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FORMATION AND DEVELOPMENT OF CLIENT POLICY IN
COMMERCIAL BANKS

Abstract. This article examines the process of forming and developing client policy in Kazakhstan’s
commercial banks under current market economy conditions. The main focus is on the importance of
adapting banking services to the changing needs of consumers, which requires the implementation of
innovative technologies such as CRM systems, Big Data, and artificial intelligence. The authors
emphasize the principles of personalization and digitalization, which play a crucial role in improving
customer service and retention effectiveness.

The study also analyzes the importance of segmenting the customer base, enabling banks to develop
personalized strategies for different customer categories.

In addition, the article presents a SWOT analysis that identifies the strengths and weaknesses of customer
policy, as well as the opportunities and threats faced by commercial banks. Strengths include a high level
of digitalization and the successful implementation of multichannel services that enhance customer
experience. Among the weaknesses are challenges related to data integration and the need to adapt to
new market conditions. The threats are associated with increasing competition and risks related to
cybersecurity.

The study highlights that an effective client policy requires a systematic approach, the use of modern
technologies, and consideration of global trends, which contribute to the sustainable development of
banks and enhance their competitiveness in the market.

Keywords: Commercial bank, client policy, banking system, marketing, digitalization, SWOT analysis.

Introduction. The formation and Conditions and  Methods  of
development of customer policy in Research. In the current conditions of
commercial banks is a key factor in market relations, the operations of
building long-term relationships  with Kazakhstan’s commercial banks are
clients in an increasingly competitive characterized by intense competition and
financial environment. Effective customer the need to adapt to the changing needs of
policies help banks not only to attract new clients. The main directions of client policy
clients but also to retain existing ones by focus on building long-term, mutually
offering personalized services, loyalty beneficial relationships  with  clients,
programs, and added value through digital introducing innovative technologies, and
innovations. In Kazakhstan, commercial increasing the accessibility of banking
banks have been actively implementing products and services. To achieve these
various loyalty mechanisms, such as goals, commercial banks employ both
cashback cards and bonus systems, to proven and new methods of client
enhance  customer engagement and interaction, with a particular emphasis on
satisfaction. This paper explores the personalization and digitalization. Client
structure and strategic importance of policy represents a set of activities within a
customer policy, focusing on how banks commercial bank that defines the main
design and apply such mechanisms in objectives, tasks, parameters, conditions of
practice. change, management, and coordination of
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Formation and development of client policy in commercial banks

efforts aimed at effective cooperation with
existing clients, attracting new ones,
managing the customer base, and
maximizing the development of service-
related factors. The client policy of
commercial banks includes several key
elements. First and foremost is the
segmentation of the customer base, which
allows banks to identify major customer
categories and offer products tailored to
each segment’s specific needs. For
example, in Kazakhstan, banks actively
work with small and medium-sized
businesses, offering preferential lending
terms within the framework of state support
programs. A notable example is the
government-funded Roadmap
2025” project, which aims to stimulate
entrepreneurial activity. Such initiatives
ensure a stable inflow of clients and
contribute to economic development[1].

In the practice of domestic commercial
banks, there is a well-established
understanding that a bank's success is
directly linked to how well it organizes its
interaction with service consumers. For a
long time, financial management treated
clients as external elements not integrated
into the internal processes served by
banking technologies. However, this
approach—focusing only on optimizing the
internal operations of credit institutions—is
no longer suitable under modern market
conditions. Bank structural units often fail
to ensure qualitative integration of client-
provided information into their operational
processes, which negatively affects overall
market efficiency, reducing opportunities to
increase sales and attract potential service
users[1].

As a result, there is a growing need to
develop a more advanced model of
cooperation between commercial banks and
clients, based on a multi-level system for
managing customer bases. This, in turn,
helps ensure the stability of the national
banking system and, at the level of credit

“Business
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institutions, improves profitability,
enhances reliability, and fosters a positive
image[1].

Given today’s high level of

competition in the banking services market,
every bank must aim to serve as many
clients as possible, providing not only a
wide range of banking products but also
developing information technologies that
ensure effective and secure use of services
by both individuals and legal entities[1].

