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Overall Performance  

“It is always a pleasure to be asked to visit an organisation where the commitment to providing exemplary customer service is perceived so positively by everyone in the team.  Enhancing the student experience at the University is a real passion for the people engaged at all levels in the Professional Services Team in whatever role they have.  Service excellence permeates every action undertaken by all concerned and it was exciting to listen to the individuals speaking so enthusiastically about what they do and the outcomes from the actions taken that benefit the customer whether they are internal or external.   Customer service is about people knowing they have been provided with the best possible customer experience, but it takes special people to make it happen and, in this respect, the Professional Services Team are very special”
As with any assessment activity there is only so much the assessor can do without the help and support of the client organisation.  With this in mind I would like to take this opportunity to say a big thank you to Natalie Turner from the Projects Team for her excellent organisational skills in bringing together all the interviewees from the various teams so effectively.  I know from my own experience that this can be a challenging task and one that Natalie handled extremely confidently.  My thanks also for the generous hospitality provided to me during my stay at the University and to all the lovely people who came along to speak with me about the work they do in their respective teams and for the openness and honest answers provided.
I know Natalie was supported by her colleagues in pulling together all the evidence for the Customer First assessment and my thanks to them also for making the experience so beneficial.

Exeter University is acknowledged to be a great learning establishment in the South West, but this has not always been the case.  It was not that long ago that, in terms of ranking, the University was not very well placed and it became clear that improvements had to be made in terms of people, capital investment and teaching and research performance.  With this in mind the University began a process of restructuring and investment in all areas of facilities and performance that has resulted in the following:

· The University now ranked number 8 in the UK by the Times and Sunday Times
· Exeter was voted best University by the Sunday Times in 2012/2013

· The Guardian voted Exeter in 12th position out of 120 HE institutions in the UK
· The complete University Guide published in the Independent lists Exeter in 12th position

· Exeter is one of the top 150 Universities in the world

· Student satisfaction is consistently high holding 6th position in the UK

This data is proof that Exeter is a high performing University that are not content to rest on their laurels and will seek to achieve higher levels of performance across all areas in the future.

The following report describes how the Professional Services Team (PST) of the College of Engineering Mathematics and Physical Sciences (CEMPS) has met all statements that make up the Customer First Standard.  Such was the wealth of quality information provided by PST that the report cannot reference all the material without fear of making the report the same size as a telephone directory.  The report will mention how the PST met the Standard, but not in any great detail as a self assessment had already been completed by PST.  PST knows what they do well and this report will be about looking forward as much as just reporting.
Assessment highlights – in no particular order
The University has a clear plan of where it wants to be in relation to performance.  The plans are supported by a clear vision that cascades to every team and individual in the University.  The ‘golden thread’ of people understanding what they have to achieve and how this impacts on their team and the wider University is very well embedded.  All the plans, at every level, are very detailed and show an enormous strategic insight into how working together can improve the customer experience and raise the already excellent profile of Exeter University.  Everyone understands the concept of KPI’s which are clearly defined in all the plans for each of the areas that make up the PST.
The PST has identified quite clearly who their customers are primarily in the form of the many students who come to study at Exeter.  Students come from all over the world each bringing their own set of priorities, culture and expectations to which the PST has to respond.  There are of course the other internal departments within the college and the wider University.  Contact with students for example can be fleeting or much longer-term depending on the engagement levels requested.  The PST uses a broad range of techniques that ensure they build successful long-term relationships with their customers.  Some of these include:
· Outreach activity

· Newsletters

· Surveys

· Summer schools

· Alumni activity

· Student surveys

· Internet

· Web site – and the myriad of communication therein

The PST have close links with other colleges within the University to support the customer journey through the organisation and work closely together to ensure a seamless service provision to students, internal departments and external partners.  Customer needs are identified at different stages in the student journey and the PST employ, and have access to, various databases and survey results to enhance the experience.  Interventions are recorded systematically to ensure as much information is captured to aid the understanding of student needs.
The main instrument to ensure customers understand what they can expect from the PST is the website.  The site is very user friendly and intuitive.  Other ways customers understand the service offer include:
· Student handbooks

· Communication mediums

· Newsletters

· University prospectus

The PST ensures customers understand the service offer in terms of timescales through SLA’s and, in some cases, via the service charter or service promise.  The web site outlines in very clear terms the timescales for the service intervention for students.

