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Executive Summary

This report is infended to help and guide Rongxin Financial Information Service, a P2P
company based in Shenzhen, China, through improving their marketing and CRM
programs. This project is collaboration among students of the University of

Queensland and the City University of Hong Kong.

In order to provide the best solutions, a three step approach was followed. Data
gathering was done through questionnaires, personal interviews, and phone
interviews. Through analysis of the data gathered, two issues were highlighted and

four recommendations were given.

The issues are that Rongxin has difficulty to attract new investors and has a small
proportion of loyal high-value customers. Thus, four recommendations with detailed

action plans were given to address the issues and two frameworks were followed.

The first framework is the overall framework of how the recommendations were
made. The second framework is the IDIC framework. Moreover, the
recommendations are the following, online video ads, new membership system,

offline activities, and customization of target markets.

Finally, an outlook of the market is given to guide Rongxin to the next trend in the
P2P market.
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1. Background Information

1.1 Introduction of Rongxin Financial Information Service

Rongxin Financial Information Service, founded in 2013, is an online P2P company
and is based in Shenzhen, China. They have a registered capital of 100 million RMB.
Rongxin is operating in 13 branches in different cities in China including Guangzhou,
Shenyang, Kunming, etc. Their major service includes primarily of P2P lending, crowd
funding, wealth investment products, and online financial consulting services. Their

business model is a hybrid, a P2P and individual institution business model.

Search
loan list

<:| Investor

Rongxin has laid out their 3-year objective. First, Rongxin aims to be the No.1 online
financial company in China with 10 billion yuan in 3 years. This means that Rongxin
wants to be less of a P2P platform and become more of a bank. Second, Rongxin
pride themselves for security and frust, they also aim to make sure that all the money
they process are obtained legally. Third, Rongxin aims to improve their brand by

incorporating together with a charity.

1.1.1 Target Market

The target customers of Rongxin are segmented between borrowers and investors.
Small companies are the main target market for Rongxin's borrowers. On the other
hand, Rongxin targets retirees and college students as their investors (Explained in

the analysis part).

1.1.2 Competitive Advantage
Rongxin has three competitive advantages that set them apart from the

competitors.
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1. Risk Control Capability — Rongxin prides itself for focusing on creating an
online environment wherein investors and borrowers alike have secured and
safe transactions. Rongxin has a comprehensive risk assessment protocol and
offers compensation for partial losses from credit risks.

2. Expertise — Rongxin's senior management team are industry experts with solid
management, technical, and financial backgrounds. The CEO, Mr. CHE, has
a long history in banking and uses it to ensure that Rongxin's platform
resembles itself as a credible and secure company.

3. Culture — Rongxin’s company culture sets them apart from the competition as
each employee believes and is passionate in what they do. Thus, creating a

company synergy that aims for the same goals and objectives.

1.2 P2P Lending Industry

P2P is the abbreviation of Peer-to-Peer. P2P lending is the practice of lending money
to people and business through online platforms that connect individual lenders and
borrowers directly. P2P lending breaks the barriers of complex and time-consuming
inspection system of loan and provides borrowers operation cost and transaction
cost. Lenders on the other hand, enjoy higher returns for their investment. However,
they have to cope with risks. Thus in order to make the industry work, the P2P industry
relies on advanced technology and financing (Moenninghoff & Wieandt, 2014). P2P
businesses usually benefit by raising fees from successful transactions (Galloway,
2009).

P2P lending industry in developed countries like the UK and the US has matured,
while it is gaining recognition in developing economies (Xusheng, 2014). In 2006, the
first online P2P lending platform “Zopa” gained the world’s attention (Hulme & Wright,
2006). As a result, more and more P2P platforms appeared in the United States,
China, India, Australia, and more. The total size of transactions in the global market is
still increasing and in 2015, China became the largest in the world, replacing the
United States.

1.2.1 P2P Lending in China

The P2P lending environment in China can be divided infto macro and micro

environments. The macro environment refers to the economy and what factors
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affect it. The micro environment refers to the factors that have a direct impact to a

business (Seamons, 2015).
Macro Environment

The PEST analysis covers the policy, economics, society, and technology of and

industry.

