











EARLY BIRD
REGISTRATION

IS NOW OPEN
SO TAKE ADVANTAGE
OF SPECIAL MEMBER

PRICES AND
REGISTER NOW.

International and local brands will be
presenting collaborative case studies,
workshops and panel discussions including
Nestle; Commonwealth Bank; NAB; Brayola:
Suncorp; NSW Ombudsman and more.

Celebrate the best of the best in
complaints handling at the 2019 SOCAP
Industry Excellence Awards and network
with more than 200 complaint and consumer
affairs professionals.

It is your time to reshape the integral role
complaints and customer care teams have in
transforming business culture through sharing
customer feedback and valuing the customer
relationship.

We look forward to seeing you at
Symposium 2109!

CONSUMER
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SYMPOSIUM Keynote

The

Collapse

OF CORPORATE
HIERARCHIES

COLIN JAMES, SOCAP SYMPOSIUM KEYNOTE SAYS
THERE IS A CORPORATE REVOLUTION COMING. HE
EXPLAINS HIS BATTLE READY PLAN.

COLIN JAMES

10 B CONSUMER DIRECTIONS
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here will be a 'revolution in
Tcorporate culture in the next 10

years —and we're currently only
at the beginning'.

That's the pivotal message from
internationally renowned corporate coach
Colin James to professionals embroiled
in the current debate between changing
corporate culture and its effect on
future leadership.

James declares bluntly: "We are going
to see the 'collapse of hierarchy'. It will
be replaced by a ‘community of adults'
trying to build together, rather than a
coterie of highly paid executives giving
orders down the line to subordinates."

James explains that in a rapidly
changing corporate environment 'under
ever increasing stress from technology’,
successful leaders need to stop and ask
themselves: "What is the new paradigm
for us to follow?"

Above all else, James notes that 'the
new advances in social organisation’
are fundamentally redefining the
‘effectiveness of the traditional
corporate hierarchy'.

Put simply: "Millennials think in terms of

networks. And they respect 'competence’

rather than the traditional team leader
with 'years of experience'"
James says that, in moving away

from conventional or long-established
corporate structures, 'it's now
about 'outcomes'.

As a result, competency will be
king — because '‘competent’ equals
‘employable’.

James adds that, with the traditional
workplace 'already under question' —
highlighted by the rapid escalation in
off-site and/or home office flexibility —
many workers 'will also look for multiple
income sources'.

And that's when it becomes important
to recognise what makes good leaders in
the world of service professionals.

In this context James emphasises the
importance of ‘followership' in providing
successful leadership in the new
corporate order.

The key message behind 'followership’
is simple: workers will make an emotional
commitment to follow leaders 'who
inspire, support and educate' (draw out
the 'best' in somebody).

At the same time, 'followership' also
revolves around a maturity of leadership:
knowing when it's not about you, but
rather making leadership decisions and
commitments for the greater good.

In other words, knowing where and
when to lead.

As James sums up: "Good leaders
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create good followers and good followers
create good leaders."

"True leaders shift and change the
way people think, the way they feel
and the way they behave. True leaders
articulate a vision that compels and
facilitates 'followership"."

"People are drawn to leaders who
clearly provide — and are the embodiment
of — the principles, the standards, the
ethos and the message. They are leading
towards something that could be better."

Importantly James equally emphasises
that, on the other side of the relationship,
successful 'followership' also involves
understanding the core message that
"if a person accepts responsibilities
as a paid employee, then if they are
going to be part of the organisation
they are committed to the leadership
and the vision".

Without that important commitment,
James notes, there is often "an inevitable
slide into negativity, cynicism and
eventually victimhood".

James also explains that we are living
in a world where many organisations are
always looking for the quick fix. They
say: "Just give me the three steps and
everything will be fine."

"But successful change, as opposed
to the 'quick fix', is substantive and deep
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and long term. Any successful change
must have time and duration linked to it.
"Too often, the 'quick fix' involves
attempting to simply put icing sugar
on a cardboard box. It looks nice, but
what's the substance? Clearly you need
both elements: the highest impact and a
powerful experience, but supported by
depth and weight and longevity."
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CONSUMER

¢ Millennials think in terms of networks.
And they respect '‘competence’ rather
than the traditional team leader with

'vears of experience. 9

James also notes that, leadership
decisions will increasingly revolve around
maintaining a priority objective as a good
corporate citizen in a world where both

regulators and consumers repeatedly ask:

"What is your social contribution? What is
your social compact with society?"

