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The necessity of Business Intelligence (‘BI’)
The BI allows to tackle various priorities from the data management to the optimization

Data collection,
database
creation, IMS
and network,
DBMS

1960s1960s

Relational
data models

1970s1970s

RDBMS
(Relational Database 
Management System)
advanced data models

1980s1980s

Data
warehousing

Multimedia
databases

StatisticsStatistics

StatisticsStatistics &&
Machine Machine LearningLearning

Data Mining

Information
Explosion Web 

databases

DM Dilemma

Deliver the right information

to the right people

at the right time

1990s 1990s -- 2000s2000s 20092009

Predictive ModelingPredictive Modeling

OptimizationOptimization
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BNPPF Marketing Research & Development 
A marketing department that levers Business Intelligence techniques to contribute to the 
business strategic & financial objectives.

CREATION OF VALUECREATION OF VALUE

� Very large and relevant Data      
Management

� Discovering of meaningful   
patterns and trends thanks to      
statistical and mathematical    

techniques, Data Mining
� Key Success Factor: 

alchemy Business experience/    

scientific methodologies

RESEARCH DEVELOPMENT

Development of powerful and analytical 
decision-aid tools that allow:

� the leverage of business 

strategic and financial objectives
� the optimal allocation of  

resources i.e. cost optimization 

� to support and guide the 
network to take the right  
decisions to outperform
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Expected Value Contribution 
Propensity to become client
Propensity to buy a skill  
(Lease, FCF , GTS, GCM, 
GMK IR, GMK FX, Liquidities) 
Expected gross income global 
+ per skill

Propensity for a company to be 
sold in the next 18/24 months
(Corporate Advisory Model)

Risk factor (Bankruptcy Model) 
if/when no Fortis masterscale
Priority ranking to support CB 
Fortis strategy (Weight) 

Optimization score

ScoresScores

Company identification and 
address

Group information (GRM, 
cluster, foreign Fortis countries 
and global ultimate)

SMS data (BC and acma
information…)