Policy — In 2014, Internet Finance Industry was listed in the thirteen’s Five-Year
Economics Planning of China and in the end of 2015, The Administration Regulation
on Activities of Financial Intermediate Institutions was published by the government.
The recognition of the industry and the legal supervision will lead to better
development of P2P lending. However, yet the legal system in P2P industry is
imperfect. People have to take the risk of P2P company bankruptcy or shutting

down by themselves.

Economics — With the rapid growing of economy, China‘s per capital disposable
income keeps raising which leads to the increasing demand of investment. Also, the
swelled number of small business in china and the difficulties of them borrowing
money from traditional finance urge people to choose alternative finance service
like P2P. Such economic environment has established a solid foundation for the

development of P2P industry.

Society - People’'s consuming concept has changed nowadays and credit
consuming is gradually recognized by more and more people. Also, investment is
replacing saving to become people’s new preference on money management.
Especially for young generation, they are wiling to try ever-evolving online wealth
management and financing services. P2P lending industry is continuously gaining
attention from the public. With the increasing negative reports on P2P lending, at

percent, public’s attitude toward P2P lending tends to be negative.

Technology - The advanced technology of third party has set a solid foundation for
P2P lending. People now much rest assured on electronic trading. Also, the
development of big data and cloud computing will surely support better P2P
service. Moreover, the development of social media is believed help P2P companies
attract, connect and retain customers which is crucial for an internet financial

industry relying on customers.
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Micro Environment

The micro environment refers to the state of the market and the competition.

Market Requirement - The appearance of P2P online lending platform has been
promoted by formal financial institution’s failure to solve the problem of SME
financing for a long period. Also, the aggregation of internet users and high-speed

tfransmission greatly reduce information asymmetry and transaction cost, which

definitely help expand the P2P market.

Figure 1: Number of Borrowers and Investors

Figure 2: Turnover of Online Lending
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Source: http://www.wdzj.com/news/baogao/25555.html

The numbers of borrowers and lenders in the online lending industry have reached
2.85 and 5.86 million respectively (see in the figure 1), increased by 352% and 405%
compared to the situation in 2014, which shows the apparently popular trend in P2P.
Except for the surging numbers of the participants, the turnover of online lending
also presents a geometric growth in the past five years. Up to the end of year 2015,
the turnover of the whole year stood at the figure of 9.823 frillion RMB (see in the
figure 2), which has increased 288.57% (2.528 trillion in 2014). Parficularly, the
cumulative turnover broke the barrier of trillion RMB for the first time in P2P history in
October of 2015.

The P2P online lending market stems from the requirement of the micro enterprises,
but not limited to only SME. The rising number of borrowers and investors shows the
redlistic demand in current P2P market, improving its capacity in the market share.
Optimistic statistic estimation on the multifunctional platform can be regarded as

the potential demand for the future market.
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Market Competition -Under the condition of market expansion for P2P online
lending, more attention has been put on the industry standardization. According to
the statistics in WDZJ, the number of online P2P platform has reached 2,595 in the
end of 2015 and it is estimated large growth won't emerge in 2016 due to the newly-
issued regulatory policy. So, the market share will be carved up by current existing
P2P platforms. The first three giants are Hongling Capital (8.2%), Lufax (2.8%) and
XinHeHui (2.3%). Part of them start to conduct transform and market segmentation

to increase own competitiveness (see in the Figure 3).

Figure 3: 2015 Q4 P2P Trade Share in China Market

Hongling i .
Capital, 8.20% ¥ Hongling Capital

. XinHeHui, 2.30% B Lufax
" B XinHeHui

B Eloancn
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Source: http://www.analysys.cn/view/report/detail.html2columnld=22&articleld=17578
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2. Project Overview

This section outlines the objective and scope of the project and our approach in

completing the project.