Hear Colin James deliver his keynote
address at the SOCAP Symposium,
Valuing Relationships, Understanding
Customer Insights, in Sydney, August
19 — 21. Book your Early Bird tickets
now and save at socap.org.au

B www.socap.com.au 11
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Scholarship

N A
AISHAR HANINGTON

1. The scholarship runs for 12
months. Can you explain how you
have benefitted from it as a whole
and also which aspects you have
found most beneficial in your
sphere of work?
Attending the Symposium dinner in
August 2018 was a great start to the
scholarship. It gave me the opportunity
to meet some amazing individuals and
listen to inspiring stories. Listening
to the Industry Excellence Awards
categories and nominations provided
insight into the individual and team
successes, particularly in relation to
managing complaints and customer
care through dynamic change. With the
support of my workplace, NSW Fair
Trading, | was able to travel and attend
a SOCAP breakfast meeting where
we got up close and personal with the
Chief Ombudsman and Chief Executive
Officer of the Australian Financial
Complaints Authority, David Locke. |
have been lucky enough to partake
in and observe a research project
which relates to effective complaint
management; this has been an
informative process which has assisted
in expanding my own strategic thinking
and project management skills.

| have been completing face-to-face
and online modules within the SOCAP
Certification training program and found
the ethics units very interesting and
relevant to current challenges and the
real situations which we face.

2. How have you been able to
apply the knowledge from the
SOCAP Complaints Professional

B CONSUMER
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IN CONVERSATION WITH

Certification Scheme to your day-
to-day interactions in your work?
Since attending the initial face-to-face
session in Sydney late last year, | was
keen to apply some of my learnings
to my day-to-day interactions with
customers, colleagues and stakeholders.
It was beneficial interacting with, and
collaborating with, a range of people
from across different industries and
divisions — and considering the different
challenges within complaints handling
and management from different
perspectives.

| have been able to develop my
customer service skills through
completing the SOCAP Australia
Customer Service and Complaints
Management 101 training module,
particularly in the areas of understanding
the service cycle, service challenges,
having challenging conversations and
emotions and resilience.

3. Can you outline the mentoring
sessions you participated in, and
how they have contributed to your
professional role?
| have met with, and mostly liaised
with, the Chief Executive Officer of
SOCAP, Fiona Brown. Fiona has been
welcoming, professional, approachable,
open minded, an extremely supportive
mentor and provided a wealth of
knowledge. Following a meeting with
Fiona and discussing my own personal
and professional goals, she provided
me with great advice and support.

| was able to obtain a project
role within NSW Fair Trading as
the Assistant Project Officer within

2018 JOHN WOOD SCHOLARSHIP RECIPIENT

Business Development. This position
relates to legislative changes and the
way in which any changes may affect
customers, the business and internal
and external stakeholders.

| attribute this success and
opportunity to the mentoring and
leadership | have received to date from
Fiona and a few other leaders and
mentors which include Lee Reimer-
Madden, Jillian Meyers-Brittain, Alison
Stewart and Jocelyn Yem, who have
supported and inspired me throughout
my professional development.

| am looking forward to my upcoming
mentoring sessions with: Suzanne
Crowle, Executive Director, Regulatory
Services, Department of Finance
Services and Innovation; Don Wilson,
Manager Program and Transformation
Delivery Qantas Airways Limited; and
Lisa Quinn, Manager, Customers and
Community Affairs, Business Services,
Icon Water.

4. Is there anything else you

would like to add regarding the
scholarship and your experience?
The scholarship is a great opportunity
to expand your network and
understanding of complaints handling
across a range of other areas, and
evaluate the ways in which you operate
— and consider if there are ways you can
be more effective and efficient.

If it is something you are considering
applying for, | would encourage you to
take the chance and challenge yourself.
The application process is a good place
to start in self-evaluating where you are
and where you want to be.
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John Wood Scholarship

FOR NEW ENTRANTS IN CONSUMER AFFAIRS

APPLICATIONS ARE NOW OPEN FOR THE 2019-20
SOCAP AUSTRALIA JOHN WOOD SCHOLARSHIP.

The scholarship program is a 12 month program open to all Australian and New
Zealand residents, with less than 12 months employment in the consumer affairs
industry, or who are studying in this field with the aim of entering the industry.

The scholarship aims to encourage growth in consumer affairs practitioners and
awareness of the value of the roles within this professional services field, through
quality professional development training, certification of skills through the SOCAP
Complaints Professional Certification Scheme and mentoring by consumer affairs
and complaints and customer care industry leaders in Australia and New Zealand.

SCHOLARSHIP ENTITLEMENTS

To provide continuing professional development for the recipient, the scholarship
includes SOCAP membership, industry mentoring and professional training
through to Complaints Professional Certification, as well as attendance at relevant
SOCAP events.

FULL SCHOLARSHIP ENTITLEMENTS INCLUDE:
1. SOCAP Australia Membership — 12 month SOCAP Australia Individual
Membership with additional benefits including:
i. Consumer Directions Magazine
ii. Member access to SOCAP website
ii. Invitation to Member-only Communities of Practice
2. SOCAP Complaints Professional Certification Scheme Application and
Certification (pending successful assessment) including:
i. SOCAP Complaints Professional Certification Scheme application fee
ii. Scheme compulsory units including:
a) Customer Service and Complaint Management 101
b) Ethics for Complaint Handling
¢) Supervisor's Reference (if unable to be attained by Employer)
ii. SOCAP Professional Development programs as required to attain CPD
points to reach initial 100 point criteria
3. SOCAP Symposium Attendance — in the year of the awarded scholarship only
i. Scholar to present at Symposium on work they have achieved
during scholarship.
4. Industry Leaders Mentoring — includes four tailored mentoring sessions with one
SOCAP Board member and SOCAP Chief Executive.