The PST and the University as a whole make superb use of technology especially when seeking feedback during the life-cycle of the intervention or service.  Surveys and customer meetings for example are employed to ensure students and other customers are able to feedback to the PST.  In the Education team there were many examples of responses to students requesting support.  
A key strength for the PST is the embedded ethos of seeking customer feedback.  The PST has a range of mechanisms such as user groups, surveys, web based feedback and project completion checklists.  All feedback is reviewed and where necessary action taken to improve the service.  Numerous examples were provided to the assessor from the portfolio of evidence.
A complaint process is in place for customers to use although these tend to be few and far between.  Nevertheless, it is available and people know how to refer people to it if necessary.  Complaint resolution is undertaken on a 1-2-1 basis with students if necessary.  
The PST takes every opportunity to understand how their service provision can be improved.  A range of mechanisms are employed such as:

· Comment cards

· NSS

· ISB

· DLHE

· Student liaison - SSLC

· The Guild 

· Meetings with opposite number in other colleges

The same methodologies listed above are used to understand the impact of the service they provide to their customers.  The NSS (national student survey) is the key indicator of impact.  As mentioned earlier, Exeter is doing very well in attracting students and making sure that when they are studying (for however long) their experience at Exeter and their contact with the PST remains a positive one.
Each team provided a summary of the key successes during 2012 and 1013 and some examples are provided:

Erica Team

· Delivery of first careers fair

· Adaption of LEAN for HR and Research

· New academic staff induction process

Education Team
· Initiating college–wide use of digital reading list service
· Development of policies – supporting academic staff to achieve professional registration and student membership of professional accrediting institutions

Finance Team

· Professional working relationship with Cornwall to ensure a seamless financial service between campuses
· Stronger links into central finance and other services such as research accounting and planning.

Projects Team

· Development and launch of college intranet

· Adoption of LEAN for HR and Research

· Customer First

HR Team

· Successful recruitment of academic staff in line with growth plans

· Increased levels of advice and support for staff and line managers through periods of change

· On-going support for the Equality and University agenda for the Athena Swan project

Research Team

· Introduced and imbedded an academic focused team structure

· Supported and coordinated equipment grants

· Introduced a research opportunities email alert service

Everyone has a clear understanding of the aims of the University, their team and as individuals.  New starters are provided with a really positive induction which describes the overall aims and values together with a detailed staff handbook. Aims and objectives are reviewed constantly during 1-2-1’s, team meetings and the PDR process.
The University and each team have a very detailed plan with clear business objectives.  The format is very simple to follow and excellent use is made of colours to ensure people clearly make the links between top level strategic requirements and their own team objectives.  The ‘golden thread’ principle is made very obvious within CEMPS.

Each team has access to various databases that allow complete segmentation for communication and marketing purposes.  The college makes available a huge amount of literature both in hard copy form and on the college web site.

University communication strategies are widely used to engage people with people, teams to teams for the benefit of customers.  The list of other organisations that CEMPS and the wider University engage with is both comprehensive and lengthy.  Examples of other organisations include:
· Other Universities such as Falmouth, Bath and Bristol

· Met Office

· Skills funding agency

· Local schools

· Health organisations

· HELOA, AUA, UCISA

· AMOSSHE

· BACP

The list goes on and on.  It is clearly a strength for the college and the University that so many other organisations are supporting the customer journey.  It goes without saying that many of the groups identified through completion of the self assessment are also organisations operating in partnership with CEMPS and the wider University.
The college works extremely closely with student groups.  There are numerous forums for the customers and the PST to get together.  Every effort is made to engage existing and potential new customers through outreach programmes, career fairs, local school visits and open days.
CEMPS are not ones to hide their light under a bushel.  Knowledge sharing and the sharing of good practice for the benefit of customers is second nature to the team.  Some benchmarking methods have been mentioned such as the Sunday Times competitor data but there are also others where information and knowledge is freely provided.  These include:
· NSS Survey

· You said we did survey

· Interaction with the Guild

· SSLC

· Publication of journal articles

· GW4 partnership

· Membership of professional bodies

· Newsletters

· Website

· Case studies

CEMPS have clear service objectives defined in numerous contracts, plans, SLA’s and charters.  These objectives dovetail into the University’s strategic aspirations.  The numerous feedback mediums provide a wealth of information to aid continuous improvement for the benefit of the customer.   
The PST, like all other teams within the University, are very cognisant of the law when it comes to recruitment and selection and ensure that equality of opportunity principles are at the forefront of any recruitment activity.  New starters provided evidence for not only the positive induction they received, but how they were given the opportunity to provide examples of customer service situations that demonstrated a customer focus.  The HR team use a range of methods to ensure candidates are ‘right’ for the job on offer.

