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KPI DASHBOARD FOR CUSTOMER INTELLIGENCE TASKS:
APPLICATION AND SIGNIFICANCE FOR BUSINESS

Abstract

The contribution of business is very significant in the economic development of countries, the creation of new
jobs, the development of education, the improvement of the environment, and the improvement of the population’s
living standards. For enterprises themselves, stable and competitive development and efficient marketing activity are
vital, where the significant role is played by customer intelligence (CI). It is determined by the fact that in modern
world customer focus and centricity give companies the ability to be more successful and stable on the market. The
global digital transformation has provided companies with many opportunities for customizing products and services,
which generally increases competitiveness on the one hand, and on the other hand, opens up new opportunities for
working with consumers. Based on consumer databases in marketing activities, it is possible to start applying CA.
Today, many methods and technologies allow to start using KA to collect and process consumer databases. This
article aim is to present the practical approach to Customer Intelligence tasks through the Key Performance Indicators
(KPI) dashboard, where the dashboard is the set of KPIs chosen based on CI tasks realizations. Using this panel will
allow companies to follow the path of implementing CA with an understanding and evaluation of the effectiveness
of using this technique. The systematic use and tracking of results will ultimately affect the stability and viability of
companies.

Key words: customer analytics, customer analytics tasks, customer centricity, database, performance indicators,
customer identification, customer engagement.

Introduction

Small and Medium Enterprises (SME) are economic drivers, but they often lack marketing
resources and knowledge, and are more flexible compering with large companies as less bureaucratic.
Nowadays, leading companies use CI for improving business. In Kazakstan, there are examples
of customer-centricity approaches and CI in large businesses such as mobile operators and banks.
Some use and publish Net Promoter Score (NPS) and loyalty index. This research introduces a
methodology for implementing CI tasks KPI dashboards for Kazakhstan companies through working
and measurable indicators. This dashboard could help companies be more stable, viable, and effective.
Based on the study, SME marketing professionals will be able to create a customer focus approach
using recommended tools and methods and make companies more viable and steady.
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Literature review

Customer Intelligence and Customer-Focus. In today’s reality, enterprises for success competitive
apply customer focus and centricity approach, products and service development based on customer
needs, tasks and pains, keep customer relationship increasing customer lifetime value, encouraging
buying through positive customer experience [ 1]. For achieving a company’s strategic goals is applying
and maintaining customer relationships based on customer focus strategy [2]. Database. Nowadays,
customer interactions on varied digital platforms generate eminence customer data. Companies create
a customer database by gathering, investigating, and using it to develop a customer-focused and data-
driven approach [2]. SMEs can design customer profiles and determine profitable segments with similar
database metrics and profitability [3]. Key performance indicators (KPI) are a vital component of
measuring achievement. Its assists companies in reaching targets through determining and measuring
the way of their application [4]. KPIs usually be shared into functions divisions or groups applied for
the data gathering, processing, analysis, and examination to assist the company’s decision-making
processes [5]. Indicators could be financial or non-financial indicators used for objective measures for
the companys’ performance demonstration. It displays the progress steps of the targets, either directly
or indirectly. Summarizing KPI is the critical data instrument for companys’ control, evaluation, and
management [5]. In the aim of this research, the authors concentrate on marketing metrics.

Methods

For the Customer Intelligence measurable indicators dashboard research purpose, the literature
review was done based on top variant scientific and business sources: books, Google Scholars,
Harvard Business Review, and EBSCOhost [6]. Divergent keywords such as “customer intelligence”,
“customer focus”, “marketing indicators”, “customer identification ”, ‘“customer acquisition”,
“customer retention”, and “customer value development” were applied to research for papers from
these decent databases. During the investigation, different scientific methods were addressed, such as
analysis, synthesis, and generalization of information. As a result, a customer focus approach with CI
metric dashboard is presented, based on valid research data.