SCHOLARSHIP PERIOD
The John Wood Scholarship recipient will undertake their scholarship for a 12
month period, effective from August 2019 to August 2020.

APPLICATION DATES
Applications are open from 1 March 2019 and close 30 June 2019 with judging to
commence from 20 July 2019.
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ELIGIBILITY

All applicants working, or studying to enter
work in the complaints handling, consumer
affairs and customer care professional services
and meet the eligibility criteria are encouraged
to apply. Applications will be accepted from
Australia and New Zealand residents, and prior
or current membership of SOCAP Australia for
the applicant, or their employer, if working, is
not a prerequisite or required for application.
Applicants must have less than 12 months
experience (either consecutive or accumulative)
in the consumer affairs, complaint handling
and customer care profession. Successful
applicants may not reapply for a second or
additional term of scholarship, even if their
period of employment remains under the 12
month eligibility level. Applicants must be
Australian or New Zealand residents.

SUBMISSIONS

All applications for the John Wood SOCAP
Australia Scholarship should be made online
via the SOCAP website at socap.org,au using
the John Wood Scholarship application form
and outlining your reasons for applying for

the John Wood Scholarship. Your application
should include your current employment or
education status; reasons for working in the
consumers affairs, complaint handling and
customer care profession and how Cettification
as a SOCAP Complaint Professional would
benefit your career as a complaint handler.
Applicants may be asked to attend interview/s
with the John Wood Scholarship Judging
Panel as part of their application process

(at applicant's own expense). All applicants
will be notified regarding the outcome of

their application. If you are dissatisfied with
the application process or the outcome of
your application, you may apply in writing to
SOCAP Australia's Board for a review of your
application. If you are unsuccessful in your
application for the scholarship in 2019, you are
encouraged to reapply, if circumstances and
eligibility criteria apply.

The John Wood Scholarship
is named in honour of
former SOCAP President
and champion of freedom of
information for consumers.
John Wood was a former
Director of the Federal
Bureau of Consumer Affairs
and Deputy Commonwealth
Ombudsman.
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REBUILDING Trust

NAOMI WHITE
MANAGING
DIRECTOR,
METAMORPH CO

Building a

culture of trust

NAOMI WHITE, A SPEAKER AT SOCAP'S COMPLAINTS AND

CUSTOMER INSIGHTS FORUM, EXPLAINS WHY HAVING A

hen my children were small, we
Whad a fish tank. They loved the

colourful guppies and promised
me they could be relied upon to care for
the fish and keep the tank clean. But, as
most parents would have experienced,
this never happened and the unpleasant
task of cleaning it regularly fell to me.
A dirty tank does not create a healthy
ecosystem for the fish and if it is allowed
to fester, the fish eventually get sick and
die. On a larger scale, this is similar to our
oceans and we are now starting to pay
the price for decades of neglect. We are
part of the wider ecosystem and when the
oceans are polluted and the fish start to
become contaminated or die, it impacts
us all. The same is true of our business
ecosystem. When companies allow their
cultures to fester, they do so at their peril
as it inevitably impacts customer service
negatively, and therefore profitability and
growth suffer.

¢In my experience, the best customer
experiences are delivered by those
companies with healthy and happy people
who feel trusted, informed and valued.9

14 B CONSUMER DIRECTIONS
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Unfortunately, too often | withess a
disconnect between a company’s culture
and the focus on customer experience.
Companies pour millions of dollars into
customer initiatives, systems and data
with a view to delivering better customer
experiences, and yet fail to understand
that it’s their own company culture that
is going to deliver the largest returns. If
you don’t demonstrate trust with your
own employees, how are they going to

STRONG COMPANY CULTURE IS INTEGRAL TO WINNING BACK
THE TRUST OF CUSTOMERS.

engender trust with the customers? If
your employees don’t feel they can be
themselves at work, then it's hard for
them to build an authentic connection
with the customers. In my experience, the
best customer experiences are delivered
by the companies with healthy and
happy people who feel trusted, informed
and valued. Separating the two and
focussing just on improving the customer
experience without cleaning up the ‘fish
tank’ of the company, is wasted effort.
History has shown that organisations
that don’t focus on building the
right culture suffer in the long term.
Customer service professionals cannot
collaboratively deliver solutions for
customer problems in rapid time if
they are hamstrung by a poor culture
supporting them. A poor culture is a
bit like smog that rolls in over a city,
blanketing everything in a dirty haze
and preventing the sun from coming
out. Years ago | had the good fortune
to live in Hong Kong for a few years.
| was mesmerised by Hong Kong’s
natural beauty which | had missed when
visiting as a tourist. On a clear day, the
harbour and beaches were spectacular,
rivalling the Mediterranean. But then
the wind would change direction and
smog would envelop the city, resulting in
respiratory conditions and dirty dust over
everything. When a company culture is
neglected, toxicity can creep in silently
and unnoticed, slowly covering the
vibrancy and making it harder to move
freely. And customers feel this when they
struggle to get their questions answered
or problems resolved quickly. It can be
blamed on poor systems and processes,
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but a strong and positive company
culture can still deliver for customers
despite this. However, a poor culture
brings all the underinvestment in systems
and processes into stark relief. And if it’s
hard to move freely, customers can’t be
served in the most efficient manner.
Employees are also customers and
in this age of social media, companies
with poor cultures risk this being shared
broadly where other customers can
see it. Customers generally don’t want
to do business with companies who
they know treat their employees poorly.
Employees also find it difficult to stay
working in poor cultures. High turnover
is expensive for a company and the loss
of knowledge and experience impacts
customer service as well. In this age of
low trust, it’s been proven that customers
will trust their peers and ‘people like
me’ more than slick marketing. With all
that in mind, it beggars belief as to why
more companies are not working harder
to build great cultures that people are
beating down the door to work in and
customers are eager to do business
with. The focus on quick results,
improved shareholders' returns, and

