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* The customer loyalty is one of the key eleme
of value.creation in ajl'industries

* An increase of the customer retention rate of'5%.
can rise the net present value of the customer hase*

hw 35 up to 95%, depending on husiness'sectors pe

ad o unt of profit that the company can.ma :
in the coursé®f THe life of its rf'fatmn w:th the customer ™
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on Profit Contribution from Customers

* In everyhusiness, the profit generated hy.a
customer grows withthe duration of their
relationship

i

» The higher the customer retentionrate=which

mgans a longer average life of the customer -
he higher the profit contribution
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if you I0S@ 200 customers out of 1000

In a year, or l/ 5 of all customers,

to calculate the dVErage life { |

" of the customer, you Invert e fEantiun.

In case, you get 5 which means
& rthe average customer

* ith the co mpan! 5 yea
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or SerVicﬂ, huit also hased on

everything connected,
including the hrand .

and the customer's impressiof

strustworthiness
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petence of the cumpanu.




« The survey is carried out hy an outside market ~ T
research agency - ‘Unicah’ - specialized in qua }y litg
measurements =

. ]&1999 the research was hased on'3, 000 telephnne
interviews

e |t measures the level of satisfaction of active
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====with'the Allwsors

Customers:Dissatisfied’s
with'the' Company




* One supplier only tosatisfy all customer's
financial'services needs. . .

;

* 'One-stop shopping’ concept
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To enhance the financial
resources nf the households
and satisfy their insurance,

pension, savings and ~
investment needs




Advisors

Telephone/ Internet’.

Teletext: World-class®™

50,000 phone calls) 8‘:@;‘;‘[}{'“99

. tlay capability’s facilitiesy




o Customer satisfaction stems from the value
‘nerceived’ rather thanthe7actual’ value

* Key role of the Financial Advisor
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1999 Figures
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thus ranging:: s

s Cust Satisfied:
B f'.f“lltehr?t’he“l}nmpany < 11.27%

nnntantedh the advisor
YEUEWWEE .Q 96.6%
mmcontacted by theadvisor
i !l‘ﬁﬂg‘@ﬂ*’.fgﬁf.@ 63.“% -~
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> The level of satisfaction withthe Company increases directly
as the frequency of contacts with the Financial Advisor
increases
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« Encrypted Corpotate TV Network for the AdviSOies

» Intranet System for the Advisors e

* Digital Mediolanum-Ghannel for the [:us’tumer
COmmunity
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