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Customer orientation, innovation and tools are the 3 strategic
differentiation levers which executives have selected as the most
relevant nowadays in a financial services organization. New strategic
differentiation levers bring us to make the following question: to which
point do we consider our organization to be customer-oriented?

In other words, do we have specific definitions about how to proceed
in order to exploit customer’s knowledge for their own benefit and
the organization’s?

Customer management is assistance the boom of new initiatives,
models definition and tools orientated to provide to the customer
specific products and services adapted to his behaviour and adjusted
to his expectations.

Establishing long term relationships with customers, based on quality
and close proximity, and increasing the efforts of the organization to
achieve the highest level of customized services and offers, are key
to meet the satisfaction of the most demanding customers, who have
more commercial choices than ever, many of them being very
sophisticated and multi-channel accessible.

Customer orientation is therefore a first class strategic option and a
question of efficiency: organizations which know their customers better
will have a clear competitive advantage.

This approach promises a lot of benefits but it is not easy to achieve.
everis study about Excellence in Customer Management is presented
with the aim of identifying and solving those trends which are critical
to strengthen the focus to client in European and American entities.



the study

everis global survey of financial services executives in
Customer Management is covering the Commercial Banking
operations. 65 first class executives in 25 organizations in 9
different countries who are of a significant importance in
their spheres of action have taken part in the research.

To elaborate this study we have made a big effort to
complement our company experience with the opinion of
these top executives, making a qualitative and quantitative
analysis of the actual situation, as well as of those “best
practices” which are exemplary and in the vanguard of the
financial industry.




The consideration of a sample of different organisations with a variety of sizes, capacities and
management models, contributes to guarantee the validity and extrapolation of results to
specific geographic realities, as well as to enrich the conclusions of this research with practical
recommendations.

Research results are based on in-depth interviews by means of whereby a questionnaire of 100
questions was completed. The Questionnaire had questions about situations and outlooks in
customer management.

The study is a result of a close collaboration between Commercial, Marketing and Technology
Directors and everis. Whose participation has made it easier to identify those initiatives related
with customer management in their organisations. Furthermore, the fact of this being international
research, in which all everis international offices have taken part, enriches the global vision of
the different realities given by every organisation involved in the study.







what is
underlying an
excellent ana
first-class service?

everis global survey of financial services about Excellence in Customer Management arises with the
intention to consider the application and assimilation of well-known paradigms in customer management.
This consideration is made with the aim of improving the knowledge exchange in the Banking Industry
and the aim of generating an analysis and observation context in the application of “customer-oriented”
concept.

The objective is clear: to define the actions to follow in order to place the customer explicitly in the
centre of the organization’s activity, as a way to provide him with a better experience in order to gain
more customers, improve customer retention and increase profits.

commercial management mode|

The Commercial Management Model is the way of implementing the customer-oriented attitude using
the knowledge of the customer in every necessary activity. Also, it has to guarantee certain requirements
that will ensure the effectiveness and suitability, like the level of integration, available tools, and tasks
and results aligned within the organization.
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Best practices, changes in the organizational structure, process optimization and tools will make it
easier for the evolution of a management model which, more and more, will have to find a higher balance
and a middle ground between the products and the customer axis.

everis global survey of financial services executives is structured in sections that explain the more
significant stages of the model proposed by everis. In every stage we have tried to reflect the actual
situation of the participant organisations as well as to identify the keys that will reinforce the most
relevant business processes.

We have undertaken an extensive work in order to thoroughly understand whether some processes
are working or not, up to what level within the organization the customer’s needs have been considered,
and what are the organization’s priorities. After this, we are then able to contribute with our vision of
the paradigms and best practices that can be used today.






analytical
capability and
customer
behaviour

Advanced segmentation processes include most of the improvements made in the organizations in
order to achieve service levels and commercial offering that fulfil customer requirements. These processes
provide an analysis framework of which can be used to improve the organization’s decision-making,
to identify the customers with the greatest potential and to adjust the commercial offering and campaigns
to their needs, in order to select the most appropriate point of time and channel from which the next
commercial opportunity will be generated.

The work of the organizations that have taken part in this research in order to apply the new schemas
in their daily work has been unceasing. Most of the organizations have initiated a great number of
projects focused in building customer loyalty, followed by those ones which have as an objective to
achieve improvements in commercial research and campaigns.
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Analytical capabilities are fundamental to understand that not all the customers are identical, to increase
the knowledge of their behaviour and to suggest alternative ways to establish a high level personalized
customer relationship.