CRM P2P Industry Competitar
Definition Research Comparison

Gap Customer Satisfaction Solution
Filling Improvement Recommendation

Issue
Ltatement

2.1 Project Scope

The scope of this project is to learn about the concept of CRM and then develop
understanding the application of CRM in P2P industry. Based on industry research,
powerful marketing and CRM strategies will be identified from current strong
competitors. The gap existed between current leaders and Rongxin is just the urgent
issue required to solve so several proposed solutions are likely to be designed for
Rongxin. By applying tailored programs, the customer satisfaction will be gradually

improvement, finally leading to the achievement of filling the gap.

2.2 Project Objective

The objective of this project is to provide strategic programs for Rongxin to attract
more investors and keep good relationship with high-value customers in fierce and
competitive P2P market. After applying these programs, it is expected to certainly
increase Rongxin's market share in P2P industry in two years, convert more
registering members into effective investors and also keep a relatively higher

customers stock.

2.3 Project Approach
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Material Channel Data o
Need ] [Exploroﬂon] [ Analysis ] [ Finding ]

The project approach follows the four steps. Beginning with what we need and in
which way we can gather information, collected data is used to make detailed and
deep analysis which finally can be presented in finding results.

In the initial stage of the project, background research is indispensable for primarily
understanding of P2P industry and Client Company. During the on-site period,
company strategy and internal data are required to help analyze current customer
segmentation and identify company’s key issues. At last step, tailored solutions are
proposed to improve Rongxin's development based on tested feasibility.

The major methodologies are listed below:

1) Literature review — to conduct the background research on industry and client
company.

2) Internal data collection — to identify current strategy and possible issues.

3) Interview for key staff — to confirm company’s goal of this project.

4) Questionnaire - to test feasibility of proposed programs.

5) Comparative analysis — to improve program effect and make implementation

plan.
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3. Best Practice

In order to create better and proven solutions, best practices among the business
community will be extremely beneficial as it creates a precedent and solid

background information.
3.1 Social Media Marketing

Nowadays, people use mobile devices more than ever. Social media is viewed as
an integral part of most people’s lives today. Thus, businesses use several social
media platforms to reach their target market. With the constant improvements and
innovations happening all over the world, businesses constantly use them to better

market their offerings.

One of the efficient ways to reach customers in social media is through videos. Thus,
video marketing is an integral part of how companies reach their target market in
social media platforms like Facebook, Twitter, and more. Video Marketing helps
build brand awareness and brand recognition. The cost is low and if paired with the

right content, will build strong emotional connections with target markets.
3.1.1 Local Competitors

In China, social media marketing is used through sites and apps like WeChat, Sina,
and Youku. These are popular in China and a lot of Rongxin's target customers can

be reached through these platforms.

Lufax — Lufax builds their brand image through social media platforms like WeChat
and Weibo. Lufax's WeChat public account is ranked Top 3 in “P2P WeChat Public
Account Hot List". Lufax posts information about financial and economic news
instead of promotional contents. As a result, these articles and news are regarded
as easy to be shared to close friends or followers. Thus, attracting new followers and

help create a broader brand recognition

DianRong - DianRong uses their WeChat account to attract new customers through
subscription of their DianXiaoRong series. Articles published are about investing,

managing assets and hot issues. They use WeChat to communicate with their
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customers. When customers ask, they respond immediately and provide possible
solutions. This allows customers feel more in-tune with the company. Thus, DianRong

is always on the Top 3 hottest P2P accounts in WeChat.

Figure 4: Top 5 of the Transmission Index for P2P Platform’s Wechat Subscription.

