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APPENDIX B

CONSENT FORM
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APPENDIX C

INTERVIEW PLAN

Consent form
Ask for permission to audio-record
Audio-record the interview

How would you describe what your team does when working at the client? 
How do you approach problem-solving and decision-making in your work, and what are
some of the strategies you use to ensure that your solutions are effective and efficient?
What technologies play an important part in your job now?
What are some of the key skills and competencies that you believe are essential for the
people in the team?
What are your team’s core capabilities when working at the client?

What challenges you face when working at the client?

How would you describe the current state of technology used at financial institutions?
Considering the rise of new technologies -such as ChatGPT, AI, Robo-advisors, open
banking- which future technologies do you thinks will play an important in the future
How do you think the future of financial institutions such as banks and insurances will look
like in 10 years?

What comes to mind when you think of CX?
To what extent is CX incorporating in your team’s work?
How do you think CX is currently incorporated in financial institutions?

What are the pain points or challenges faced by clients?

Checklist for start:s

Introductory script:
Hi, thank you so much for helping me with my Master thesis. My name is Frédérique Valk and I
study Strategic Product Design at TU Delft. For my Master thesis I will create a Customer
Experience framework for the technology transformation team (at EY). I research the
capabilities of the team, identify knowledge gaps, and create a future vision. There are no
wrong answers in this interview. So, to start, can you tell me who you are and what to do at EY?

Part 1: About the team (TT, BT, DnA, DET, VODW)

Part 2: At the client: The future of finance and technology

       o   How do you overcome these challenges?

Part 3: How can customer experience be incorporated in the future of financial
institutions. This part also includes how Customer Experience (CX) is incorporated at this
moment, and if any tools are used now (specific for TT)

      o  What challenges do you see for those companies?

      o  And how can CX help address those challenges?

Follow-up questions:
-Why hasn’t the team shifted more towards CX in the past?
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How does your dream project look like?

How do we want to be perceived by our clients?

What are the long-term aspirations for the team

How will our CX strategy contribute to the broader goals of our clients, such as promoting
financial wellness and literacy for consumers? 
What role will our employees play in our CX strategy?

What are some of the most common challenges/pain points that your clients typically face? 

Which CX tools are used often during projects?
To what extent is technology incorporated in VODW’s work?

How well -in your opinion- is CX currently incorporated in your client’s business?

Which skills do you think will be important for your projects?
How does your team measure success?

Thank the other person
Anything you feel like you still want me to know about the topics we talked about in the
interview?
Share the results after the projects

Part 4a: The future of the team, its goals, mission and vision (specific for TT team)

       o And dream CX project?

       o How will CX help create that perception? 

       o And for our CX strategy? 

       o How will they be trained and empowered to deliver a high level of CX?

Part 4b: More about the team’s work (specific for VODW)

      o and how do you help them overcome these obstacles?
      o How does CX help with that?

       oThink about AI, robo-advisors

       o What challenges do you see for those companies?

Checklist for closure:
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APPENDIX D

SUMMARY DNA, BT, AND DET

DnA
Within Data & Analitics are different sub-teams. There are data engineers, data managers and
data strategists. They focus analyzing data, research which data to use, and how the data can
be used for the company’s growth. Internally they research how data can be securely stored
and how data can be deleted the right way. They research the challenges that come with data
so they know better what to do when a client has a similar question.
Their clients are mostly companies in the financial sector such as banks and insurance
companies. Sometimes they also do project for companies in other sectors such as the retail
industry. With their solutions they help the company, and build products that affect the client’s
customers. They use their data analysis to create new opportunities for their client. They help
them grow in a strategic way. A common tool they sue for programming is Python. Client who
reach out to DnA mostly don’t have in-house Python experts.
The skills within it DnA are both management skills and technical skills, depending on the sub-
team. Communication skills are imporant for all sub-teams. The management side have
facilitating, sales, presenting skills. Data managers have to be really good at PowerPoint to
communicate the technical stuff and explain codes. The technical side work a lot with Pytho,
Power Bi, and data visualisation. They can code, but also have to be able to explain them and
what it can do. 
Concerning CX, the team’s project have an idirect realation with customer experience. They are
not CX experts themselves, but their porjects at client are mostly about using data to enhance
the CX. With data they find the best place to open a new store in a place that customers would
want one. They translate data from banks to visualize to the bank’s customers where there
money goes. As in, with data they can determine which transaction is made in a supermarket or
on plane tickets. So, CX is not the main goal, it is rather using data in a way that the client can
make strategic choices with it.
DnA rarely collaborates with other team, and has never collaborated with VODW. 

