
The Customer Challenge:All about the Data
The battle for customers has never been more intense. It seems that everyone wants to build the
next great model that will reveal the hidden secrets leading to more profitable customer
relationships. But as many companies have learned, insights are only as good as the data that is
used to generate them.

With the heightened awareness on analytics by many companies, the need to address customer
information has never been more acute. CSC’s recent Customer Intelligence survey revealed that 85
percent of companies do not have a complete view of all of their customers’ activities. Without an
aggregated consistent source of customer data, numerous problems arise, including excessive
manual data manipulation, various versions of “the truth” involving customer analysis, inconsistent
treatment of customers across channels, and missed opportunities for revenue generation.

In order to transform information into intelligence, companies must address customer data
integration (CDI). Managing data may sound mundane but it is extremely complex. Transaction
systems that process enormous amounts of data and that focus on accurately reflecting balances are
not conducive to analysis. In the past, companies built data warehouses and data marts to enable
analytical reporting, but these efforts often fell short due to data structure and integration issues.

Now a new generation of tools, categorized under CDI, address the synthesis of customer data in
an innovative way with groundbreaking potential.

CSC Recommendations
Companies that want to use the intelligence embedded in their customer information need to
develop a single view of the customer and then develop actionable insights to expand relationships
and drive profitability.

To achieve this goal, start by creating a persistent customer ID that can be used to consolidate all
information about that customer. This first step is critical in providing a platform for analysis that
can lead to more meaningful marketing and service treatments.

CSC’s Customer Intelligence Maturity Model provides an overview of the capabilities required to
achieve distinctive performance. The first dimension of Customer Intelligence is customer data
integration. The model highlights the use of CDI tools as advanced and distinctive.

By following CSC’s iCDITM (Intelligent Customer Data Integration) approach, you can:

• Reduce duplicate data by 80-90 percent, improve data accuracy by 
20-30 percent, and reduce returned mail/e R mail by 80-90 percent — producing $5-15
million savings per year in data cleanup costs.

• Decrease the number of point-to-point interfaces by 70-80 percent — resulting in $10-20
million savings per year in data/application integration and maintenance costs.

• Reduce time-to-solution by 50 percent, shrink change request response times by 80-90
percent, and improve data propagation lead times — generating $5-10 million in
additional revenue per year from faster cycle times.

• Redirect IT resources that are currently bogged down in data integration and report
production for more strategic tasks.

Companies that want to assess the advantages of iCDI can easily determine the economic benefits
and return on investment prior to implementation through CSC’s proven approach.

Information is the Foundation
for Customer Intelligence

“Growing complexity in the
financial services industry, coupled
with increasing volumes and
diversity in electronic transactions
is clashing with legacy and
fragmented systems that encircle 
a maze of duplicative and
inconsistent data repositories.
Tower Group estimates that the
total technology and administrative
costs of poor data quality and
unavailable information can be
staggering.”
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