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Rod Johnson, Principle of CFS Financial
Group is passionate about surfing, water
skiing, his family and just about everything
he does. So it was no surprise that Rod
was passionate when it came to making a
decision about which software he was
going to use to manage the business he
had built over the last 20 years.
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Revenue Generation Process Revenue Management Process Business Process Management

Automate Revenue Generation

Revenue growth is determined by your
business stage. Do you need to acquire
more customers? Maybe you already have a
large customer base and need to identify
product cross sale opportunities? Or maybe
you just want your customers to know you
care.

Prioritize Revenue Returns

Time and resources are always limited and
greater business efficiency is part of the
answer. INSYTE answers the question of
where you should focus to bring the greatest
return in the shortest time.

Manage Activities

These days customers expect
communication through internet, email,
telephone, direct mail, and face-to-face i at
a minimum. Business results are determined
by how effectively you convert opportunities
into sales. What combinations of activities
are needed, when they are needed, and
what is needed are all managed by INSYTE.

Customer Value Modeling

INSYTE manages a lifetime of events
that build value generating relationships.
Relationship management activities are
executed before the planner provides the
customer financial advice via planning
tools.

Build Customer Lifetime Value

INSYTE enables revenue opportunity
triggers to be created based on customer
life stage. Each trigger automatically
generates an activity and each activity a
revenue generation process.

Product Marketing Planning

As the business grows the adviser begins
to get a complete view of current and
future product marketing opportunities
and where their product strengths are
strongest and weakest.

Business Value Generator

The net value of the business is
determined by the current and potential
future value of its customers. Only with
INSYTE can a business realize its true
value.

Vision and Strategy

The need to improve business
performance impels business change.
To bring about successful change, the
business must have a well-articulated
vision to provide shape and direction.
It must also have focusd a strategy
that identifies, prioritizes, and plans
discrete change programs aligned with
primary business processes.
Business Performance Model

The health of the business is
dependent on a number of factors 1
its people and leadership, marketing
and communications, internal and
external relationships, how well it
manages investment in infrastructure,
and how well it innovates. INSYTE
provides a flexible scorecard to help
identify and prioritize and manage
business related performance
activities.
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OPPORTUNITY ANALYSIS

New business opportunities are triggered in the system as a result of events such as;
MMarket Based: Changes in economic conditions

APersonal: Changes in customer lifestages

AProduct: New insurance, funds, credit products

ACompetition: Price, rate, percentage changes

PRODUCT MATCHING

Sales opportunities are dependent on the customers financial profile available through;
APotential customer data captured on forms

AExisting customer product information

Metailed flistso from |list brokers

PROFILE GENERATION

As opportunities are created they are matched to customer types. Each customer type can be set up with specific profiles
such as;

AContact method: Email, telephone, mail

ALead times: Short-to-medium-to-long term sales

AOpportunity Value: High potential-to-low-potential

COMMUNICATION DELIVERY

The generation of opportunity based communication can be automated within the system so that;
ATelephone lists are produced

AEmails or mail is generated

AActivities are distributed based on workload

Aintegration with modelling tools

RESPONSE MANAGEMENT

As opportunities convert into potential sales they need to be managed with efficiency;
ASales opportunities are scored on potential

APriorities can be set based on value or timeline

AResponse processes can be automated

PERFORMANCE ANALYSIS

Business performance is measured on effectiveness and efficiency based indicators as well as other customized
scorecards. The system will help;

ARemove bottlenecks in efficiency and effectiveness

Aincrease satisfaction and sales

Aincrease staff retention
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As your business grows so does your dependence on quality - Analysis ~ Communication

information regarding the people and processes critical to Analyzes customer profiles, behaviors and Plans continuous communication programs

sales and service to new customers. The degree of business customer types and evaluate responses. based on return-on-investment.

intelligence immediately available is often the difference - Modeling ° Optimization

between winning and losing a sale or a valuable customer. Analyzes predicted performance and scores customers Prioritizes and limits communications by channel and
Having the right information is critical to your success. based on their responses. regulates the frequency and quantity of contacts by channel.
INSYTE processes manage information delivery in six key + Interaction

® Personalization
Generates personalized offers by customer and build
rules that manage communication.

areas. Deploys outbound and manages pending inbound event-

driven communications and manages workflows of
interactions.

ACTIVE DESKTOP PRIORITIZATION m LEAD MANAGEMENT

The INSYTE Active Desktop provides a single personalized and secure The INSYTE Activity Manager automatically links activities to a specific INSYTE Opportunity Manager pr ovi des | fi cikmbglaec ces s
environment from which business activities, collaboration, processes and opportunities and monitors and reports on all activities connected to a activities related to any single sales staff diary by day, week, month, both
workflows can be delivered. specific opportunity. future and past, or to any group of multiple sales staff diaries.

AProvides automated tools that log activity in real time and automates a MSi rcdlieckdo access to next activitiedgll Wuictiosalityealowsdrag and drap scheduling svithin a diasy loreasrgss s e |
sequence of activities appropriate for inquiries, opportunities and contacts. and account management activity. multiple diaries.

