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Agenda

e Point Number 1
e Point Number 2
e Point Number 3




Ag enda 9:45 — 10:35 Time for reference only,

not for final preso

e 09:45 Intro and About Intuit

e 09:50 Support Strategy

e 10:00 Determining Support Demand

e 10:10 People/Process/Tools

e 10:20 Prevention and Customer Self-Help
e 10:25 Tips and Tricks




Who iIs Intuit?

v/a.ﬂ

y
f

Turbolax ¥

QuickBooks

= America’s most trusted name in tax software
-#1 best selling tax software year after year

=More federal returns e-filed with TurboTax than all other
consumer tax software combined

=#1 rated by the Wall Street Journal

-#2 best selling software in the U.S. after TurboTax
=More than 14 million users

=QOver 75% U.S. retail segment share

=Over 70% brand awareness in households with PCs
=>85% U.S. retail segment share

=3.7 million U.S. small businesses use QuickBooks
=#1 payroll service
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How Healthcare Consumers Feel

Individual o
Deductible, aim - -
Family Denied! == II;Alfe?Tlme
Deductible; T2 =B\ aximum
in-network 4 ' :
deductible; ?l«“:vﬂ/ =5 = = Co-pays
out-of-
network Co-
deductible insurance
= [This is
Usual and NOT a Bill
Customary L
Charges k.
: yd This is a
the |'Ttor | Welcome to Bill, but it
0se Consumer-Directed looks wrong
_ l Health Care!
FSA,
HSA, —_—
HRA
Tkt

Adapted from a cartoon by Dale Wilkins

Managing health care is becoming even more
confusing, challenging & frustrating

TECHNOLOGY SETER 87
= l I 'SER‘JICES .E
WORLD 1A




PLACEHOLDER

Intuit Health: Business Background

Intuit Health Group is a startup within Intuit, formed with the goal of creating a new,
sustainable growth engine for the company. We create easy-to-use solutions that
profoundly improve the relationship between providers and patients.

. el (TN i W MEDICAL
We started by collaborating & CIGNA | UnitedHiealtheare, MUTUAL
Wlth th ree Iead | ng Health See if you're eligible for Available to UnitedHealthcare  Medical Mutual of Chic is now
CIGNA Quicken Health members at myuhc.com available.
Plans - Expense Tracker.
Get Started Get Started Get Started

...to offer millions of members
our innovative solutions...

A Health”

Expense Tracker

...and then partnered with { .
Practice Management System

providers to offer Medical Emj E’ﬂkh
practices and easy way to get Bill Pay
paid by their patients

Intuit Patient Payments

WORKS WITH QUICKEN HEALTH BILL PAY




Needed: Innovative Support Strategy

Our new product offerings are free for users, but the business
model is hinging on adoption and usage. We needed to match
the product and business model innovation with the _support
strategy innovation and develop a people, process, and tools
system to allow us to quickly and cost-efficiently scale for millions
of users and rapidly resolve their issues to deliver delight and

A
Solution
Build a support
framework that allows
us to focus on root
case elimination
rather than grow

& Iy O O 9@ D@ 90,1 ’Q N N "D ’Q ’Q
FEP L L, LTSS k support staff. /




Supporting V1: Where do we start?

5

g

®

4 )

How do you begin to design support
system for a product that an unknown
number of people will use, that will break In
some unknown ways and cause unknown
number of support cases?

You start by asking the four core questiog




The Four Questions

2. What is
demand for
support?

1. What is the
support strategy?

4. How can we 3. How can the
preempt customer Issues be
ISsues? resolved?

© 2010




Strategy

V1.0




Support Strategy

 Why do we do support? What business are we
In?

We are in the business of helping our customers
achieve full benefit of using our product, so they can
be more productive and successful.




Intuit Health Support Goal




Support Strategy: Choices

=Paid?

*Free?
<Entitlements?
*Subscription?
eLanguages?

4 _ )
Developing support strategy

A set of questions in our
framework helps create
support system wireframe

<Phone?
~e-Case?

