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40% of Banks in Indonesia rely on a broad scale marketing 
approach to potential customers  

Predominant Marketing Campaign Approach: An Inter-Country Comparative Analysis 

Source: Asian Banker Research 
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Presenter
Presentation Notes
Banks from other respondent countries such as Malaysia, India, China, Indonesia, Thailand and Philippines are still at the nascent stages of marketing sophistication. The study found that less than 4 in 10 banks in these countries use Advanced Segmentation Marketing with the majority relying either on Basic Segmentation Marketing or Wide Net Marketing.

Worryingly, despite significant advances in technology and marketing practices, many of these banks continue to rely on untargeted marketing.
For example, as many as 60% of Thailand banks surveyed continue to rely on marketing on a broad scale to all potential customers. Similarly more than 40% of banks in India, China, Philippines, and Indonesia surveyed admitted to untargeted marketing campaigns.

It is therefore interesting (though not unexpected), that this study also found that more than 50% of Asia Pacific banks surveyed admitted to difficulties in targeting the most suitable customers for their consumer credit campaigns.
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Key Challenges in Campaign Management 

Source: Asian Banker Research 

In Indonesia all banks reported only intermittent or no 
measuring of success of their marketing campaigns 

Presenter
Presentation Notes
Danamon:
Investments in technology and infrastructure must yield future returns and benefits for customer relationships.
More promotion programs will be launched to increase awareness and utilization of Danamon’s ATMs.
the entire ATM network with modern equipment that has the ability to run nationwide marketing campaign through the ATM screens. By the end of 2008, this new look was available in more than 760 locations in very prominent areas across the country. 
Very siloed architecture. No integration whatsoever.
Customer analytics Main problem
Poor design capabilities


Bank Mandiri
 
Performance Management:
Strategic Business Unit Implementation has been completed, but there are some difficulties of smooth implementation on the field. This is due to lack of SOP, Bank Mandiri’s business units have a wide span of control.
Database system is above the average of Indonesian banks – as claimed. Lag time is about 15-20 days. This also contributes to slow implementation in the field and lack of coordination due to out-of-date performance analysis.
Staff performance and mentality. Bank Mandiri staff has a silo-mentality - each department minds their own business and does not eager to support each other within a company. Departments are still reliant on strategy developed by the higher management, there needs to be self-generated strategy. Decentralization is needed further.

Permata
lack of creative campaign design capabilities, no thinking outside the box, no special department

CIMB
People cannot fully utilise software
Departments do not coopereate with each other
Analysee customer behaviour
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The Frequency of Measuring Marketing Campaigns’ 
Success Based on Two different Analyses  

Channel Effectiveness Analysis and Profit and Cost Analysis 

Source: Asian Banker Research 
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Presenter
Presentation Notes
We discovered two predominant analyses used in Asia Pacific banks to measure the success of their marketing campaigns - Channel Effectiveness
Analysis (e.g. measuring the marketing campaign’s success via penetration rate, hit rate, positive response rates) & Profit & Cost Analysis (i.e.
measuring the marketing campaign success according to profits attributable to the campaign against the costs of the campaign).

Results indicate that only 40% of the banks on average frequently (i.e. most OR all of the time) measure the success of their marketing campaigns. Only 45% of the banks frequently measure success by Channel Effectiveness Analysis and less than 35% do so via Profit & Cost Analysis. This figure is somewhat surprising since it denotes that more than 50% of the banks in Asia Pacific do NOT frequently evaluate the effectiveness of their marketing efforts, either by channel effectiveness or through return on investments.

In India for example, a considerable 66% of the banks surveyed either do not or only sporadically measure the success of their marketing campaigns via channel effectiveness. The figure is even higher in China and Thailand where 75% reported only intermittent or no measuring of success. Meanwhile, every (i.e. 100%) Indonesian bank surveyed admitted the same.

Nearly 80% of Chinese banks reported little or no profitability monitoring for their marketing efforts. All banks (i.e. 100%) surveyed in the Philippines, Thailand and Indonesia admitted likewise.
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Weak usage of information gathered from leads 
management to customise future campaigns 

Source: Asian Banker Research 

Presenter
Presentation Notes
Danamon:
Data readiness and accuracy and bad measurement system

Permata:
Has no problems at all

BCA
Electronic banking delivery channels have gained wider acceptance as the number of Internet Banking users grew by 48.0%, while ATM
transactions increased 21.9%, and Mobile Banking increased 84.3% in value of transactions.
Customer convenience and quality service leads to satisfied customer base that in turn provides
a source of funding for liquidity purpose.
BCA currently implements new CRM. OneLoyalty®, a state-of-the-art world-leading solution, enables targeted real-time data-driven loyalty marketing via multiple touch-points and has a rich and configurable engine for segmentation, rewards and business intelligence. April 2009
•   Invaluable Business Intelligence 
 •   Support Cross-border Multiple-currency Programs
•   Support Multiple Customer Touch-points  
•   Support Multiple User-defined Campaigns
•   Rich and Configurable Rule Engine
 •   Payment and Loyalty Marketing Functions can be combined in a Single Transaction 
 •   Enable Real-Time
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