Consumer Directions_Autumn2019.indd 15

short-term thinking are just a few of the
influences that drive the current issues
facing many organisations. There is
substantial evidence of the link between
great cultures and superior organisational
profitability and growth. Yet more
effort and investment are often put into
other tactical priorities that are seen as
more important
Because it’s all one big ecosystem, the
foundational elements of a great culture
are the same as those needed to deliver
a great customer experience. The critical
few elements that will deliver the biggest
change to the culture and improve the
relationship with customers are:
1.Trust — trusting your people to do
the right thing at the right time in the
right way.
2.Respect - treating your people
like intelligent and valued adults,
sharing information freely, including
the detail of the vision and strategy,
and asking their opinions on how to
fix the problems.
3.Having frequent two-way
communication — where feedback is
heard and actioned and updates on
progress and roadblocks are provided.

CONSUMER =ECTIONS

At a high level, these are the simple
fundamentals for a thriving culture. When
these key ingredients are present, the
positive behaviours that will drive the
company forward are safe to emerge.

e Once there is high trust and respect in
the culture, honesty will emerge and
this means your people will always tell
it asitis.

e Once there is clear communication
and respect, there’ll be ethical
behaviour and this means everyone
will be doing the right thing even when
no one is watching.

¢ With high trust and regular
communication, bravery will emerge
and this means people will feel safe to
call out risks and mistakes, and share
vulnerabilities which is important for
connection, both within the company
and with customers.

These fundamentals will drive the
needed change to win back trust with
the customers.

But ultimately, in this time when trust
in the media, politicians and companies
is at an all time low, and people are
feeling more disconnected than ever,
we need to bring the human element
back. Real people want to do business
with real people, not human machines.
Our efforts to make ourselves more cost
and process efficient and streamlined
have been important, but at this point,
customers want to now connect with
companies in a more human way.
Brands need to stand for something
and articulate their higher purpose,
something employees and customers
can connect to at an emotional level.
Having a strong company culture that
lives the values, fosters authenticity, and
engages their people with this higher
purpose will deliver a powerful customer
experience as passion and human
connection sell. And this all starts with
the culture.

If you would like to health check
your company culture, call SOCAP
for tailored corporate programs
and benchmarking reviews. Call
02 8095 6426 or visit socap.org.au

B www.socap.com.au 15
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REBUILDING Trust

WILLEM PUNT

PARTNER: ETHICS,

GOVERNANCE,
REGULATION
AND CONDUCT
AT DELOITTE

16 B CONSUMER DIRECTIONS
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builds trust

WILLEM PUNT, A SPEAKER AT SOCAP'S COMPLAINTS
AND CUSTOMER INSIGHTS FORUM, EXPLAINS HOW
THE SIMPLE CONCEPT OF PROMISES UNDERPINS THE

o say that trust (or the lack of it) is
Ta hot button issue at the moment

would be an understatement.
Clearly, this has been magnified by the
Financial Services Royal Commission
which, despite only focusing on one
industry, has provided far reaching
lessons for anyone who cares about trust
and addressing the current trust deficit.

Like many, we appreciate that trust is

a nebulous concept; difficult to define
and measure. However, we do believe
organisations can measure whether
they are trustworthy. What's more, for
organisations who are not trustworthy,
it is also possible to understand why this
is the case.

DELOITTE TRUST MODEL.

To do this, Deloitte has developed a
Trust Model. The model is underpinned
by a simple concept: promises. To be
trustworthy, organisations need to know
and keep the promises they are making
to their customers.

Organisations make promises to their
customers constantly. Some promises
they are required to make (legislation),
some promises they choose to make
(marketing and advertising) and others
they make implicitly (features embedded
in products). Knowing the promises
you are making (by building a 'promises
inventory') is the first step towards
becoming a trustworthy organisation.

Obviously organisations should aim
to keep all of their promises. It is this
that will ensure they are trustworthy.
However there will inevitably be times
when they fall short.

When promises are broken, it is
important that organisations know why.
The Deloitte Trust Model identifies three
factors that contribute to promises
being broken.

The first is 'mindset’ — there is an
attitude in the organisation where
people don't care about or want to
keep the promises that are made.

The second factor is 'capability’

—the organisation's systems, people
and processes are unable to keep
the promises that are made. The

final factor is 'products and services'
— the organisation is making promises
the products and services it sells
can't deliver.

