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Perspectives

We asked some people who should know for some
views on the potential, or the perils, of

technology – in just two or three hundred
words

SIXTY SECONDS 
ON TECHNOLOGY

Marketing relationships
Financial services is a process-oriented sector that is traditionally an early adopter of technology, particularly enterprise software.
For example, the effective deployment of customer relationship management (CRM) has been a key driver in increasing the
relevance of the marketing message around products and services and improving customer service by building more meaningful
and consistent relationships. In theory at least! 

In reality, the positive experience has taken slightly longer to realize, as a consequence of needing to get other parts of the
departmental enterprise better aligned. One such department is marketing.

Financial services firms now have increasingly customer-centric strategies, with more complex and demanding marketing
processes, and marketing departments have to support this with less resource than ever before, and under the watchful eye of
the regulator. Marketing resource management (MRM) solutions help to ensure that the available resources are best used, both
inside and outside the organization, through the application of consistent strategy and process automation (reducing waste and
speeding up delivery);  and the provision of the critical measurement capability that has been difficult to deliver in the past.

And MRM seems to be catching on. According to Gartner, it is already the fastest growing segment within CRM, and could be
used in two-thirds of all CRM initiatives in Global 1000 companies by 2010, as they seek competitive advantage from a nimbler,
more integrated and flexible marketing function.
Andrew Yates  SENIOR VICE-PRESIDENT INTERNATIONAL  APRIMO

Wrapping it all up
Just three years ago in Britain, a Google search on “wrap” would have brought up fascinating insights into the worlds of waste
resource management and packaging materials. But now, largely thanks to technology developments, viable propositions, more
entrants to the market and increasing acceptance, the word is becoming synonymous with platforms that help to drive improved
business efficiency for financial advisers and offer consumers an aggregated view of their finances.

Technology is a critical key in delivering the services demanded by the end-consumer. The NMG wrap platforms report revealed
last December that most investors rated a core feature of any wrap platform – a single view of their total financial holding – more
highly than improved tax efficiency or access to the whole of market.

Wrap brings together a number of components onto one platform, including financial planning software, aggregation,
modelling tools and on-line portfolio administration. All of these components and more must be able to service both new and
existing holdings, including those awkward legacy products. It is a complicated build with a hefty price tag, so the barriers to
entry for providers are high, but the numbers already making that investment reinforce the view of many observers that this will
be the next major technological development in financial services.

Technology has had a huge impact on financial services, and will continue to improve business efficiencies and to make it
easier for customers to control and manage their finances. The emergence of wrap platforms – largely driven by the "perfect
storm" of regulatory changes, increasing consumer cynicism and sophistication, a “best-of-breed” environment and, of course,
the technological capability itself – will be a powerful driver in the evolution of UK financial services.
Holly Mackay   HEAD OF WRAP PROPOSITIONS   ABBEY
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Be careful what you teach the computer …
We are all familiar with fraud detection technology, particularly in the financial services sector. Banks and credit card companies
have systems that monitor your credit card account, looking for tell-tale signs that a fraudster might be running up a bill in your
name. By and large these, systems operate quite efficiently, with “false positives” being the exception rather than the rule. But
it was not always so, and many lessons had to be learned along the way.

I worked on an early prototype detection system in the late 1980s. We had spent a lot of time building models of fraudster
behaviour and translating them into a form acceptable to the computer. The day finally came when we switched on the system.
The initial results looked promising: close to a hundred suspect cases.

We telephoned the first one on the list and after some time the cardholder answered. The warning signs were classic: the
account had been relatively dormant for several months and had then suddenly burst into a blaze of suspicious spending –
jewellers, gift stores, expensive restaurants and higher-than-normal spending on petrol and telephone calls. Clearly a case of
the thief spending for all he was worth, enjoying the high life, and buying re-sellable goods. The cardholder was a little bemused
when confronted with this evidence and, fortunately, good-humoured as well. His response? How did we know he was having
an affair?

This taught us two valuable lessons. First, we had spent so much time teaching the computer what fraud was that we had
forgotten to tell it what is wasn’t. We learned that it is often quicker and more efficient to find something  – either a fraudster or
a profitable customer – if you know what you’re not looking for. Or to put it another way, don’t build the world’s ultimate needle-
searching machine; instead, build one that knows what hay looks like, eliminate the haystack and grab the needles.

The second lesson?  Get people from marketing, not the fraud department, to make the calls. As well as being more customer-
sensitive, they have the capability to transform what could come across as a rampaging robocop-style interrogation into a more
profitable “customer care” experience.
David Porter   HEAD OF SECURITY AND RISK   DETICA

The great enabler
Technology is an enabler that can help a company to identify, implement and achieve its customer service objectives and
understand the customer experience. Many organizations now recognize the importance of capturing and understanding
customer feedback in delivering these objectives to position the company ahead of its competition and to improve products and
services for future growth.

Valuable customer information can be gleaned from complaints and operational customer feedback, and the process of
capturing, tracking and analysing the data can be simplified and automated by comprehensive feedback software applications.

Customer feedback management technology has improved dramatically over the last twenty years, but it is essential that
solutions are deployed throughout the organization – otherwise, vital information (and, potentially, a large part of the “customer
picture”) is missed. All touchpoints should be enabled, so that all staff can view current and previous data. This helps to break
down communication barriers and make for a more pleasant and efficient customer experience.

Also, software can help maximize the success of customer service projects by simplifying training and roll-out issues, and by
ensuring data quality through process consistency. And, of course, in coping with the ever-increasing burden of FSA compliance –
not just a matter of doing the right thing, but doing it in the right way, and in such a way that the rightness can be demonstrated
after the event. Technology is not much use in helping companies to decide what is right, but it is becoming indispensable in the
rest of the process.

As users have become more confident of the technology, so they have become more demanding. Applications must integrate
seamlessly with other business applications, be inter-operable across different technical infrastructures, and be fully scalable to
cope with changing needs in terms of both functionality and size of business. The signs are that the technologists are now up
to the challenge.
Rachel Edwards   MARKETING DIRECTOR   RESPOND


