
The difference between reactive
and creative is only the location of

the letter “c”. But in today’s business
world, the difference is enormous.

Why?

Why Not?

What If ?

How?

Are you asking the right questions
to guarantee your organization has

the “c” in the right place?



any companies work on modifying 
current processes and look for ways
to streamline them to save time

and money or produce better service.  Worthy
goals.  But will this be enough for tomorrow?
The technology revolution presents a wonderful
opportunity to examine critical questions and
perhaps answer them differently - to break away
from “that’s the way it’s always been done.”

Best practices of today are usually a result of the
critical questions of “why?”, “why not?”, “how?”
and “what if?” being creatively answered in the
past.  The difference tomorrow will be how
creatively these same questions are answered
using new capabilities.  We are already seeing
amazing results from using the Internet and other
technological advances in response to these
questions.

For example, Ford has begun advertising the
improved safety aspects of their new models.
Most of these are just enhancements to existing
technology such as smarter airbags that explode
at speeds reflective of the size of the individual
in the seat.

But one aspect is a major breakthrough as a result
of creative questions.  In the Taurus, the gas and
brake pedals can be adjusted to the person rather
than adjusting the person’s location to the pedals.

Instead of asking “how do we make airbags safer
for people who sit close to the steering wheel?,
they asked, “why do people sit close to the
steering wheel?”  When the answer came back
that “shorter people can’t reach the pedals, so
they move their seats up”, Taurus then asked,
“what if we bring the pedals to the person?”
Creative questions produce new answers.

Here are examples of other companies asking
and answering critical questions creatively in other
industries.

Snapshot #1
Property & Casualty Insurance
Endorsement Process
One company was attempting to improve the “ease of
doing business” for their agents.  In examining various
processes, the endorsement process stuck out as one of
high irritation industrywide with the average cycle time
of 30 - 45 days.  Agents were constantly having to
follow-up.

In analyzing the current process, the company found that
endorsements sat and waited days since they were a low
priority. They were often missing critical information and
the assignment to do them was based on individual
availability with no standards relative to turn-around times.
In addition, paperwork processing involved lots of mailing
back and forth within the organization.  In other words,
endorsements were neglected orphans.

The Design Team asked questions such as “why don’t we
pay attention to these?”  “Why can’t we use the Internet
or other technology to help?”  “How could we do this in
3 days?”

They developed a new process in which the agent can
e-mail, phone or fax an endorsement request (in any
format) to a dedicated unit.  If information is missing, the
agent is contacted via the same communication channel
he/she used.  Upon receipt of the correct information, the
assigned person screens the endorsement and in the majority
of the cases, handles it within 24 hours.

When an underwriter needs to approve the request due
to local conditions, the information and question is
electronically forwarded to that individual who then has
48 hours to respond.  After the endorsement is completed,
the agent is notified.

Now considered best practice in the industry, this process
cut the timeframes to an average of 3 days for 75% of the
cases and 5 days for the remaining 25%.  But this company
is not content with just today’s status.  They are now asking
the question, “what if the agent could totally process the
endorsement himself?”  Stay tuned.



Snapshot #2
Life Insurance New Business
A large, well-known life insurance company was experiencing
significant expense problems. Quantum consultants brought
fresh perspectives and hard questions to answer, especially in
new business underwriting.  This process cost over $100 million,
had over 80 steps, and “took forever” regardless of the account’s
size.

Almost all of the applications went through at least 75% of the
steps including use of attending physician statements, long,
detailed applications, double-checking answers through an outside
service and, in most cases, a physical examination was required.
The home office life underwriter almost always needed even
more information prior to approving the application.

Quantum started asking questions.
Q: Why do you do it this way?
A:  We have to catch those cases with life threatening diseases that 

we do not want to insure.

Q:  What percent is found?
A: 4% annually.

Q:  Why do the other 96% have to go through the process?
A:  So we can charge more for illnesses that shorten longevity, but 

are not immediate threats to lives.

Q:  What % do you get additional premiums for?
A:  12%.

Q:  So why do the other 84% go through all of this?
A:  So we can find the 16%.

Q:  What if we could find them early in the process?
A:  We would save a ton of money for us and our policyholders, 

eliminate lots of hassle for our clients and agents and have 
time to sell more.

The remainder of Quantum’s work was to get the group to design
a process based on the question,  “How do we identify the 16%
early?”  It took 30 days to come up with a satisfactory answer.
But this process was written up in “The National Underwriter”
and in the “Wall Street Journal” and is now common among life
insurers.  Incidentally, it saved $70 million dollars within a year.

Snapshot #3
Bodily Injury
Settling bodily injury claims often entails years of negotiations
between lawyers (at a hefty price) and often these cases are
settled on the courthouse steps just before trial begins.  Why?
It’s partly the human factors of negotiations, gamesmanship,
greed and wanting to “win”.

Based on their examination of these factors, a new Internet
company designed a website that, for a small fee, allows the
two parties involved three attempts at early settlement.  Each
party agrees to the process and all input is blind to the other
party.  Each party enters their starting position to settle the
claim.  The software examines the entries and announces one
of two results.  If the entries are within 5%, the difference
between the positions is split equally and a settlement is
announced.

If they are not within 5%, the site asks for each party’s next
position after informing them they are not within 5%.  Again
the computer examines the answers and, if they are
within 5%, announces the settlement.  If not, each party has
one more try.  An amazing 58% are settled in the three
attempts.  This breakthrough business was established based
on the right questions and use of new capabilities.  Most
importantly, the insurance company, the insured and the
claimant all win with early settlements.

These examples demonstrate that creative questions

and honest, but clever answers are powerful and can produce

significant changes in current thinking.  But often

organizations need help in getting beyond their own

perspectives.  An outside party is needed to break through

- to put the “c” in the right place.

Quantum Consulting Group, Inc.’s methodology is founded

on asking those questions that move organizations from

reactive to creative.  When our clients recently were asked

what made Quantum different from other consultants,

more than one mentioned our creativity.



Quantum and Creativity
American businesses have excelled at developing analytical
skills, but few companies have succeeded at unleashing
creativity.  Quantum’s methodology and techniques draw
out the positive, creative energy latent within your
organization. Your employees not only imagine the future,
they design ways to make it real.

A client who was head of customer
service said it best.
“Quantum takes your problems or issues and makes you
think of them in a completely different direction than you
thought of on your own.”

“I have to say with all sincerity that working with you was
one of the best learning experiences of my life. It taught me
to think in more creative ways and I still use those thought
processes every day.”

Another company’s president also
noted Quantum’s creative strengths.
“Your ability to take a large group of people with diverse
opinions and turn them into a productive, creative design
team is fantastic.  Your facilitation skills are the best I have
seen.”

The CIO of one organization compared
his experience with Quantum to other
consultants.
“Some consultants try to make you think their ideas are
yours.  You end up feeling as if they came in with an agenda
they needed to achieve to be successful.  Quantum comes
in with no agenda, adapts to your problem situations and
facilitates the work group to come to the best solutions
based on creative ideas and effective analysis.”

Let Quantum help you put the “c”
in the right location.

Quantum Consulting Group, Inc.
282 Hebron Rd. Bolton, CT 06043
voice: 860.643-4445  fax: 860.643-5299
e-mail: cjrady@quantumcnsltgrp.com
www.quantumcnsltgrp.com