Results

The research results are based on a literature review of articles from scientific and business practice
editions about SMEs, customer-centricity, CI, and marketing metrics. SMEs have been determined as
propulsive energy of economic progress worldwide. SMEs are vital givers to job creation and global
economic development, and they present about 90% of businesses and more than 50% of recruitment
worldwide [7].

Corresponding to the SMEs data monitoring in the Kazakhstan Republic by the National Statistics
Bureau of the Agency for Strategic Planning of the Republic of Kazakhstan [8], as of July 1, 2021, in
the RK, a total 0f 469,927 enterprises are registered in Kazakhstan, including 461,279 small businesses
and 5,251 — medium-sized ones, which is 98.2% and 1.3% of the total number of registered enterprises
in Kazakhstan, respectively. In Kazakhstan, a large number of legal entities are liquidated annually.
2021 was the last year for 23.2 thousand of them. In 2020, compared to 2019, there was a decrease in
the number of liquidated companies to 19.2 thousand. In 2019, compared to 2018, 23.4 thousand were
liquidated, which showed an increase of 17.8% [9] compared to the previous period. The liquidated
enterprises were engaged in trade, repair of cars and motorcycles, transport, construction, scientific,
technical activities, agricultural, financial, manufacturing industries. The dynamics of the liquidation
of Kazakhstani companies for 2019-2021 is shown in Figure 1 (p. 221)

All these data indicate Kazakh companies’ low level of viability and the need to improve Kazakh
companies’ vitality and sustainable development. SMEs’ vital ability based on adequate, competitive,
and stable development is necessary and critical for economic progress and country development. In the
current reality, one of the most efficient evolution ways for SMEs is the customer focus approach with
the CI system. Customer database gives companies excellent opportunities for building transparency,
effective, and measurable customer intelligence systems. Contemporary, when marketing questions
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can be solved in the consumers’ favor, there is much affluent space to convene and analyze customer
data to improve existing products and create new products and services. CI task were created and
presented by authors [10] for this research aim CI tasks presented with KPI metrics dashboard, which
separate according to every of four CI tasks. Figure 2 illustrates four CI tasks and sets of KPI metrics
for every task.
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Figure 1 — Dynamics of liquidation of Kazakhstani companies for 2019-2021, thousand units
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Figure 2 — Customer Intelligence Tasks KPI dashboard

Here, consider all four tasks in more detail and determine their role and the applied KPI.

Customer identification. The role of customer identification is essential because its results
will form the groundwork for the other three CI tasks. Customer Identification served to ascertain
customer segments with identical interests, lifestyles, and profitability. Customer segmentation, such
as clustering and classification, applies to sharing customers into homogenous/cognate segments
and creating customer profiles. Target customer analysis lets select and ranks the most favorable and
profitable segments, an excellent base for further effective marketing activity. In table 1, there is the
set of dashboard indicators for the first CI task — Customer identifications.

Customer Acquisitions actions are grounded on outcomes of customer identification task. At
this stage, database resources, structured and unstructured, are vital. Customer acquisitions based on
customer identification data determine the most appropriate communicational channels and design
suitable content for a forceful customer attraction operation. For this stage, customers’ product
preferences and purchasing decisions are frequently dependent on recommendations available for
them, as online and offline. That is why pertinent content and channels/networks are critical aspects
of competitive strategy in the current information surrounding. Customer reviews, recommendations,
practical product/service user cases, and successful customer stories help increase customer acquisitions
indicators. Table 2 (p. 222) presents the indicators for the second CI task — Customer acquisitions.
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Table 1— Customer identifications indicators