In this regard, bank management
annually develops and approves a strategic
development plan for the upcoming two to
three years. This strategy focuses on
building more complete and effective
cooperation with retail and corporate
clients, the government, and competitors. It
is primarily aimed at improving operational
results and ensuring financial, corporate,
and social growth[1].

Customer relationship management
involves establishing and maintaining
mutually beneficial relationships between
the bank and its clients, with the aim of
fostering loyalty through high-quality
service that clients cannot find elsewhere.

An essential tool in implementing
client policy is the use of modern
technologies such as CRM systems. These
systems enable the automation of many
client interaction processes, including data
collection and analysis, inquiry
management, and personalized offer
generation[1].

Technological progress—particularly
the adoption of CRM systems—greatly
enhances the effectiveness of client
relationship management. CRM (Customer
Relationship Management) is software
designed to store, automate, monitor, and
analyze all processes related to client
interaction[1].

Clients are typically the main source
of business income. However, due to
technological advancements and increased
competition, client-bank relationships have
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significantly changed. Today, clients can
easily choose or switch providers at the
click of a button. Their decision-making is
influenced by both financial and emotional
criteria[2].

CRM involves the continuous use of
information about current and potential
clients to anticipate and meet their needs.
When effectively applied, companies can
offer various products, competitive prices,
and personalized services. To improve
product offerings, banks collect data from
both internal and external sources, using it
to create a unified view of the customer
base, which helps them navigate and act
more effectively [2].

Therefore, effective management of
information and knowledge is critical in
CRM systems. When used correctly,
information and communication
technologies help improve customer loyalty
by enhancing the understanding and
management of client relationships. Today,
customer data is considered a valuable asset
[2].

Large financial institutions that store
vast amounts of customer data have realized
the potential of using this data to build
long-term relationships[2].

Customer retention leads to additional
income. Specifically, a 5% increase in
customer loyalty can reduce operational
costs by up to 18%. Many banks follow the
Pareto Principle (80/20 rule), which
suggests that 20% of efforts generate 80%
of results, and 80% of profits may come
from just 20% of the client base[2].

They propose various approaches to
enhancing the efficiency of relationship
management in the bank, namely:

1) Measuring the evolution of
clients’ shares over time;

2) In daily
management, benchmarking
competitors’ offers, pricing, etc.;

3) Managing significant events
(not limited to service-quality metrics);

relationship
against
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4) Preventing major incidents
rather than handling multiple individual
complaints.

The existing system of customer
relationship  management  must  be
completed and refined in line with these
ideas. Marketing should drive this
development and initiate actions to
streamline the current system so that it
becomes both more cost-effective for the
bank and less overwhelming for users with
information overload—interesting, perhaps,
but of limited operational utility. In
particular, it is necessary to:

1) Focus on satisfying customer
expectations rather than resolving internal
institutional issues;

2) Develop a  management
reporting system (MRS) in parallel with the
CRM implementation;

3) Build the CRM framework
around a global customer view to determine
how banks can expand into new business
areas.

Research into the impact of customer

relationship management targets two
dimensions of company performance:
economic efficiency and profitability.

Drawing on a large sample of U.S.
commercial banks, it is held that effective
CRM is associated both with reduced
implementation costs and with increased
revenues [3].

The fundamentals of effective
customer relationship management are:

1) Knowing the customer:
Collecting information and integrating it
into the company’s database.

2) Selecting the customer:
Analyzing the collected data to segment
clients according to their needs.

3) Attracting  the  customer:
Managing marketing tactics and making
personalized  offers  during  direct
interactions to increase engagement.

4) Retaining  the  customer:
Establishing individualized, ongoing
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relationships by offering proposals that are
even better adapted to their needs.

Effective ~ Customer  Relationship
Management Is Based On:
1) Automation of Sales

Strategies: This is achieved through the
support of automated sales strategies and
allows monitoring of clients current
activities and files.

2) Marketing Automation: This

automation enables clients to create
products tailored to their needs.
3) Personalization of E-

commerce: Personalization tools allow the
identification of client profiles to create
commercial offers aligned with their
expectations.

