Finding the Value in
Customer Relationship
Management

Carreker Corporation established its international office
in London 1999 and has since seen its international
practice grow to include most of the large banks in the
UK, Ireland, Australia and South Africa. The Dallas-
based company, in business for 23 years, also serves
most of the large banks in North America.

Carreker provides consulting and technology solutions
for Revenue Enhancement, Risk Management, Cash and
Logistics Management and Payment Systems.

Carreker has also unfolded a market-leading Customer
Value Management (CVM) practice that, for the first
time, permits financial institutions to plan for, manage
and measure customer value.

In the pursuit of organic growth or getting more revenue
from existing customers most financial institutions have
introduced both new technology and launched
numerous initiatives, to the point of initiative overload
and confusion. No one is really asking, “What should I
do?”. Instead, leading edge financial institutions are
asking, “Am I trying to do too much and will any of it
show up on the bottom line?”

In this regard, CVM Managing Principal, Keith Von
Seggern points out, “Financial institutions have a
special struggle. Their customers, more than most,
define their own profitability by how they use products.
This struggle has been intensified by the significant
investments in customer relationship management and
in creating a customer culture. In our experience,
customer value or bank revenue does not automatically
improve because the bank can create a ‘single view of
the customer’. Rather it is the behaviour of the
customer in connection with the ‘behaviours’ of the
bank that will drive improved customer value.”

From the financial institution’s point of view then,
customer value must be understood and managed from a
comprehensive value chain approach and the core
management processes that support or align the value
chain. Carreker’s CVM methodology starts with that
premise and further supports it by mathematically
linking investments made in customer value
propositions and the resultant returns.

Concludes Von Seggern, “CVM answers those most
fundamental questions for our clients: Firstly, how do
we generate organic revenue growth? And secondly,
and how do we insure that our strategy and initiatives
create the intended value?”
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