KPI Description Formula or Calculation Source
Website Visitors | Each unique user on website is treated A visit specifies the period between [11]
as a visitor. the moment a user starts his browser
and visits the website and leaves it.
Referral Traffic Referral traffic is the section of traffic (Traffic enter from other sites/Total [11]
that comes on the website through any | traffic) X 100 = Referral Traffic.
resource.
Follower The Followers Growth KPI measures The follower growth rate [11]
Growth the number of new followers gained on | is estimated as the number of
a specific social media platform over a | followers were collected divided
set time period and compares that to a by the number of followers started,
predetermined target. times 100% (over a determined time
period).
Conversion A conversion rate reflects the Conversion rates are estimated by [11]
Rate percentage of users who have done a taking the number of conversions
required action. and dividing that by the number of
total ad reactions
Social Media Social media engagement summarizes The main elements of social [12]
Engagement diversity of actions: a “share” on engagement introduce an activity,
Facebook or a “like” on Instagram. interaction, social exchange, and
absence of obligation.
Organic Traffic Organic traffic = search engine non- [11]
paid traffic
(none) = direct and unobserved
Paid Traffic Paid traffic from a Search engine or [11]
paid Social Media Resources
Table 2 — Customer acquisitions indicators
KPI Description Formula or Calculation Source
Average time of | Average time to conversion Average time to conversion is estimated [13]
conversion assists in understanding how well as the total number of days between the
conversion information is being first touchpoint in a conversion way and
communicated. The lower this the conversion that happened divided by
metric, the fewer days it takes to the total conversions.
convert.
Cost per Cost per conversion shows a cost for | CPC is determined by dividing total [14]
conversion each conversion. cost by the number in Conversions.
(CPC) This counting only applies to acceptable
interactions, so any clicks that cannot
be followed for conversions should be
removed from the estimation.
Cost per click CPC — the cost which the advertiser | CPC = ads cost + clicks number [15]
(CPC) compensates for a click on an ad
after the transition to the site.
Cost per Lead CPL is applied to estimate and CPL = Total cost of the campaign / The [15]
(CPL) control the effectiveness of the number of leads generated
marketing program.
Customer CAC includes all sales and marketing | CPA= total cost of marketing campaign/ [16]
Acquisition costs company spends to acquire a | by the total number of new customers
Cost (CAC) new customer.
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Customer Retention operations maintain customized marketing strategies that consolidate customer
needs, preferences, behaviors, and performance. Customer profiling creating, campaign management
analysis, credit scoring, recommender, feedback systems, and loyalty programs elaborate customer
satisfaction and extension a long-term relationship. Companies could be more stainable and profitable
applying long-term relationships approach. Retention rate is the indicator that assists companies in
measuring customer retention. NPS is positively related to word-of-mouth behavior also increases
customer expenses and customer retention, all of which are essential links in the NPS—sales growth

chain [17]. Table 3 presents the indicators for the third CI task — Customer retention.

Table 3 — Customer retentions indicators

KPI Description Formula or Calculation Source
Customer Satisfaction is a forceful indicator CSC is estimated over customer [18]
Satisfaction of whether a customer will feedback.

Score (CSS) use a service or buy a product For answers, apply the Likert
accordingly. scale 1 to 5.
Net Promoter The NPS is an index that indicates NPS = (3 Promoters — > Detractors)/ [17]
Score (NPS) customers’ readiness to recommend | Sample Size
a company’s products or services.
Customer CRR has a critical significance in CRR = [(E-N)/S] x 100 [19]
Retention Rate | everyday business activities because | S — the number of existing customers at
(CRR or RR) CRR presents a chance to boost the beginning of the time period
customers’ value and reduce costs if | E — the number of total customers at the
needed. end of the time period
N — the number of new customers
accumulation within the time period
Customer CCR or CAR is the rate at which CCR=S/T [20]
Churn Rate customers end buying or doing S — the number of customers who stop
(CCR) or business with a company within a buying the number of total customers at
Customer determined time period. the end of the time period
Attrition Rate T — the number of the total number of
(CAR) customers

Customer Value Development. Customer value development cover three key elements — market
basket and bill analysis, customer lifetime value, and up/cross-selling, which provide peak customer
value. Companies may perceive and determine long-term relationships or customer loyalty with
Customers Life Time Value (CLTV), which helps identify company sustainability through the CLTV.
Customer loyalty is determined as the customer’s goal or willingness to continue buying from the
same company and influences a company’s financial performance through three metrics: increasing
customer numbers, getting a price premium, and increasing market share [21]. Customers’ purchase
preferences and behavior which serve as the base for up/cross-selling activity companies could
measure apply basket and bill analysis. In table 4, there is the group of indicators for the fourth CI
task — Customer value development.