The Royal Commission provided
evidence demonstrating how all of these
factors can play a role in promises being
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broken and trust being compromised.
There were issues with mindset (as
Commissioner Hayne said in his interim
report, institutions pursued ‘short-term
profit at the expense of basic standards
of honesty'), capability (the role systems
played in the fee for no service issue)
and products and services (so called
junk’ insurance).

Fortunately, we don't need a
Royal Commission to determine why
organisations are failing to keep their
promises. It is possible to do this by
surveying employees and customers.

The Deloitte Trust Index, launched
in October last year, was a survey of
customers in the financial services
industry that in addition to measuring
trustworthiness, revealed what factors
customers thought were responsible
for promises made by financial
institutions being broken. To construct
the Index, Deloitte partnered with Ipsos
to survey a sample of 2,072 consumers
who were representative of the
Australian community.

As expected, the results confirmed
trust levels are low. But more
importantly, it provided financial
institutions with insight into what
consumers believe is causing banks
to break their promises. Resoundingly,
consumers believed there is a mindset
issue within financial institutions.
Specifically, they believed that banks
don't treat them with respect or are
open and honest with them. The
consumers surveyed did not feel that
capability and products and services
were necessarily an issue.

The results also provided insight into
the demographic groups that are the
least likely to trust banks. Surprisingly,
education level, occupation and income
weren't criteria that distinguished
those who trusted banks more or
less. More important were region (rural
versus urban), age and political view.
Specifically, rural respondents, younger
people and those affiliated with a major
political party trusted banks more.

For the first time, the Deloitte Trust
Index provides a mechanism for
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organisations to garner insight from
their customers on whether they are
trustworthy and if not, the reasons

they believe that an organisation is
failing to keep its promises. But in
addition to surveying customers, we
also recommend that organisations
survey their employees. Not only can
employees provide greater insight, but
they are the proverbial canary in the coal
mine — they will warn an organisation of
pending trust issues.

¢ To be trustworthy, organisations need
to know and keep the promises they are
making to their customers. 9

Our goal in developing the
Deloitte Trust Model was to provide
organisations with a pragmatic tool
for assessing and building trust. By
knowing the promises they are making
(a promises inventory) and listening to
their customers and employees, an
organisation will have the information
they need to know whether a trust
deficit exists and if so, what factors
are causing them to break their
promises (mindset, capabilities or
products and services).

For an organisation to become
trustworthy it is as simple as knowing
the promises it is making (a promises
inventory), choosing to listen (to
its customers and employees) and
choosing to act (by addressing
deficiencies in mindset, systems and
capabilities or products and services).
At a time when building trust is as
important as ever, organisations who
use these tools and engage in this work
stand to benefit enormously.

B www.socap.com.au 17
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IDENTIFYING Vulnerability

18

NEW ONLINE PROGRAM TO ASSIST

Vulnerab
customers

SOCAP’S NEW PROGRAM
‘ASSISTING CUSTOMERS
IN VULNERABLE
CIRCUMSTANCES’
HIGHLIGHTS THE
IMPORTANCE OF
RECOGNISING — AND
QUICKLY ASSESSING

— VULNERABLE
CONSUMERS THROUGH
A SPECIFICALLY
APPROPRIATE LENS.

B CONSUMER DIRECTIONS
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mong the key focal points at
Aioth the recent Banking and
ged Care Royal Commissions

have been repeated revelations
highlighting how customers in
vulnerable circumstances are at
significantly higher risk of making poor
decisions — often with dramatically
negative results for all concerned.

For complaints professionals, the
immediate challenge is three-fold:
¢ identify and recognise serious
vulnerability at the outset;
adopt appropriate communication
patterns and techniques designed
to focus on language and actions
which calm any background stress
or anxiety; and then
focus the conversation on actions and
communications that help a customer
to navigate the organisation, find
stable space, to make better
decisions to meet their needs.

SOCAP’s new online program
‘Assisting Customers in Vulnerable
Circumstances’ is designed especially
to assist frontline teams with
communication skills for creating
a stable space for the customers
and enabling more constructive
conversations and outcomes.

And from the other side of the
interaction, it aims to ‘speak up’
on behalf of people in vulnerable
circumstances and explain how
their needs should be recognised by
service professionals.

Financial Stress Is Increasing
Dr Vinita Godinho, General Manager
Advisory at Good Shepherd
Microfinance, confirms that across
Australia 'financial stress is increasing'
due to a combination of factors: wages
growth is slow, work is becoming
increasingly insecure, cost of living

is rising and household debt is at

the highest level ever, according to
Australian Bureau of Statistics data.

‘It’s no wonder 2.4 million Australian
adults are facing severe financial
vulnerability, according to the report
Financial Resilience In Australia,
produced by the Centre For Social
Impact in partnership with NAB Bank,'
noted Dr Godinho.

'And the cost to business is real:
one-in-four employees is so worried
about their finances that their
productivity is lowered, costing
Australian business $31 billion per
annum according to January 2019’s
AMP Financial Wellness Report.'

