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How Telstra is using experimentation to
innovate & power the next generation of
Digital CX
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Our approach to Driving scale and Unlocking innovative &
experimentation adoption across the optimised experiences for
enterprise customers — examples!
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At Telstra, our purpose is to build a connected future so (
everyone can thrive.

Today — T22 — Strategy of necessity

Telstra is Australia’s leading telecommunications and
technology company, offering a full range of communications
services and competing in all telecommunications markets.

Tomorrow — T25 — Strategy for growth

Telstra2025, our corporate strategy will help us to accelerate the
use of Data and Al to create brilliantly personalised experiences
that enable our customers to work, learn and play.




Telstra has a large and active digital user base allowing (
us to meet more of our customer needs via our digital
channels

6M+ 4 M+

Digital Active Users Active App Users

Majority of service
transactions are now ( \
. completed online %

Growing trend towards

Visits per week customers purchasing devices
and accessories online




Our approach to
digital experimentation




So, why do we experiment?

L 2 3

Learn Optimise Innovate

f

We approach experimentation as a means to better understand our customers behaviour and more importantly doing so
in a data driven and objective manner.



Our Experimentation Approach ‘
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What powers our digital experimentation ecosystem?

Digital Analytics A Experience Analytics

Anal disital ; Heat mapping, engagement, reach depth,
natyse dig| al CL:S_ C>Imer session replay, user frustration analysis
journeys, reasons for friction, o b e o 1l
) ; o and customer feedback.
and interactions and combine
with rich off-line customer
attributes

Content Experiment
Velocity Execution

_ Ens_ur_|ng|.cont¢r;]tfr§)r Build and launch sophisticated
experiments is in-line with the experiments across web and
rest of the customer a t
_ _ _ pp assets.
experience, and importantly is
also accessible.

Your ecosystem will look different, but ensure you have the right tools and platforms to power your
experimentation program at scale
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Driving scale and
adoption across the
enterprise




Empower your teams to experiment and learn T

Data & Analytics

1 Specialists T

Training

eCommerce / Marketing
Specialists

Governance

Experimenttion Product

UX/VD Specialists owners

N
T el

Sales & Service Tools Process

Content Specialists Specialists

Showcase your experiments and learnings
and focus on your experimentation

program through executive updates - in
our case taking place very month




Driving Adoption — Our journey with Contentsquare ‘

Contentsquare
Implemented >
Adoption
* 100+ userstrained and using experience
analytics to better understand customer
behaviour and prioritise experiments
* Increaseinregular and power users MoM with
a strong active use base
[ &1
& A A4a A48
General Training Mission Training Champions

Identified champions across the
Vendor training sessions

Specific training provided to mission business for upskilling opportunities
Telstra Contextual Training teams to drive better adoption and and to get their cert|f_|cat|on. Enables us
Recordings and training material utilisation of the platform. to further evangelise a data driven

centralised culture in the business.
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Unlocking innovative &
optimised experiences for
customers
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Examples




Human Centred Design
Sprint

Digital Experimentation - Example 1

How might we simplify our fixed product offering?

Digital Analytics
+
Experience Analytics

(Contentsquare zoning +
scroll behaviour)

Experimentation
+
Additionalldeation

2. Choosa your menth—-to-month nbn plan

s g Banfoge

500GE Data Unlinsitad Dats

Preaium Intomat +
mmmmmmmmm
800 b b £t

O,

Default Experience - A

Winning A/B test
experience deployed

()

N’ 7 BPM

\.

<

Additional experiments
in the backlog to further
refine the design, copy and
imagery

O,

2. Chase your manth-ta-manth nbn plan

Standard Speed Standard Plus Speed Premium Speed

Challenger Experience -C



Human Centred Design
Sprint

Digital Experimentation - Example 1

How might we simplify our fixed product offering?

Digital Analytics
+
Experience Analytics
(Contentsquare zoning +
scroll behaviour)

2. Choosa your menth—-to-month nbn plan
P st

SRS

500GE Data Unlinsitad Dats

Experimentation
+
Additionalldeation

O

+13%

Content Engagement

Default Experience - A

Winning A/B test
experience deployed

+14%

Shop Start

<

Additional experiments
in the backlog to further
refine the design, copy and
imagery

S

A
—/

1%

+14.5%

Order Submit

2. Chase your manth-ta-manth nbn plan

Challenger Experience - C



Digital Experimentation - Example 2

By highlighting a network coverage award, we can instill trust and increase the number of checkouts
from our product pages

:56.20.
Dutright o
Davice repayment = ——
. 56 ..20 | [l o g <
Leaarn maor 50 ShN el 3 o !
B cesese mtromr s oo [ Y
. +13.4%
4 plan
| A & plan Checkouts

R
¥ ¥
METWORE COVERAGE
MOEILE PHONE - FLAN 30

Default Experience - A Challenger - B Challenger - C

<



Digital Experimentation - Example 3

<

By simplifying the sim activation journey, we can increase the number of successful activations via
digital and decrease the number of customers having to contact us.

o) :

I Activate your mobile
Activate your mobile service here

I Activate your Pre-Paid or

post-paid service n E
Op
| i =
T > i &0344 o
| . +2.6% -20%
What type of service would you like to activate today?
SR s Activations Contact Us Requests

Default Experience - A

Challenger - B



Here are three digital
experimentation takeaways

a Get your digital foundations right

<2> Empower and enable your teams to experiment

@ Promote an experimentation culture
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Here are three digital
experimentation takeaways

@ Get your digital foundations right

<2> Empower and enable your teams to experiment

e Promote an experimentation culture




THANK YOU



https://www.linkedin.com/in/emir-kazazic-50014b52