Financial variables

General and internal information
…

General and internal information
…

MDDMDD

MDD provides each RM/BC with a prioritization tool 
MDD provides internal and external info as well as recommendations obtained through predictive 
models (P2B’s). It is a yearly exercise and we are running the 7th edition. 
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NOVEMBAL FR552144123 2 19 48,985 90,973 19 15 2 13 14 20 20 18 15 11 20 7 $ B 20 1120 75 N P1 LL P1 LL
SITA ILE DE FRANCE 500276668142 276668142 FR662014489 2P 19 31,238 58,014 20 16 2 18 17 19 20 14 14 20 15 11 A 20 1108 96 N P2 P2
PAREXLANKO 500381111038 381111038 FR342913191 2S 19 43,979 81,676 20 19 3 18 19 18 19 19 15 19 20 11 A 20 1105 101 N P1 LL P1 LL LAFARGE
SOCIETE AXTER 500381563139 381563139 FR351844527 2P 19 39,563 73,474 20 19 3 19 14 18 19 10 5 20 20 5 A 20 1104 103 N P1 LL P1 LL
SAGA 500275130581 275130581 FR542027529 2S 19 36,213 67,253 20 17 2 17 17 16 14 16 18 20 18 14 $ A 20 1104 106 N P1 LL P1 LL
VINCI CONCESSIONS 500382991651 382991651 FR410001952 2S 19 42,327 78,608 20 12 3 14 14 3 12 1 9 20 15 11 A 20 1101 110 N P1 LL P1 LL VINCI
YVES SAINT LAURENT PARFUMS LASSIGNY 500392563354 392563354 FR429057342 2P 19 32,427 60,221 20 20 8 18 11 20 20 16 18 19 20 18 B 20 1099 112 N P1 LL P1 LL
GLOBECAST FRANCE 500573298945 573298945 FR440186740 2S 19 39,136 72,682 20 14 2 12 17 14 17 9 9 20 13 14 A 20 1097 115 N P2 P2
PLAYTEX FRANCE SA 500275940427 275940427 FR602046864 2P 19 35,139 65,258 20 20 8 12 19 18 19 13 14 20 20 5 A 20 1097 116 N P1 CL P1 CL
OCG CACAO SAS 500551740624 551740624 FR410555791 2P 19 35,623 66,158 20 20 8 13 17 18 19 12 5 19 20 �� 11 A 20 1095 119 N P1 LL P1 LL
NOVARTIS GROUPE FRANCE SA 500277317137 277317137 FR709804538 2S 19 57,458 106,707 20 7 1 19 17 3 12 2 17 20 9 5 $ A 20 1094 122 N P1 LL P1 LL
AIGLE INTERNATIONAL 500502666951 502666951 FR314397712 2P 19 42,733 79,362 20 20 8 19 19 19 20 9 9 17 20 7 A 20 1093 123 N P1 LL P1 LL
STE DES FONDERIES D'USSEL (SFU) 500392919528 392919528 FR322847724 2S 19 36,768 68,284 20 16 2 7 19 18 19 7 9 20 20 7 B 20 1090 126 N P1 CL P1 CL
TOTAL FINANCE 500778455022 778455022 FR399542430 2S 19 56,061 104,113 20 6 1 3 19 1 12 1 9 20 7 5 A 20 1090 127 N P3 P3
SOC VALORIS ENERGIE ILE DE FRANCE CHAMPA500570188433 570188433 FR392494258 2S 19 40,229 74,711 19 5 1 17 19 6 12 14 14 20 11 11 A 20 1087 130 N P2 P2
TRAMICO 500273079053 273079053 FR327235289 2P 19 35,105 65,195 20 18 2 11 19 16 14 14 14 15 20 11 A 20 1086 131 N P1 LL P1 LL
SARM (S.A.R.M.) 500276010105 276010105 FR608202727 2S 19 25,396 47,164 19 19 3 14 11 19 20 15 14 20 12 11 A 20 1086 133 N P2 P2
FONCIER CONSEIL 500277670022 277670022 FR732014964 2S 19 51,912 96,409 19 20 8 15 19 11 12 4 9 20 19 11 A 20 1086 134 N P1 CL P1 CL
TOTAL DEVELOPPEMENT REGIONAL SA (SOFREA)500391125564 391125564 FR315103630 2S 19 37,273 69,223 20 17 2 16 14 3 12 9 9 20 7 18 A 20 1083 138 N P2 P2
NAF NAF BOUTIQUES 500380260455 380260455 FR632023396 2C 19 13,167 40,005 74,296 14 2 15 11 10 12 8 9 19 19 2 NA 20 1081 141 N P1 CL P1 CL NAF NAF
CAPGEMINI TELECOM & MEDIA 500398693403 398693403 FR347840068 2S 19 45,762 84,987 18 18 2 17 19 19 20 18 15 19 18 18 $ A 20 1079 143 N P1 CL P1 CL
COGESAL MIKO 500275936813 275936813 FR602033441 2P 19 39,015 72,456 19 18 2 17 19 15 14 6 9 15 20 18 B 20 1078 147 N P1 LL P1 LL
STE DE STOCKAGE GEOLOGIQUE DANS LE SEL DE MANOSQUE GEOSEL (GEOSEL-MANOSQUE)500276804762 276804762 FR672049616 2S 19 37,895 70,377 20 10 3 11 11 12 12 4 9 20 8 7 B 20 1077 149 N P3 P3
PARTIDIS 500397138509 397138509 FR433699337 2S 19 47,179 87,618 20 17 2 15 15 7 11 1 9 20 14 11 B 20 1075 154 N P2 P2
SAFREP SA 500391125069 391125069 FR308320100 2S 19 47,607 88,414 20 14 2 3 19 1 12 1 9 20 7 2 A 20 1073 159 N P2 P2
RUSFINANCE 500393754994 393754994 FR430234740 2S 19 46,807 86,928 19 12 3 8 17 1 12 1 9 20 10 2 A 20 1073 160 N P3 P3
SDV AFRIQUE 500572494649 572494649 FR328046032 2S 19 48,016 89,173 20 18 2 10 14 11 12 13 14 20 13 7 C 20 1071 162 N P2 P2
DMMS ORGANISATION 500501786651 501786651 FR343959185 2C 19 714 38,136 70,825 18 2 17 15 8 11 7 9 10 10 7 NA 20 1070 166 N P2 P2
PUIG PRESTIGE BEAUTE 500393309331 393309331 FR314527409 2S 19 42,319 78,593 19 20 8 13 19 19 20 17 18 16 19 ��� 11 C 20 1069 168 N P1 LL P1 LL
2F PARTICIPATIONS 500490742228 490742228 FR392526547 2C 19 4,753 50,749 94,249 6 1 6 19 3 12 7 9 13 8 2 NA 20 1068 171 N P3 P3
ASCOM 500275244804 275244804 FR552039026 2P 19 27,357 50,806 20 19 3 13 19 16 14 11 5 20 20 � 11 $ A 20 1067 172 N P1 CL P1 CL ASCOM
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Marketing Diagnostic Database
Output 
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Marketing Diagnostic Database
Performance analysis

Actual gross income 
generated by new 
clients is 4,7 times 
more when initially 
scored 20 in MDD.

Actual gross income 
generated by new 
clients is 4,7 times 
more when initially 
scored 20 in MDD.

More than 50% of 
new clients were 
given a Priority  
(“Weight”) score of 
19-20 in MDD year-1

More than 50% of 
new clients were 
given a Priority  
(“Weight”) score of 
19-20 in MDD year-1
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The Prime Bank model
Elaboration process
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W
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t

P2B Prime

Future Growth **

Future Growth *

No Priority

Quick Growth **

Quick Growth *

Defend **

Defend *

Missings

The Prime Bank matrix
Classification/Clustering of our clients in view of their propensity to become Prime relations 
as well as their potential for growth (maturity of the relationship)
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GET – Groups Exploration Tool
Allows to position a company within its « relevant » group, identify its managers and their
social network.
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GET - Global Exploration Toolset
Customised with all internal info – Business Card (1/2)
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GET - Global Exploration Toolset
Customised with all internal info – Business Card (2/2)
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GET - Global Exploration Toolset
Customised with all internal info – CRM satus
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GET - Global Exploration Toolset
The affinity diagram : or how to identify managers/owners network... 
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Key Success Factor

Easy and rapid 
implementation by  

sales forces.

Availability, quality  
preparation of the 

data

Clear business 
objective

Analytical 
methodologies –

BI experts

Business validation, 
deadlines – Project 

mgt mode 
Prince 2

Success factors for  successful project 
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IT Systems & 
experts

All along process

BI experts

Business experts

IT systems & experts 
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BUSINESS INTELLIGENCE IS A 
RACING CAR

BUSINESS INTELLIGENCE IS A 
RACING CAR

THAT IS NOTHING WITHOUT AN 
EXPERIENCED PILOT

THAT IS NOTHING WITHOUT AN 
EXPERIENCED PILOT

Conclusions
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Dank U 
Merci
Thank You