Table 4 — Customer value development

KPI Description Formula or Calculation Source
Customers Life | CLTV provides an understanding CLTV = ARPU * Gross Margin * [22]
Time Value of the significance of this metric Lifetime. Where is the ARPU is the
(CLTV) for the business Average Revenue Per User. The Gross

Margin is the ratio of the total revenue to
the Cost of Goods Sold (COGS)-the cost
of providing services, Gross Margin (%) =
(Revenue — COGS) / Revenue. Lifetime

is the period during which customers buy
company products
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Table 4 continued

Ratio between This ratio demonstrates how an CLTV should be more significant than [23]
CAC/CLTV acquisition campaign is successful | CAC. CAC could exceed CLTV but for a
in comparison with CLV. brief period.
The ratio Following and comprehending The ratio is measured by the number of [24]
between new the ratio, in numbers of customers | new and existing customers and the same
and existing and in revenue numbers, between groups’ income. The ratio should strive for
customers new and existing customers is an balance.
essential part of long-term strategic
management.
Revenue Churn | That is essential for estimating a RC is determined by taking the monthly [25]
company’s financial performance recurring revenue (MRR), which was
following and understanding lost that month minus any upgrades or
revenue churn. additional revenue (AR) from existing
customers, and dividing it by total MMR
at the beginning of the month.
RC= (LostMRR-AR)/MMR
The Customer The Customer Loyalty Index (CLI) | CLI is measured through customer [21]
Loyalty Index is the indicator that is applied to feedback. Likert scale 1 to 5 is used for
(CLI) follow customer loyalty over time. | answer analysis.

Discussion and conclusion

Kazakhstani companies’ activities analysis showed that CI system is not used. According to the
study results, it is proposed that Kazakhstani companies use the CI tasks KPI dashboards method.
During this study, the authors demonstrate the effectiveness of CI and customer focus business
approach, determining essential ground for CI — database, and introduced KPI dashboard for CI tasks
managing. According to this research, marketing professionals may understand customer intelligence
tasks and manage them using the presented KPI dashboard.

The theoretical input of this research is compiled as a literature review of the scientific and
business literature on the CI, customer focus, database, and KPI topics and recognition of points for
future study to develop CI system and marketing performance. Another value input is the CI tasks KPI
dashboard the scientific base for practical implementation.
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"VuuBepcuter MexayHapoaHoro ousHeca um. K. Carajuesa,
Kazaxcran, r. Anmarsl
I'yMaHUTapHO-IKOHOMHYECKas aKaIeMHUs,
[Tonpma, . JIog3u