Job descriptions are in place within the PST and are reviewed periodically.  There is a detailed competency framework in place for everyone and is used at every performance management meeting held once a year, with a review every six months.  
People are provided with an exemplary range of learning and development activity to support them in delivering a really positive customer experience.  Some learning interventions are of a very high quality and often result in degrees or masters.  Accredited learning and development to the Institute of Leadership and Management (ILM) is further positive evidence of supported quality development.

Some managers have experienced the ‘Insights’ programme where 360 degree feedback is part of the programme.  Again, those who have experienced the sessions have really enjoyed understanding how other people perceive them and how this has ensured better working relationships across the team  

In summary:

The assessor was provided with numerous examples of forms and processes which, quite literally, are too many to mention individually. The superb internal self assessment undertaken by Natalie and her colleagues and the subsequent interview discussions has provided really solid evidence for a fully compliant decision by the assessor. 
Congratulations to everyone within the PST at CEMPS.  The outcome is thoroughly deserved and may I wish everyone every success in the future. 
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Assessment Outcome

Assessment Outcome

The Professional Services Team (PST) of CEMPS at Exeter University was reviewed against the 30 Statements and was found to be Fully Compliant 
Breakdown of Assessment Performance

	
	Compliance
	Partial Compliance
	Non Compliance

	Customer Relationships Overall Score
	12
	0
	0

	Market Awareness Overall Score
	11
	0
	0

	People Overall Score
	7
	0
	0

	Overall Score
	30
	0
	0


Areas for Development Essential to Meet the Standard

None identified
Areas for Continuous Improvement Not Essential to Meet the Standard

Although there are service promise charters for Finance and Research, there are none for the other teams.  To facilitate feedback and link the feedback directly to the service promise, the PST may wish to adopt a single charter or service promise that encapsulates the best of all teams.  The statements can be flexible without ‘tying down’ the whole team to exact key performance indicators.  The internet is awash with examples of good service charters that may provide guidance to the PST in moving forward.
During the interviews it was noted that people felt that, whilst student numbers are increasing and the academic side is expanding, the support functions are not keeping pace that could result in for example:

· Potential low morale

· Creates a long-hours culture

· Higher rates of sickness and absence

· Stress related issues – people working too hard
· Lower scores from the staff survey
· People’s health deterioration
It's common sense that for people to be able to perform well in their roles at work, to make the most of development opportunities and be fully engaged in decision-making they need to be well enough to be at work and productive. Fundamentally, work is good for individuals too, offering not just income, but also human contact, mental stimulation and is linked to improved physical health. So keeping people well and at work makes sense all round.

Of course, many employees wouldn't thank an employer that told them how to live their lives, as health and lifestyle is often a personal, sometimes sensitive issue.  By contrast, everyone accepts the need to protect themselves, and be protected from, situations both physical and psychological which might endanger their health.

But between this level of compliance with health and safety requirements, and the extreme case of a ‘nannying’ employer, there are a wide range of issues around health and wellbeing at work that can improve performance through increased morale, motivation and productivity. For example, studies show people work better when they understand what is expected of them and feel equipped to meet their objectives without excessive pressure or stress. Working in a friendly team of supportive colleagues and being able to balance the demands of work and personal life can also help.

Now there is a dedicated Health and Wellbeing Standard, which can be assessed as a stand-alone activity.  The framework has been in place for a few years now and offers organisations, who take the health and wellbeing of their staff seriously, the chance to be recognised for the positive health and wellbeing culture they promote.  The framework also looks at whether people feel the workplace culture is open and trusting, and the role of managers in effectively supporting and communicating with their teams. This might include how they manage workloads, help team members to agree and meet their objectives, and manage attendance fairly.

