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R ES E A R C H

R i c h a rd Taylor  re ce ntly arrived in Au st ralia t o hea d
up a pa r t n e rship bet ween Co m p u te rs h a re and
Pepper Te c h n o l o g i es, which delive rs share h o l d e r
relationship management  (SRM) so l u t i o n s. Co nta c t
R i c h a rd on (03)  9235 550 0 or via email
s r m @ co m p u te r s h a re.co m . a u .

O
ne of the most exc i t i n g

and lucra t i ve trends  to

e m e rge globa l l y

i nvo l ves data mining of

the investor ba se to reveal sa l es

o p p o rtu n i t i es. This  derives from a

g rowing understanding that investo rs

– of ten seen as  a pure ‘cost ce nt re’ by

co r p o rations –  actually form the ba s i s

of a pote ntial ‘a sset’. 

> > The principle underlying this is

d e ce pt i vely simple.  S ome of the more

s u b tle rea sons that mot i va te an indi-

vidual to invest in a co m pa ny are

of t en linked to that co m pa ny ’s pro d-

u c ts and se r v i ces.  Understanding this

link, and applying cu stomer re l a t i o n -

ship management principles to the

s h a reholder ba se, can support co m-

pa ny sa l es  and marketing effo rts.

This can tra n s l a te into signifi ca nt

addit ional reve n u e.

R EVEALING THE UNDERLY I N G

P OT E N T I A L

> > I ro n i ca l l y, co r p o rations inves t heav-

ily in cu stomer loya l ty s c h e m es in

o rder to ca ptu re behav i o u ral data

about these individuals.  At the s a m e

t i m e, these co r p o rations  are s it t i n g

on a real-t ime data ba se of a pa rt i cu-

lar ly  valuable cu stom er se g m e nt in

the form  of their share re g i s te r. Fo r

i n sta n ce, people who are expecting a

dividend cheque tw i ce a year gener-

ally keep their address up to date !

> > H oweve r, while co r p o rations may

a p p re c i a te the co n ce pt that their

i nvesto rs may also be their cu s-

to m e rs, few may be in a posit ion to

ex p l o re this opportu n i ty in a pra c t i ca l

s e n se. This may be due to :

■ I solation or s plit t ing of share h o l d e r

se r v i ces,  inves tor relat ions and

sa l es/m a r keting functions within an

o rg a n i sa t i o n

■ Lack of inf ra st r u c tu re to ‘ inte l l i-

g e ntly’ match investor and cu sto m e r

l i sts to establish which investo rs are

a l so cu sto m e rs (‘ investo m e rs’ ) .

■ L i m i tat ions in data

■ Lack of reso u rces  or pro g rams to

build and manage shareholder re l a-

t i o n s

■ U n ce rta i n ty  about the re g u l a to r y

co n st ra i nts  re g a rding co m m u n i ca-

tions  with s hare h o l d e rs.

>>In order to reveal the under ly ing

p ote ntial inhere nt in the share h o l d e r

ba se,  some for m of data mining and

a n a l ysis is  necessa r y. To be effe c t i ve,

a ny analysis needs  to consider  as

much data and ex i st ing res ea rch as

p ossible from a co m pa ny ’s share-

holder  se r v i ces, investor re l a t i o n s

and s a l es  and mar keting functions.

This can include product data; ‘c l i c k-

st rea m’ data from co m pa ny we b

s i tes; tra n sactional data from mult i-

ple channels or from co m pa ny opera-

tional s ystems; and pros p e c t, pa rt n e r

or third pa rty data .

> > The various data must then be co n-

so l i d a ted and analys ed using data

mining te c h n i q u es befo re a clea r, 36 0

d e g ree pictu re of each investo m e r

can emerg e. The key with this analy-

sis  is to ident i fy oppor tu n i t i es fo r

e n h a n ced retail inves tor relations or

m a r keting poss i b i l i t i es.

