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GetGet, , KeepKeep andand GrowGrow

6M Customers
17,000 employees

1,300 Branches
50M transactions/month

4,000 ATMs
25M transactions/month

On-line Banking
1M transactions/month

Phone Banking
3.5M transactions/month

CRM CRM VisionVision
ToTo becomebecome thethe best best FinancialFinancial ServicesServices CompanyCompany in in MexicoMexico fromfrom
ourour customerscustomers perspectiveperspective.  .  

ToTo becomebecome thethe mostmost convenientconvenient, , mostmost intimateintimate, , andand easiesteasiest --toto--use use 
bankbank in México.in México.



TheThe EightEight BlocksBlocks ofof CRCRMM
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The Value Proposition

Objectives, effective customer interacion

Data, Analysis, the Customer Single View

Customer Lifecycle, Knowledge Management

Applications, Architecture, Infraestructure

Culture and structure

How the customer experience value

Value, Retention, Effectiveness

** Source: Gartner Group



Keep

Grow

Maximize

CRM StrategyCRM Strategy

1.1. KeepKeep::
Most Valuable Customers
Relationship Strategy
The best product 
The best Service
Gain Customer Knowledge

2.2. GrowGrow::
Low Current Value
High Potential Value
Cross Selling 
Gain Customer Insight

3.3. MaximizeMaximize::
Low Current Value
Low Potential Value
Increase fees
Self service Channels 

TreatTreat differentdifferent customerscustomers differentlydifferently
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CRM ProcessesCRM Processes
1.1.IdentifyIdentify

2.2.DiferentiateDiferentiate

3.3.InteractInteract 4.4.PersonalizePersonalize

360°view of the 
customer 

Keep learning

Behavioral and
demografic data

First by the value 

Then by the needs

Comunicate with eficiency and
eficacy

Listen to him and keep record.

Customize products and
service based on what customer
wants.

OneOne by by OneOne

** Don Peppers, Martha Rogers, The One to One Fieldbook



SpecificSpecific treatmenttreatment focusedfocused onon
specificspecific needsneeds

Offer a

Segment 2

Segment 3

Segment 4

Segment 5
:
:

Segment 9

Offer b Offer c Offer d Offer e

Segment 1
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CRM TechnologyCRM Technology

ANALYTIC
SERVICES
DATAMART

DATA
WAREHOUSE

IBM INTELLIGENT
MINER

INTERACTION
ADVISOR DB

OutboundOutbound

InboundInbound

BRANCHES CALL 
CENTER

EPIPHANY CAMPAIGN MANAGEMENT
EMAIL APP

ATM INTERNET

EPIPHANY
INTERACTION

ADVISOR



CRM Organizational CollaborationCRM Organizational Collaboration
Marketing Marketing isis suchsuch anan
importantimportant functionfunction
so can´t be so can´t be managedmanaged
onlyonly by Marketing. by Marketing. 

A A greatgreat sponsorshipsponsorship
has has beenbeen providedprovided
sincesince thethe beginingbegining
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CRM Customer ExperienceCRM Customer Experience
PROFITABLEPROFITABLE
CUSTOMERCUSTOMER

GROWABLEGROWABLE
CUSTOMERCUSTOMER

Customer
Deposits

Extra Money

Executive
Aware Of The
Opportunity

Executive Inquires
About the Balance 

Movement

Opens a CDA
and a Car Loan

Good Behavior On
Deposit Accounts

Checks 
Balance

Informed About
Preferred Pricing

Congratulated
On Birthday

Customer Withdraws
From ATM

Informed About an
Authorized Loan

GROWABLEGROWABLE
CUSTOMERCUSTOMER



CRM MetricsCRM Metrics

To Improve results by: 

a. Increasing leads

b. Improving processes

c. Improving channel efectiveness

d. Improving information tools in channels
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1.Campaign

Enterprise Initiated,
Marketing-Driven

2. Event Driven

Customer-Triggered,
Product as Service

“Convenient”

3. Real Time

Customer-Initiated,
Relationship-Driven

“Appropiate”

Real Time Personalization Server
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Conclusions

1. Customers more satisfied and more loyal
2. Increased Efficiency in Customer 

Management
3. Improved profitability per Customer 

Segment
4. Treat Different Customers Differently



Thank You