As an employer, maintaining a healthy workforce makes business sense. Investing in keeping people well at work provides a return in terms of attendance, productivity, staff retention, agency staff and recruitment costs – as well as boosting morale and enhancing the organisation’s reputation as an ‘employer of choice’ and good ‘corporate citizen’.

The Health and Wellbeing model is supported by a free diagnostic tool that allows organisations to access free information and examples of good practice by simply logging in, completing a simple Health and Wellbeing questionnaire and ‘presto’ the bar charts will show where the computer generated information indicates where you are in relation to the Standard.
The Health and Wellbeing model is part of the Investors in People family, but you don’t have to have Investors in People to be recognised by the Health and Wellbeing Standard.

To access the free Interactive Health and Wellbeing tool go to::

http://www.investorsinpeople.co.uk/accreditation/continuous-improvement/health-and-wellbeing?dm_i=1SF4,269CM,BHV95W,7UYNW,1
A PDF version of the framework will be sent to Natalie for information and internal circulation as appropriate.
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Outcome Sheets

Section 1 - Customer Relationships
	
	Compliance
	Partial Compliance
	Non Compliance

	1.
	We build successful long-term relationships with our customers
	(
	
	

	2.
	We identify our customers' needs at the first point of contact with us 
	(
	
	

	3.
	Where appropriate, our customers can access other relevant and related services through their contact with us.
	(
	
	

	4.
	We clearly specify what our customers can expect from the service we provide to them 
	(
	
	

	5.
	We deliver services to our customers in a timely manner or within agreed timeframes 
	(
	
	

	6.
	The needs of our customers are reviewed  appropriately during service delivery
	(
	
	

	7.
	Our people follow clear guidelines to select the most appropriate organisation to either contract with or refer to, in the best interests of the customer
	(
	
	

	8.
	Our people have access to relevant customer information that is accurate and up to date 
	(
	
	

	9.
	We gather customer feedback to check the effectiveness of our service delivery and identify opportunities for improvement
	(
	
	

	10.
	Where appropriate, we follow up our customers after we refer them to others 
	(
	
	

	11.
	We always follow up and swiftly resolve customer complaints or concerns 
	(
	
	

	12.
	We evaluate, review and understand the impact our services have on our customers


	(
	
	

	
	Overall Score
	12
	0
	0


Section 2 - Market Awareness

	
	Compliance
	Partial Compliance
	Non Compliance

	13.
	All our people and those working on our behalf understand the purpose, aims and values of our organisation 
	(
	
	

	14.
	We have overall business objectives that we measure and regularly review 
	(
	
	

	15.
	We regularly review and identify the different needs of our customer groups 
	(
	
	

	16.
	We keep our people up-to-date with the changes in our industry sector and other related service provision 
	(
	
	

	17.
	We build successful long term relationships with other organisations for the benefit of our customers
	(
	
	

	18.
	Potential customers are carefully selected and targeted in any marketing activity 
	(
	
	

	19.
	The introduction of every new or changed service is based on a clear rationale 
	(
	
	

	20.
	We develop and improve our services by working in partnership with other organisations
	(
	
	

	21.
	We share knowledge with our customers and where appropriate, other organisations 
	(
	
	

	22.
	We set overall objectives for service delivery which we regularly review to ascertain how our performance affects our customers 


	(
	
	

	23.
	We support continuous improvement – we are able to demonstrate that we learn from our experience and make improvements to our services as a result 


	(
	
	

	
	Overall Score
	11
	0
	0


Section 3 - People

	
	Compliance
	Partial Compliance
	Non Compliance

	24.
	We ensure we recruit the right people with a customer focused attitude by using effective and appropriate recruitment methods in line with equality of opportunity principles 
	(
	
	

	25.
	Our people understand their role within our organisation and are clear about what we expect from them
	(
	
	

	26.
	Our people have the necessary skills to effectively understand and meet customer needs


	(
	
	

	27.
	We use customer feedback to evaluate our peoples’ performance
	(
	
	

	28.
	We regularly review and appraise our people to ensure that they are developed to perform their  job effectively 
	(
	
	

	29.
	Our people have training and development  which is evaluated to ensure it has a positive impact on customer delivery 
	(
	
	

	30.
	We act in the best interests of our customers at all times


	(
	
	

	
	Overall Score
	7
	0
	0
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