> > M a ny co r p o rations  have an intu i t i ve

a p p reciation that share h o l d e rs ca n

be cu sto m e rs and the many share-

holder loya l ty pro g rams that have

been init iated in Au st ralia are test i-

m o ny to this. Howeve r, how many of

t h ese co r p o rations  know how effe c-

t i ve these pro g rams  are? Do dis-

co u nts  for share h o l d e rs re p rese nt

i n c re m e ntal revenue or marg i n

t h rown away? Without the inf ra st r u c-

tu re to really mea s u re this and adapt

the pro g ram to diffe re nt investo m e r

se g m e nts, how could you ever know?

> > I n te rest i n g l y,  many such pro g ra m s

do se g m e nt their share h o l d e rs by

number of shares held.  Howeve r,  we

a re yet to work for a co m pa ny where

The rise of
the ‘investo m e r’
The growing trend towa rds share h o l d e r/cu sto m e rs, or
‘ i nvesto m e rs’, points to the fact that not only are they
m o re profi table as cu sto m e rs, they also make for bette r
s h a re h o l d e rs. Richard Taylor re p o rts.
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holding level had any signifi ca n ce at

all in cu stomer spend leve l s. In so m e

ca ses it  was even negatively co r re-

l a ted,  and at one co m pa ny the high-

est spending cu stomer had fewe r

than 40 s hares.

UTILISING MARKET EXPOS U R E

The Eu ro p ean ex p e r i e n ce sugges ts

that listed busines ses in the f i n a n c i a l

se r v i ces, retail and te l e co m m u n i ca-

t ions se c to rs are obvious ca n d i d a tes

for S RM. Th ese ente r p r i ses ty p i ca l l y

p oss es s :

■ L a rge investor ba ses, providing a

l a rge pool from which cu sto m e rs

m ay be draw n

■ St rong bus iness to co n s u m e r

(B2C) ex p os u re  

■ M o re pro m i n e nt or  ‘s h o rter gener-

a t i o n’ co m p et i t i ve cyc l es

■ St rong bra n d /p roduct awa re n ess ,

making addit ional marketing effo rts

m o re readily deploya b l e

■ I n c rea sed ability to pa c kage or

g roup pro d u c ts and se r v i ces,  speed-

ing the benefi ts of implementa t i o n

■ I n c rea sed co m m u n i cation inf ra-

st r u c tu re or  reso u rces to make

i m p l e m e ntation fa ste r

■ I n c rea sed disc retionary budget fo r

p ro g ram deve l o p m e nt

> > Som e of the Eu ro p ean co m pa n i es

to chase the investomer dollar

include Debenhams PLC and

D e u tsche Post AG, with Au st ra l i a n

co r p o ra tes  sta rt ing to fo l l ow suit .

> > The pro g ram can also add an inte r-

esting dimension to co m pa n i es that

a re considering a retail public offe r-

ing. Imagine being able to ta rg et and

a tt ract a shareholder ba se appro p r i-

a te to the needs  of the busines s

going fo r wa rd. Indeed, when co m pa-

n i es get more out of their s hare h o l d-

e rs , share h o l d e rs  get more out of

their co m pa n i es.  

SHAREHOLDER RELAT I O N S H I P

M A N AGEMENT – TURNING

DATA INTO VA LU E

By co n solidating their cu stomer and

s h a reholder data ba ses, co r p o ra t i o n s

can uncover cos t saving opportu n i-

t i es  through m ore effi c i e nt co m m u n i-

cation channels. Th ey can also

fa c i l i ta te grea ter loya l ty from the

i nvestor ba se by s hedding light on

i nvestor prefe re n ces and needs ; by

establishing what inves to rs will

respond to, and fram ing their co m-

m u n i cation effo rts acco rd i n g l y.

Eco m m u n i cations is an ex pa n d i n g

a rea. The costs asso c i a ted with print-

ing and posting over a million annual

re p o rts are not insignifi ca nt, not to

m e ntion the env i ro n m e ntal impa c t.

H ow many of these end up unread in

the bin? The key is to know which

s h a re h o l d e rs prefer what and then to

i n ce nt i v i se those share h o l d e rs who

would prefer an inte ra c t i ve online

ve rsion to opt in to the se r v i ce. BT in

the UK has re ce ntly launched

S h a reholderPlus  where investo rs  who

c h o ose e-co m m u n i cations ca n

re ce i ve a whole range of sav ings on

various pro d u c ts and se r v i ces.

