’19) (McKinsey & Company, TECE Survey, Feb’19)

M Healthinsurance [l Banking Ml Energy providers | Mobile providers [l Car insurance

Customers are looking to interact in a variety of ways—online and
offline.

Today Future
i o Use of online and offine services, % T o
woreill How do you communicate with your service provider today? foday uture
ot atal Howwoudyou like o communicate in the future?
a——
For every
B fouthauery ]’ et i
I il
::’__;;‘;b; I Website/self-service
Branch
Forupto
alfof the App/mobile website
queries
(26-50%) — 7 Letter
=
Forupto V) chat
three-fourths
of the queries sms
(51-75%)
| Videochat
For nearly all ”
@ E——
(76-100%) .
MeKinsey
& Company

Use of online and digital services, %
How often you use online services to resolve service queries?
How often you would like to use them in future?

Use of online and offline services, %
How do you communicate with your service provider today?
How would you like to communicate in future?

Qonsumer interest in digital Engagement is growing LConsumer wants to interact in a variety of ways) Qusiness Benefits adopting to Digital Model

(Super Office Blog, Mar’23)

TOP BENEFITS OF ADOPTING A DIGITAL MODEL

— o
-
amntiSie
e
——
e | -

Reduce the cost
of poor qualty

Increase frst
pass yield

; I
B

Top 2 Benefits
Improved Efficiency
Meet customer changing expectations

26

26
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Criteria Identification of Factor and/or Causes @) South Asia Team

Item No — 3.2 | Excellence Award
- With this in-depth need analysis, Team Charter drawn with DSF channel in scope and 60 Cr. AS COUUI e HFTEG HIoT
Defining Team projected business impact through scale-up of model in top 3 contributing channels

_ Boundaries & Goal

BB : Business Case (Methodology : DMADV) Problem
Our existing customers frequently use our digital assets to seek policy information or complete self-help transactions.
Presently, 1.20 Cr. customer transactions (10k per month) are done on our digital assets, of which the majority 80% comprise
of the top 3 contribution sales channels that is, Axis (44%), DSF (27%) and Agency (13%).

Untapped opportunity worth 60 Cr. of incremental revenue through
cross-sell from digital assets with a potential to impact all distribution
sales channel, especially DSF, Axis and Agency having maximum digital
transactions. Hence, there is a need to establish and prove this model as a
new source of generating new business & being able to cater to changing
customer preference.

O ... |
Business Impact

* 60 Cr. business impact post scale-up across channels over 2 years
« 7 Cr. annualized business impact through phase one scale-up in DSF

However, there is no structured model for tapping these customers for lead generation to cross-sell and is a huge lost
opportunity. Moreover, post Covid, there is drop in walk-in customer at branch offices which has been a key touchpoint for
cross-sell and as an organization there is a need to find alternate — digitally enabled ways.

Most importantly, customer preference is shifting towards digital and we need to build a seamless online buying journey for
enhanced experience. Therefore, we are undertaking this project to design a structured journey from lead generation to
cross-sell. This project is directly linked to our values of Growth Mind: Collak ion & Ci Ob i

Goal Project Scope

Process under improvement - Lead generation from digital assets

Starts with - Existing customer log-in to digital asset for policy self service
Ends with — Lead conversion to sales by sellers

In Scope : Customer : Existing customer | Digital Assets : Website, Chabot,
Conversion Rate % (Meeting to Sales) 0% 15% 31t Mar'24 WhatsApp | Channel : DSF (POC & Ph-1), Axis, Agency

Verticals : DSF: Loyalty, Sparc, Elite | Geography : PAN India

Out of Scope : Non-DSF, Prospects, Leads from sources other than digital

Metric Current level Goal Target date

Goal determined basis external & internal
marking with e-commerce channel

Project Plan Project Team Team
Phase Start End Milestones Sponsor : V. Viswanand (ex DMD), Anurag Gupta (Head DSF)
y s, L N Champion : Pushpendra Singhal (Vertical Head)
Define 1" Apr'23 10th Apr'23 Opportunity sizing | VOC | Finalize goal SME : Tarun Bahri (ex Quality & Innovation Head), Suhail Ghai (CFO)
Measure 11" Apr'23 20t Apr'23 As is study of digital assets | Competition benchmarking Quality Lead & BB: Shweta Sahni Project Leader : Shilpa Singh
Design high-level process options (digital assets & back-end T Memb
Analyze 21" Apr23 | 05 May'23 . y prons eam Members
P v fulfillment) | Shortlist best-fit design for POC Distribution — Vineet Kumar , Naveen Joshi. Arinjay Singh, Varun Yadav,
. th Finalize & document new process | Prepare Pilot Test Plan Mohit Vashist (Business Partner) | Digital Tech — Ankur Singh, Kaif Saleem,
Design 6 May'23 30t May’23 N y " N
Design Scorecard | Develop Prototype Sadika Gugliani, Gopal Kumar | Products — Prateek Pandey | Marketing -
Verify 1% June’23 315t Jul'23 Pilot Launch | Course-Corrections | Define Controls Nirjhar Kasar, Richa Razdan | QISE - Anandhan Mahendran 27

27

Criteria Identification of Factor and/or Causes g South Asia Team

Item No — 3.2 | Excellence Award
[ SIPOC drawn, Team Governance and Communication plan defined and ] A “Qualityelnnovation

-
Snapshots of Tools
used in Define

Supplier Input Process. Output Customer
@Wﬂ-}& e = 20 Governance

Change Management tools like ARMI & GRPI were used

T P ) (S ] P

— — - = " CEO, CFO, Sponsor,
[Rw) ) [~ ) W S Manageme Toredew proges perormanceand L ot umne: i FacetoFace TwoWay
Erttrg Corarer gt G C ki serdcod Rev seek inputs for course corrections. v : e MOM published on Email One Way
riTess v journey completed roject Lea
“websre G - el e o e
What's App. gl ‘Eﬂ Journey not completed ‘Sponsar Review To review CTQ, axtionitem progress Fortrght Project Sponsor, Champion Stila ingh Faceto-Face Two Way
i [ O and seek approvalfdeclons J Project team i MOM published on Email One Way
st ) Wh | e | mp | Comecomome | g | wmotonne | gy (g R 1o i peromance, aciontemd ' Champion, Qualty Head Face-to-FaceTeams Toway
o Toreleyservng dgtassts Review s (Every Stweta Sahri
- - g e o pcominguweeks agrdy  CF Project Team MOM pubishedon Teams One Way
Stakeholder '
Prisciient
i Working Group Huddl S e - Project Leader Anandhan
octng Groep Huwte To discuss action item progress Daily " ”“ﬁ( h Teams Call Twoway
Internal Stakeholders External Stakeholders Project Team, Extended CFT  Mahendean
! — DMADY - Phase “
7 ( 7 To review use of methadology, End of Sponsor, Champion i
Dsrbuton Crossfunctonsteam . Shueta Sah FaretoFace TwoW:
‘ et L o ( T ( it o, [ERCIR i o ‘ Toll Gate Review outcomes, executionof inputs  Project Phase  Quality Head, ProjectLead ' a
Leadersnp Traring
-\ (R
ARMI ToOl ™ kev StaKeroLDERS  DEFINE MEASURE ANALYSIS DESIGN  VERIFY | : GRPI G Number of |_Define Stage score
A A- Approver of team decisions sments  Respondents | Top2 | Middle  Bottom 2 | Top 2 Boxk Action Taken
Sponsor (VViswanand, Anurag G) A ] i A A
2 v R- Resource to the team, one whose Tool Goal 19 17 2 B
oenes | I Champion (Pushpendra Singhal) A L A ™ A1 | expertise, skills, “lout” may be 1 '+ session on ‘role clarity’ by
Crompionfoe : 79% :
2 Project Leader (Shilpa Vig) ™ M ™ ™ A needed on an ackhoc basis oke L s s project champion
3 Quality Black Belt (shweta Sahni) M MR M MR MR M - Member of team, with authorities S ® a2 z L. BSF process walk (GEMBA)
B | vnetRole? || prciec eam (vineet x, Noveen ), and boundaries of the charter :\t:r:erwnal 10 " N
2 ‘Anandhan M, Mohit V, Sadika G, ™ ™ M ™ ™ 1 - Interested party , one who will i)
2 Kaif 5, Salil K, Arinjay S, Nirjhar K)

e e e e Top 2 Box' - [l 80 or above 1 <800 65 [l <65
Other Stakeholders
(Sales Field Team, Products, R R ' R '

Marketing, Business Planning)

—— Champion's
- Sponsor Champion | Responsibility,| Quality Project Leader
Defned Black Belt

direction, findings.