Rank Platform Hot Value Ranking Change
1 DianRong 136.63 1

2 PaiPaiDai 127.30 -1

3 Lufax 115.24 0

4 TuanDai 46.57 13

5 XiaoNiu88 46.47 -1

Source: http://www.wdzj.com/news/baogao/29257.html
3.2 Keeping Customers Loyal

In order to entice and keep customers, most companies would create a loyalty
program. For example, Starbucks uses their Starbucks card membership to give
regular customers cash backs or give members the first chance to try their new
drinks. P2P platforms use membership systems or other marketing activities to make
customers loyal as there are a lot of companies that are available in the market and
having a better membership system that gives customers more incentive to stay
would increase the likelihood of making the customers loyal. Here are examples of

several companies that have good membership systems.
3.2.1 Local Competitors

Lufax — Lufax uses a unique VIP membership system that sets them apart. Lufax has
created a segmented VIP membership group that has different requirements to

avail and thus, having different benefits.
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Figure 5: Difference of VIP Level for Lufax’s VIP Members

VIP Member Category Contribution Value
Regular Members 0-499,999
Gold VIP Members 500,000-1,499,999
Platinum VIP Members 1,500,000-4,999,999
Diamond VIP Members Over 5,000,000

Contribution Value = the amount of current holding project + the amount of LulinBao

Source: Official website from Lufax

Lufax’s VIP members can enjoy the special and honorable treatment from the day
they join. For Platinum VIP members, they are likely to get Sinopec’s refueling card
and mobile wifi louder speaker box for welcoming gift. And Diamond VIP members
tend to gain more valuable gifts, like SmartPass card with RMB 1000 and floor-
sweeping robot. Similarly, special birthday presents are also well prepared for them,
such as Haagen-Dazs card with RMB 200 and GODIVA chocolate for Platinum VIP
members and Samsonite bag and double buffet in luxury hotels for Diamond VIP

members.

The welcoming gifts and birthday presents are only designed for Platinum and
Diamond VIP members to help reinforce the long-term relationship between Lufax
and their two more valuable customers who are likely to make more investment. In
addition, VIP hotline and exclusive consulting service have been set for all VIP
customers, from Gold to Diamond level. Once their identification has been
recognized, the well-matching customer service staff will be on duty for consultation.
Different gift bags are also prepared for VIP members (see in the following table), so
VIP customers can achieve creative experience from Lufax, not only giving but also
receiving. In order to lock those valuable customers, Lufax establishes some investing
project with higher annual yield for VIP members to encourage them to conduct
investment on their platform. For recent years, customized offline seminars and
discussion are held for VIP members, providing information on the insurance, asset

management, even literature and holiday celebration.
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Figure 6: Different Gift Bag for Lufax’s VIP Members

VIP Member Category Gift Bag for Investment Gift Bag for Member Club
Gold VIP Members 600 2,888
Platinum VIP Members 1,200 12,888
Diamond VIP Members 2,400 38,888

Lufax has planned concrete strategy to delight their VIP customers to make them
more loyal, but the generation of their app is also regard as a tool to please all
customers. To realize the synchronization on the PC and mobile terminal, Lufax has
also designed its own app which is the hundred percent of the same as the website,
bringing customers convenience. The same interface helps customers operate

without difficulty and they are still available to issued information on the website.

PaipaiDai — PPDai.com initiates kinds of reward programs through a year to delight
existing investors and also facilitate them investing more. Positive investors with high
value are target customers that PaiPaiDai has spent a lot of effort on building

relationship with them.

1. The most often and common form of activities is sending a gift fo those investors
who invest exceeding a specified amount in a specified time period. During each

event, investors invest more money will receive more valuable present.

2. A famous activity in PPDai.com is a competition on investing amount. During a
year, 20 people with the largest investment will be award 1000 to 200 thousand yuan

from the company.

3. PaiPaiDai will hold seminar regularly in different cities and high-value customers

from all signed up people.
3.3 Cooperation with other Companies

Companies in other industries that have a high competition would partner with other
companies to improve their product service and their brand image. Here are

examples of those companies.