In addition, major bank research
from both CBA and ANZ has found a
significant proportion of our population
is permanently experiencing low
financial wellbeing:
¢ CBA's Improving The Financial

Wellbeing Of Australians noted

‘one-in-four Australians experience

negative ‘every day’ financial

wellbeing outcomes'; and

* ANZ’s Financial Wellbeing Report
found '36 per cent of Australians
are struggling or just getting
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by financially, with 25 per cent
sometimes unable to pay bills or
loans when they get a final reminder’.

Recognising And Responding
To Vulnerability
Compared with a typical customer

Identifying vulnerable behaviour and
what you can see from the consumer’s
history enables staff to identify, without
judgment, where the consumer might
be in the vulnerability spectrum. This
allows staff to have fast, effective,
mutually understood conversations

CONSUMER =ECTIONS

having a reasonable kind of day, a about a customer’s situation and needs.
customer in vulnerable circumstances This not only contributes to

is less able to protect their interests and  organisational efficiency and

more likely to suffer harm. effectiveness, it also builds trust to

As a service provider, with the tools overcome silo behaviour.
now available through SOCAP you can
help your frontline staff quickly recognise . . ' .
these demanding conversations may & Ne-IN-four employees is so worried about their
be about vulnerability - and the best finances that their productivity is lowered, costing
thing they can do to maintain their o Aysitrglian business $371 billion per annum. 9
resilience is understand that vulnerability
and respond in ways that protect both
the customer and themselves.

SOCAP’s ‘Lilo of Life’ is the central
idea in its online learning program
designed to help staff recognise
vulnerable behaviours and respond
in ways that stabilise conversations
with customers.

Everyone has a ‘Lilo of Life’ with
four air chambers representing the
four areas of life vital to wellbeing and
resilience: finances; relationships;
health; and a sense of inclusion.

When these life chambers are inflated
and steady, they keep us feeling stable 8
and we’re better able to make good
decisions to protect our interests. But
when some are deflated, we get wobbly
and can start to think we’re sinking —
and when that feeling comes, both our 6
behaviour and our decision-making may « PROLONGED
also become rocky. 5 oML o

Because it’s challenging for staff to 0 t'égmgﬁfmmee
engage with a customer when they’re

For more information more about the
‘Lilo of Life’ online learning program
and specialist workshops to help your
team assist customers in vulnerable
situations, contact SOCAP on

02 8095 6426, or visit the website.

Vulnerability Spectrum

Accumulation
No. or punctures

. . 4  DEBILITATING
emotionally agitated, staff can become « LIFE CHANGING
i * CAN RECOVER

exhausted, judgemental or vulnerable
themselves. 3 S PANFUL

i A ife’ i i * PASSING

With the ‘Lilo of Life’ online learning S ANAGCABLE
program, once staff remember the 2 * CAN ADAPT
customer thinks their ‘Lilo of Life’ is
punctured and causing the customer DALY LIFE
1

to feel as though they are sinking, the
staff member switches into techniques
designed to help patch the lilo and 0 1 2 3 4 5 6 7 8
stabilise the conversation.

Severity
Size and depth
of puncture

B www.socap.com.au 19

Consumer Directions_Autumn2019.indd 19 @ 12/03/2019 12:04 pm



1 NEEE ®

ENSURING Privacy

CONSUMER AND
CUSTOMER PRIVACY IN A

Soclal Media
World

SOCIAL MEDIA USE FOR BUSINESS, GOVERNMENT
AND CONSUMERS HAS GREAT OPPORTUNITIES
FOR COLLABORATION AND WIDENING AUDIENCES,
HOWEVER ISSUES OF PRIVACY AND ACCESS TO

DATA NEED TO UPHELD. ELIZABETH TYDD AND  Introduction
SAMANTHA GAVEL EXPLAIN. By using social media, government

can reach new audiences, establish
communities of practice, provide @
services and deliver important and
effective messages to stakeholders.
The benefits of government using
social media include improved
customer services, increased access
to information, increased customer
engagement with government and more
responsive services.
In recognising the benefits and
varied uses by customers and
government of social media, it is
important to also recognise the privacy
and regulatory implications.
. \ AN The issues identified in this article are
ELIZABETH TYDD SAMANTHA GAVEL relevant to service professionals broadly.

INFORMATION PRIVACY Our analysis:

COMMISSIONER, CEO COMMISSIONER « identifies and explores the applicable
AT INFORMATION AT INFORMATION privacy laws in NSW;

AND PRIVACY AND PRIVACY . o
COMMISSION NSW COMMISSION NSW ¢ considers the practical implications

of complaints on social media,
including examples of online
complaints handling used by NSW
government agencies;

¢ identifies the importance of the proper
assessment and investigation of
complaints, including the requirement
to provide procedural fairness to
customers; and

e explores the public interest test for
access to information and the new
frontier of data ethics.
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Privacy implications of
complaints and feedback

on social media

The NSW Privacy Commissioner has
responsibility to champion and promote
the privacy rights of the people of NSW
with respect to both their personal and
health information.