Stage Wise - Team Score

Team Members

Stage wise team scores

Eapeciaton

100%
8%
m— ’ 95%
3 1- & | = provide g * Lead the team to = Ensure closure of maintained and 8% lift 935
H What vision 1 business | oxpertise onDMAIC success assigned actions e T ol 92%
B | coomons? | = Guarantee I * Ensure resource 1 methodology * Regular reviews with = Meet deadlines proj
kY P g commitment of team | allocation | = Decision making with Sponsor & Champion = Actively participate in e
= * Removes roadblocks | * Provide cxpertise | champion + Task assignment and DMADV process iy
* Toll gate reviews 1 » Decision making | * Enable project reviews execution across Define s o very
', » Removes roadblocks 7+ Partner in execution DMADV phases 28

28
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Criteria TS South Asia Team
o N — 3.2 Identification of Factor and/or Causes /gl B e Ao

*Qualityelnnovation

Through system walk-through & brainstorming, we uncovered 28 potential causes (break-points) that our to-be design must address.
Using Affinity Diagram, we categorized these into 5 themes & grouped under 2 key Design Elements
Potential causes: break Affinity Diagram
points to be addressed Cross-Sell on Leads from Digital Assets

Asset Layout Traffic Generation Lead Ge Lead Fulfillment Alignment

Brainstorming covered 56 people from all
stakeholder groups including end customer

ati

Team grouped the 5 themes under

I N H i
No product nudge Multi Asset Focus Identification of Right seller Inter Channel 2 Key Design Elements
Quality Leads allocation Customer Poaching that clearly emerged
In-de.pth Ease in lead to
Product Literature Ease to Service based seller allocation Channel specific
Relevant Product Asset Connect approach suppression filters De5|gn Element 1
Offering .
Mapping Relevant . . .
P e Digital Assets Design
imi i . etrics
Optimized Banner Leveraging Traffic Quick Connect Time Absence of
Positioning Peak Hours Seller Conviction
Multiple Mediums i A
Fixing seller targets
t0 show Banner g 8 Design Element 2
: No Inorganic Traffic QUallfylng Leac?s Weak Field
Life Stage based priorto conversion Governance Lead Generation to
nudges to cross-sell Seller Penalty for

Fulfillment Design

Quality Conversation low Penetration
Customer Profile Page Wise Analytics Y
based Offering to warm-up

Conversion to rest
Channel Specific with Supervisors

N AN VAN VAN VAN J 2

29

T WA r 4 N 4
Criteria Identification of Factor and/or Causes QI South Asia Team
Item No - 3.2 | Excellence Award
AS@ *Qualityelnnovation
- Using the Control Impact Matrix, 19 causes prioritized (break-points)
Potential Cause (break- to be addressed in the final design were prioritized
points) prioritised
D
Control/Impact Matrix High Medium Low
¢ Product Nudges * Channel specific offering * In-depth product literature
* Optimized Nudge Positioning * Customer Segment Based Offering | « Al enabled lead generation
* Profile - Stage based nudges to cross-sell * Leveraging traffic peak hours « Seller penalty for low penetration
* Choices for Product Offering « Conversion accountability with Supervisors
¢ Multiple Mediums to showcase Banners
* Multi Asset Focus
 Organic Traffic Generation
* Service Based Approach
Controllable * Identification of Quality Leads
* Quick Connect Time
* Quality Conversion to Warm-up Leads
* Right seller allocation
* Ease in Leads to seller allocation
* Mapping relevant Metrics
* Inter channel customer poaching
* Channel specific customer filters
* Weak field governance
Uncontrollable * Customer Lifestage based Offering | * Ease to asset connectivity
30

30



Criteria Identification of Factor and/or Causes g South Asia Team

Item No — 3.2 | Excellence Award
— AS *Qualityelnnovation
X ] Operational Definition drawn for common understanding of prioritized causes.
Snapshot : Systematic approach . A N
to data collection/fact finding Data Measurement & Collection Plan prepared for timely and smooth data collation
S.no Performance Indicator (Y) Operational Definition Data Source Sample Size, Who will collect How data will be
Duration collected
Y Conversion Rate Total no. of leads allocated to sellers/Total no. leads converted Channel Report 100%, 3 months | Anandhan IT Auto Extract
100%, 1 month
Y1 Interest Generated Total no.of customers logged on digital asset/Total no.of banner clicks Digi Log File 100%, 3 months | Kaif IT Auto Extract
100%, 1 month
Y2 Lead Count Total no.of banner clicks/Total no.of lead generation by tele-caller BP Process Report 100%, 3 months Anandhan IT Auto Extract
100%, 1 month
Hypothesis (X) Input/Process. Operational Definition Data Source Sample Size, Who will collect How data will be
a Measurement Plai Indicator Duration collected
X1 Does information placement on digital assets (product nudge) impact | Product Nudge Specified positioning of product nudge information on Hotjar Recordings | 50 User Kaif Google Analytics
interest generation? Placement page layout Sessions - Heatmaps
X2 Is there a significant difference in user clicks basis device category Device Category Type of device that includes desktop, mobile & tablet on | Hotjar Recordings | 50 User Kaif Google Analytics
(mobile vs desktop) impacting interested generation (click rate)? (Desktop, Mobile) | which product information (nudge) is shown to customer Sessions - Heatmaps
X3 | Isthere asignificant difference in week of day on lead count? Dayof theweek | Specific day of the week for login Ecom Flash Report | 100%,3 months | Anandhan IT Auto Extract
D2S Track Report 100%, 1 month
X4 | Isthere a signification difference in plan type on lead count? Plan Type Product categorization— PAR, Non-Par, Protection, Ulip Ecom Flash Report | 100%, 3 months | Anandhan IT Auto Extract
D2S Track Report 100%, 1 month
X5 Does time of the day impact lead count? Time of the day Specific time slot of a day for login Ecom Flash Report | 100%,3 months | Anandhan IT Auto Extract
D2S Track Report 100%, 1 month
X6 | Isthere asignificant difference in day of the month on lead count? Day of month Specific day of month for login Ecom Flash Report | 100%,3 months | Anandhan IT Auto Extract
D2S Track Report 100%, 1 month
X7 Does tenure of seller impact conversion rate? Seller Tenure Seller classification basis tenure from joining date Ecom Flash Report 100%, 3 months Anandhan IT Auto Extract
D2S Track Report 100%, 1 month

Asset Type Transaction Count Banner Click (Y/N) Click Date Click Time Plan Type Seller Type Seller Tenure (in months)
Data Collection Plan Chatbot 32 \ 12-06-23 10:25 Ulip Active 37

31

31

Criteria . South Asia Team
ltem No — 3.3 Use of data and/or facts to draw inferences g Excellence Award

*Qualityelnnovation

Key Insights on user behaviour drawn from e-com journey
Analysis Snapshot of a 3 a N
P s (e using tools like Hotjar & Goggle Analytics

for insights on to-be-design

X1
IR, o e

information placement on digital assets (product Is there a significant difference in user clicks basis device categol

nudge) impact interest generation (user clicks) ?

(mobile vs desktop) impacting interested generation (click rate)?