3.3.1 Local Competitors
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PaiPaiDai - PaiPaiDai has built partnerships with some B2B platforms including
Hc360.com, Makepolo.com, DHgate.com and so on. These platforms will
recommend B2B merchants who need turnover funds to PaiPaiDai and also
PaiPaiDai will show up in the ‘Recommended List of Lending Company” on the
website for merchants as a partner. Also by cooperating with such B2B platforms
which has grasp loads of information about each merchant, PaiPaiDai can more
accurately evaluate the borrowers and also provide better services for them.
Sometimes, those who have great credit can enjoy some privilege on money
lending. Cooperating with B2B platforms not only helps PaiPaiDai get more

customers but also play roles on help the company build solid relationship with them.
3.3.2 International Competitors

Lending Club - Lending Club could be considered as the most popular P2P lending
platform in the United States. It was founded in 2006 and is currently based in San
Francisco, California. Average investors may expect an ROI of 6-8%, facilitated more
loans in the second quarter of 2015 than in all of 2013. Here are some of their

notable partnerships.

1. Financing Partnership with Google — Lending Club gets a new customer segment
through other means with Google. Businesses, especially SME who use Google
Adwords are given an option to avail loans from Lending Club through the Adwords

platform.

2. Financing Partnership with Home Advisor — Home Advisor, a home improvement
agency that helps families or individuals get their dream house. Home Advisor
advertises Lending Club to their existing and new customers. Thus, Lending Club has

catered to another customer segment.

3. Financing Partnership with Alibaba — Partnering with Alibaba allows American
companies to buy goods from China. Thus, improving options for their customers

and perhaps attracting more customers to their platform.

Zopa - Zopa was founded in 2004 and is considered as the the pioneer of the P2P
lending platform. It is considered as an integral part of the business ecosystem in the

UK as a lot of SMEs use their platform. Zopa has been voted the “Most Trusted

14
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Personal Loan Provider” for the past 7 years. Their top 3 loan reasons are: Car, Home
Improvements, and Paying off credit cards. Here are some of their notable

partnerships.

1. Partnership with MetroBank — This partnership pioneered the first partnership with a
bank in the UK. The news was posted by Forbes in March 2016. This will allow Metro
Bank to share their products in Zopa's platform. The partnership will allow lenders to

gain their needed funds and attractive returns for Metro.

2. Partnership with Uber — Zopa partners with Uber to provide financial services for
Uber drivers. This allows Uber drivers to get low rates in order to finance their own

cars. Thus, expanding their customer segment.
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4. Findings and Analysis

4.1 Issue Statement

There are two main challenges for Rongxin in developing P2P lending platform.
Difficult to attract new investors

Due to the fierce competition in P2P industry, Rongxin, as SME, is still in its infancy
stage. The low branding awareness and single channel to access new customers

are the main reasons preventing Rongxin from expanding its market share.
Small proportion of high value loyal customers

The number of high value loyal customers accounts for very little part in the whole
customer base. Rongxin needs to adopt effective measures to recognize and
classify the potential high value customer, and turn this customer segmentation into
loyal customer. The Pareto principle (also known as the 80-20 rule states that, for
many events, roughly 80% of the effects come from 20% of the causes. It is a
common rule of thumb in business; e.g., "80% of your sales come from 20% of your
clients."(From Wikipedia) This indicates Rongxin should improve the high value

customer who can bring more benefits to some extent.

4.2 Customer Analysis

Rongxin's customer base consists of investors and borrowers. Rongxin serves as an
online market place for investors and borrowers, within which, Investors account for
nearly 30% and 70% of users are the borrowers. Based on marketing channels, the
offine customers account for 60% of the total number of users, whereas online
customers take up 40%. According to the company’s internal information, Rongxin
currently has sufficient number of borrowers but lack of investors to meet the

demand.
Borrowers

The borrowers are chiefly micro to small business owners, most of which are

operating ecommerce business. This segment has concerns over the efficiency and
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effectiveness of the application process, as well as the other common concerns

such as interest rates and borrowing terms.

Notably, about 10% of the borrowers are University students and graduates. This
segment uses P2P lending platform for fulfilling personal consumption demand.
Although the young age group have limited spending power, they tend to spend on

leisure, electronic products shopping rather than saving.
Investors

Based on demographic segmentation, nearly 20% of the investors are people aged
45 to 55 years old. This segment generates 39% of the total revenue and tends to
deal with company though offline channels- such as personnel, telemarketing, as
well as events marketing. Within the investor base, the 20s - 35s age group takes up
approximately 45 % and is believed to have strong growth potential in comparison
to the older age group, even though the senior group is 5 times more profitable than

the young age group.