BT
Within Business Transformation they focus on business and operations. Helping clients with
strategy implementations, customer related assignments and more optimization from a process
perspective. And regulations also play a role in these types of projects. Their client are both
within the financial secto and outside of the financial sector
They ensure that what they make is actually make it workable. They often have to make
adjustments in your organization in the area of people. Technology processes governance are
one of the thing they recently do. It’s a combination of where everything comes together, and
what are the important skills that those people in the business transformation team should
have. There is not one profile wihtin BT, the interviewee would say, precisely because we want
to have different backgrounds. What makes them different than others is that they are very
experienced in change management, project management and stakeholder manager. This all
comes together in their projects.
Concerning CX, the interviewee told that they had a training on design thinkig a week earlier.
They try to combine business and customer as much as possible. They are more likely to focus
on cusotmer growth than customer expeirence.
BT has not collaborated with VODW. 
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DET 
Within Digital and Emerging Technology the consultants focus on new technologies and how
that can support their clients. Their clients are in the financial sector. Now blockchain, AI and
cloud are becoming more relevant for their clients. The consultants for example focus on
restoration work which often takes place based on regulations, done for the government. They
are the supporting factor in the area for new business processes.
Clients all indicate that they find these new technologies very interesting, but are not ready for
it, partly because of a blockchain, for example. It does undermine the whole idea of a bank, but
that makes it more interesting for the team. With their clients they do knowledge sessions
about this kind of new technology or about how it all works out. With all these new technologies
they focus a lot on the security of it as that is very important for them and the client.
They get hired by clients when the clients miss manpower, or someone with advanced technical
skills. But also, the idea of someone with a fresher look at it, since such organizations can be old
and the people there are resistant to change. 
When it comes to certain skills, design thinking and an agile way of working, an IT background is
not a must, but they all do have an affinity with technology.
Concerning CX, the team has no experience with it, but DET has collaborated with VODW.
During this collaboration project the interviewee noticed the different dynamic on how they
step into a session is very different from what we do in financial consulting. Financial/technical
consultant was descripted as more so-called ‘boring’ and VODW was more creative. That also
brings challenges. Interviewee: “You have to imagine that designers are a bit more creative of
course and are often a bit more free-spirited. From okay we can do it like this and. There are, so
can you put the limit in terms of possibilities compared to my team, which is a lot more blue
profiles with programming and techniques that say yes, that one is, I think very much in a box
as it were and how that works together.” What helped during this collaboration was to have a
lot of meetings, but short one. In the morning, have a stand-up together, talk about today’s
tasks and continue. Decisions were made together and sometimes some people just had to
compromise.
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APPENDIX E

CODES IN CLUSTERS
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Goal
 1. Process inspiration: insights, statements
 2. Come up with new ideas
 3. Form the solution space

Participants
Strategic design students, who know EY

Introduction
How can TT adapt a more customer-centric approach and focus on the customer experience?
And increase the desirability of their transformation projects?

Thesis Subject
This creative session is for done for a technology consulting team from Ernst & Young (EY)

Technology Transformation (TT) is a team of IT consultants with a technology or business
background. It is their job to advise IT systems, new technologies, and software providers. They
see themselves as the bridge between technology and business.

Their clients, financial companies, come to TT for advice. The advice that EY gives must be
technically executable (feasible) and good for the business (viable). Nevertheless, they forget to
empathize with the customer (desirability). Here, ‘the customer’ is the client’s customer, and
the client’s employees, such as customer support, IT and finance specialists.

EY has its own design consultancy, VODW. Those consultants are CX experts and work with a
customer-centric approach. TT & VODW want to collaborate more often in the future, but hey
have different values and speak a different ‘language’

Explaining Problem Definition

APPENDIX F

CO-CREATION WITH SPD STUDENTS
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Goals of the thesis:
-Make EY focus on Customer Experience to increase desirability in projects
-Increase collaboration TT and VODW

Rolestorming
HKJ’s: project context
Image… je bent een tech consultant en werkt aan een groot transformative project bij een
verzekeraar (naam: AZ Goede Zorg). Het afsluiten van polissen en schade claims indienen gaat
met name telefonisch bij deze verzekeraar. Echter, door o.a. personeel te kort gaat het bedrijf
digitaliseren. Als tech consultant ben je verantwoordelijk voor deze digitale transformative. De
IT system die je gaat adviseren (en implementeren) moeten gebruiksvriendelijk voor klanten,
klantenservice en specialisten van de zekeraar.