. — ‘ <@> Low Visibility of the Banners 41 Lower clicks in case of desktop users
763389874
ot g Analysed over 50 Hotjar sessions, revealing low
re—— D visibility of product nudge banner placed at the Device Category | Login Success | Banner Click

‘ bottom due to limited user scroll activity Desktop 33 165
ey o Mobile 66 8
et SIS Jablet 1 05

—
Wbty iy =, Average Scroll depth

Current Banner Click Rate shows a scope of leads for users logging in using

Through Google Analytics, we found 18% scroll rate desktop

to the bottom of the page

32

32
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Criteria ; South Asia Team
Use of data and/or facts to draw inferences Q ou sia lea
Item No - 3.3 - / — Excellence Award

*Qualityelnnovation

Analysis Snapshot of

potential causes (break-points) Statistical insights drawn through Hypothesis Testing

K g
Ref 3.2 for insights on to: g

Is there a significant difference in
Day of the Week on Lead count?

One Way Anova Interval Plot of Lead vs Day Interval Plot
95% Ci for the Mean feid s

Is there a significant difference in
Seller Tenure on Conversion Rate?

Is there a significant difference in
Plan Type on Lead count?

NOP vs Plan Name Interval Plot of NOP vs ths
95% Ci for the Mean

the Mean

. -—
200 E
500 s /
%o
3 o
% 400 s
k] Z s
300{ w00
s
w0l o ”‘I
P Hon Toe e . o - GroGMone 1293w 81224 Mantne 610 1 Mo Above 24 Mo
ths

Plan Name

The pooted standard deviation is used to colcutate the intervals. The pacied stondord deviation is used to calcuiote the intervals.

P-Value 0.000 @ P-Value 0.000 @
Means.
Analysis of Variance

Analysis of Variance Means

Source DF Adj SS Adj MS F-Valu

T
Osy 6371261 612602 90241 @' fon a3, L 1 etine 3 =5 - SyevRe Model Summary
e oo Taco mea - z =S o 1004 S s S
Towd Total 14 47440 % 95.2¢
S 35100 300 3047, s2s29 It o g
- Null is Ho: Seller Tenure has no impact on conversion rate
« Alternative Hypothesis H: Seller Tenure has significant impact on
« Null Hypothesis Ho: Day of the week has no impact on lead count « Null Hypothesis Ho: Plan Type has no impact on lead count conversion rate
« Alternative Hypothesis Hy: Day of the week has a significant impact on lead count « Alternative Hypothesis Hy: Plan Type has a significant impact on lead count « Test Outcome : : P-value is less than 0.05, indicates there is a statistically
« Test Outcome : : P-value is less than 0.05, indicates there is a statistically significant « Test Outcome : : P-value is less than 0.05, indicates there is a statistically significant significant impact of Seller Tenure on conversion rate

impact of day of the week on lead count pact of Plan Type on lead count
Business Conclusion : seller tenure si impacts conversion rates.
Business Conlusion : There is a statistically significant impact of the day of the week on lead Business Conclusion : There is a statistically significant difference in plan type on lead count. Sellers with more experience (12-18 months and above 24 months) tend to
neration, with Sunday performing the worst and Friday the best. Notably, the Max Life Smart Secure Plus Plan outperforms, while Max Life Fast Track Super and have higher conversion rates compared to those with shorter tenure.
One should consider this in planning lead generation activities or allocating resources Online Savings Plan Wealth Solution exhibit lower numbers Therefore, targeting strategies for different tenure groups may help optimize

conversion rates
33
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Criteria Use of data and/or facts to draw inferences @) South Asia Team
Item No—3.3 . Excellence Award

.y . ar . . - Q i .l
Analysis Snapshot of Competition Analysis within and outside Life Industry helped evaluate velityelnnovation
R s [l et potential design elements and other cross-sell models

for insights on to-be-design

Multiple design elements analyzed to identify possible design options

Amazon (Cross-sell/Up-sell
Ly ) Digital Assets — Website | Chatbot | Whats App
mote NG bo shomessadl DIGISIELY" * HDFC a - ) MAX
i nLi.fe I PO ALY/ amazon Articles and Blogs LIFE
i . ~—1 e

‘61,990

- Customer service dash

- Customer service dash

Ingress Point Bord -+ Customer service dash + After selecing product e et
1 . board + Check out page o
+ Erassiiing pplication home page ank you page
= protection
plans
« Easy to add Type + Banner « Banner « Banner and Text - Hyperlink + Image « Banner
2 Good
: visibility
e, . just above e
tha buying + Top of the screen(on App) - After product description  + End of the article CECbeEs Sench
option o « Bottom of the page App)
« Can be Positioning + Bottom of the page (Dash + Lefthand section (Web) - After a product
(Dash board) + Left hand side of the
given at the board) + Below Payment Review description
checkout page (website)
section
iso ./
s Easy, but congested
Q Findability @ Easy Q Hard (] el @ Easy @ Easy
Q Product relevance @ Generic Products € Generic Products @ Relevant Products @ Relevant Products @ Generic Products
. « Product description « Product description « We will contact you
Post click screen - Buying Page + Buying Page Adds to the cart Hyperlink shortly message
Ease of purchase @ Bit confusing @ Bit confusing @ Easy « Depends on hyperlink €9 Can'tbuy online
Product comparison € Not Available @ Not Available @ Available « Article/blog dependent €9 Not Available
Offers Section € Not Available © Not Available @ Available (Good visibility) @ Available ( but Hidden)

34
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Criteria H :
o No — 3.3 Use of data and/or facts to draw inferences Soutlilw Asia Teorg
tem No — 3. Excellence Awar
Through GEMBA, 5-Why, Competition Study & Hypothesis of prioritized causes we identified problems NSE e e Tnnowaiion
& mapped possible solution alternatives, that got further prioritized using Solution Selection Matrix
=180 - Solution A d
% - Il = 2180 - solution Discarded
3 = Theme Prioritized Cause sy il Problem Step 2 Possible Solution Alternative Impact Cost Ease Time Total
napsho
i, Two products 54 27 72 27 180
Product Nudge Absence of Product Nudge 2. Three products 72 27 72 36 207
& Single product 27 18 72 18 159
. i, Placement on landing page 63 36 72 45 216
Asset Layout | Optimized Nudge acsencelcl '."ght SPOt BElEs 2. Placement on servicing page 45 45 18 63 171
P nudge to gain maximum customer .
Positioning e 3. Placement on servicing & log-out page 54 45 9 63 171
4. Placement on landing & log-out page 81 36 72 45 234
N Relevant Product . i, Banners of top contributing product 81 27 54 36 229
Design
& Offering absencelofiroductichoices 2. Banner of online term product only 36 27 54 27 144
Element 1
1. Push SMS campaigns led by marketing
. 5 - ot . . 27 18 72 18 159
Traffic Generate Traffic Ways to drive more customers to 2. Embed links in the ongoing communication to 63 36 7 5 216
Generation | Organically digital assets missing bring customer on digital assets
q . 72 18 27 54 171
3. Special theme based pull campaigns
Identification of No option to capture response = e |r.|d|rect Gy (cal! ojacticnloigknogiinore 27 18 27 63 135
Quality Leads confirming ‘interest to buy’ DarlidepariilsicEy 81 18 72 54 225
Lead Y e Y 2. Give clear CTA ‘to buy’ to filter cold leads
Design Censrtion O s 1. Day end file allocation to tele-callers 18 18 36 27 99
Element 2 Quick Connect losing hot Ieladslto commeg:t:;ion 2. Auto lead transfer to seller 63 45 54 63 225
8 P & Real time calling on auto lead transfer to TC 81 45 54 63 243
Lead Ease of lead allocation 1. Excel based allocation 27 18 27 63 135
Fulfillment to sellers Absence of allocation route 2. Auto lead allocation in sales tool, mSmart 72 72 72 72 288
3. Manual lead file upload in sales tool, mSmart 63 18 72 45 198
Channel Seller conviction in No prior experience to show 1. Showcase competition model & benefits 36 27 54 27 144
Alignment digital leads success 2. Multi-layered launch & communication series 81 36 72 45 234 35
T WA r 4 N 4
Criteria ; :
23 Use of data and/or facts to draw inferences l South Asia Team
Item No - 3. e Excellence Award

Pros & cons of multiple design options were deliberated, basis which 5 Potential Designs emerged for
end-to-end process model. Solution Selection Matrix helped finalize the Most Viable Process Design (Design 2)