Descriptive and predictive models used to monitor customers’ behaviour, provide new variables which
guide the action on that customer and allow the organization to take commercial decision.
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In the past, we thought that customer-orientation was meant to implement a new CRM module in the
organization. Over the past few years we have been progressing in the application of metric systems,
analytical models and approaches to work, which now provide to customer management an empiric
approach, based in causal relationships- easing the development of new frameworks from which to
identify and manage the benefits obtained through them.

Technology will keep on being a fundamental facilitator, but we must understand that centralizing all
the organization’s activity on the customer is not to implement a new Campaign Management System
or to improve the Customer Information File, but to align the information systems with a commercial
management model focused in developing specific offers to the customer in accordance with his value
classification.

If we consider that the customer analysis is one of the basic competences in customer orientation,
when organizations decide to follow this approach, they will have two alternatives: develop this capacity
internally in all its magnitude or outsource the customer analysis.

In both cases it takes special importance to separate and align analytical and operational environments,
as well as the right definition of an IT model through which to identify and detail specific processes that
process or extract customer information.

100% |
80% |
Spain
60% | ® America
40% —|
tools and available advanced available advanced available our own outsourced client
personal skills analysis tools but tools but less used tools analysis

available some way underused

In this customer focus is a priority to promote the evolution of the current branch systems, especially
those which have objectives and customer portfolios, commercial activities, customer allocation,
campaign management, customer information file and reporting systems. The evolution must be done
to different extents depending on the initial situation and context of the organization.

Customer management research makes clear the different realities of operational systems in organizations
in Spain and America, for example:

e only 47% of Spanish organizations have integrated information, shared among the different tools
supporting each part of the cycle

e 1 out of 3 Spanish organizations, and 1 out of 5 American organizations have got a specific tool to
assign, communicate and follow the commercial goals, most of them are using semi-automatic ways
like excel sheets and electronic mails

e the 41% of Spanish organizations and the 86% of American have commercial workflow in which the
performance can be improved as well as the alignment of priorities between commercial management
and the agent’s activities









Knowledge of the customer’s behaviour is the raw material in the customer orientated organization.
All related departments —intelligence, marketing, commercial, etc. — have to work as a team with a
unified vision of the customer and his needs.

In many cases to achieve this goal will require a review of the complete value chain in order to customise
key business processes where the customer interacts with the organization, regardless of the channel,
and to increase the commercial efficiency through individualisation of messages and value propositions.
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Commercial departments and marketing areas have to work together to redefine the “excellent”
customer management model and further deepen every organization’s become orientated through
their objectives and commercial strategies.

An organization must understand that there is no going back in customer orientation and they have
to be continuously evolving. Customer focus is a fundamental change that brakes with the previous
paradigms to guarantee the future success of the organization. To achieve all this the following activities
are required:

® to develop a clear corporative strategy in customer focus

® to align the critical business processes so that the customer perceives total consistency

® to strengthen the cooperation among departments

e to0 include customer management indicators when defining commercial objectives

e to redefine the commercial agent functions related to relationship with the customers, improving the
proximity and trust

e to promote the functions of ‘customer managers’ as final accountable of this segment

A new culture is going to make several changes in the current way to make business and needs to
involve the complete organization. Commercial management and marketing areas need to join their
efforts to redefine the Customer relationship management and use it to be more consistent in the
organization’s focuses and objectives.
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General results of the study are presented in this chapter as a way of making the conclusions easiest
to understand and provide a global view of the status of those aspects in customer focus with a major
and minor evolution, so that makes it easier to identify the areas to improve.

Research scope covers the following significant aspects in customer management:

databases interrelation

advanced tool functionalities
calculation algorithms

satisfaction with systems and tools
multi-channel features

marketing inbound

customer orientation systems
unified customer view

customer orientation benefits
calculation and use of the clients
value/segment

customized segment estrategies
generation of value proposal
tendencies and barrier in offer
development

defined campaign goals
strategic differentation variables
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strategy

organization

processes

inputs and information about commercial
processes

analytical prediction and description
models

structural/tactical segment

use of truth moments

commercial planification type
commercial offer management
products and service customization
customer rotations tracking

fidelity management

customer managers

commercial task coordination

coordination of oriented to customer
actions

criteria to evaluate perfomance

customer-agent relationship

claims and complaints organization

integrated dashboard and available
information

Paradigms in customer orientation reflect the best practices identified in the different customer
management cycle stages. They establish lines of action, procedures, conditions, metrics and variables
that contribute to the definition of a reference model and a common work framework where key
processes and organization are aligned with customer goals.

The correct assimilation of customer management paradigms is itself a source of competitive advantage
that some organizations have successfully used to become different. During the compilation of this

study we have thoroughly analyzed theories, practices and models promoted by organizations which
are points of reference and influence in the banking business.
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attitude makes the difference