ITAHEJIb KPI JJIA 3AJAY CUSTOMER INTELLIGENCE:
NPUMEHEHUE U 3HAYEHUE JIA BU3HECA

AHHOTALUA

Bkiajg OusHeca B 9KOHOMHYECKOE Pa3BUTHE CTPaH, CO3JaHME HOBBIX pab0OYMX MECT, Pa3BUTHE 00pa30BaHMS,
YIIy4IllIeHUE OKpPYKarollel Cpe/ibl U MOBBIIICHUE YPOBHS KU3HHU HACEIICHUs O4eHb 3HaUuM. 17151 caMux npeanpusiTuit
YKM3HEHHO B)KHO CTAOMIBHOE M KOHKYPEHTOCIIOCOOHOE pa3sBUTHE, OCHOBAHHOE Ha Y(PPEKTUBHON MapKETHHIOBON
JIESITEIbHOCTH, T[JI€ BKHYIO POJIb UTpaeT KineHTckas aHanutuka (KA). D10 000CHOBAHO TeM, YTO B COBPEMEHHBIX
peanusx KINEHTOOPHEHTHPOBAHHOCTH AT KOMITAHHUSAM BO3MOKHOCTH OBITH 00Jiee YCIENTHBIMU W CTaOMIEHBIMA
Ha peIHKEe. MupoBast nudpoBast TpaHc(HOpMAITHs PEI0CTaBAIA KOMITAHUAM MHOKECTBO BO3MOYKHOCTEH JIJIs KACTO-
MH3AIMH TPOIYKTOB M YCIYT, 9TO B I[EJIOM MOBBIIIACT KOHKYPEHTOCTIOCOOHOCTD, C OMHOW CTOPOHBI, C IPYTOM CTO-
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POHBI, OTKPBIBAET HOBBIC BO3MOKHOCTH 10 padbote ¢ nmorpedutensamu. Onupasck Ha 0a3bl JaHHBIX TOTPEOUTEICH B
MapKEeTHHTOBOM aKTHBHOCTH, MOKHO HadaTh mpuMeHATh KA. [ cOopa u 00padoTku 6a3 JaHHBIX MOTpeOUTENCH
CEeTOJHSI CYIIECTBYeT MHOXKECTBO METOZOB M TEXHOJOTHH, MTO3BOJSIOMUX HadaTh npuMenenne KA. Llens manaOTO
WCCIICOBAaHMS — TIPEICTABUTh NMPAKTHUECKUN MOIXo ] K 3amadaM KA ¢ momoribio HHPOPMAIIHOHHOH MaHeI! KITIo-
YeBBIX IMOKa3zaresell 3(h(HheKTUBHOCTH, e MaHe b [IPEACTABIsICT CO00H HaOOp KIIIOUEBBIX MOKasaresieh 3pdeKTus-
HOCTH, BEIOPaHHBIX Ha OCHOBe peanu3anuu 3a1ad KA. [IpuMeHneHne naHHOMN MaHe N MO3BOJINT KOMIIAHUSAM ITOUTH 110
myTd BHenpeHus: KA ¢ mOHMMaHUEeM U OLICHKOW 3(QEKTUBHOCTH UCTIONIB30BaHMS JaHHOM MeToauku. [InanoMepHoe
WCTIOJIB30BaHME M OTCIICKUBAHUE PE3YIIETATOB B HTOTE TIOBIHSCT HA CTA0MIBHOCTh U )KU3HECTIOCOOHOCTh KOMITAHUH.

KioueBble cj10Ba: KIMEHTCKAs aHAINTHKA, 33[a4M KIMEHTCKOM aHATMTHUKHU, KIMEHTOOPHUEHTUPOBAHHOCTS,
0a3a JTaHHBIX, MOKa3aTrean 3PPEKTUBHOCTH, HACHTH(OUKAIUS TOTPEOUTEINICH, IPUBICUCHUE TTOTPEOUTEIICH.
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CUSTOMER INTELLIGENCE TAIICBIPMAJIAPBIHA
APHAJUIFAH KPI MAHEJII: KOJIJJAHBLTYbI
MEH BU3HEC YHIIH MAHBI3AbIJIBIFbI

