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Background & goal
Background:

» Atos Origin believes that important insights can be 
gained from a comprehensive understanding of the 
changes in CRM approaches over time

» We therefore intent to compile a reference analysis 
report on a regular basis

» Financial institutions can use this information to 
benchmark and refine their strategies

» The results should enable banks to realise the full 
benefits of their investment in CRM and help to move 
towards a state of ‘customer intimacy’

Goal:

Empirical research to determine real and actual CRM 
results achieved by banks throughout Europe to give 
financial institutions clear and measurable figures so 
that they can gauge the relative effectiveness of their 
CRM strategies.
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» Background & target

» Introduction

» Setting the scene

» Key topics
� Is there life for CRM 2.0?
� How ‘fast-moving’ are banks?
� The problem of misalignment
� How do banks ‘pick their channels?

» Strategies and approaches

» Case studies

» Food for thought
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Introduction
Atos Origin

» Atos Origin is one of the few companies that can 
provide all the 'design, build, and operate' elements of 
a business solution. More than 60% of the revenue 
base is recurring, deriving from multi-year outsourcing 
and application maintenance contracts. 

» We deliver this within a global framework of three 
major Service Lines. Financial Service is a core Global 
market sector for Atos Origin. The sector has 8000+ 
personnel of which 1200 are business consultants with 
in-depth sector expertise.

EFMA

» The European financial management and marketing 
association (Efma) is the leading association of banks, 
insurance companies and financial institutions 
throughout Europe. 

» On a non-for-profit basis, Efma promotes innovation 
and best practices in retail finance by fostering debate 
and discussion among peers supported by a robust 
array of information services and numerous 
opportunities for direct encounters.

Please allow us to 
introduce ourselves …
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Setting the scene
Research background

» Our research encompasses a geographically diverse 
range of European companies, most of which are retail 
banks but which also includes universals, private 
banks and insurance companies

» A large minority of these firms have over 10,000 
employees, spread across various business units all 
over Europe

» A total of 140 institutions participated in this research, 
with full responses received from 65 banks in 26 
European countries
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1. The potential for CRM 2.0

2. The need for banks to be fast-moving 

3. The problem of misalignment

4. The ability of banks to ‘pick their channels’

4 topics that highlights the 
panorama of CRM in retail 
financial services
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The potential for CRM 2.0
1

In recent years, banks have adopted various 
CRM approaches and techniques to enhance 
customer focus . We expected organisations 
to have been implementing CRM 2.0, in which 
CRM 2.0 is defined as the next level of CRM
in which companies use the information 
they’ve captured in their CRM activities to give 
customers what they need, instead of what 
the banks want them to give . 

Although banks are aware of the strategic 
importance of CRM techniques, their focus is 
on short term (ad-hoc) analysis. This
generates poor response and low conversion 
rates. If firms continue to approach CRM in 
this way, the customer base for marketing 
campaigns will become
thinner and thinner. 

There is life for CRM 2.0, but companies must 
first re-organise their working practices (and 
must use the right tools for the right job). The 
focus has to change from short term ‘sales 
boost’ successes to long term solutions that 
target a valuable relationship.
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The research show respondents who are 
‘product agnostic’ and who focus on selling
to meet the needs of their clients at key 
events. 

More over we see that organisations ensure 
that they can sell any product to the client at 
any point of contact, according to their need 
and the study shows a reflection of a product 
sales focus of some companies, indicating 
that they will use any product holding as a 
means of cross-selling another product.

In terms of pricing strategy, banks could win 
more business by variable/customer-based 
pricing, based on profitability or relationship. 
For retail banks, pricing based upon services 
or transactions is rare.

The need for banks to be 
fast-moving 

2

Banks  have a quite traditional product portfolio. 
Although banks know that price is a major 
‘switching’ trigger, a third still don’t vary pricin g 
based upon risk. Furthermore, their services 
aren’t valued sufficiently to maintain customer 
loyalty.
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Banks want to be based more around 
customer excellence but this is hard to 
achieve. Most feel that service and then price 
are key to customer loyalty rather than the 
product or bank, and that in the future 
customer excellence will become 
increasingly important.

Only 20% of the banks position their business 
with this in mind, although 90% of respondents 
state that this is where they plan to be. 

Despite most respondents indicating that 
service and price are key to customer 
satisfaction, there is little evidence to suggest 
that banks are making significant progress
in the transition from transaction excellence 
to customer excellence. 