Generate Interest on Asset &
allocate leads directly to sellers

[ B R

*Qualityelnnovation
-
Prioritisation of
Design Options

Solution Selection Matrix

>=180 - Solution Approved
<180 - Solution Discarded

Potential Solution Design Impact | Cost | Ease | Time | Total
Real time customer connect
by Tele-callers followed by Design 1 i 36 27 | 36 | 36 | 135
lesel camer o vk Saller Generate Interest on Asset & allocate leads directly to sellers
Design 2
Generate interest on Asset with Real time customer connect by Tele-callers followed by 72 45 63 45 243
‘ Three-Way Conference from Lead conversion via Seller
Warm up to Sale Design 3
(Customer - Tele Caller — Seller) Generate interest on Asset with Three-Way Conference from 18 27 72 36 153
Warm up to Sale
Generate interest & assign leads N
to tele-calling team for Design 4
045— Generate interest on asset & & assign leads to tele-calling 45 45 18 63 171
conversion 7| team for conversion
Design 5
. % 81 54 54 63 252
Self-serve online purchase

*Future stage design also envisaged at this stage and was later scoped for development in phase 2
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Criteria Use of data and/or facts to draw inferences
Item No—-3.3
- Understanding the New Design, Insta lead warm-up by tele-callers followed by
Design Flow conversion through seller, called ‘D2S’ or ‘Digital to Sales’

Customer Clicks on Auto Lead Transfer

Customer logs into Max Life Digital Assets
(Website | Chabot | WhatsApp) - Product Banners sharing ‘Interest to buy’ ‘

New Product Banner

g South Asia Team
- Excellence Award

*Qualityelnnovation

Insta Call by Tele-Calling Team to
Warm-Up & Pre-Fix Appointment

| v Appointment SMS to Customer
v’ Auto nudge to Seller

l Auto Lead Transfer

System based Lead Assignment to Seller - Seller meets Customer to close the Sale -
> g

Transforming D2S into a self-serve online purchase journey
was envisaged as the end stated, future design and scoped for development in phase 2

New Product Sold
and Dashboard published

amm ~°

37
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N y pu—
Criteria Use of data and/or facts to draw inferences QI South Asia Team
ltem No — 3.3 | Excellence Award
- Understanding key Complexities in developing the final Design and ASQ o yelnnovation
g Ca iiies Solution elements designed to solve them
and Solves
-
<h © @ ﬂ-.'
Identify DSF channel base from 1.20 Cr. —) Within DSF base Analyze right product offerin
customer pool of varied channels bifurcate customer of DSF sub-verticals keeping need and first sale in mind
o @, 23 El--[E25]
Track end-to-end lead funnel — Identify right sellers for — Ways to pass potential lead from
to map seller wise performance lead allocation to maximize output MLI asset to BP* with data security
*BP — Business Partner
Complexity Solution Complexity Solution
. q a . I Potential lead 5 g -
Identify DSF In-built logics of Customer Ownership Policy in the APl integration between all digital assets
" " " transfer from MLI " " "
tomer pool system enabling right channel selection with business partner (BP) dialer
asset to BP. —
* Real time insta call back logics
E “.'“‘te Utilize sub-vertical codes creating unique identifiers BUidne .D.'aler
sub-vertical base Capability * New fields in dialer for data capturing
* Product Nudges with Give & Get & Call to Action Lead Allocation to
. Built pre-defined lead allocation rules
« Customer Profile Grid basis pre-defined logics Right Sellers
Pr.o duc.t * Asset Layout Enhancement to maximize clicks System integration. .ste:m integration between BP Dialer and
Positioning existing lead management tool, mSmart
38
38
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Solution validation

enabling team to incorporate mitigation steps while designing the prototype and fulfillment process

S P D
Potential Effect(s) Potential Cause(s)/ Mechanism(s) Recommended
Sno Process Step Potential Failure : 3 2 R | CcurrentDesign/Process Controls | E 3
of Failure of Failure Action(s)
v ) T
Digital team to conduct monthl
1. Weak banner positioning Validation of design elements through il " V
Exsisting customer clicks on product |Customer does not see/click the Low volume generation at top of . analytics on customer
1 9 |2. CTAnot complelling 5 |customer/field sales at protype stageto [ 3 [ 135
banner in website/whats app/chatbot |banner the funnel responses for contineous fixes
3. No enough products shown capture feedback
basis response study
UAT at development stage ensuring leads Maintain daily lead log to
2 |Auto lead transferred to dialler Leads don't pass duetodialler  [Drop in top of the funnel 9 [Back-end logic error s 2 & e 4| 180 Y d
pass basis defined logics evaluate drop in count
1. Customer | i Depl tof ‘
Delay in call back despitelead |Lost opportunity as customer USRS DI A DETEBOEITIED
3 |Real time call back made ! 9 |hours 7 |Reports available for tracking call drops | 3 [ 189 |headcount basis volume
passing to dialler may buy from elsewhere ’
2. Callers busy at same time calculation
1. Structured Scripts, Product
Tele-caller engages with customer to [ Difficulty in call opening & poor : 1. Improper training "
4 Low volumes in warm leads 7 |No process to enable teamas newprocess | 6 [ 336 [Sessions & Role Plays
warm up the lead connect established 2. Limited product knowledge
2. Call audit process
Delay in lead allocation to seller Process Supervisor to track
Interested customer lead file passed to i Team leader at BP might skip due Daily MIS published on leads generated to AEER
s File not shared the same day reducing chances of getting a ° 3 : 3| 63 |dailyreporting on whats
HO for mSmart upload to other priorties process supervisor ;
customer meeting app/emails
Delay in lead allocation to seller .. Transition from manual to auto
6 |Lead uploaded in seller tool, mSmart |File not uploaded or delayed upload |reducing chances of gettinga 8 [De-priratised over other tasks 7 perv! 3| 168 [lead upload in seller tool,
confirmation from HO daily
customer meeting mSmart
1. Not prioratised as led count
Seller fixes meeting with customer to ot prioratised as legeguntis Dashboards with open leads to be
7 Meeting not done Low conversion 9 [low 3| 216 [Pre-meetingauto reminders
close the call ) published
2. Skips keeping track
1. Freeze MIS templates
Drop in funnel due to poor Low priority at BP with process 2. Process Supervisor to report
8 |Dashboard published by HO team reporting ° P ol s 4 |Fix responsibility at BP 2| s6 ks P
governar being new day end status on whats
app/emails

Criteria Use of data and/or facts to draw inferences Q! South Asia Team
ltem No — 3.3 | Excellence Award
AS@ *Qualityelnnovation

Pre_D‘e:ign Failure Mode Effect Analysis (FMEA) conducted to identify potential failures in the to-be design
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Criteria

pu—2

South Asia Team

— Excellence Award

*Qualityelnnovation

Solution Design and Validation

Item No—-3.4

\

-

Snapshots
Solution Elements

In-depth data analysis of Customer Base & recently sourced products helped design the
‘Customer Profile Grid’ enabling us to showcase ‘need based product banners’

Customer Profile Grid 5 relevant Product nudges designed

as Banners & Video Bytes with ‘Give & Get’
and ‘CTA’ (call to action) to quality leads

Smart logics in-built in digital assets to showcase need based product banners

Existing Plan
Term Plan

a

.
e e R Tlakh 33451
<51 Par EWAP ‘ peryearfor8years |l aslifelongincome
. L BHE------E“LA_G_________-S_‘Aﬂ"_____--_-- gic 1 Current Profile
! LTE"“ SWAG Swip ] Age <50 | Income >5 Lac
[ 1 NonPar  ssep Tswe T
! i Non Par SSPP SWIP
! >5L | Par sspp SWAG v
[ 1
f 1 uLP SSPP Swip Product 9L
[ 1 . asannuity per year
g 1 Annuity SsPP SWIP , Recommendation 1
Non Par swip GLp SWAG Plan o
<sL Par SWAG GLp 9
uLp SWAG swip g
Product
Term SWAG GLp .
Non o swi » Recommendation 2
on Par
SWIP Plan
51 Par GLp SWAG
uLp Gl swip
Annuity SWAG swip
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Criteria
Item No—-3.4
-