In order to target customers more effectively, it is necessary to capture the
characteristics and address the concerns associated with each segments. For the
senior group, they expect to be treated exclusively, and seek for high-end service
experience. In terms of interests, this group tends to be interested in health, cultural
related topics and are likely to spend more time on finance knowledge learning. The
young age group, however, are active on social media and tend to share
interesting contents online. Moreover, this group are interested in expanding social
circles with young people of common interests and actively participate in outdoor

social events.
Targeting Customer
Retired People — the most profitable customer groups

According to the data analysis by Rongxin, nearly 12.46% investors have occupied

35.73% of total investment amount (Showed in the picture).
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The Proportion of Investors The Proportion of Investment

*12.95% ¢ 5.70%

*43.41% *32.52%
®25.18% ® 26.05%
*12.35% * 20.46%
*6.11% *15.27%

Campus Students — the most potential customer groups

Rongxin has already cooperated with the Chinese Business Practice Website and
soon Rongxin can access more than 400 universities in China. There is definitely a

potential market with huge demand.

As identifying the two types of customer groups, the following action plans will be

tailored for Rongxin's customers, especially for campus students and retired people.

4.3 Current Marketing and CRM Strategy

Rongxin currently has 3 main marketing strategies to gain both borrowers and
investors: personnel marketing, search engine marketing, and fraditional media

strategy.

First, Rongxin uses personnel marketing as one of its main marketing strategies. Staff
members including the CEO promote or merely suggest Rongxin to friends and
family. This allows Rongxin to bridge the trust and security among them and

investors. Thus, further strengthening Rongxin's image of trust and security.

Second, Rongxin spends around 100,000 RMB for search engine marketing or
advertising. This allows Rongxin to reach their target customers directly, which will

save Rongxin money if they do it correctly.

Third, Rongxin does social media marketing by sharing wealth management articles
in their WeChat page to educate their target customers and the public. This

highlights Rongxin’s aim to help the public through their services. Sharing wealth
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management tips also helps build Rongxin's brand image by being a reliable and

helpful company. Thus, further strengthening their core competency of trust.

4.3.1 Current Marketing Strategy

Internal Personnel Sale

Instead of traditional advertising or digital commercial, Rongxin's marketing channel
is limited to promotion by internal staff. Employees, also acting as potential sales,
take responsibility of introducing Rongxin platform to their families and friends,

encouraging them to register and do investment on Rongxin P2P platform.
Social Media Marketing

Rongxin has registered official account on social media platform, like Wechat and
Weibo. These official accounts publish articles about Rongxin's recent achievement,
recent activities, and recent promotions. It is exactly to enhance exposure and
increase spreading channel by powerful social media so that Rongxin can access

customer groups not only individual customer.
Cross-Industry Cooperation

Cooperating with powerful companies is a win-win situation for Rongxin. Rongxin
often joins professional financial associations, works as the partner with charity
organizations, like One Foundation and holds recreational activities with other
companies, such as basketball competition. This kind of cooperation not only helps
Rongxin build brand image of steadiness but also become an invisible way to attract

new customers from current partner companies and their customers.

4.3.2 Current CRM Strategy

Gifts in Different Occasions

On Chinese traditional festivals, investors of Rongxin are more likely to get traditional
food gifts, such as moon cakes on Mid-Autumn Festival and zongzi on Dragon Boat
Festival. Investors receive same gifts on traditional festivals at most time and different
amounts of cash reward will be given on national holidays. For particular customers,

some exira gifts like Maotai and drive-learning coupons are also regarded as
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emotional bonding to shorten distance with customers, especially high-value

customers.