The problem of 
misalignment

3

To achieve customer centricity, companies must 
become customer-focused throughout their whole 
operation. This is an ambitious and difficult goal 
when most organisations are highly introspective. 
Their external ambition to gain customer 
satisfaction is not often translated into key 
objectives. 
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Face-to-face and/or personal contact is still 
used frequently by retail banks. Our research 
confirms that banks continue to expect 
branches to be a core channel alongside 
contact centres and direct mail. The role of 
personal advisors will continue to be 
important. 

In the future, all channels will be used for 
outbound marketing. Instead of one or two 
channels (e.g. the Internet with a call centre), 
there will increasingly be a multi-channel 
approach.

Although traditional channels will continue to 
be used, banks will also expand their delivery 
into newer channels such as the Internet and 
SMS.

The ability of banks to
‘pick their channels’

4

Response and conversion rates show that banks 
are choosing their channels wisely. Human 
interaction is more effective in changing a lead 
into an actual customer than anonymous 
channels (such as online and DM campaigns).
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Based upon quantitative research results

1. Link customer objectives , business objectives and KPIs

2. Replace product push with a focus on customer needs

3. Choose the right technologies to improve targeting

4. Avoid approaches that generate negative responses or opt-out

Based upon qualitative research results

1. Understand your scope

2. Measure your success

3. Visionary leadership and buy-in

4. Situational analysis

5. Change…

Effective CRM
Key strategies and 
approaches
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Link customer objectives, 
business objectives and KPI’s

“The inclusion of KPI measures that identify 
and reward customer/product retention would 

be a positive step in the right direction”. Back

1

Banks should 
r e w a r d 

behaviors that 
e n h a n c e 
c u s t o m e r 
s a t i s f a c t i o n

Move towards customer centricity through:

» Adjusting reward systems 

» Focus on customer instead of products

» Introducion of more event-driven techniques
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Replace product push with a 
focus on customer needs

“Companies need to take positive steps if they 
want to become more customer-centric”.

2

A d - h o c 
’ t a r g e t i n g ’
must become a 
t h ing  o f  the 
p a s t Re-Design sales processes and CRM systems by:  

» Event/trigger based marketing techniques

» Less traditional techniques 

» Increasing the number of customer opt-outs 
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Choose the right technologies 
to improve targeting

“Although banks are aware of the strategic 
importance of adopting CRM techniques, their 

focus is on short term (ad-hoc) analysis”.

3

Poor analysis 
generates poor 
response rates

Boost positive customer feedback by:  

» The use of techniques and technologies that

» Reduce customer attrition 

» Increase the sales conversion rate
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Avoid approaches 
that generate 

negative responses or opt-out

“Companies should avoid this approach and 
migrate to more sensitive techniques as 

quickly as possible”.

4

M o r e 
sophisticated 
analytics give 
much h igher 
l e v e l s  o f 
r e s p o n s e s

Avoid customer dissatisfaction by:

» Rejecting badly formulated, ‘knee jerk’ ad-hoc 
targeting 

» Ignoring commercial pressure to meet product-
based sales targets (rather than customer needs)
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Understand your scope

People’s perception of the success is 
important and early setbacks could 
c a u s e  l a s t i n g  d a m a g e

“Remember:

it’s a marathon, not a sprint!”

Don’t expect all your systems and tools 
to be integrated across all products and 
customers straight away. It is unlikely to 
achieve this in the initial stages. Others 
will become disaffected if you bite off 
more than you can chew by setting 
unrealistic goals.

5
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Measure your success

When building a business case, 
considerable resources can be 
expended on identifying target ROIs 
a n d  e x p e c t e d  b e n e f i t s 

“Whatever your approach, it must fit 
into your own organisational culture 

and structures. !”

Companies that have a more mature and 
confident approach to marketing and 
regard themselves as customer-led, may 
feel happier with a more flexible 
approach.

6
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Visionary leadership 
and buy-in

“Strong leadership with a clear 
vision that encompasses business, 
customer and product propositions 

will help to deliver success”.

CRM requires a significant amount of 
cross-organisational change, involving 
multiple silos. Many different people want 
to be involved in discussing the 
technology, and have different views of 
the end result.

7

M a n y  d i f f e r e n t

people wil l want to be involved 
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Situational analysis

Supplier selection and integration will 
b e  i m p o r t a n t  f a c t o r s . 

“You need to understand the context 
of CRM implementation.”

