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Work Redesigned: A customer-
centric approach to identifying, 
targeting and selling insurance 
products to existing bank customers 
empowers call center and bank 
branch staff to significantly improve 
the outcome of cross-selling 
strategies.

Avanade and Accenture deploy 
Microsoft Dynamics CRM to help 
grow SpareBank 1’s outbound 
insurance sales by 100% in the 
initial weeks after deployment 

Business situation
With more than 20% of the 
Norwegian banking market, 
SpareBank 1 has built a significant 
customer base since its inception 
in 1998. To remain competitive and 
relevant to a younger generation 
of consumers who favor online and 
mobile banking over in-person 
interactions with staff — and to 
more effectively cross-sell its 
portfolio of insurance products — 
SpareBank 1 knew its continued 
success hinged on a streamlined 
approach to managing customer 
relationships. 

With Avanade and Accenture’s 
help, SpareBank 1 sought to realize 
its “one customer, one bank” vision 
in three key ways: 
• Grow its insurance business

market share through targeted
cross-selling without increasing
costs. The SpareBank 1 Alliance
estimates that 25% of its banking
customers also have purchased
insurance products offered by
the bank’s insurance division,
SpareBank 1 Forsikring. In the
past, this division relied on bank
staff to sell insurance products to
their customers when they came
to one of its branches for other
services. The company saw much
greater potential in increasing
insurance sales with existing
bank customers than through
this opportunistic model.
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• Use proactive tools for targeted
customer outreach. SpareBank 1’s
insurance division had no way to
accurately identify, qualify and
proactively sell insurance prospects
through the company's 16 banks
or the centralized call center. As a
result, sales staff lacked the insight
to identify customers most likely to
purchase additional insurance
products or an understanding of
how insurance products were being
positioned to customers during
interactions.

• Create a single source of truth about
all of its customers. Information
about banking customers existed in
17 disparate systems, making it
difficult for call center staff to even
understand who best to target for
insurance sales campaigns or to
centralize and standardize outreach.
This gap thwarted the insurance
division’s ability to reach out to
existing banking customers, or even
understand the efficacy of its efforts.
It also hindered the bank’s ability to
deliver a unified experience to its
customers overall.

“We had a significant opportunity 
to grow our insurance business, 
but we needed a more proactive 
way to match the right customers 
with the right products.”

“We knew the best way to achieve 
this goal was to eliminate the 
technological and cultural barriers 
that made it difficult for us to 
reach our sales targets. With a 
centralized view of all of our 
customers, we envisioned that we 
could understand what sales 
initiatives were effective and 
where we needed to revise our 
approach. And more importantly, 
we could give our customers a 
consistent experience across-
the-board.” 

- Rune Hoff, Director, SpareBank 1
Forsikring.

Results delivered 
Unified customer view for powerful 
cross-selling and up-selling

With its new CRM framework built 
on Microsoft Dynamics CRM and 
Accenture’s Customer Analytics  
Record solution deployed by 
Avanade and Accenture, SpareBank 
1 has realized numerous business 
benefits. They include:

Improved Digital Sales
• A 100% increase in outbound

insurance sales. With all customer
data consolidated into one view, call
center staff now have all information
in one place for effective outbound
outreach. They can identify the most
viable prospects for insurance
products and assign bank branch
staff these prospects with specific
recommended actions. The ability to
more accurately pinpoint customers,
who have expressed interest in
insurance products or who, based on
history, show a higher likelihood of
purchasing insurance has led to
significant improvements in the call
center’s outbound sales activities.