AEnables set-up for customer reports, views, and analysis to help specify AGenerates single-click access to all related issues and information while AEmpowers collaborative activity management on both an Individual and

and track sales and service activities for performance benchmarking. entering client activity. team based structure.

ALinks all activities, from initial inquiry through to conversion, manages ACreates activities for the user and other individuals assigned to deliver an AContains capacity to reassign activities to other system user and track
quotes and orders and delivers customer support. activity. task completion as owner/manager.

AEnables the export of sales activity data with extensive filtering to create AProvides single point access to all company activities, data, records and AAutomates diary driven notification of support Items on dates of creation,
customized reports. communication for each user requiring it. due and reminders.
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Optimal| Customeer

1. DECISION-MAKING POWER

The more responsibility the customer has for making a
buying decision, the more valuable they are.

2. SALES POTENTIAL

The more a customer buys or uses of the product
category, the more valuable they are.

3. GROWTH POTENTIAL

The more a customer group is growing, the more
valuable it is.

4. LIFETIME VALUE

The more product a customer is expected to buy

over its lifetime, the more valuable they are.

5. RETENTION POTENTIAL

The more likely it is that a customer can be economically
sustained and, therefore, retained over time, the more
valuable they are.

6. COMMON MOTIVATIONS

The more homogeneous and preemptible a customer
needs are, the more valuable they are.

7. PROBLEM POTENTIAL

The bigger the problem the customer has that the
adviser can solve, the more valuable they are.

8. RESPONSIVENESS

The more a customer responds to marketing efforts, the
more valuable they are.

9. MEDIA PATTERNS AND COMMUNICATION COSTS
The easier and less expensive it is to reach a

customer using communication, the more valuable they
are.

10. FINDABILITY

The more easily a customer can be identified in
databases, the more valuable they are.
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The concept of customer lifetime value (CLV) is not new. The

principle is to determine the maximum value that can be
generated by an individual or a business or groups of them
and then to allocate cost to achieving that value. The return-
on-investment (ROI).

Usually the investment is greatest at the beginning of a
relationship (e.g. covering acquisition costs). CLV is often
difficult to calculate because it requires that customers can
be grouped based on products and time.

INSYTE workflows maximize customer lifetime value in
several important ways;

REVENUE GENERATION

INSYTE Sales Force Automation enables specific workflows, processes
and activities to be delivered according to pre-determined criteria such as
customer type, product, lead source, or campaign. Automation can be
applied to the following:

AOpportunity and account management

AActivity management (Tasks, E-mails, Calls, Events)

ASales and support Process Automation

ABusiness process driven activities

AClient anniversary auto alerts (i.e. life-stage or product based)
ACustomer follow-up activities

ACustomer profile creation (compliance based)

goal seé

- Focusing
Acquiring specific customer types to increase company
potential and future annual net profits.

Growing
Prioritizing activities for specific customer types to focus
limited resources and build maximum value.

® Managing +
Communicating based on CLV indicators to minimize
business risk associated with wrong offers.

REVENUE GENERATION

INSYTE Lead Source Management provides a way of tracking the
effectiveness of communication for both lead generation and account based
marketing activities and helps determine the cost of sales or service.
Adentify which media or channel is generating the most leads
AUnderstand the most cost effective way to service customers

Adentify media or channels used by specific customer types

Aview all communications for activities, calls, documents, e-mails
ACompare progress by effectiveness or efficiency at each stage of the sale
Adentify bottlenecks in the sales or service process

AMiake communication investment decisions based on returns

ABuild market share profitably

+ Profiting

~ Accumulating

Setting retention and growth targets by CLV to
maximize net profit and business value.

° Controlling

Managing costs based on CLV to increase business
operating margins and marketing response rates.

Building a CLV pipeline to generate new value and
maximizing existing customer value.

REVENUE GENERATION

INSYTE Campaign Management provides a simple workflow for setting
up and managing lead generation and customer service communication
programs. The system incorporates the following;

ACampaign set-up with collaborative workflows

ARules engine to manage activities, processes and resources
ATemplates for multi-channel communication delivery (Email, SMS, PDF)
ATrigger campaign management (i.e. event based segment creation)
Antegration into supplier, accounting and resource management
AAnalysis of media and channel activities linked to objectives

AAnalysis of all communication linked to objectives and media channels
Antegrates into multiple devices (i.e. web, mobile, call center)
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Business change must be addressed holistically to be - Leadership ~ Innovation
successful. It is not sufficient to simply modify a process or Demonstration your vision and values through clear Deliver on agreed objectives and using goal driven processes.
add a new software system. Agreeing on business strategies and goals.
performance indicators for key areas of your business and ° Infrastructure
assigning responsibility to individuals or teams builds a - Performance Empower your people to deliver to their maximum potential.
culture of involvement, collaboration and commitment. Build clarity by having measurement that is specific to

individuals, business and customer activities. + People

INSYTE business performance management can work to Motivate your team through success and reward and retain

determine specific indicators to help you measure your ® Communications

achievers.
business performance for maximum growth. Build collaboration through shared content and knowledge.
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CONTACT
E: sales@accentsoftware.com.au
T: +61 2 9850 4900




