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2.3.2 Partner/Intermediary Value Proposition

Dealer Sales & Distribution

Intermediary’s primary need from insurer:
»= Provide products and services that assist them to maximise business income potential.
Swann value proposition:
=  We utilise our expertise & provide broad service offering that differentiates us from our
competitors and maximises partners’ income from core operations.
Swann focus areas to support value proposition:
= S&D ‘trusted business advisors’, specialisation, account service levels & strong
personal relationships
= Company reputation
» Analysis, benchmarking, advice, sales penetration & results focused
= Business scale, ‘end to end’ control, decision making, risk acceptance & innovation
= Technical market/product knowledge, pricing capability and commission levels
= Comprehensive range of products and services
= Specialist dealer trainers & training programs
= Market specific front end sales systems and models

Third Party Relationships

Customer’s primary need from Swann:
= Knowledge and expertise to assist their potential to sell products & services that will
maximise their business income potential.
Swann value proposition:
=  Willingness to share our knowledge and partner to achieve mutually beneficial
outcomes.
Swann focus areas to support value proposition:
= Technical expertise
= |T systems and development capability
= Efficient Customer Service and back end processes
= Tailored products
= Appetite for innovation and change
= Reputation and trust

2.4 Areas of Excellence

2.4.1 Maturity Assessment & Progress Against Desired State

Scoring system: 1 — No Capability; 2 — Below Market; 3 — At Market; 4 — Above Market; 5 —
Best in Market
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5.2 Key Initiatives
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Alignment Assessment
o G16 Area of (P = Primary or glirept aligpment to goals;
Initiative Opportunity/Problem Excellence & Focus Impacts Timin S — Secondary or indirect al!gnment_to goals) Owner Cost to
Name PP Y Area p 9 Nb. There can only be 1 primary alignment Implement
Financial Sales & Operational/ People
Service Technical
Leverage IAG | (i) Leverage DI's parts Area of Excellence
capability strategy when Sales & Service DI Supply Chain Jul-14 — Dec-14 Paul Ayton
approved and S P
implemented Focus Area Internal Swann
Dealer Sales &
Distribution
(i)  Work with CTP to
deliver a seamless CGU Alignment CTP Jul-14 — Dec-14 Paul Ayton Budgets/BAU
strategy for the P S
dealer network Part (i) & (ii) Internal Swann Opportunity
Operational Excellence/ cost for
Process Optimisation processes
(iii) Assess the viability of
distributing a non- Part (iii)
Swann manufactured | Operational Excellence/ DI/ CGU Jul-14 — Dec-14 Paul
motor vehicle Service Delivery ul-L4 —bec S P Woodhouse
product through the Internal Swann
Dealer Channel
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Initiative
Name

Opportunity/Problem

G16 Area of
Excellence & Focus
Area

Impacts

Timing

Alignment Assessment
(P = Primary or direct alignment to goals;
S — Secondary or indirect alignment to goals)
Nb. There can only be 1 primary alignment

Sales &

Financial -
Service

Operational/
Technical

People

Owner

Cost to
Implement

Direct
Segment

0}

Implement single
customer view &
deploy customer
portal

(i) Investigate additional

product development
or segment

opportunities to drive
greater diversification

Area of Excellence
Sales & Service
Operational
Technical

Focus Area
Direct Distribution

CGU Alignment

Operational Excellence/
Partner & Customer
Value Propositions

Operational
Excellence/Partner &
Customer Focused
Processes

Information &
Technology
Excellence/Digital
Service & Transactions

Information &
Technology
Excellence/Data
Management

Internal Swann

Jul-14 to Jan-15

Stephen
Rosengren

Budgets/BAU

Opportunity
cost for
systems &
processes

Jan-15to
Jun-15

Paul
Woodhouse

Glenn
Rosbrook

Budgets/BAU

Opportunity
cost for
processes
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Alignment Assessment
(P = Primary or direct alignment to goals;

Initiati G16 Area of S — Secondary or indirect alignment_to goals) c
nitiative Opportunity/Problem Excellence & Focus Impacts Timing Nb. There can only be 1 primary alignment Oowner ostto
Name Area ] Implement
Financial Sales & Operational/ People
Service Technical
Asia Market Finalise and agree Area of Excellence
Program on Swann'’s Sales & Service Mar-14 o Budgets/BAU
partnership Operational .
respons bilities within Technical Jun-14 Paul Ayton Oppo;tltmlty
the Asia Region cost ror
Focus Area processes
Third Party
Development of Relationships
Distr bution, )
Administration and CGU Alignment
Claims Systems
where required Operational IAG Asia
Continue to support Excellence/Partner & p S S
product development Customer Focused Internal Swann Budaets/BAU
& pricing Processes 9
Continue to provide i
Sales & Dist?ibution Information & Ongoing Paul Ayton O[():%(;;t?onrlty
training and support Technology systems &
Assist in the Excellence//Digital )rlocesses
development of Service & Transactions p
specialised )
procedures and Information &
personnel Technology

Excellence//Partner &
Customer Relationship
Management
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Alignment Assessment
(P = Primary or direct alignment to goals;

Initiati G16 Area of S — Secondary or indirect alignment to goals) c
nitiative Opportunity/Problem Excellence & Focus Impacts Timing Nb. There can only be 1 primary alignment Owner ostto
Name Area Implement
- - Sales & Operational/
Financial Service Technical People
People Demonstrate

application of MOS
principles &
behaviours in daily Area of Excellence
work People
Ensure all Leaders
are aware of their Focus Area
respons bility to Dealer Sales &
deliver the desired Distribution
improvements in Third Party
constructive culture Relationships Pf‘gagg:;uhrie & Budgets/BAU
Having the right Direct Distribution P Ongoing s s S P SEC )
people in the nght_ _ Internal Swann Leadership
roles through quality CGU Alignment SLG courses <
and consistent hiring $100k pa

and promotion
processes

Improve capability of
Swann’s Leaders
through SLG, talent
programs,
development
opportunities and
leadership courses

People Excellence/
Achievement Culture

People
Excellence/Leadership
Capability
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Minimum Action Items — Account Manager

O O O O O O

o O

Account Manger to conduct Agent Performance Reviews of all “B” accounts with Dealer
Principal, General Manager, or Group Business Manager

Develop marketing plan in conjunction with key personnel — where appropriate

Results Achieved — communicate Swann activity within the account with Dealer Principal
Ensure compliance obligations are completed

Conduct and co-ordinate all training activities within the account

Devise and implement formal / informal incentive programs in conjunction with Dealer
Principal

Record Call activity within Salesforce.com

Coordinate and support House Account renewals (where applicable)

Conduct annual performance review including annual budget setting, profitability
assessment in conjunction with Sales & Distribution Manager / State Sales/Development
Manager

‘C’ or ‘Group C’ Accounts - Less than $250k pa (actual or potential)

Individual Agent or Grouped — where an Agent is a member of a Group

Activity (Visitation)

Minimum call cycle (via phone or in person)

o Monthly — Swann Account Manager

Minimum Action ltems — Account Manager

O O O O
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Ensure compliance obligations are completed — Can be conducted remotely via telephone,
email or online

Performance Graph Quarterly (optional)

Be a branch point of reference for Agents

Encourage sharing of calls with Alliance business partners

Record call activity in Salesforce.com
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