4) Service Management: The
bank responds to any client request,
whether it comes by phone, email, or postal
address.

CRM s usually categorized into three
types:

1) Analytical CRM: Development
of dashboards, measurement of customer
value and lifetime, predictive analytics,

marketing  applications supported by
marketing databases.

2) Operational CRM:
Implementation of remote  customer
management tools (e-banking), contact
centers (Call Center and Web Center).

3) Collaborative CRM:

Introduction of collaborative technologies
aimed at facilitating interaction between the
bank and its customers, and integration with
other bank departments: logistics, finance,
production, distribution[3].

Let’s take examples from
Kazakhstan’s commercial banks. Kaspi
Bank, the digitalization leader in

Kazakhstan, actively uses Big Data and
Artificial Intelligence to optimize client
experience. These technologies allow the
bank to offer convenient solutions through
the mobile app Kaspi.kz, which has become
popular thanks to its wide functionality that
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includes banking services, marketplace, and
payments.

The  development  of  digital
technologies contributes to strengthening
customer trust in the banking system. For
instance, Halyk Bank and ForteBank have
implemented multi-channel solutions that
allow clients to access banking services
through mobile devices, internet banking,
or traditional branches. This ensures a high
level of accessibility and convenience,
which is crucial in a competitive market.

Loyalty programs have become an
integral part of commercial banks’ client
strategies. They include various
mechanisms such as cashback, bonus
points, and partner service discounts. These
initiatives motivate clients to use more
banking products and increase their
engagement. For example, Kaspi Gold
offers a cashback system that encourages
customers to use the card for daily
purchases.

State programs aimed at improving
housing conditions and supporting social
stability play a key role in shaping banks’
client policies. Mortgage programs like "7-
20-25" and "Baspana Hit" create affordable
home-buying conditions, attracting new
customers to the banking sector.
Participation in such programs allows banks
to strengthen their market position and gain

additional income through increased
lending.
Customer base segmentation is

another important aspect of client policy. It
enables banks to develop targeted strategies
for each client segment: individuals, small
businesses, and corporate clients. For
instance, Halyk Bank offers specialized
services for entrepreneurs, making it an
attractive partner for SMEs.

Effective implementation of client
policy requires careful planning and use of
analytical tools. Banks that actively analyze
customer data can offer relevant products
and services, enhancing customer
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satisfaction. The integration of analytical
platforms based on Big Data and Al is
becoming a significant trend in
Kazakhstan’s banking sector [4].

One of CRM's major contributions has
been the development of a multi-channel
banking sector, offering customers various
interaction methods:

1) Face-to-face in agencies

2) Remote access via telephone

3) Internet

4) Call processing centers

Successful ~ customer  relationship
management is based on a three-level
transformation.

1) Client Transformation:

Segmentation improves relationships with
clients according to their expectations,
considering both current and potential
value. This improves sales network
efficiency. Understanding customer
behavior allows personalized management
through the most appropriate channel.

2) Bank Portfolio
Transformation: New segmentation is
linked to the commercial approaches

offered at the branch level.

3) Agency Transformation: The
agency's mission is focused on personalized
consulting and sales. Agencies shift time
Table 1

toward value-added  operations by
transferring routine tasks to controllers and
remote channels. These remote channels
now handle many branch functions (basic
transactions, call handling, offering simple
products, consultations, and general
financial information).

Special attention is paid to integrating
ESG principles (Environmental, Social, and
Corporate Responsibility) into banking.
This is increasingly relevant as clients and
investors prefer working with socially and
environmentally responsible companies.
For example, banks may offer “green”
loans to support eco-projects or develop
programs to improve financial literacy.

In conclusion, the client policy of
Kazakhstan’s commercial banks is a
multifaceted system that continuously
evolves in response to market conditions
and customer needs. The use of modern
technologies, personalized approaches, and
global trends like ESG enables banks to
compete effectively and strengthen their
positions. Kazakhstan's banking sector
shows strong potential for innovative
solutions, positively impacting customer
satisfaction and overall financial
stability[5].

Research Results and Discussions.