Snapshots
Solution Elements

Solution
apshots

Dialer Screen-Shot

Solution Design and Validation

Q South Asia Team

| Excellence Award

Business partner Dialer was customized and Functional Deployment Chart

of Lead Management Process was drawn

AS@ *Qualityelnnovation

Dialer Flow designed at business partner
enabling ‘Real Time Lead Transfer’ & ‘Insta Call’

fs1us1e88

Functional deployment chart prepared for
Lead allocation and Fulfillment process

B T 25PN 8

Manwal Call

Plan Name

Banner Name
SWAG
Paymentid

AternateMabiles
Altematemobiled

SAN_Cohert

Next Meeting Date

Policy Number *

o

ViR 550 10

Existing customer clcks on
Oy St ) productbanner on gl asset
basis | [ Teleca & R aaT
Business " i have a query?
Partner . -
sy (P
Reason_OF_Call i S
interested to Confirm preferred date and Update the dialer prepaepotental | [ S0
SPARC_CronsSe! meet seller? i g pload 1
CUSTOMER NAMK[") ]|
A i DSFHO :
e, Business Potental lad fl uploaded n sele
Planning Team tool, Msmart basis allocation logics.
Request_Date v -
ser comactscustomer | Cotomersgree Update system with remarks
10 take appointrment . tomest? stating not interested
) sallers <
SaN_Channel Meet customer toexplain | Log| i Bitrack
product basis need analsis tobuy? case un till polcy issues
San_Channe T
san_cre
san_

41
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Criteria
Item No-3.4

-
Snapshots
Solution Elements

AKX LANDING PAGE
S Wireframe

Plan for Tomorrow, Today!
Experience the growth of our

1

1

1

: D_ proguct Saving Product
1 o

1

Know more

oo

Hello Kaif,

Policy number

874563323

PREMIUM DUEIN
Max Life Smart Secure Plus Plan

Annual Premium
€40,000 (- o571

: Great News! You qualify for a
% pocialridor offer onyour policy.

View Policy Details

Below are your life insurance Policy details

1
s

Modal premium Due date
299.42,32154 2511212021 4daysleft
Insured name Total cover

Pooja Sharma 212,24,25,212.00

Solution Design and Validation

South Asia Team

[ Basis the Wireframe, Prototype of the Digital Journey was successfully developed ]

| Excellence Award

*Qualityelnnovation

1

1

] Cross-sell banner

1 carousel atthe Top
1
1
1

4

4 DAYS

Rider Up-sell (New)

LANDING PAGE

Prototype

LITE Help Centre

T2Cr

UFECOVER @ JUST

T 1046 permon

Hello Ankur
Below are your life insurance policy details

Policy number

874563323

Active

Max Life Life Pay Money Back

Due date
GST) 25/03/2024

Modal premium
¥24,805.91 (i

Insured name
Mr. Ankur Singh

View Policy Details

Cross-sell banner carousel showing
2 product banner options at the Top

THANK YOU PAGE

e Prototype
Payment Successfull
Paia at 2117 PM, 09 Sept 2021
Acknowledgemant Receipt
Offers just for you

How likely are you to recommend MaxLife to
a friend or colleague

o1 2 3 4 s & 7 8 9 10

42
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Criteria
ItemNo—-3.4
-

Multiple validation
approaches

Step 1
voc

Solution Design and Validation

We validated the solution designed with customers & sellers through
Focus Group Discussions and Run Pilots before deployment of process design

Standard Organizational process to

Solution Validation

Prioritize Solutions

Focus Group Discussions with 100 Customers & Advisors

m Focus Group with Customers (Sample size : 60)

Run Pilot (POC)

o Digital Assets Walkthrough
 Inputs captured on various journey elements (ease, content, speed)

Focus Groups with Sellers (Sample Size : 40)

* Walkthrough of product offerings being shown on digital assets
e Inputs on lead generation process

m VOC Prioritization & Deployment

* Prioritized VOC basis customer & seller ranking deployed in solution design

Capture VOC

Q)

South Asia Team
Excellence Award

*Qualityelnnovation

Course Correction &

Full Scale Deployment

Pilot Test in 2 Regions with maximum

customer transactions on our digital assets

Examples of POC Findings & Course Correction

Study of Lead Funnel data
o Seller not meeting on scheduled date keeping meeting rate low

Hotjar & Google analytics tools to evaluate website page performance
o Helped in suitable positioning of Product banners e.g. Premium Payment
o Need to de-clutter log out page

Call recoding & calibrations held for business partner calling team
o Surfaced the need for deploying language specific callers

o Customer meetings not done in locations with no seller presence

43
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Criteria
ltem No—-3.4
-

Multiple validation
approaches

Process Name - D25

Prepared by - Shweta Sahni, Naveen Joshi, Anandhan Mahendran | Reviewed & Approved by - Pushpendra Singhal
Date & Version No - V1.0 27th Jul'23

N y 2
Solution Design and Validation

L 2

Post FMEA saw drop in RPN score at pre-pilot stage

Q)

South Asia Team
Excellence Award

*Qualityelnnovation

: s ) ) P
sno rroci 0 [ . Potential Effect(s) ¢ |Potential Cause(s)/ Mechanism(s) | & | ¢, rent pesign/process Controls Recommended
of Failure v of Failure o Action(s)
Validation of design elements Digital team to conduct
Exsisting customer clicks on v ) 1. Weak banner positioning sn 8l
" Customer does not see/click |Low volume generation at through customer/field sales monthly analytics on customer
1 [bannerinwebsite/whats 9 [2. CTA not clear 135 130 N .
the banner top of the funnel at prototype stage to capture responses for contineous fixes
app/chatbot 3. Not enough products shown P
feedback basis response study
UAT at develoment stage
Leads don't pass through Maintain daily lead log to
2 |Auto lead transfer to dialler © P 6 Drop intop of the funnel 9 |Back-end logic error 5 |ensuring leads pass basis 180 | 81 v 8
dialler evaluate drop in count
defined logics
. i 1. Customer logs in non i Deployement of appropriate
X Delay in call back despite Lost opportunity as customer| Reports available to tracking 0
3 |Real time call back made oack 9 |working hour 189 | 162 |headcount basis volume
leads passing to dialler may buy from elsewhere call drops -
2. Callers busy at same time calculation
1. Structured scripts, product
Tele-caller engages with Difficulty in call opening and _ 1. Improper training No training process currently Pts, p
4 Low volumes in warm leads | 8 " X 336 | 168 |sessions &role plays
customer to warm-up the lead  |poor connection established 2. Limited product knowledge | * |in place .
2. Call audit process
Delay in lead allocation to Daily MIS published on leads Process supervisor to track
Interested customer ead files ‘ Team leader at BP might skip ¢
5 File not shared the same day [seller reducing chances of | 7 ) 3 [generated to process 63 | 63 |dailyreporting on whats
passed to HO for mSmart upload ° ! due to other priorities N o
getting a customer meeting supervisor app/emails
Delay inlead allocation to Process supervisor to seek Transition from manual to auto
Lead uploaded insellertool,  |File not uploaded or delayed v De-prioratised over other €55 SUP!
6 seller reducing chances of | 8 7 |email confirmation from HO 168 | 72 |lead upload in seller tool,
mSmart upload tasks "
getting a customer meeting daily mSmart
1. Not prioratised s lead
Sller fixes meeting with P! Dashboards with open leads ) _
7 Meeting not done Low conversion 9 [count is low 216 | 162 |Pre-meeting auto reminders
customer to close the call , to be published
2. Skips keeping track
1. Freeze MIS templates
Drop in funnel due to poort Low priority at BP with process 2. Process supervisor to report
8 |Dashboard published by HO team|Improper/untimely reporting [ " P priority P 4 |Fix responsibility at BP s6 | a2 P P
governance being new day end status on whats
app/email
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(A) CAPEX (Fixed Capital Cost)