*Email?
«Chat?
Field?
eForums?
<Blogs?
*Twitter?

«7 X 24 support

required?

«Time to response?
/ «Time to resolve?

«Outsource or badged?
«Offshore or onshore?
«Work from Home?
«Agent skill set?

= Agent background?

Agent
sourcing

«Single or multiples
sites?

= Agent distribution?

=Location with access
to right talent pool?

*Who owns the
customer?

«Case handoff?

«Reporting?



Intuit Support Process

1. Ensure our Products/Services are so easy to use
that it minimizes the need to contact us for issue
resolution.

N /
Delight!
~ S~

4. Identify root cause and |
partner with product and 2. For known issues make it easy for
mar_ketlng teams and customers to rapidly find answers
to “find once, prevent many” ” through online channel of their choice

N

3. For new issues or customers preferring
assisted help, rapidly resolve their issue
in a manner that creates delight.

When appropriate, educate how to

solve for themselves.
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Guiding Principles

KB is the heart of the support system

We focus on proactive and preemptive support rather
than reactive

Knowledge creation is how support is delivered — not
an afterthought

We reward agents for what they share broadly, not
just 1:1 with an individual customer

Agents create, share and reuse knowledge content as
they work with customers

Content published instantly — we solve for speed to
publish and immediate product feedback

Agents can clearly see the direct impact of their work:

Content they created is reused by customers and solves
their problems

KB reuse reports are used to drive product roadmap

V1.0

@)me of our 2010 Employee\

Engagement Scores

£
Innovation practices: 94%

Job satisfaction: 88%

Performance management: 97%

Continuously improve work
kprocesses: 100% /




Key Advantages Of This Approach -

Moving to the knowledge-driven support model has helped solve for:

= Better Answers — Customer and knowledge focus drives
better answers delivered faster (Handle time from 30 min to
under 15 min, agent productivity from 10 incidents/day to
25/day)

» Shorter Agent Ramp Times — Timely, relevant and
actionable KB content allows agents to be productive faster
(New agent training from 6 wks down to 2 wks; time to
proficiency down from 4 mo to 1 mo)

= Scope Reduction — Easy, repeatable questions are solved
by customers on the web (Contact ratio decreasing from 0.2
to 0.01)

Tangible Business Results




ROI of our Support Strategy

V1.0

Business Results

Self-
service
success

Agent
efficiency

Agent
effectiven
ess

Frontline staff grew by only 33% in 2010 while
the subscriber base increased by 170%

1. Improved agent productivity from 10
incidents/day to 25/day

2. Decreased handle time from 30 min to
under 15 min

3. Decreased escalations to Tier 2 from 52%
to 30%, which leads to faster time to relief for
customers, and less demand for expensive
Tier 2 resources.

1. Training time for new agent is down from 6
weeks in 2009 to 2 weeks in 2010

2. Time to proficiency decreased from 4
months to 1 months, allowing for better
resource utilization

Since we launched in 2009, support cost
per customer is down three-fold from
$6.45 per enrolled member to $2.15. This
allowed us to reinvest in business
$1,200,000 just in FY10 vs. potential
increase in labor-only support headcount
cost

Improved efficiency led to additional
estimated savings of 6 frontline FTE that
we didn’t need to add, adding up to
$400K in savings that could be now
invested in the business, and additional 2
Tier 2 for additional $200K savings

Just-in-time hiring allowed us to delay
hiring new agents to just before we
needed them — saving ~$10.5K in payroll
costs
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Demand

V1.0




Support Demand

V1.0

e Users

— How many users will we have?
e Usually available from Marketing, PM of BusDev
e One to three year model

— Segmentation
e Consumer, SMB or Enterprise?

 What are the customer roles?

— IT, developers, end-users, CFOs, ClOs, small business
owners ... etc

 What are their expectations of support?