SWOT Analysis of the Formation and Development of Client Policy in Commercial Banks

2. Globalization and market
expansion

3. Eco-oriented financial
products

Strengths Weaknesses

1. Customer service through | 1. Limited resources for
digitalization implementing innovations
2. Long-term relationships 2. Inconsistency in service
with clients quality
3. Use of loyalty programs 3. Data integration issues

Opportunities Threats
1. Development of digital 1. Competition from fintech
technologies companies

2. Cybersecurity risks
3. Evolution of regulatory
requirements

The above SWOT analysis explores in more
depth the key aspects of the formation and
development of client policy in commercial
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banks. This analysis clearly shows what
opportunities and challenges banks face
when working with clients(Table 1).
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Among the strengths are the digital
transformation of banks, in particular the
personalized services provided to clients
through the use of CRM systems, Big Data,
and artificial intelligence. These
technologies allow banks to effectively
meet customer needs. In addition,
establishing long-term, mutually beneficial
relationships with clients increases their
loyalty, which contributes to the bank’s
stability. The use of loyalty programs also
plays an important role in attracting clients
and encouraging them to use banking
services more frequently(Table 1).

However, there are also a number of
weaknesses in the banks’ operations.
Firstly, the lack of financial resources to
implement new technologies—especially in
smaller banks—can reduce
competitiveness. Secondly, inconsistencies
in service quality, such as differences
between online and offline service
channels, may negatively impact customer
satisfaction. Challenges in integrating data
also hinder the timely and effective delivery
of client offers(Table 1).

Banks also have great opportunities,
including the ability to attract new clients
and work with them more efficiently
through the development of digital
technologies. Mobile apps and online
services simplify client interaction and
Table 2

improve  the  customer  experience.
Globalization and market expansion
provide opportunities to serve new regions.
Additionally, government programs such as
the “7-20-25” mortgage initiative help
banks attract new clients and increase their
market share. Environmentally focused loan
products and loyalty programs also create
new  opportunities. These  programs
motivate customers and increase their
loyalty(Table 1).

However, the intensifying competition
and the emergence of fintech companies
offering new and convenient banking
services may reduce the market share of
traditional banks. In addition, cybersecurity
issues require great responsibility to ensure
the safety of clients' personal data. Banks
must also adapt to frequently changing
regulatory requirements, which can pose
additional challenges for them(Table 1).

Thus, the SWOT analysis identifies
the key aspects in the formation and
development of commercial banks' client
policies, highlighting the need to strengthen
their advantages and eliminate weaknesses
in order to operate effectively. By
continuing to adopt digital technologies and
innovative solutions, banks can build a
stable client base and increase economic
efficiency.

Halyk Bank’s Loyalty Program Example

Category Description

Impact on Customer Policy

Loyalty Program

Halyk Bank cards.

GO!Bonus — a bonus accumulation | Encourages customer loyalty by
system for transactions made using | promoting active use of banking

Services.

Partner Stores

including utilities.

The program includes major retail
chains and service providers,

Expanding bonus usage options
makes the program more
attractive to customers.

Maximum Bonus

Monthly limit of 30,000 GO!Bonus | Motivates customers to perform

Limit points. more transactions, though it may
be a limitation for highly active
users.

Bonus Bonuses for local transactions are Accelerates the bonus

Accumulation

credited on the same day; for

accumulation process, enhancing

Period international transactions within 30 | the overall customer experience.
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| days.
Halyk Bank’s GO!Bonus loyalty
program offers customers a range of

benefits and rewards when using financial
services. At its core, the program allows
clients to accumulate bonus points through
transactions made with Halyk Bank cards.
This system is designed to increase
customer loyalty and encourage regular use
of the bank’s services(Table 2).

Customers can also enjoy special
offers and discounts when shopping at
partner stores within the GO!Bonus
network. To enhance the program’s appeal,
the bonus collection system has been
expanded to include utility payments and
other services. With a wide network of
participating  partners across  various
industries, clients have the opportunity to
earn bonuses in many areas of everyday
spending(Table 2).