1 In-built Customer Ownership Policy rule engine on digital assets 0.24 - 0.24
2 In-built suppression logics prior to lead transfer 0.18 - 0.18
3 Integration of digital assets to business partner dialer 0.21 - 0.21
4 Designing of product banners & video bytes 0.09 - 0.09
5 Re-designing of digital assets 0.12 - 0.12
6 Dialer customization at business partner 0.21 © 0.21
7 Integration b/w dialer and sales lead management system 0.11 - 0.11
8 End state DIY journey 0.32 - 0.32
(B) OPEX (Recurring Operating Cost) 0.84
8 Tele-caller cost 0.08 0.11 0.19
9 Virtual seller cost 0.1 0.15 0.25
10 Training Cost 0.05 0.1 0.15
11 Digital asset / dialer development cost 0.1 0.15 0.25
Total Cost Capex + Opex 1.81 0.51 2.32

Expected Business Impact (Rs. Crs.) 25 38 63
Net Business Impact (Rs. Crs.) 23.19 37.49 60.68

Criteria Solution Design and Validation QI South Asia Team
Item No — 3.4 | Excellence Award
Solution Justification through Cost-Benefit-Analysis was done AS “Qualityelnnovation
- leading to POC approvals from Finance & Project Sponsors
How
justified S.no Cost Elements Year 1 (Rs. Crs.) Year 2 (Rs. Crs.) Total (Rs. Crs.)

45

Criteria Solution Design and Validation QI South Asia Team
Item No — 3.4 | Excellence Award
Pilot Execution Plan and Performance Dashboards were developed AS *Qualityelnnovation
as pre-requisite to Pilot Launch
-
S Snapshots — POC Dashboard
readiness Snapshot — Pilot Execution Plan with actions . MELE d° 5= %h
categorized into PPT for systematic deployment esigned & approved pre launc
Funnel View Overall D2S Funnel Dashboard (Daily)
@ Sr.no Action Item Responsibility | Timelines |PPT Category Parameters June % July % YTD %
Call Transfer
‘ 1 Resource calculation with CBA Naveen/Shweta Zm‘ Ma People
Y1C
|
People 2 Resource allocation at BP Salil 4" Ma People NC
J 3 Design Training Content, Scripts Salil 7" Ma People Connected
4 MOS alignment of channel leadership | Vineet/Shweta 3 Ma People Lead Generated \a\e
= Call Back »(e((\p
‘ 5 Conduct analysis & design Profile Grid Prateek 8 Ma Process
Not Interested
6 Design back-end integration flowchart Shilpa 10" Ma Process Allocated in Field
‘ 7 Finalize lead allocation strategy Vineet/Varun 11" Ma Process Contacted by seller
Process 8 Finalize products & USPs for banners Kriti/Nirjhar 13" Ma Process Meeting Done
NOP
9 Design framework of digital assets Kaif 10" Ma Tech
Conversion on
10 | Develop system logics for lead transfer Sadika 12" Ma Tech Meeting Vertical Total Meeting | Meeting | Meeting
Wise Leads Done % Not done
11 Built suppression logics in system Sadika 14" Ma Tech Conversion on Leads Loyalty
12 | APlintegration b/w Asset & Dialer Shilpa/Sadika 22" Ma Tech Adj MFYP (Lac) Elite
. S|
Technology 13 | Integration b/w Dialer & mSmart Vineet Jul Tech Sub-Vertical View on WamEse
Seller Meetings Total

46
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Criteria Solution Design and Validation Q South Asia Team
Item No—-3.4 Pilot launched successfully in DSF on 15t June. Top to bottom funnel metrics defined & MOS tracked. ] Excellence Award
Correction Measures taken basis Learnings & Feedbacks from data & insights “Qualityelnnovation
Learning & Course Correction basis Data & Feedback
Pilot went live on 15t June wi
Absence of real time connect with 45% customers clicking banners in non-working hours
Metric MOS Jun Actual Jul Actual ﬁ o ﬁ mostly in weekdays impacting connect rate (55% vs 65% goal)
B Click 4000 t ? * Increased resources from 3 to 5 dedicated callers
anner Llicks 2385 4795 *  Staggered shifts from 8am to 8pm, earlier 9am to 6pm
Connect Rate Calling strategy to shift from FIFO to LIFO+FIFO
Call Connects 65%  55%(1308)  61% (2932) 1 Focus on increasing banner clicks
*  Auto trigger product brochure on what's app
*  Enable BOT chat facility
i 0 . . . L. . .
Lead Rate 25% - 16% (210) 22% (658) t 49% customers wanted Query Resolution or Did not realize clicking banner impacting
lead rate (16% vs 45% goal)
X . , P , ice + 4 . .
Meeting Rate 45% 37% 48% t Shift from ‘sales’ to Service .Sale‘s Script fOI: interest generation
i «  Structured Role Play, Call Calibration & Audits
Lead Rate ¢ Tele-caller incentive announced
Conversion 7% 4% 7% t
(Meeting to Sales) ° ° ° Seller not meeting on scheduled date keeping meeting rate low (37% vs 45% goal)
| qb * Introduce PFA, pre-fix appointment by callers
Sales Volume 20 2 14 t @ ¢ Lead allocation to Dedicated pool of Performing Tenured Sellers to maximize penetration
* Insta Whats App reminder to Seller through Vymo
P trati * 15 minute pre-appointment reminder calls to seller
Chesguon 3.2% 1.4% 5% t Meeting Rate *  Real time lead transfer to VYMO effective
(Leads to Sales) .
P Ask for ‘assisted online sale & unable to source in non CAT locations (4% vs 7% goal
et s ) o _ o
Ticket Size 30000 22000 83714 +  Deploy Virtual Sellers for assisted online sales /
*  Jugalband Sessions b/w sellers and callers
Rs. Val (in Lac) 11 0.45 11.9 t +  Seller contest announced
Conversion *  Sharp MIS & leadership reviews 47
Criteria Project Summary Template South Asia Team
Item No — 3.5 - : - - Excellence Award
DMADV phase wise tools used with clear understanding of the purpose & conclusions drawn 3 cellence Awa
*Qualityelnnovation
Purpose Conclusion
Project *  Questionnaire based VOC, VOB + To capture voice of customer/business C of a and pain points
I +  Internal External Benchmarking +  To study similar models in E-com within & outside the company «  Gained clarity for digitally enabled sales model, CTQ & Baseline defined
Template « sipoc « Toenvisage & study high level process, interlinkages & stakeholder identification «  7internal and 2 external stakeholders identified
) Project Charter + Todraw a clear project plan (business case, goal, scope, timelines, impact, team) + Established clear outline & alignment leading to formal project kick-off
Define « Process Mapping (FDC) «  To envisage detailed process design, study decision points & hand-off in process + Helped preempt the potential gaps in the ‘to-be design’ envisaged
« Stakeholder Analysis + To prioritize stakeholders/team members * Influence, Interest & support mapped to derive Prioritization Rank
«  Communication Plan «  Todefine team routines and governance structure +  Alignment across stakeholders on level & frequency of communication
© ARMI + Toidentify stakeholder role across DMADV . uniform ing of ions & roles
- GRPI +  To build team understanding on Goals, Roles, Process & Interpersonal issues +  GRPI Score attained and corrective actions taken to overcome gap areas
« Survey +  Tounderstand customer needs & preferences + Derived inputs for system and process ‘to be design’
«  Brainstorming + To capture potential causes or break points in ‘to-be’ design + 28 potential causes or break points identified (for inclusion i to-be design)
«  Affinity Diagram +  To organize potential causes or break points into themes basis their natural affinity + 5 themes derived basis which 2 design elements identified
+ Control-Impact Matrix O + To prioritize potential causes ‘to be addressed in the final design’ + 19 potential causes (break points) prioritized (for inclusion in to be design)
pesure «  Operational Definition « To built uniform understanding of input and output parameters + Common team understanding of parameters established
+  Data Measurement & Collection Plan | + To finalize data requirement and plan +  Data collection of prioritized causes with ease & accuracy
© GRPI + To build team understanding on Goals, Roles, Process & Interpersonal issues + GRPI Score attained and corrective actions taken to overcome gap areas
«  Competition Analysis +  To evaluate potential design elements & map other cross-sell models +  Potential design options arrived at
« Process Study: GEMBA + Tostudy other digital sales journey and tele-calling processes « Potential problems & solution alternatives identified for 19 potential causes (break-points)
+  Digital System Study +  To evaluate gaps in as-is digital journey & analyze page wise performance +  Potential problems & solution alternatives for 19 potential causes (break points)
Analyze © 5Why + Toidentify causes of potential gaps identified in as is digital & cross-sell journey + Root cause of gaps in as-is journey arrived at
* Hypothesis Testing + Tostatistically validate high impacting potential causes + Root causes validated through data completed
+  Solution Brainstorming +  Toidentify potential designs + 5 potential design solutions finalized
+ Solution Selection Matrix + To compare design alternative and prioritize * Most viable design solution prioritized for prototype
«  Pre-FMEA «  Toidentify potential failure modes in the to-be solution design +  Potential failures with high RPN & mitigation steps in to-be design finalized
.« GRPI + To build team understanding on Goals, Roles, Process & Interpersonal issues + GRPI Score attained and corrective actions taken to overcome gap areas
« Prototype + To visualize the model and its multiple solution elements + Feedback gathered, iterations done and approval on design received
+ Solution Validation Survey + Tovalidate the solution built from end customer & internal stakeholders + End customer & stakeholder go ahead of the solution design
. «  Post-FMEA +  Tocompare RPN (Risk Priority Number) with pre FMEA RPN +  Lower RPN for potential gaps attained in comparison to pre-FMEA
Design + Scorecard + To design a score card on input,process,output parameters for monitoring + On-time availability of robust scorecards to enable performance monitoring
« Ppilot Execution Plan + Tooutline the action item wise execution plan for smooth & timely pilot run + Organized & timely execution and monitoring of pilot
- GRPI + To build team understanding on Goals, Roles, Process & Interpersonal issues +  GRPI Score attained and corrective actions taken to overcome gap areas
«  Ppilot Test + Tovalidate the new design and outcomes + Design readiness for scale-up established
«  Control Plan +  To define input process outcome indicators +  Clearly drawn indicators and targets to drive sustenance
Verify « Control Chart + To track process stability (Chart) + Established that process is stable with no data point outside control limit
*  Scorecards *  To monitor performance across parameters against defined targets . Governance of performance parameters against targets
. + Todocument step by step process and KPIs * Well defined end to end process enabling ease of process transfer
* Lessons Learnt + To record lessons learnt + Timely course corrections & formation of repository for future reference
« Scale-up Plan + Tooutline a clear project plan for seamless scale-up « Easy replication of model across other channels
. GRPI + To build team understanding on Goals, Roles, Process & Interpersonal issues + Final GRPI Score attained showcasing trend of team score across phases 48
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South Asia Team