Anjgarna

Enpepain 5KOHOMUKAIIBIK JaMybIHA, JKaHA XKYMbIC OPBIH/IAPBIH alllyFa, Oi1iM Oepy/ii AaMbITYFa, KOpIIaFaH OPTaHbI
JKaKCapTyFa YKoHE XaJBIKTBIH OMIp Cypy JCHIeHiH apTThIpyFa OM3HECTiH KOCKaH yJieci ete 30p. KacinopeHaapabsix
e3/7epl YIIIH TYTHIHYIIBIIAPABIH aHanuTHKackl (TA) MaHBI3IBI pesl aTKapaThlH THIMII MAapKETHHITIK KbI3METKe
HETI3[ICNITEH TYPaKThl JKoHE Oocekere KaOineTTi AaMy eTe MaHBI3ABL. byl Kasipri 3aMaHFBl [IBIHAHBUIBIKTA
TYTHIHYIIBUIApFa Ha3ap ayAapy KOMITaHHUIApFa HApBIKTa HEFYPIBIM TAOBICTHI KOHE TYPAKTHI 00Ty MYMKiHAITIH
OepeTiHiMEH HeTi3aene . OIeMIIK umbpm)n( TpaHchopMaIus KeNTereH KOMIIaHUsIIapra OHIMIep MEH KbI3MEeTTep/Ii
KaCTOMU3AIMsUIAY YIIiH YJIKEH MYMKIHIIKTEp 6epy apKbLIBI 09ceKere KaOuIeTTUNTH apTThIPHI KaThIp. JKahanpik
un(bpm,m TpaHcopMmanus KOMIAHHsIapFa OHIMJIEp MEH KbhI3MEeTTepi KacTOMaTH3aIusIay YIIIH KeITereH
MYMKIiHAIKTEep Oepii, Oy Oip skarbiHaH O9ceKere KaOUISTTUTIKTI apTThIpaibl, ajl eKiHIII )KaFbIHAH TYTHIHYIIBIIapPMEH
JKYMBIC iCTey YIIiH )KaHa MYMKIHAIKTep amajbl. MapKeTHHITIK SpeKeTTepAeri TYThIHYIIBUIAPABIH JePEKKOpIapbiHa
CYWeHe OTBIPHIN, TYTHIHYIIbUIAp aHaTUTHKACHH (TA) KommaHynel 6actayra Oomaabl. TyTEHYIIBUTAPIBIH AEPEKTEP
KOPBIH KHUHAY JKoHE oHJIey YIIiH Oyrinri kyHi TA-HbI naigananyasl Oactayra MYMKIHIIK OepeTiH KenTereH oicTep
MeH TexHosorusiap Oap. byn 3eprreyniH Makcarbl — HEri3ri THIMALTIK KepceTKiLHTepiHiH NaHeNiH naiaanaHa
OTBIPBIM, TYTHIHYIIBUTAP AHATUTHKACKIH KOJIAHY MAKCAThIHA MPAKTHKAIBIK Tocii YChIHY, MYH/Ia aKIapaTThiK
nmaHenb TA MakcaTTapblH iCKe achlpy HETi3iHJe TaHJalfaH Heri3ri THIMAUIK KepceTmmTepmm KUBIHTBIFBI
OonbIn TabbuTaBL. By maHenbi naiinanany KOMIIAHUSIIAPFa OCHI 9JIiCTEMEHI NaiilallaHy THIMALTICH TYCiHY KoHE
Oaraay apKbUTBI TYTHIHYIITBUIAP aHATUTHKACHIH €HT13yTe MYMKIHAIK Oepeni. HoTmxkenepai sxyiieni maliganany skoHe
KaJlarajiay, Cablll KeJreH e, KOMIaHUsUTapAbIH TYPAKTBIIBIFBI MEH OMIpIICHIITIHE 9cep eTe/I.

Tipek ce3mep: TYTHIHYIIBIAD AHAIUTHUKACHI, TYTHIHYIIBLIAD AHAIUTUKACHIHBIH MIHJETTEPl, TYTHIHYIIbIFa

Oarnapiany, MasiMeTTep 0as3achl, THIMIUTIK KOPCETKIIITEPi, TYTHIHYIIBUIAP/Ibl COUKECTEHIIPY, TYTHIHYIIBUIAPIBI
Tapry.
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