Bonus accumulation limits and terms
also play an important role. Clients can earn
up to 30,000 GO!Bonus points per month,
with a validity period extended up to 30
days. This gives customers greater
flexibility to use their rewards effectively.
However, the monthly cap is also a key
consideration for highly active users, and
helps maintain balanced participation across
different customer groups(Table 2).

Overall, the GO!Bonus program from
Halyk Bank highlights the convenience and
added value of using the bank’s financial
services. It supports the development of
long-term, mutually beneficial relationships
between the bank and its clients, while
providing customers with a wide range of
perks and savings opportunities.

Table 3
Halyk Bank’s Loyalty Programs: Benefits and Services Offered to Customers
Program name Program Description Advantages Disadvantages
Halyk Bonus Card Cardholders can earn | Additional discounts | Cashback percentage
cashback starting from | and bonus points at may vary depending
1% on their purchases. | partner retailers. on the type of
payment
Halyk Travel Earn bonus points Special offers and Discounts are only
Program when booking airline | discounts for available for a limited
tickets and hotel travelers. time.
accommodations Additional bonus
points and savings
Halyk Smart Card Earn bonuses from Extra bonus points No specific benefits
regular payments and | and discounts for for social payments or
large transactions. high-value small everyday
transactions. purchases

Source: Compiled by Mukhit Nurayat

As shown in the table above, Halyk
Bank has introduced various loyalty
programs in Kazakhstan to ensure high-
quality service for its clients. These
programs are aimed at improving the
customer experience when using banking
services. Firstly, the Halyk Bonus Card
offers cashback on everyday purchases.

190

Through this program, cardholders can shop
at partner stores, accumulate bonus points,
and later redeem them for banking services.
However, the cashback percentage may
vary depending on the type of transaction
(Table 3).

The second program, Halyk Travel, is
designed for travelers and allows clients to




Formation and development of client policy in commercial banks

earn points when booking airline tickets and

programs and customer-focused services,

hotels. This program is particularly banks are able to improve the quality of
beneficial for frequent travelers. In client interaction, increase satisfaction, and
addition, it offers special deals and enhance customer retention. The analysis of

discounts tailored to travelers. However,
these offers are available only for a limited
time and may be temporary (Table 3).
Thirdly, the Halyk Smart Card focuses
on earning bonuses for regular payments
and large transactions. The main advantage
of this card is the opportunity to earn extra
points for high-value payments and
transactions. However, it does not provide
benefits for social payments or small retail

Halyk Bank’s loyalty offerings
demonstrates how diverse programs can
address different customer needs—whether
through everyday cashback, travel-related
rewards, or high-value transaction bonuses.

Effective customer policies are those
that combine simplicity, transparency, and
meaningful benefits. Loyalty mechanisms
that are easy to understand and offer
tangible value are more likely to foster trust

purchases, which may be a disadvantage for and long-term  engagement.  While
some customers(Table 3). individual programs may serve specific
These programs are designed not only segments,  their  cumulative  effect

to simplify financial operations but also to
enhance customer loyalty toward banking

contributes to the overall competitiveness
and reputation of the bank.

services. Each program offers unique In conclusion, commercial banks that
advantages and benefits tailored to specific invest in the thoughtful design and
customer needs, contributing to greater consistent  development of customer-

satisfaction among Halyk Bank clients.

oriented policies are better positioned to

Conclusion. The development of adapt to market demands, retain loyal
customer policy in commercial banks is a clients, and build strong relationships in an
fundamental component of sustainable increasingly  digital and client-driven
banking strategy. Through the financial landscape.

implementation of well-structured loyalty

References

On Banks and Banking Activities. Law of the Republic of Kazakhstan No. 2444 dated August 31,
1995.

Shorokhova, A.A. The Influence of the Client Base Composition on the Development of
Commercial Bank Services [Text] / A. A. Shorokhova // The Banking System of Russia and the
Modern Features of Its Functioning. — 2016.

Krivoshapova, S. V., Golovko, E. Yu., Kazachinina, E. O. Methods and Approaches to the
Formation of Client Policy in a Commercial Bank (Using the Example of VTB PJSC) //
Fundamental Research. — 2016.