The Privacy and Personal Information
Protection Act 1998 (NSW) (PPIP Act)
establishes the Information Protection
Principles (IPPs) which govern the
collection, use and disclosure of
personal information by NSW public
sector agencies, so that individuals
can be assured their personal
information is managed appropriately
in all circumstances.

The PPIP Act does not regulate
the actions of private sector entities
or individuals, and therefore cannot
currently be applied to a potential
breach of privacy that may arise
from activities undertaken by private
individuals or businesses. The
Commonwealth Privacy Act 1998 is
applicable in this regard.

The Health Records and Information
Privacy Act 2002 (NSW) (HRIP Act)
establishes the Health Privacy Principles
(HPPs) and applies to organisations
(NSW public sector agencies or a
private sector person) that are health
service providers or that collect, hold or
use health information.
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In making a complaint online, via
a social media channel, personal
information may be provided or
disclosed. Agencies have an obligation
under NSW privacy legislation to ensure
they handle that information so that a
customer's privacy is protected.

The following kinds of issues can
arise where a complaint is made on
social media:

e Personal information of the
complainant or other people is in
the public domain, such that the
information cannot be sensitively
handled and may be disclosed, used
or referred to by other individuals or
entities for which there are no controls
on further dissemination.

e |nformation about a person
published online may be defamatory
or otherwise unlawful and such
publication can trigger legal
consequences such as civil litigation
or criminal prosecution.’

e The information and the complaint
may not be handled appropriately
because it is not seen by the relevant
service professional or complaints
handler, or is not directed to the
appropriate person or source of
the complaint.

® The complaint can be removed from a
site or online platform in accordance
with any rules of engagement; but
control over where it is stored and

CONSUMER =ECTIONS

held cannot be safeguarded once
online, particularly where the service
provider does not control or own the
online platform. Information shared
online is permanently recorded.

¢ There are information management
issues under the State Records
Act 1998 (NSW) for government in
respect of information provided on
social media.? For example, a tweet or
Facebook post can be a government
record. This is also the case under
the Government Information (Public
Access) Act 2009 (NSW) (GIPA Act).

NSW government agencies have
various online channels for providing
feedback or making complaints. These
enable a complaint or any feedback
to be provided to the right person,
and ensure personal information is not
disclosed online to the world at large.
For example, on NSW government
websites there is a widget, "Your
Feedback', which enables customers
to deliver a compliment or make a
complaint or provide a suggestion to
a government agency. On providing
feedback, customers are given a unique
reference number that they can quote
should they wish to contact the agency.
The means of communication with the
agency via the widget is by online form,
email or telephone.®

Another means to overcome some
of the issues identified above is by
government agencies making clear
through policy documents and website
information how social media is to be
appropriately used when customers
transact with government. The NSW
Information and Privacy Commission
(IPC) has published a social media
policy that details standards for
professional and personal use of social
media by IPC staff.*

Similarly, the NSW Department of
Education has also published a social
media policy that deals with professional
and personal use of social media by
staff and identifies privacy and risk
management issues.®

| www.socap.com.au
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It is important that both government
employees, as well as customers, use
social media in a way that promotes
information access, engagement,
protects privacy and is respectful.
Customers can make a complaint to the
NSW Privacy Commissioner about the
alleged violation of, or interference with,
the privacy of an individual by a public
sector agency.®

Regulatory implications of
complaints and feedback on
social media
Traditional complaint handling
mechanisms using paper-based forms
alerted citizens and service providers to
procedural fairness and other specific
requirements. In 2018, NSW launched
an online complaint platform to allow
citizens to make complaints about any
government entity through an online
form with built-in functionality to provide
crucial guidance.”

New social media platforms
provide a contemporary repository
of information, including valuable
data that may inform regulatory or
other action by government.
However, they do not generally include
guidance about procedural fairness
and other requirements.

Essential to the proper assessment
and investigation of complaints is the
impartiality of the complaint handler.

B CONSUMER DIRECTIONS
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So too is procedural fairness, which
means informing relevant people of the
substance of the complaint, giving them
a reasonable opportunity to respond
and making reasonable enquiries, and
considering relevant information before
making a decision. Considerations of
confidentiality and thorough record-
keeping are also vital elements of a
proper assessment and investigation of
a complaint.®

NSW Government agencies must
also have regard to the GIPA Act in
considering information management
in respect of complaints or feedback
provided online, as well as, in respect of
assessing and investigating complaints.

The GIPA Act provides a framework
to facilitate the identification of a
range of factors to be considered in
considering the release of information.
These factors range from national
interests including security, commercial
interests and personal rights such as
privacy. These and other factors may
be considered through consultative
processes to ensure a rigorous
identification and balancing of factors
in favour of and against disclosure
of information. This process is the
legislative construction of the public
interest test. Under that test no
one factor of itself dominates;
rather many public interest
considerations are evaluated and

applied to arrive at a decision regarding
access to information.

The public interest is at the very
heart of information management
— particularly the management of
government information which, in
many instances, involves information
provided by individuals and other
entities such as private sector
businesses and not-for-profit entities.
The public interest test also provides
transparency and accountability in
government decision making.

