
I
n an era of choice, custom er retention and growth is  high
on every banker's  agenda. S o how do you target and
keep the right custom ers , develop com pelling products

and services , process  bus iness  efficiently; convince cus-
tom ers  that you value their bus iness  and assure share-
holders  that you m anage risk?  

T he answer lies  in a concept that converges  custom er
relationship m anagem ent (CR M ), bus iness  process  orches-
tration (B PO) and risk m anagem ent into a s ingle cohes ive
practice: custom er lifecycle m anagem ent (CLM ), which is
fast becom ing the catalyst for sustainable organic growth.
R ecognised by a num ber of leading U K  banks  and cham pi-
oned by com panies  such as  Fiserv, CLM  is  a custom er-cen-
tric m odel, which allows banks  to "tailor people, processes
and technology to respond to custom ers  like never before"
(M eta G roup). CLM  solutions  help banks : 
� Integrate and enhance data gathering and analys is  
� Create and leverage a pow erful know ledge bas e of

cus tom er accounts ,  relations hips  and as pirations
� Fine-tune m arketing and target products ,  price and

s ervice offerings  effectively  bas ed on behaviour,  ris k,
lifes tage and propens ity  to buy

� Quantify  the lifetim e value of each cus tom er
� U s e every cus tom er interaction as  an opportunity  to

res pond, build trus t and s ell 
� M anage ris k w ith every cus tom er s ales  or s ervice

encounter
� Increas e operational efficiency and accurately  m eas -

ure bus ines s  perform ance

W ithin CLM  is  the realis ation that cus tom ers  m ove
betw een life events  that directly  im pact their banking
relations hips .  For pers onal cus tom ers ,  s chool,  m arriage,
birth,  em ploym ent,  unem ploym ent,  divorce, rem arriage,
retirem ent and bereavem ent require different ins titution-
al actions  to m eet changes  in cons um er need. For com -
m ercial cus tom ers ,  bus ines s  s tart up, m arket and product
expans ion, acquis ition, or bus ines s  clos ure drive different
lifecycle decis ions .   

It is  no longer enough to expect custom er loyalty through
lack of choice. N or can banks  m ake occas ional m istim ed
strikes  into the custom er relationship. S ophisticated cus-

tom ers  dem and cons istent, well-tim ed and relevant inter-
action with their institution, which can only be provided
using CLM . CLM  gives  banks  the power to:

Ta r g e t bus ines s  effectively  by refining cus tom er infor-
m ation into a pow erful know ledge bas e w hich us es
s ophis ticated cus tom er m odelling to determ ine lifes tage
need, ris k and propens ity  to buy.   

A t t r a c t and trans ition s us pects  into pros pects  w ith m in-
im al effort and m axim um  efficiency by ally ing your value
propos ition to the cus tom er's  intent and feeding the
res ults  of cus tom er interactions  back into the know ledge
bas e for future targeting.

A c q u i r e : turn interes t into bus ines s  by  autom ating
proces s es ,  integrating ris k as s es s m ent and s tream lining
fulfilm ent.    

S erv ic e customers by using process-enabled business appli-
cations that simplify interactions, reduce complexity and
enable staff to focus on the customer and not the systems.

R e t a i n hard w on clients  by identify ing defining m om ents
and previous ly  hidden threats  and forecas ting attrition,
enabling you to plan and execute retention cam paigns .

G r o w and deepen cus tom er relations hips  over tim e.
CLM  enables  you to predict cus tom er requirem ents ,  cre-
ate flex ible products  and s ervices  bas ed on cus tom er
need and fine tune m arketing activities  and proces s es  to
deliver better R OI.  

It is not sufficient to enact one stage well, for CLM  to thrive
banks must succeed at every stage. Datamonitor asserts that
updating systems for lifestage marketing is a necessary invest-
ment to maximise future success and one that companies
ignore at their peril. At Fiserv we see this as only part of the 
picture. For organisations to maximise organic growth and
outpace their competitors, CLM  must be seen as an integrated
and continuous business cycle that transitions opportunities
effectively and efficiently throughout the complete lifecycle.  
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