Halyk Bank [Electronical resourse] Access mode: https://halykbank.kz Date of review: 2.07.2024

Ivanov, G. Customer Relationship Management: opportunities and solutions [Electronical
resourse] / G.lvanov, D.Seleznev, A K.Kaadze / Access mode:
https://www.kp.ru/guide/upravlenie-vzaimootnoshenijami-s-klientami.html  Date of review:
2.07.2024

191


https://halykbank.kz/
https://www.kp.ru/guide/upravlenie-vzaimootnoshenijami-s-klientami.html

D.B. Muratova

A. b. Myparosa - M.X. Ayaamu amoindazer Tapas Ynusepcumemi, Tapas K., Kasaxcman

KOMMEPHUUSAABIK BAHKTEPAE KAVMEHTTIK CASICATTBHI KAABIIITACTBIPY JKOHE
AAMBITY

Angarna. bya Makazaga Kasipri HapbIKTBIK DKOHOMMKa >KaraaliblHAa KasakcTaHHBIH
KOMMEpPUVAABIK OaHKTepiHAe KAMEHTTIK cascaTThl KaABIITACTBIPY >KoHE AAaMBITy IIpOIleci
kapacteippiarad.  BAHK  kpismerrepin TYTBIHYIIBIIAPABIH,  esrepinm  oTbIpaThiH
KakeTTidikTepine OeitiMmaeyaig MaHp3AbiabiFbiHa BACA Hasap ayaapobiaags, bY/1 CRM
Kylieaepi, YakeH /Jepektep JKoHe JKacaHABl ~MHTEAAEKT CUAKTBI  MHHOBAIMAABIK
TEeXHOAOTMSIAapAbl €HIi3yal Tasamn eTeai. ABTopaAap TYTBIHyIIblAapFa KbI3MeT KOpPCeTy MeH
caKTay THIMAiAiTiH apTTBIpyJa IIeIIymI pea aTKapaThlH >KeKeleHAipy KoHe HUQpPAaHABIPY
HPUHLNIITEPiH aTall KepceTeai.

3epTTey COHBIMEH KaTap OaHKTepre KAMEHTTepPAiH opTypAai caHaTTapbl VIIiH
JKeKe/leHJAipiareH cTpaTerusAapAbl o3ipaeyre MyMKiHAIK OepeTiH KAMeHTTiK Oa3aHBI
CerMEeHTTeyAiH MaHbI34bIABIFbIH Taaalibl.

CoHBIMeH KaTap, MaKaslada KAMEHTTIK casicaTThIH KYIITi KoHe 9Ci3 JKaKTapblH, COHAA-
aK KOMMepIMAABIK, OaHKTepAiH aaablHAa TYPFaH MYMKIHAIKTep MeH KayilTepai aHBIKTalTHIH
SWOT Tazsayer Gepiaren. Kymri >kakrapbsiHa Iu(ppPAaHABIPYABIH >KOFaphl AeHTelli >KoHe
TYTBIHYIIBLAapABIH ToXKipuOeciH >KaKcapTaThlH KOIl apHaAbl KbI3MeTTepAi COTTi eHrisy Kipeai.
94ci3 >KaKTapAbIH KaTapblHa AepeKTepai MHTerpaljusiayra 0aliaaHLICTH IIpobaeMadap >KoHe
’KaHa HapBIKTHIK >Kafdaiilapra OelliMgeay KakeTTiairi >xataanl. Kayinrep GocexeaecTiKTiH
apTybIMeH >XoHe KubepKayiricizaikke OallaaHBICTBI ToyeKealepMeH OailAaHbICThI.

3eprTey OapbICblHJAa THMiMAl KAMEHTTIK cascaT >Kylieai Ke3KapacThl, 3aMaHayu
TEeXHOAOTUAAapAbl KOAJAHYALI >KoHe OaHKTepAiH TYpaKTBl JaMyblHa BIKIIal eTeTiH >KoHe
0/apABIH HapBIKTarbl Odcekere KaOiAeTTiAiriH apTThIpaTHIH 941eMAIK TeHAeHIIMAAaPALI eCKepyAi
TaJall eTeTiHAIIl aTall eTiaAl.

