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Foreword from the Industry General
Managers of IBM’s Financial Services
Sector

Customer relationship management, customer loyalty, customer centricity. These are all
variations of a great idea — knowing your customers and understanding their needs. It is an
idea that IBM has been working on with financial institutions worldwide for many years.
During this time we have gained many insights into CRM: what works and what does not,
what things need to work together, how long things take and what traps we need to watch
out for. One lesson learnt is that there is no simple, universal recipe for managing financial
services customers better, to mutual benefit. However, we have begun to assemble ‘best
practices’, drawing on the collective experiences of our global team. This book brings
together that knowledge, drawing on the breadth and depth of IBM’s own expertise and
that of our clients and business partners.

We're pleased at the storehouse of knowledge and practical advice reflected in this book,
and we hope it helps you. Treat it like a resource book, not a recipe. Please give us your
feedback on ways to make this material even more useful.

Mark N Greene PhD, General Manager, Global Banking Industry
William N Pieroni, General Manager, Global Insurance Industry
Elaine Sullivan, General Manager, Global Financial Markets
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