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A ‘State of the Art’ paper:

This is a short paper to try to keep you aware of IT events.

Many Companies have learnt to consider the value of long-term investments which promise slow but steady payoffs.

The results of the ‘Morgan Stanley Dean Witter CIO Survey Series : Release 3.5’ released in October 2002 show that companies are hedging away from implementing new CRM technology because of its uncertain profitability.

225 CIO’s were surveyed and about 20% reported that they were not confident about the return on investment for CRM technology. Another 20% reported that ‘CRM is useful, but is not a high priority’.

The 5 top priorities for Information Technology currently are :

· Security software

· Application Integration

· Windows 200/XP desktop upgrades

· Data Mining OLAP/ tools

· Windows 2000 Server upgrades

CRM is not meeting expectations. Surveys and research by the Gartner Group and Merrill Lynch show that 45% of CIOs of large companies are not satisfied with their CRM systems, and more that 50% of CRM projects do not meet expected financial and tactical goals.

The problem seems to be that ‘the targets which are set are frequently not quantified by the numbers.’  (Michael Maoz, a Gartner analyst). Another interpretation is that Companies buy CRM software expecting that it will show immediate and measurable results, but it fails to do so.

CRM sells like a product which, once installed, will offer financial solutions, when it actually is an integrated business strategy.

‘One of the biggest mistakes is that companies do not spend a lot of time or energy on the data. Without the data the applications may be great but they don’t work’ – a comment from Sheryl Kingston a Yankee Group analyst.

However, there are signs that emerging On Line Application Processing tools, and the clever use of Data Mining, many CRM weaknesses can be detected and restructured.

However, as an offset, another report by Forrester (CRM Profile : Deployment Across Industries, July 31, 2002) states that Financial Services Institutions are now leading the way in CRM implementations.

The report states that ‘nearly 50% of all financial; and business services companies have deployed or are rolling out’ CRM applications. Financial Institutions are often seen as being conservative in their investments of technology-enabled processes.

Consider this :


With analytical CRM a leading Asia-Pacific bank

· Generated 570,000 sales leads representing $US4.4 billion in new business in one year

· Achieved greater velocity – initiating 100 distinct campaigns in the first 6 months of deployment

· Achieved retention rates of 98.4% and 88% of customers would recommend the bank to acquaintances

· Reported 28.7% increase in net profit over a six month period

The National Australia Bank Ltd. an international financial services holding company operates in four continents and fifteen countries. It is the largest bank in Australia and is one of the 50 largest banks in the world.

It serves 11 million customers.

The leading franchise for the National Australia Bank is the National, which is a Melbourne based bank serving 4.5 million customers.

A bit of history:

10 years ago, the National began to invest in customer-centered methodologies and technologies.  Its targets were customer care and marketing strategies. 

The National bankers 

· required insight into timely and relevant opportunities for their customers, 

· the ability to identify the most important customers to contact on any given day, 

· and also the most effective method of contact

In 1993, the National began using a data warehouse for business decision support.  In 1996 the National was a codeveloper of an application named ‘National Leads’, which has become an integral component of their CRM infrastructure.  This manages the customer interface and helps to determine the content, frequency, channel and timing of the bank’s communications with its customers. 

National Leads was created to identify sales leads for the bank. It enables the bank to be proactive, managing the planning, development, prioritisation and control of customer communications across all channels.

This application helps ensure that the bank contacts its customers with relevant offers and messages at the best possible moment for the bank and the individual customer. The bank moved from beyond campaigns targetted at customer segments to campaigns which focussed on individual customer requirements and needs.

The CRM application enables the bank to

· cross-sell products and services to customers to whom these products are relevant

· provide a single view of the customer across the enterprise

· deliver a consistent message, brand and experience to customers across all channels

· better understand all customers which leads to higher retention rates

· reduce marketing costs by targetting those customers more likely to buy