Adoption M~Adel
placeholder e
Columnl 5/1/2009 |6/1/2009 |(7/1/2009 |8/1’ +/1/2009 [10/1/2009 |11/1/2009
Month Month Month Month Month Month

Total Practices 30 40 90 135 202.5 303.75
Total Physicians 240 300 <0 1020 1500 1980 2700
New Practices data to load: # patients 208000 20° 416000 832000 832000 832000 1248000
Patient visits to physician 64800 v 194400 367200 540000 712800 972000
Patients eligible 3117 21840 93312 176256 259200 342144 466560
Patients signing up g 22464 40435.2 76377.6 112320 148262.4 202176
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Use Cases

V1.0

 What are going to be the top issues?
— Define 20-30 use cases

 What is the probability and impact of each?
— Assign severity

e Contact mechanism per customer role and use
case”?




Support Use Cases Process

End-to-End

Product Map

Support Use
Cases

Use Case
Prioritization

Resolution
Flows

Handoff
Processes

First, we conduct
end-to-end
product mapping
sessions from the
customer
viewpoint to

|

_elements

-E_‘ 3 :

Kiss
i
,

{

identify detracting -

Based on these
maps, we create
support use cases

Working with
product team, we
prioritize and
assign severity

2|How do | do "X" in QHET? Patient Member has specific
questions an how to use
specific QHET feature ?
3|Can QHET do "X"? Patient Member has specific
questions on functionality
ions for product
* | #4|The claim information looks Patient

wrong to me

Content related issue. /

I have a question on my

Patient

Patient or Patient or
0. | Member Inquiry Provider | Scenario No. |Member Inguiry Provider |Scenario
Use Case? 4 Use Case?
1|I'am confused about the next | Patient Wember has questions on 1 1 the next [Patient Hember has questions on the
steps in Claime Assigtant content of Claime Assist: (steps in Claims Assistant content of Claims Assistant

2

Howdoldo™ nCHET?  |Patent [Member has specific
lquestions on how o use &

specific QHET festure

3(Can QHET do™X°? Patient |ember has specific
lquestons on functionalty or
lsuggestions for product

4[The clam nformationlooks._|Patient | Content reated issue.

) 5[ihave a queston on my Patient

S Member has specific B W W o Iquestion: 3
; er ~ bl o
” M‘S‘ 3 \r\‘\ 'hyestln 8 0

.

wrong o me

1ember has specic

Detailed handling
and resolution
process flow, and
Knowledge Base
articles with
internal and
external

._instructions

. ‘\Sv‘iwiwim"P

In collaboration with
- partners (Health

. Plan support

. teams), we develop
. case handoff

. processes

i Inuit support Opersions 1
[KEer ork |¥er
nthod mﬁ)

wt ] lone ~ Answer e (%

(ateps CEims Sasitart  |contanto quesion Ceszd hep nfukspport or Cins Asssatquesten :

a3 e tee forFechre requestf Clins

|Asslen:coen. reds o bz maced. ]
ffowdalco T ORET?  |Resoves e casepar SOPend upicles kB [lone  Zasics;efar wrhui suppat £3 '

cortznttoefetbe new quesion Pt

s ol e ied 4
3|Cen CHET 6" Resoves be case pxr SOPend upieles KB [lone  asics;efer o Pk sppat k3 Y

ot el e quesin Casslbrp
Iy red ctee forfachre request

4[The cenrfomamnbts  |Ask menbe-fo checc MO websie o ve-fybe [2
wrglone.

[\orma INC prozess en manschefemalil 2

p
¢
4
teesed $

o Terel Yy b WM Gy ;

e weasz). F e informefio &t VWO webste.
e sene, nut wilrepy whh 3 serpted
resane e ey need o escalie e e
jnd Tanse 0 refr fo MO Cpareiuns.




Resolution

V1.0




Resolution

What is the skill
profile needed to
resolve issues?
What is support HC
model?

Who are the SMEs to
train?

Can we use other
teams to deliver
support?

What is the
difference between
Issues and incidents?
What will be the
resolution process?
Should we use just-
In-case or just-in-time
knowledge creation?
What listening posts
should we have in
place?

What are the KPIs?

V1.0

What tools do we
need in support of
the workflows?

How can we
effectively capture
and share
knowledge?

What are the gaps in
the tools availability?