Quarterly Salon and Seminar

Currently, Rongxin hold offline activities like salon and sharing seminar every quarter,

mainly focusing on investment experience and P2P industry, etc. Offline activities

provide a face-to-face opportunity for Rongxin to communicate with customers

directly, and it can be an effective way to know customers’ real requirement, which

helps complete customer profile later.

4.3.3 Assessment of Current Strategy

Marketing Strategy

Advantage

Disadvantage

Internal Personnel
Sale

ook

more reliable customers

easy to complete customer
profile

more likely to bring new
customers

- limited potential
customers

- noftstrong

influencing power

Social Media
Marketing

Fokkox

quick and spread more
broadly

break geographical barrier

cater for digital frend

- difficult to collect
customer
information

- difficult to weigh
effectiveness

-  need to update
and maintain
account

Cross-Industry
Cooperation

A

more potential high-value
customers

quickly build and spread
brand image

- difficult to transfer
to real investors

Marketing Strategy

Advantage

Disadvantage

Gifts in Different
Occasions

D 0 VAVAVAS

make customers feel
respected and honored

remind customers in daily life

- unclear customer
preference,
especially high-
value customers

- lack customized
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gifts

- bring not strongly

delightful
experience
Quarterly Salonand | - a new platform to attract - more general topic
Seminar potential customers
- only focus on
ke~ A - more effective finance, weak link
communication way with emotion, life
- easy to get feedback from - noft set targeting
face-to-face interaction customers

There are three marketing strategies for Rongxin to attract new customers. Internal
Personnel Sale is undoubtedly the main and the most effective channels to promote
Rongxin, bringing more revenue. But, the strategy of Social Media Marketing and
Cross-Industry Cooperation can also help confirm customers’ action to invest on

Rongxin platform. Thus, small improvements can be made to assist current strategies.

Instead, more attention is encouraged to be paid to CRM part. Current two CRM
strategies is not that influential due to the lack of detailed customer segmentation.
Plus, Rongxin rarely collects feedback from customers, especially those loyal or high-
value customers. Therefore, it is strongly recommended to design some new
programs to first segment customer groups and then provide them the service and

experience they can be delighted, even be surprised.
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5. Recommendation Frameworks

5.1 Overall Strategic Framework

In response to key marketing objectives, which are focused on growing new
customers and increase customer retention, a theoretical framework is
recommended to build up relationship with new and existing customers step by
step. This framework is developed based on studying consumer adoption process
(Figure 7). Based on the purpose, this model is mainly divided into two components —
1. Attract new customers and converted info members & 2. Increase customer
retention and forge customer loyalty. This model connects two objectives in a

logical way and provides guidelines for achieving those goals.

Key recommendations are developed based on this framework and could be
implemented through both online and offline channels as to target different

demographic segments.

INCREASE CUSTOMER RETENTION

Figure 7
Plan1
Video Ads
Encounter RX Search for RX Unders.tand RX Inﬂuen.ced by WQM Effect _
Why choose RX | Campaigns Marketing . Marketing Stimulation
: Trial
| Ll (toinvest)

! Customer Satisfaction - Plan 3

Build trust and i Customized

. emotional bonding Products

Plan 3
Offline Activity Satisfaction

Repeated

ATTRACT NEW CUSTOMERS

Investment

5.1.1 Attract new customer

This stage is evolved based on consumer’s cognitive learning process, involved steps
including awareness, interests, evaluation, and consideration. “Awareness” is the first
step when the customer encounters Rongxin. As Rongxin has relatively low brand

awareness in the perception of customers. Rongxin could create opportunities such
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as conducting engaging marketing campaign to catch the audience’ attention
and elicit their emotions and interests to Rongxin, which will lead to the second step
-“Interests”. Once customers interested in Rongxin Brand and communication
message, they are very likely to search for Rongxin and to learn the benefits of using
Rongxin as well as comparing with other brands. This step is generalised as
“evaluation”. The final step of consumer adoption process is “consideration”, which
relates to customer considering to fry Rongxin's product and service (register as a

member).

In order to convert registered users to active customers who would actually make
purchases, promotion stimulation and WOM marketing strategies could be effective

to achieve that.