Tipek cesaep: KomMmeprnusiaslk OaHK, KAMEHTTIK cascaT, OaHK >Kylieci, MapKeTUHI,
undpaanasipy, SWOT taaasay.

A.b. Mypatosa - Tapascxuii ynusepcumem um. M.X. Ayaamu, Tapas, Kasaxcman

®OPMUPOBAHME U PA3SBUTUE KAMEHTCKOW ITIOAUTUKN B
KOMMEPYECKNX BAHKAX

Annporanusa. B AaHHOI cTaThe paccMaTpmBaeTcsa mporecc GOpMIUPOBAHII M Pa3BUTIA
KAVEHTCKOM IIOAUTUKU B KOMMepueckmx OaHkax KasaxcraHa B COBpEeMEHHBIX VCAOBILIX
PBIHOYHON ®KOHOMUKM. OCHOBHOE BHUMaHNE YAeAseTCsl BaXKHOCTU ajallTaliuyl OaHKOBCKUX
YCAYT K MEHSIOMIVMCS ITOTPeOHOCTSIM ITOTpeOuTeeri, uTo TpeOyeT BHeAPeHsI THHOBAIIMIOHHBIX
TexHoaornyi, Takmx Kak CRM-cucremer, 6oapime AaHHBIE UM JVICKYCCTBEHHBINI MHTEAAEKT.
ABTOpBI aKIeHTUPYIOT BHUMMaHMe Ha NpMHUMIIAX IIepCcoHaAM3aluy I HUQPOBU3AINML,
KOTOpBIe UTPaIOT Pelaloniylo poAb B IOBbIIIeHNN 3P PeKTUBHOCTI 00CAyKMBaH I KAUEHTOB 1
UX YAep>KaHNUIL.

B mccaeaoBannm Takke aHaAM3MPYETCs BaKHOCTb CETMEHTMPOBAaHM KAVEHTCKOM Oa3Bl,
9TO TO3BOAsAeT OaHKaM paspabaTbiBaTh IEepPCOHAAM3MPOBAHHLBIE CTpaTeTUMM AAs Pa3ANMIHBIX
KaTeropuii KAMEeHTOB.

Kpome Toro, B crathe mpeacrasaen SWOT-aHaaus, KOTOpbIN BbIABAsAET CUABHbIE U
caabble CTOPOHBI KAMEHTCKON IOAUTMKM, a TakKKe BO3MOKHOCTM U YTPO3BI, C KOTOPBIMU
CTaAKMBAIOTCI KoMMepueckue OaHkm. K CHMABHBEIM CTOpOHaM OTHOCATCSA BBICOKMII YPOBEHB
1ppOBU3ALUM U YCIEITHOe BHeApeHe MHOTOKaHaAbHBIX CepPBICOB, IOBBIIIAIOMINX KadeCcTBO
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o0cAy>XmBaHMA KAMeHTOB. K umcay caabbIX CTOPOH OTHOCATCSI HPOOAeMEl, CBA3aHHBIE C
MHTeTrpanuen JaHHBIX, 1 HEOOXOAMMOCTDb aJalTalluM K HOBBIM PBIHOYHBIM YCAOBMSAM. YTPOSEI
CBSI3aHBI C YCIAeHeM KOHKYPeHIIUN 1 pUCKaMM, CBSI3aHHBIMHU ¢ KnOepOe30IacHOCTBIO.

B mccaegosannm moadepkmsaercs, 4To d(PPeKTuBHas KAMEHTCKas ITOAUTHKa TpeOyeT
CUCTEeMHOTO TI0AXOAa, MCIIOAb30BaHUsA COBPeMEHHBIX TeXHOAOIMII U ydeTa MMPOBBIX
TEeHAEHIINII, KOTOpBIE CIIOCOOCTBYIOT YCTOMUMBOMY pa3BUTHIO OaHKOB M IIOBBIIIAIOT WX
KOHKYPEHTOCITOCOOHOCTD Ha PHIHKE.

Karouesnle caosa: KomMepuecknit 6aHK, KAMEHTCKas MOANTHKA, OaHKOBCKasl CHCTEMA,
MapketuHr, uudpposusanust, SWOT-anaans.
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