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« CRM s a concept whereby an organization takes a
comprehensive view of its customers's profitability for the
company.

« CRM comprises a set of processes and enabling
systems supporting a business strategy to build long-
term, profitable relationships with specific customers.
The key objective of CRM is to enhance customer value
through better understanding of individual needs and
preferences.

« CRM describes a fundamental business strategy to
deliver services and products consistently across entire
customer relationship rather than just within a particular
product or business unit.

« CRM is marketing seen as relationships, networks and
Interaction.

(invice I



I " 0 " Post-sale
nnov? ion perallons serviae
cycle cycle cycle

Customer
need
satisfied

Customer
need
identified

(invice



value drivers

Customer

., 10 achieve
our vision,
how should
we appear
0 our customers?“

Financial

» 10 succeed financialy,
how should we appear to our shareholders?*

Vision
Strategy

how will we sustain our ability to change and improve?*

Internal buz process

,, 10 satisfy our
shareholders
and customers,
what buz processes
must we excel at?“

Learning & Growth
., 10 achreve our vision,
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Distribution
channel.

MarKeting
comimunications

IX

Profitability managerment
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satisfaction customer
service
needs and
wants ~ sales
relevant
info sales
what is the support
benefit? sl marketing
It might be
useful ~ R&D
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e Understand Customer Behaviour
— developing customer segmentation models

— modelling customer behaviour which impacts customer
profitability (product acquisition, usage, retention, default)

— Identifying events which trigger behavioural change
— Soliciting significant data from customers
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« Communicate to change behaviour
— Multi-channel, event-driven communications and conventional
campaigns
— Business Rules-base selects customers for campaigns
 Test new Campaign approaches & measure
effectiveness
— Roll-out successes
— Learn from failures

(invice I



CRM-based processes -taditonal
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Definition of marketing goals- —»

coring of )
segrnents

o2

=

Campaign preparation DB preparation

Segmentation & scoring ——p

v

Campaign definition >

Campaign execution

) scoring ofJ

segrrnernts

(invice I

Campaign evaluation
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Operational processes

individual transactions/interactions

clotivel

oetweern transaciions/avernts

long-term - life time
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Customer satisfaction criteria
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Internet banking available

User friendliness

Bank transfers

Bank 1 Bank 2 Bank 3 Bank 4
X X X H X
4 2.5 1 3.5
2 3,5 3 2
X 2 1,5 X
3,8 855 1,3 2,5

35 15 25 1

3 2 25 1

<:ontinuous process improvement




Strategy. ’ Enhance customer value’
Value drivers Customer acquisition
Processes Open on-line CA

Activities ID data input
Manag. applications OLAP, BSC, ABC

Data sources DW

Financ
Learnin Process
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