• Better customer prospect lists
for bank staff. With the ability to
better align the right insurance
products with the right customers,
SpareBank 1’s bank associates are
now assigned more accurate lists of
prospects from which to target their
insurance sales efforts with specific
recommendations for each customer.
By feeding their interactions into the
new CRM platform, all employees
have a holistic view of customer
interactions. This standardized
approach ensures a higher-quality
customer experience and more
efficient processes overall.
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More Effective Digital Service
• A single 360-degree view of the

bank’s 1.9 million customers.
SpareBank 1’s consolidated
customer data repository and CRM
platform underpins the company’s
entire approach to maintaining
customer relationships. The new
platform empowers bank and call
center staff with the tools they need
to proactively and consistently
support their customers regardless
of communications channel. By
tracking each customer interaction,
SpareBank 1 for the first time has
the ability to segment customers
for tailored sales and marketing
campaigns.

Increased ROI from More Strategic 
Digital Marketing
• Target marketing and sales

capabilities. Previously, SpareBank
1’s sales and marketing teams
lacked the ability to segment
customers to better pinpoint
campaigns. With customer data in
one place, SpareBank 1 can now
leverage its new platform to
implement even more precise sales
and marketing capabilities. This will
result in a higher rate of return on
sales and marketing investments
and deliver more value to
SpareBank 1 customers. In addition,
for the first time sales has the ability
to measure progress against its
pipeline, and track leads and deals.

The inside story
SpareBank 1 looked to unify its 
customer data into a single repository 
that could be used by employees in 
the call center or at a bank branch. 

As a first step, Avanade and Accenture 
worked with SpareBank 1 to 
understand its business objectives and 
identify ways to overcome the cultural 
challenges that made it difficult 
for bank and call center staff to sell 
insurance products to customers
in the first place. By helping the 
organization adapt to a new way of 
interacting with customers, SpareBank 
1 decision makers anticipated a higher 
adoption of its CRM infrastructure by 
users. 

“The traditional banking industry has 
lacked a customer-centric approach,” 
Hoff said. “We wanted to ensure that 
our 1,600 bank associates and our call 
center staff had the skills they needed 
to make use of this new platform 
along with the solution. But first, 
we needed to address the cultural 
challenges.” 

SpareBank 1 opted to initially deploy 
its new platform within one of its 
divisions as a pilot program. Avanade 
worked closely with SpareBank 1 users 
in the pilot to ensure a smooth 
rollout, including training and change 
management. SpareBank 1 credits the 
success of its pilot to its collaborative 
partnership with Avanade and 
Accenture and the involvement of 
end-users from Day 1. 

The Work Redesigned 
Difference
Improving customer service 
and creating more precise sales 
and marketing efforts.
• Call center staff are better

equipped to identify banking
customers who are most
likely to purchase additional
insurance products from
SpareBank 1’s insurance
division.

• Bank branch account
managers receive qualified
leads from which to
proactively reach out to
customers. These interactions
at the branch level are
tracked in the new CRM
platform so everyone knows
their outcomes.

• Insurance division sales and
marketing teams better
understand which campaigns
are most effective. They are
also armed with critical data
to understand why and where
sales initiatives fail, ensuring
distribution channels focus on
the right message to the right
customer.

“We’ve seen dramatic increases in our response rates with this 
new platform,” 

“We can now more readily segment our customer base, which 
enables us to grow our market share without increasing costs.” 

- Rune Hoff, Director, SpareBank 1 Forsikring.
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The road ahead
With a single source of customer data 
now in place and a successful pilot 
behind it, the company looks to 
expand the platform to other divisions 
to solve similar business challenges. 

A natural next step with the CRM 
platform is to leverage customer 
data — and the outcomes of all 
interactions — to predict and suggest 
“next best actions” of personalized 
and relevant offerings to customers. 

Future phases also will look to 
integrate channels so that activities 
and opportunities initiated in one 
channel are completed in another.  
New tools also will make account 
owners and marketing staff aware of 
actions taken by customers in a self-
service channel for improved tracking 
and transparency. 

About Sparebank 1 
SpareBank 1 is the second-largest 
provider of financial products and 
services in the Norwegian market. 
The banks in the SpareBank 1 
Alliance distribute SpareBank 1 
Gruppen’s products and collaborate 
in key areas such as brands, work 
processes, expertise development, 
IT operations and system 
development.
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