revenue & annualized 12cr. impact for DSF ; Other funnel metrics improved substantially
Project Outcomes

Criteria Project Related Result
Iltem No—4.1 - . A ] - -
‘ Project CTQ of 17% Sales Conversion achieved against the goal of 15% with 2.93 cr. incremental
-

| Excellence Award
AS@ *Qualityelnnovation

Project Goal : Sales conversion from 0% to 15% by Mar’24 |
Result : 17% sales conversion with 2.93 Cr. incremental ‘
revenue for DSF channel in FY’24

M Conversion Target (5}

W Actual Sales Conversion$s

1
]
{ ] 3 14%
y H
| During POC g
1
1 7% 7%
1
| I
1
1
1
1

15%

10%  10%|
o 2,93 C s e
X % r.
0@#‘5 cra 1% 5%
Sales Conversion I 3% I

June'23 Jul'23 Aug'23 Sep'23 Oct'23 Nov'23
Pre Project

(Apr’23 Conversion%)

Post Project Scale-Up
(Mar’24 Conversion%)

—B"S"('f:sc :’)ﬂ'"e 0.0046 0.12 0.14 0.20 0.14 0.10

Project Period CTQ Trends (Sales Conversion %)

D 14%
12%) 12%
I I I 1i10%
Dec'23 Jan'24 Feb'24
0.35 0.43 0.38 1.06

Banner Click # (Customer showing Interest|
improved from 2300 to 6900

Lead Rate (% Customers agreed to buy new plan
improved from 16% to 71%

B
t | = Mt

Jun’23 Mar'24 Jun’23 Mar'24

Total 44K customer clicks during project

Project Funnel Metrics
POC vs Scale-up
(Jun’23 vs Mar’24)

200
(B0

Banner Click # on Website & What's showing interest to buy Leads generated from contacted customer by tele-calling team

Sales Meeting (% customer met against Leads!

improved from 37% to 43%

C %))
& t

Jun’23 Mar'24

Customer meetings done by sellers
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Criteria Project Related Result | Sustenance

ltem No—-4.1]4.2

g South Asia Team

*Qualityelnnovation

‘ Additional Project Benefits achieved. Post project results sustained with

Sales Conversion at 19% in Oct’24; 7.49 Cr incremental revenue generated

’ — Excellence Award

No. of Paid Cases
(Count)

Case Size Per Policy
(in thousand)

Anticipated

Customer
Experience Score

Protection Share%
(Term Life Business)

Seller Productivity
(in Lac)

Not Anticipated

Business Val
(In Lacs)

Virtual Seller (AV)
Productivity

T- Tangible S-Soft

-

Sustained Results

Post Project CTQ trends Sustained till date

7.49 Cr. incremental revenue generated since inception
with consistent lift in monthly run rate

CONVERSION RATE (%) - APR"24 - OCT'24

199% 19%

16%

APR'24 MAY'24 JUN'24 JjuL'24 AUG 24 SEP'24 ocT'24

D2S plan included in FY’24-26 channel strategy
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50
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Input Process
Outcome Indicator

Process Control System Developed
To define control limit of performance indicators

Control Limit

Checking Item

Frequency Responsibility

To determine & m

Criteria Sustenance Q! South Asia Team
ltem No - 4.2 Performance Score Cards, Control Plan, Control Chart, Call Audits, Target Allocation ASQ Eg(cell_len(‘:e AWG rd
Snapehots Structured Reviews are some of the Control Measures in place for driving sustenance velltysinnevetion
Control Measures
Control Chart

or process stability

1-MR Chart of Penetration

To trac

Overall

D2S Dashboard Introduced
put-process-output indicators

Process SOP Documented

For standar

dization & saved in BPM folder

Parameters

Mar (On Applied)

Overall YTD

Call Transfer

6903

44975

yTC

304

308

ve

1953

11978

MAX
QLIFE

Connected

4646

32689

INSURANCE

Lead Generated

3316

11729

Call Back

Model The pocesses

Not Interested

Allocated in Field

« Function - Distribution (DSF Channel, Ager

Contacted by seller

. : Digital to Sales
«  Function Head — Anurag Gupta

 Process Owner

rabot, Whtsigo | Chamnel 5F (¢0C & Ph-1),

UCL=107%
Banner Clicks # >=4k Banner Clicks D2s MIS Daily DSF BP (Ravikant) 10.00%
H
Lead Rate % >=25% Lead D25 MIS Daily DSF BP (Ravikant) 3 e /\""\ .
generation 3 som ‘—_/ \/ X=539%
H
Conversion % >=7% Conversion D2S MIS DSF BP (Ravikant) £ 2sm
(meeting to NOP) Daily 00% Ilc\-~nm
Penetration % >=4% penetration D2s MIS Daily DSF BP (Ravikant) Moath  Aug Aug Aug Aug Sep Sep Sep Sep
(leads to NOP) Wesk Weekl  Week2  Week3  Weekd  Weekl  Week2  Week3  Weekd

D2S Targets added in Annual Business Plan

To set accountability of field sales team

| Meeting Done
NoP
[Conversion on Meeting
| Conversion on Leads
|Adj MFYP (Lac)
AFYP (Lac)