How can we mitigate
the risk?
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People: Support Pyramid

PN

T2: 25%

V1.0

Tiered Support - Mature Product

T3: 50%

T2: 40%

Tiered Support — New Product

T1:10%

T0




People: Capacity Model

 What will be the contact ratio?

— Estimates from benchmarks
 Handle time per case?

— Estimates from simulations
 Time to resolve?

— Estimates from process mapping

e Self-service deflection?
— Estimates from benchmarks




People: Headcount Assumptiol

Alpha: two cases per tester per week down to
one case/week

Beta: one case per tester per week contact ratio

Launch: contact ratio from 0.15 to 0.05/mo
(three models)

Processing time 15 min/case in first 2 months,
then down to 10

Avallable time per agent per day 6.5 hrs
Not including root cause elimination gains
Self-service deflection rate 30% going up by



V1.0

People: Support Headcount Model

 N=eligible users

« CR=contact ratio

o T =throughput (in hours)

M= available work hours per agent per month
D= self-service deflection

S =shrinkage

 X= agents needed

X= N*CR*T*(1-D)/M*(1-S)

Contact Ratio .05 M4 a1t [ ot [ @] @] @]l "~ " Q3] Q [ Q] o4

L.M. 1.0 1.0 1.0 1.0 1.0 1.0 1.0 1.0 1.0 1.0 1.0
C.B. 1.0 1.0 1.0 1.0 1.0 dd 1.0 1.0 1.0 1.0
M.W. 1.0 1.0 1.0 1.0 ° 1.0 1.0 1.0 1.0 1.0
H.M. 1.0 1.0 1.0 v 1.0 1.0 1.0 1.0 1.0 1.0
Z.Z u.b 0.5 0.5 0.5 0.5 0.5 0.5 0.5
TBH - Tier 2 Agent 1.0 1.0 1.0
TBH - Tier 2 Agent 1.0 1.0 1.0
TBH - Tier 2 Agent 1.0 1.0
TBH - Tier 2 Agent 1.0 1.0
TBH - Tier 2 Agent 1.0 1.0
TBH - Tier 2 Agel 1.0 1.0
TBH - Mgr/Escala 1.0 1.0
TBH - Tier 2 Agent 1.0
TBH - Tier 2 Agent 1.0
TBH - Tier 2 Agent 1.0
Total Headcount 4.0 4.0 4.5 4.5 4.5 4.5 4.5 4.5 4.5 4.5 6.5 115 145
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People: Staffing Mix

V1.0

Product lifecycle and KB maturity levels

Phase 9 Phase 9 Phase e

Immature KB Medium KB Maturity Mature KB

Staffing mix: Staffing mix: Staffing mix:

Permanent co-located Permanent employees, More offsite and WFH

employees, Tier 2 skills, PD  growing follow-the-sun and employees, both Tierl and Tier 2

backup WFH, Tier 1 and 2 skills skills, may consider outsourced
support

e Resources

* Headcount model driven by product adoption rates, contact ratio, agent
productivity and self-service deflection rates

« Staffing mix driven by Knowledge Base maturity levels




People:

Additional Support Staff - Closer Than You Think
Support Jams

We hold well-attended “Support Jams” — the entire Business Unit is invited to come
and work on customer cases for an hour

 Attendance ranging from VP of Product Management to junior QA Engineers

Benefits

Builds customer intimacy

Better insights into customer experience that helps
improve the product

Support agents are engaged with the rest of the team
Support work is recognized as a key to customer loyalty




Process: Issues vs. Incidents

 An Incident is a problem report from an end-
user; it generally describes the specific
symptoms being experienced that may be
specific to a particular environment or setup.
Incidents are all about the customer; they are
managed at the Tier 1 level.

 An Issue is the underlying problem that caused
the incidents; may impact more than one
customer. Issues are all about the product, and
are managed at Tier 2 level.