The next frontier in building
accountability in the management of
government information will be guided
by ethics and citizen engagement.
Data ethics has evolved beyond a
computer science model in which
technicians develop algorithms
to address misinformation. It now
provides the basis for ethical decision
making informed by customer input.

It can, when properly understood and
applied, address ambiguity and provide
principles that guide an assessment of:
public benefit; individual and collective
good; citizen rights; justice; and virtuous
conduct. That assessment, like the
public interest test established under
the GIPA Act, promotes integrity in
decision making by government.

The application of a robust legal
and sound ethical framework to the
management of information in all forms
ensures that as stewards of information,
government agencies engage with
customers, act with integrity and
promote public trust in the institutions
created and the people appointed to
serve the community.

1 See an example of a defamation case arising from use

of social media: https://www.avant.org.au/news/surgeon-
awarded-for-online-defamation/. 2. For a discussion about
managing social media information, see: https://futureproof.
records.nsw.gov.au/more-fags-about-managing-social-
media-information/. 3. See for instance: https.//www.
service.nsw.gov.au/customer-complaints. 4. https://www.
ipc.nsw.gov.au/sites/default/files/file_manager/IPC_Social _
media_policy_Mar15_web site_Final_acc_0.pdf. 5. https.//
education.nsw.gov.au/policy-library/associated-documents/
social-media-procedures.pdf. 6. See Division 3 of Part 4

of the PPIP Act and Division 1 of Part 6 of the HRIP Act.

7. https://www.service.nsw.gov.au/transaction/make-
complaint-about-nsw-government-agency 8. The NSW
Ombudsman has published a number of complaint handling
resources for government agencies and the community:
https.//www.ombo.nsw.gov.au/complaints/Complaint-
handlingresources.
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FINAL Word

IS THERE ANYTHING IN THE HAYNE REPORT FOR

memibership?

SOCAP

ooking at all the media coverage
Lof the Hayne Royal Commission
report, you could be forgiven
for thinking it is solely targeted to top
management of financial institutions
— in particular, the major banks.

But a close reading of the report
reveals this is not necessarily the case.
Even though the report is financial
services centric, there are lessons for
anyone involved in selling goods and
services to the Australian public.

Throughout his report, Hayne talks
about 'community standards and
expectations' and how the financial
sector has failed on these. Another
matter the Commissioner highlights is
the wide gap between the public face
an organisation seeks to show and
what it does in practice. In short: spin.
SOCAP members and their organisation
should take time to reflect on whether
their goods and/or service are meeting
community standards and expectations
and whether there is a gap in what
their organisation professes to do and
what they do.

Hayne talks about loss of trust
and respect for the financial advice
sector. Australians place their trust in
providers, particularly where it involves
complex goods and services. Trust
lost is incredibly hard to regain; so this
means not only getting the settings for
trust right in the first place, but also
maintaining it all the time.

Hayne also indicates that providing a
service to customers has been relegated
to second place by financial service
providers. Sales, he says, became all
important — and those who dealt with
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customers became sellers. This is a
cultural issue at the top, and can only
be overcome if boards, CEOs and
senior management 'walk the talk'
when they speak about being ‘customer
focussed' and 'customer centric' by
having policies and practices that back
up this rhetoric.

One of Hayne's telling comments is
that the Australian community expects,
and is entitled to expect, that if an entity
breaks the law and causes damage to
customers, it will compensate those
affected customers.

For SOCAP members this means
having a visible, accessible and
effective complaint handling system,
so that it is easy for their customers
to lodge concerns to be dealt with
effectively. The Australian Standard on
Guidelines for Complaint Management
in Organisations, AS/NZ 10002-2014,
is an excellent working document
and covers important issues such as
compensation and Root Cause Analysis.

Importantly, Hayne finds that at their
most basic, the underlying principles
reflect the six norms of conduct that he
identified in the Interim Report:
® obey the law
¢ do not mislead or deceive
e act fairly
® provide services that are fit for

purpose
e deliver services with reasonable care

and skill
* when acting for another, act in the
best interests of that other.

The first three involve having an
effective compliance management

system, so that the system will deliver
these outcomes. Misleading and
deceptive conduct provisions have
been on the statute books for years
—and if an entity does not have
compliance systems in place to ensure
ongoing adherence, then this should
be a real concern.

Hayne also observes that too often
entities have paid too little attention
to issues of regulatory, compliance
and conduct risks. This is a stinging
indictment of some of Australia's
leading companies, given there
has been guidance on compliance
management systems since 1998 (AS
3806 & AS ISO 19600-2014).

On the last matter Hayne raised —
that is, when acting for another — act
in the best interests of that other, | am
reminded of a quote by Fred Hilmer who
undertook a review of the competition
framework in the 1990s. Hilmer said:’
‘The great corporate successes over
the past five years have been those
companies that have shown themselves
better at providing superior customer
choice and customer service, as
opposed to a fixation on dominating a
competitor or competitors.'

1.Competition is a way of lighter regulation: Fred
Hilmer: Australian Financial Review, December
23-27, 2005.

By Professor Allan Fels AO,

Patron of SOCAP and Former
Chairman of Australia Competition and
Consumer Commission
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