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CRM Journey

2006 — Leads “Relaunch”

Launch Banker request tool
2005 — UK migrated to
Implementation of Communication Teradata platform
Manager (Teradata)

Integration with Wealth
2003 - Integration with Web

2002 - Leads to Siebel desktop
ATM pilot

Delivery of first
2001 — BNZ migrated to relationship based lead

Teradata platform Deployed leads to Package Business

Deployed leads to BPA and Agribusiness Launched 1000t vector

Delivered 1,000,000 lead
2000 — Development of email

Deployed leads to Retail, channel

Premium, Private and DFS

1999 — Launch of PCNR
1998 Piloted leads to
bankers Implement Relationship
Deployment of Siebel Optimiser (Teradata)
onto banker/call centre

desktop’s Commencement of “Customer

Management Project”

90’s — Global Data
Warehouse

80’s - Development of
Customer Information File
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Architecture
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http://www.teradata.com/

Campaign features

» Multi-step, multi-channel, multi-response

» Abllity for lead to be active in multiple channels concurrently
» Control group methodology

» Integration with nab.com.au

» Matching/Prospect capability

» Individual or relationship marketing

» Customer contact management
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Re-launch

ROI
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Functions

A better outcome
for the customer

Our
purpose Sustainable profit growth for the NAB
misggr: To be(come) one of the most relevant head office business units as seen by our sales-force
Our teams Customer Strategy Market Research Cross-Marketing

Distribution

Development Analytics Operations Support
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Sales force engagement

» Reassess the mixture of Campaigns and Triggers

» Use the language of the sales force

» Align CRM development to sales processes and training

» Answer “What’s in it for me?”

» Give sales force a sense of ownership over the asset

» Demystify analytics

» Replicate best practice of sales force in opportunity identification
» Measurement, measurement, measurement

» Identify advocates
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Core learnings

Re-empowered our Sales force

» Banker design of campaigns, triggers, content and channels
» Better integration with banker work-flow
» Usability improvements to system interface

Improved quality of leads

Lead type

Type W Type X Type Y Type Z

» Removed marginal campaigns
» Removed misdirected insight
» Redirected insight appropriately
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Core learnings

Improved measurement and reporting

» Sales outcomes clearly linked to banker actioning

» Insight identified to assist sales force where KPI's not met
» Keeping non-actioning bankers “honest”

» Identifying champions

» ldentifying best practice of sales force

» Identifying insight adding minimal value

New channels

Trigger library of 150+
More models
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Output (after 15t year of re-launch)

» Lead volume to bankers decreased 15%

» Marketing campaigns (to action) to bankers decreased 61%
» Marketing campaigns (to action) to call centre increased 15%
» Triggers to bankers increased 113%

» “Mandatory” leads decreased 10%
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Results

“Soft” launch
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