>>In sa l es  te r m s,  the nexus betwe e n

i nves tor and consumer behaviour is

st rong, but as any mar keter knows, a

superior offering alone is not enough.

Trans lat ing prefe re n ce into sa l es

t h rough inte l l i g e nt sta keholder mar-

keting is the key.  

> > Your sa l es objectives will dete r m i n e

which pro g rams and ca m paigns yo u

m ay adopt to enable sa l es co nve r-

s i o n s. What can you offe r? Ca m pa i g n s

m ay range from  loya l ty ca m pa i g n s,

including ince nt i ves, per ks or  benefi ts,

or the formation of ‘s h a re h o l d e r

c l u bs’. Se r v i ces can be pers o n a l i se d ,

and investo m e rs  se g m e nted to

enable cross- selling or  up-se l l i n g .

> > L i ke CRM, shareholder re l a t i o n s h i p

m a n a g e m e nt can offer  rich rewa rd s,

h owever a clear pictu re of who yo u r

i nvesto rs are is fi rs t re q u i red. Th e

small cost of discovery can be offset

by grea ter loya l ty and better cu s-

to m e rs in the long term. M

CASE ST U DY
> > We we re re ce ntly invo l ved in an ass es s m e nt of

a legacy shareholder disco u nt ca rd pro g ram. Th e

ca rd was the regular  sto re ca rd offe red to all cu s-

to m e rs, exce pt that share h o l d e rs with more than

20 00 shares we re affo rded an autom atic 12.5

p e rce nt disco u nt on all ba l a n ces at the end of

each mont h .

> > D a ta from cu sto m e r, marketing, credit ca rd ,

and shareholder data ba ses was matched and a

s ta t i st i cal assess m e n t was per formed ident i fy i n g

p ro g ram perfo r m a n ce met r i cs s uch as cost/b e n-

efi t , perfo r m a n ce tre n d s, and high-level tra n sa c-

t ion analysis  over t im e. From these res u l ts,  it

b e came imm ediately appa re nt that there wa s

s i g n i fi ca nt opportu n i ty to improve the pro g ra m ,

bringing it  more in line with the fundamenta l

co n ce pt of cu stomer loya l ty (as opposed to ba se

p e r ks or disco u nts). 

> > O n ce the analysis and mining pro cess  wa s

co m p l eted, the res u l ts we re found to be quite

s i g n i fi ca nt.  Ave rage individual value wa s

ex t remely high. Pro g ram members proved to be

of the ver y highest cu stomer class i fi cation bot h

in ter ms of spend and tra n saction fre q u e n cy.

S p e c i fic att i tu d es we re ident i f ied that we re

i n co n s i ste nt with acce pted wisdom, ove rtu r n i n g

some long held desc r i pt i ve principles. 

> > M ost importa nt l y,  for the f i rst t ime the sc h e m e

i tself could be co n s i d e red from a mea s u red cost

b e n efit  pers p e c t i ve. Our ex p e r i e n ce with ot h e r

co m pa n i es reveals a similar trend of very lit t l e

a n a l ysis or m ea s u re m e nt having previously been

carried out. Few really know whether the pro-

g rams crea te value or not. We uncove red seve ra l

o p p o rtu n i t i es to enhance the loya l ty pro g ra m ,

mult iplying ove rall spend.  A diffe re nt i a ted bene-

fi ts st r u c tu re was  designed to drive des i ra b l e

b e h aviour and ‘ bottom line’ loya l ty.  This was  in

p l a ce of simply  providing f lat benefi ts and dis-

co u nts. Mos t valuable mem bers  are rewa rd e d ,

l ess valuable members enco u raged to spend

m o re and more of ten, abusive members we re

d i sco u raged, and ove rall pro g ram  costs

d e c rea sed signifi ca nt l y. Invest m e nt is  dire c te d

m o re towa rds those individuals  who provide pos-

i t i ve return on invest m e nt,  and the pro g ram is

b ro u g ht into line with the ove rall co n ce pt of

s h a reholder va l u e.
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