Process: Our Knowledge-Driven Support Workflow

|nc-dent e s
~ncl . Assistant :Self-service
1 out of 100 71%06 success A47% success
per month
Can resolve w KB Answer — : Personalized response :
incident? i exists? e : to customer with link :
N
|
No
V

o New KB answer created and:

‘instantly published (marked/’ .........
\/ as draft) :

Root Cause
Elimination

T2 issue T3/partner Case
resolution > defect :
process resolution resolved
A4 v
Monitoring Ongping irqgroveme_n_t process for high-value published content '
ndl i Technical writing / editing ]
and logs ' Subject expert review Note: our process is built on
:» Effectiveness review lnstfldlg

S - Release-driven review




Process: Knowledge Creation

Just In
Time

Just In
Case




Process: Listening Posts & Resolution

= Mindset to continue
to assess our
process... sowe
learn from issues and
eliminate root cause

~

, We continue listening

’ o .
‘ ﬂ,f‘ to customers and revise

support processes and
products based on their

experience

V1.0

» Proactive service
monitoring

Customer support site
interactions

Support incidents
VOC

Partner support teams

» Support stand-up
meetings... review new
cases

» Cross-functional incident
review meetings to
prioritize new issues

» Defect tracking meeting
monitors to closure

» Knowledge published real-time
Dashboards

» Knowledge base reuse reports

= Operations reviews

TECHNOLOGY
SERVICES

WORLD



Process: KPIs

Self-service success

Smart assistant
success

Support NPS

% of cases within SL #
Average dailly b .ug

KB maturity level

25%

25%

8507
oU%
30

50%

15%

12%

00%

80%
20

25%

20%

/70

84%

82%
25

35%

> > <)

V1.0




Tools: Assessment

8- most important, |8- perfect,

Element 1 - least imortant 1- horri+’ Size
Importance S

e-Case submission 6 14

Agent interface 4 6 10

Reporting 2 2 4

KB authoring 7 3 10

Escalation flow 2 6 8

VOC 5 3 8

Partner case” 5 1 6

[ ] TECHNOLOGY
SERVICES
WORLD
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Tools: Prioritization

oe. .
Tools Assessment e-Case submission
@ Agent interface
9 - OReporting
8 - O Escalation flow
voc e-Cas "YWele
7 -
@ Partner cases
0} 6 -
) OKB authoring
(&)
O 5 /
Escalation flo A
4 _
3 Priority Attention
L KB Authoring
Reporting
0 T T T
0 1 2 3




Preemptive model

V1.0




Moving to preemptive model

V1.0

Do we understand desired vs. undesired contacts?

Are we ready to track root cause of every issue?

Do we have a mechanism to quantify impact per issue?
Can we push work down the value chain:

— What can Tier 2 do that PD does today?

— What can Tier 1 do that Tier 2 does today?

— What can the customers do on their own that we manually do for
them today?

— What can the product do that we manually do today?

How can we establish a closed loop process?




Contact Value Matrix

V1.0

HIGH
(Learn, cut costs,
increasefrevenue)

Value of
Contact to us

<—

LOW
(Do not want the
Interaction)

LOW  <— Value of — HIGH
(Irritant: No need contact to (Save money, get
for interaction)  Customer support, get advice)

) B Tl I e
l I SERVICES ‘ts
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KB Reports

Top 5 agent reused answers

Title Reuse Aetion Plan
KB Ao, = Defct113 hr23
+E BEE 2 Defct2Id fr23
KB COC. 1ar Detect 145, Thed
KB OODO 120 Marketing pr
kB EEE 00 1% 203 rkare
Top 5 customer reused answers
Title Hit= Sotion Plan
Moo —dries by £igu-1p 3id
kB FFFF ey malllgs
KB A58 (533 Dekct113 Br23
KB i pess) Sodmorebeter Wil bep
Wi —dries by £ige-1p 3id
(1 s 7222 snmey malllugs
KB CCCC 52 Dekct 145, fhed
HOT: lecriac caricing maoet
LEIL4LE] T I I AN I U\Auulllv TTINYU i .
E Title, . Reuse Foszible Lction
Issatisfaction
kB S = DekctZT tr 23
kB HHH x| If progress with Legal
kB FRP 12 Roadnap tr 27