HKJ de consument meer centraal zetten? 
HKJ een product/service meer desirable maken?

Quiet Brainstorming
HKJ CX tools (design thinking) introduceren/leren aan (tech) consultants? 
HKJ de samenwerking tussen TT en VODW bevorderen? 

Extra
 1. Can you think of ideas how to tackle these problems?
 2. And how I can test/validate these ideas?
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Concept one is a CX framework for TT, it would be a structured approach outlining the
principles, strategies, and methodologies for implementing and delivering CX in CX projects. It
focuses on customer-centricity, CX tools, and incorporating feedback tools. To make the
framework more actionable, it will include case studies that show how CX has been applied to
projects at EY teams in the US and UK.

The next concept is not mentioned in the report. Here, it is referred to as concept two. What is
called concept two in the report is in this appendix referred to as concept three. Concept two
(here) is a collaborative model/product designed to facilitate and enhance the partnership
between TT and VODW in delivering CX solutions. This model would establish clear
communication channels, streamlined processes, and effective collaboration mechanisms,
allowing both teams to seamlessly work together on joint projects. It will involve shared tools
and platforms, standardized practices, and regular knowledge exchange sessions to leverage
each other's expertise and capabilities. The collaborative model would not only strengthen the
collaboration between the two teams but also promote the development of CX capabilities for
TT. 

Concept three (number two in the report) is the CX playbook. It is a resource filled with CX tools
and methodologies to develop TT's CX capabilities. It serves as a guide for the team members to
understand, implement, and enhance customer-centric practices. These capabilities can then
later be used in their projects and engagements. The playbook offers a structured approach to
CX, teaching TT team members the CX capabilities they need.

APPENDIX G

CONCEPT DEVELOPMENT & HARRIS PROFILE
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Goal
 1. Develop concept
 2. Frame collaboration strategy
 3. Make validation/test plan

Participants
Three design consultants from VODW, with over a year of work experience in the team

Research Question
How can TT adapt a more customer-centric approach and focus on the customer experience?
And increase the desirability of their transformation projects?

Explaining the Focus & Problem Definition

Introducing the three concepts

Introducing the final, mixed concept

APPENDIX H

CO-CREATION WITH VODW CONSULTANTS
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APPENDIX I

PERSONAS

Persona in the context of the CX Guide

General persona
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Persona in the context of the CX Guide

General persona
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Persona in the context of the CX Guide

General persona
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APPENDIX J

CONCEPT DEVELOPMENT WITH USER STORIES
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The CX Guide is designed for a specific target audience: the TT team. To make a Guide taillored
to their needs and wants, the personas are used to make user stories. The goal is to find new
opportunities for further development of the CX Guide.

The CX Guide is used by the TT team, but it is important to mention that not every team
member is the same. With 28 team members, the attitude towards CX and the amount of
knowledge about CX differs. Three fictitious consultants will explore the CX Guide in this
subchapter, discovering the different ways of using the CX Guide. The CX Guide is developed by
imaging its use thorugh the eyes of the three personas.

As the intended users of the CX Guide are TT consultants, it is vital to recognize and
accommodate their unique differences. Insights gathered from interviews and working closely
with the team over the last few months revealed varying attitudes toward CX among
consultants. While some are highly motivated and eager to learn more about CX, others exhibit
less interest and are focused on alternative professional pursuits. Given that the concept aims
to cater to the entire TT team, not solely the CX enthusiasts, it is imperative to consider the
diverse range of attitudes towards CX during the development of the CX Guide. 

In Chapter 4.6, three personas were introduced to provide a better understanding of the
technology consultants within TT. These personas were further analyzed during a creative
session with VODW in Chapter 6.4, where they were placed on an axis to categorize their
attitudes towards CX (Figure 26). On one axis, their openness toward CX was measured, with
Audrey and James displaying receptiveness to CX concepts, while Oliver showed a lack of
openness. On the other axis, the personas were categorized based on their willingness to utilize
the tools from the CX Guide in different ways. Audrey expressed a readiness to apply the tools
directly to her current project. On the other hand, James and Oliver are more likely to use the
CX Guide internally to get familiar with CX first and apply the tools in future projects.