Ticket Size
L

51

12 Cr. D2S Plan (FY’26)

193
23%
7%
96.21
112.87
0.50

17%
5%
242.63
278.96
054

Version No: Draft 1.0

nterna I

51

Criteria Future Opportunities South Asia Team
ltem No — 4.3 | Excellence Award
POC milestones achieved establishing D2S as a viable business model for incremental revenue, leading to ASQ TQualityelnnovation
- formal leadership sign-off to Scale-up & Replicate model in other channels with 60 Cr. revenue opportunity
Scale-Up Plan

Optimize

_s
=

Presently, Replication

Project Opportuntiy Projects are at POC stage

N 27Cr. g
L 21Cr g
60 Cr. annualized incremental I I
business from scale-up - replication, —
[
Agency
POC went live on 15t Aug’24

DSF

Scale-up Completed &
transitioned to business

Axis
POC went live on 10t Sep’24

urney Prototype - 3 Step Self Serve Online Purchase Journey for seamless Customer Experience

Step 2 : Updates Information & Documents Step 3: Makes Payment Completing the Journey

@ ParmenSucessil Onthe due date, your premium will be
5 [ —— ; 3
2 x debited automatically
Maxx Life Smart Fined-retum Digital Plan (192654345)
1 Setup Auto Debit g
L)
- Tocomplete the process youneed o ﬁ =) = Pt
- selupthe E-Nandate registretion, / ‘/g
sty
‘ | i Neteaning
[ o |
Ty s pamerts Fi|
o
(St Dot Latern e ey
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Criteria L S thAsia T
essons Learnt ou sia Team
Item No—-4.4 - e d Excellence Aword

Learnings documented & maintained in Quality Repository ASQ TGV e Ty s Tnnovation
Project Storyboard published Org.wide as part of project closure communication

-
Standard approach to
sharing lessons learnt

Project Story d
enclosed in org. wide
Project Closure mail

Learnings from
data & insighting

Solves Deployed

Learning Area Learning Captured Mitigation Steps (Solve) Solve Type Impact
¢ Customers click product banner by - »  Specify CTA (call to action) button as
Interest Generation mistake but don’t want new plan | ‘Buy Now’ & not ‘Know More’ . . Digital Team
. K . X i . Digital Banner Clicks N
on Digital Asset *  45% banner clicks in non-working * Changes in calling strategy from FIFO to (Sadika)
hours | FIFO+LIFO, Introduce Staggered Shifts
¢ Customer lost to competition *  In-built system integration for real time . Digital Team
CustomerConnect incase of delayed warm up call back insta call back on banner click Digital Lead Ratg (Sadika)

*  Pre-book appointment i
Business Partner

o Selllow Rl frEhilig eni i - » Insta what's app reminder Process Meeting Rate (Mohit)

Customer Meetings

customers
.~ *» Create_dedicated seller pool
Lead Fulfillment ° Sz custf)mer V\{ant w ~*»  Deploy Virtual Sellers for online sales Process Conversion Rate DSF Sales
¢ Lost sales in locations with no seller i (Naveen)
*  Track alignment score at every stage and
. +  Unstated interpersonal issues in CFT | take action, using GRPI tool Project Champion & Q Lead
Team Alignment 3 T o B Process
go unnoticed ¢ Team building exercise/training Outcome (Pushpendra, Shweta)
_ *  Celebrate milestone, R&R
53
53
N y pu—
Project Communication process followed, with sign-off on Project Closure Report (PCR) Q! South Asia Team
the org.wide communication was published ASQ Exce‘llence Award
“Qualityelnnovation

Project Closure Report Signed off
Standard Or; de Formal Communication

Project Closure Report

on Project Completion by Quality Team

D28 An custamer centric business medel far increasing Crass Sell revenue

Project Sponsor: Anurag Gupta {Head Direct Sales Farce & Yes Bank Channel)

ostimmiiiosing Wl QI&SE TEAM RECOGNIZES

Projuct Leader: Shilga Singh
Black Belt Mentar: Shwets Sahni Y
L. Project Destription (Business Case] ULy

Ous existing custarmers frequently use our digital sssets to seek policy infarmation or complete self-help transactions

Presently, 1.20 Cr. customer transactions {10k per month) are dane an our digital sssets, of which the majority BO%
comprise of the top 3 contributian sales channels that is, Axis [445), DSF [275) and Agency {13%). However, there & no PROJECT LEADER: SHILPA SINGH
structured model in place for tapping these custamers for lead generation to generate cross-sell revenue and is 3 huge lost . .
apportunity. Mareswer, post Covid, there is a drop in walk-in customer at branch offices which has been a key touchpoint For the succeSSfl‘I CIcsure Of BIaCk Be“ PraJeCt Dzs (Dlgltal to Sales)
far erass-sell, and a3 &n arganization there is a need ta find alternate — digitally enabled ways,
Mast importantly, customer preference i shifting towards digital and we need ta build s seamiess online buying journey for
enhianved cusboures experiesce. Therslafl, We-are indertabing this projert b design a strischured [oirney fror lad Project Title CTQ Impact Department Project Champion Project Team
generation ta crass-sell far incremental revenue. This graject is directly linked ta our values of Grawth Mindset, LT L Vineet K“"“’_'
Coaboration & tus N ‘D25’ : Digital to stablished an bl Distribution: Pushpendra Singhal || Naveen Joshi
. innovative, scalable, .
Sales cross-sell model with | Direct Sales Force Anandhan M.
. Projuct €TQ. Mohit Vashist
ect 60 Cr. potential Sadika Guliani
Fanci Beneis Building an Shllee R
et | Bt Frolectsiart Target On Project Closure : 3 R ) Gopal Kumar
e P P P e Camplation innovative, . Project Sponsor Quality Mentor Kaif Saleem
psinl 1= e po . Bate. digitall bled [ Conversionrate o
i : - igitally enable e salil Kapoor
Conversicn Rate® | % o5 ‘ R |2 | ‘ 2930 | o fon scaleag] | MR 02 busi model for | o5 to 15% generating Anurag Gupta Shweta Sahni Richa Raazdan
increasing cross- || 2.93 cr. incremental Arinjay Singh
Othes Bensfiss / Asmarks — sell revenue revenue Varun Yadav
1. Proued a visble business model to be scaled.up in other distribution channels Prateek Pandey
2. Customer contric eross. sl journey established
Signatures.
Projoct Leader Spomsar champion Black Selt Mantar Quality Loader can sign aff
Shilpa singh Anurag Gupta Pushpendra Singhal Showeta Sahrd Tarun Bahel Finance:
54
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Project D2S won ‘Project of the Year Award’ at Max Life’s annual Quality Competition QI Eoufh\ ASiGATeGﬂ
| Excellence Awar

*Qualityelnnovation

and won the_‘Platinum Award’ at Cll Six-Sigma Competition in Sep’24

‘Platinum Award’ at Cll National Level Six-Sigma Competition
in New Product Development Catego

‘Project of the Year Award' at Max Life Annual

BLACK BELT PROJECT .5 RUNNER UP
D'Q italto Sules

RUNNER UP

SIX SIGMA BLACK BELT

N e ol - -

~ Category:
New Product Development

55

Q South Asia Team
=)

- Excellence Award

*Qualityelnnovation

Thank You

Project team is enriched with immense Learnings and continues to stand Together to
strengthen D2S model in its scale-up journey

Digital To Sales

Staying true to our values of Collaboration, Customer Obsession and Growth Mindset !

Project Sponsor
V. Viswanand — Ex DMD

£ =1 .
FL) r o g 1
Anurag Gupta ey > B Gughagifuragram 20 - Digle 0 :
Project Sponsor - Head DSF p— r - 1
& YBL Channels ’ i y
\ - el y ‘
é i o G = Salil Kapoor (Gurugram 90C - Quality,... § Taral Bhatt (Anmedabad - GO1 - Qualit.. ¥ Tarun Sharma (G Jram \ C - Qua !Hly '
Pushpendra Singhal ) I i ° I ‘ !

Project Champion — Head CAT

Arinjay Siagh (Gurugram HO - Direct S8
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