V1.0



Business impact of
top customer issues

$0 $1,000 $2,000 $3,000 $4,000 $5,000 $6,000 $7,000

T T
e :

e :

1

e :

1

e :

SolutionH

I | $ per solution per period
SolutionG

E—

1

e :

SolutionC
P |

: A
SolutionB ‘

1

- :

0 200 400 600 800 1000 1200 1400
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Self-service: Key to Scalability

\ 90000
80000
70000 |

' Subscribers
60000 T Month over Month

50000 +—

40000

30000

Although our subscriber base has
grown by leaps and bounds...We
have been able to sustain self-

service success rate levels ® ® P ® ® ® ® S S S S e 9
& STV & & & R R A

Smart Assistant Solve Rate

20000

10000

—

/ <
7 —
‘,,/'

- ~ Ongoing growth as we
- improve content findability

Rapid uptake as we iterated
KB content

4Q09 1Q10 2Q10 3Qilo0 4009 1Q10 2Q10 3Ql10

© 2010
Slide 43




Our Common Framework for
Knowledge Capture, Improvement & Reuse

» Everyone: agents, developers, subject matter experts, even customers

YAY [ » Agent training and certification model for KM sets rights and
responsibilities

» Any knowledge useful to a customer or agent working through a
barrier

» Examples: break-fix, how-to, best practice, policy

* Reactively, based on actual customer cases and issues
 Proactively, planning for new releases or products
* Reflectively, adding value based on patterns of knowledge use

» A single logical knowledgebase for agents, customers, and others

» Purpose-specific sources: community, docs, release notes,
development team

* Increase customer delight
YAY \/ * Improve financial performance
» Create a new asset for continuous improvement

» Searching with customer interaction
D)V » Capture at the point of learning
* Integrated practices for knowledge quality




Tips and Tricks

1. We need to design processes from the customers’ perspective, not

product perspective:
—  Listen to what customers are asking — not what we want to tell them
—  Support agents are the closest to the customers — they should drive the
conversations
1. Product teams will embrace the chance to get closer to customers — if we offer

it in the way that is easy for them:

— Several attempts to bring engineers into the support process failed because we
required them to abandon their own workflow and adopt agent workflow: steep
learning curve, high effort

—  We succeeded when we made customer interaction a fun event, and made it easy
to get engaged: developed ‘lite” version of agent CRM interface

2. Self-service efforts can only succeed if we have a way to get live support for

customers that are really “stuck”:

—  Friendly, timely — and accurate - responses from our support agents help build
customer confidence in the new products; we cannot cut corners here!

—  Agents add their pictures to the signature line — customers love this personal touch

—  Customers are OK with KB answers that are published as “draft” before they go

TECHNOLOGY
SEPVIGES
WORLD




The Four Questions

2. What is
demand for
support?

1. What is the
support strategy?

4. How can we 3. How can the
preempt customer Issues be
ISsues? resolved?

© 2010




Knowledge-Driven Support: Summary of

Achievements

1. For employees
J ol 90% employee
’é i engagement score
Innovation practices: 94%
Performance management: 97%

Continuously improve work processes:
100%

\,

@ B. For business unit

gher efficiency and effectiveness

Product roadmap driven by actionable KB reuse
reports

New agent training from 6 wks to 2 wks
Time to proficiency from 4 mo to 1 mo
Decreased Tier 2 escalations from 52% to 30%

Improved agent productivity from 10 incidents/day to
25/day

Support Jams: build customer intimacy
© T

e
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2. For customers f

Better answers faster "o
Customer self-service success 50%
Customer satisfaction 85%
Contact ratio down 10x from 0.2 to 0.02

Decreased handle time from 30 min to
under 15 min

INTUIT

4. For Intuit

Knowledge as Core Asset

Proof of concept for emerging businesses
KM Framework adopted across Intuit
Cross-training of agents easier

Increased pool of available support resources: loans
from other groups

KM Community of Practice




Contact Information

_ala Mamedov

Director, Customer Care
ntuit
_ala_Mamedov@Intuit.com
(650) 944 6709