What works for one organisation may not 
work for another. Smaller, more agile, 
firms can focus on bespoke, home grown 
solutions that can yield significant 
benefits quickly and easily. More mature 
businesses may need a greater 
investment in technology.

8
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Change  

“The implementation of technology 
is not the end goal in itself: it’s a 

means to an end”.

The effective alignment of the marketers 
and IT technicians that deliver the 
functionality is essential. Ultimately, CRM 
systems are used by people; their buy-in 
to the need for change shouldn’t be taken 
for granted.

9

Buy-in shouldn’t be taken 
f o r  g r a n t e d
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1. The event-driven bank

2. The measuring bank

3. The cutting edge bank

4. The aligned bank

5. The customer focussed bank

6. The technology bank

Case studies



22 CRM in de Financiële Dienstverlening

‘The event-driven bank’

“Sales managers are 
rewarded on ‘Total Sales 
KPI’. They focus on 
customer needs rather 
than on selling individual 
products”

Case Studies

» Providing quality, event-driven interactions in a 
timely manner across a limited number of 
communication channels

» 500,000 leads at a conversion ratio of one sale 
for every four leads

» Four times its first year target. Full payback 
within 18 months

‘The measuring bank’

Focused on achieving 
measurable success. The 
new system has improved 
its understanding of the 
customer’s economic 
value

» Deliver the right product to the customer at the right 
time

» Focus on achieving measurable success in its CRM 
programme but realizes that it is not going to do this 
all at once

» Better qualification of leads through an improved 
understanding of  economic value, greater insight 
into the value of the sales funnel and churn
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‘The cutting-edge bank’

“Its cutting edge 
marketing enables to 
deliver simple, 
competitively priced 
products through the 
customer’s channel of 
choice”

Case Studies

» Mature understanding of CRM

» Each customer receives a personalised ’offer’, 
positioned, based on analytical and predictive 
modeling of their behaviour

» Delivery of simple, competitively priced 
products through the customer’s channel of 
choice

‘The aligned bank’

“In comparison with its 
main competitors, its 
CRM approach is mature 
and flexible”

» Drive for a co-coordinated approach from the 
different stakeholders involved in CRM

» Since the instigation of the CRM project seven 
years ago, a major branded technology solution 
was selected

» The technology is sufficiently flexible to cope with 
the further evolution of CRM in line with new 
marketing innovations
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‘The customer focus 
bank’

“The bank has become 
focused on achieving the 
ROE and performance 
objectives that it laid 
down at the outset”

Case Studies

» Leverage the loss-making banking services that 
it provides and to cross-sell other products in its 
portfolio (saving, loan, credit, insurance)

» Focus on marketing to younger clients, using 
the close relationship that the bank has with 
this type of customer

» Clear future view of CRM and an integrated 
multi-channel strategy

‘The technology bank’

“The firm recognises that a 
change from product push 
replacement to a customer 
needs culture is its main 
challenge”

» The choice of IT solution provider was made 
jointly with all relevant stakeholders (marketing,  
IT and the heads of each partner bank) to ensure 
that it met both technical and business needs

» The company is ware to be behind the 
competition in the implementation of CRM 2.0

» Avoided some of its competitors’ mistakes. Only 
25% of the required spend has been allocated, 
with the remainder due to be applied by 2012
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Food for thought
Customer versus products

» Companies want to make themselves more 
customer centric but struggle to detach 
themselves from financial targets that depend 
upon existing ‘product push’ strategies. This is 
reflected in how they continue to promote 
product-centric marketing effort, reward 
systems and organisational structures

Product push strategies

» Product push strategies are based on ad-hoc 
targeting, using hastily compiled customer 
lists, and lead to customer dissatisfaction with 
the way in which firms interact with them. 
These strategies have a negative impact on 
customer retention, as shown by the 
increasing tendency of customers to opt-out of 
receiving marketing communications

Outdated methods

» Companies continue to use outdated 
marketing techniques despite the obvious 
benefits of using event/trigger-based methods. 
The conversion rates possible with good 
segmentation models and event-based 
marketing, combined with a careful choice of 
channel, provide possibly the best way of 
achieving the twin goals of satisfied customers 
AND profitable sales

The human touch!

» Companies continue to try to deliver a multi-
channel capability to enhance interactions with 
clients. Although the range of channels will 
grow, as will interoperability between them for 
sales and servicing purposes, face-to-face 
contact is still very important. When selling 
financial services products, human interaction 
in ‘closing the deal’ will be an increasingly 
essential component of the front office sales 
effort
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Questions?
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