Audrey has been a consultant at TT for over a year now. She has heard of CX during her
studies, but not at EY. She is currently working on a big transformation project at an insurance
company. At this point of the project, Audrey wants to identify the pain point of the insurance’s
customer support specialists. Interviews have been conducted. Before reaching out to VODW
she wants to make the personas and customer journeys herself. 
Most likely to use parts 5, 6, and 7 of the CX Guide first

James is an experienced technology consultant who has been at EY for almost 3 years now. He
is currently in between projects. He has heard about CX before from colleagues but doesn't
understand how this can be translated into a project within TT. With a big transformation
project coming up and his goal to get promoted to manager, he is eager to expand his
capabilities and learn something new.
Mostly likely to use parts 2, 3, and 4 of the CX Guide first

Oliver is freshly graduated and is a new joiner in the TT team. He is excited that he has finally
started his first real job, but he is not on a project yet. Oliver has never heard of CX before and
has no interest in it since he doesn't see the added value of CX for himself and for the team. 
Mostly likely to use parts 1, 2, and 3 of the CX Guide first

Looking at the concept from a different point of view and exploring the different reasons and
moments a consultant would reach out for the CX Guide led to finding further development of
the CX Guide. The CX Guide should be accessible for consultants who have never heard of CX,
but also for consultants who want to use the information from the Guide for their current
project. Next, three individual user stories are created (Figure 27). The comprehensive versions
of the personas can be found in Appendix I. A closer look at the user stories below.
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By making these three user stories new needs, pains, touchpoints, and so new opportunities
were found. Each user story includes four stages: Awareness/Knowledge, Consideration &
Conversion, Service Experience & Retention, and Migration. From the user stories 20
opportunities (Figure below) emerged. These opportunities served as insights that were used to
iterate and build upon the existing Guide with additional chapters and segments.

Awareness/Knowledge
In the Awareness/Knowledge stage of the journey, a challenging insight emerged. Besides the
content and usability, the accessibility of the CX Guide should be improved. This resulted in
adding to the SharePoint of TT and to the MS Teams Files. With the digital version, consultants
have access to the guide everywhere and at any time. Whether they are working at the office, at
the client or from home. Another way to increase the visibility of the CX Guide is by making a
physical copy or making it one of the mandatory materials that are part of the onboarding
process for new joiners.

Consideration & Conversion
In the Consideration & Conversion stage, the same opportunity of adding touchpoints was
discovered. Also, more results from CX research showing the impact of CX on businesses were
added to the CX Guide, making it more appealing to its target audience. The Parts with the
trends, tools, and templates, which are considered to be used to most, are added at the top of
every screen to make it stand out and easy to find.
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Service Experience & Retention
In the Service Experience & Retention stage, the idea of including a link to a Miro board with the
CX tools for the CX Guide emerged. By including a Miro board it will be easier to collaborate
with colleagues and re-use templates. Here, the addition of possible CX solutions and products
emerged to make the CX Guide more interesting to consultants who all share a sense of
curiosity for the new subject. Also, to strengthen the alliance with VODW, tips for them werte
included, together with a recent case study where they did a project at a Dutch insurance
company. Finally, this phase resulted in the addition of Part 6, where a previous transformation
project from EY UK is explained which includes personas, customer journeys, and a service
blueprint.

Migration
In the Migration stage, it was discovered that the CX Guide should be adaptable for future
updates. Mostly Chapter 3: CX Market Research. The chapter includes CX trends and technical
developments. To keep up to date with these trends and developments, the team should have
one person who is responsible for maintaining the CX Guide. That is in this case one particular
manager from TT, she is also the only person on the team who has experience working with CX.
She is eager to make the shift towards a team that can provide end-to-end solutions. Lastly, the
addition of certificates. Consultants are encouraged to follow various trainings within EY. When
they do this, they receive a certificate and they can add this to their portfolio. Getting
certifications makes a consultant stand out when a new client project gets acquired by the
partner who then will decide which consultant gets chosen to work on this project. This
rewarding system will motivate consultants to develop their CX capabilities.
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