5.1.2 Increase customer retention

This section contains two major components — “Investment Trial” & “Satisfaction”,
which may lead to repeated purchase. The process implies that the importance of
customer satisfaction and building up long term relationship with customers.
Company are able to facilitate the emotional bonding with customers by creating

opportunities to fulfil customers’ emotional demand and needs.

5.2 IDIC Framework

IDIC model is an effective framework used in CRM field, including four progressive
steps, Identification, Differentiation, Interaction and last Customization. Peppers and
Rogers (1993) proposed the IDIC model to illustrate how to convert existing
customers into loyal customers and maintain a long-term trust relationship with high-

value customers (Srivastava M).
Step 1: Identify Customers

ldentification is not only collecting customer’s information like name, gender or
address, efc, the aftitudinal data and behavioural data are also required to be
collected for a better understanding of an individual customer’s current state and

possible future need. This step is the important basis of the whole framework.

Step 2: Differentiate Customers
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For customers, different customers have their different requirements and expectation
from a company. For a company, customers’ value is also quite different.
Differentiating them can help a company locate more valuable and worthy

customers in order to put more efforts to retain them.
Step 3: Interact with Customers

Interaction can be divided into two channels, one is digital way, such as website,
emails and social media, etc, and the other one is traditional communication like
face-to-face dialogue conducted in activities. The purpose of interacting with
customers is to get more detailed and effective information from conversation.
Good relationship is more likely to be built based on two-party communication,

especially the trust relationship.
Step 4: Customizing Products or Services

Customization is the last step in the framework. Only after the goals of the former
three steps are achieved can customization be conducted successfully. Mass
customization and individual customization are two ways of showing customized
treatment. Such design is all based on the information gathered in the former three
steps, and individual customization also developed on the effective interaction in
the third step.

Customer Insight Customer Experience
< Analytical CRM > & Operational CRM >

G ) (-
3\/\/ f

|dentify Differentiate Inferact Customize
Customers as Customers by With customers Some aspect of
unique, addressable their value & efficiently and the company's
individuals needs effectively behavior

The part of Identification and Differentiation is more about analytical CRM, focusing
on customer insight and tagging them. Interaction and Customization are elements

of operational CRM, concentrating on customer experience and then deliver it to
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customers. The whole IDIC framework is a progressive but also circular process. Each

step is equally important during implantation.

The program 2, 3 and 4, which are proposed for Rongxin by following the IDIC
framework, in Chapter é will be introduced in details. Program 2 is a plan for newly-
designed registering webpage and membership system based on the analytical
CRM in the framework. Program 3 of offline activities and Program 4 of customized
products are corresponding to Interaction and Customization of operational CRM

respectively.
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6. Action Plan

Four action plans will be introduced in details in this chapter. The first online micro
movie mainly aims to atftracting new customers. The later three programs are
designed and improved based on current practice and future plan in Rongxin. The
key purpose is to maintain good relationship with high-value customers and

meanwhile to access potential customers.
6.1 Program 1 - Video Ads

Purpose: To increase brand awareness and forge customer's emotional connection
with Rongxin, which are likely to lead to new customers search for Rongxin online

and elicit their interests to know more about Rongxin.

Target Customer: young age group of investors and borrowers

Justification: In comparison to traditional broadcast TV ads, online video ads are

much more cost effective, have fremendous advantages:
1) Production costs and media buying are much cheaper that of TV ads

2) Engaging content enables the target audience to share ads and give

comments online, therefore, creates a word of mouth effect

3) Suitable for brand awareness campaign, could level social media to establish

favourable brand image

4) Combine audio and visual creative elements, effective for eliciting emotions

of target audience

5) Complement with offline marketing efforts to create synergetic effects

6.1.1 Video Content

Key message — Rongxin is not just a lending platform, it is an online stage for dreams,
through which young entrepreneurs could assess to capitals for their ambitious start-
up dreams. For investors, it provides opportunities not only to make profits by lending

money, also to help the self-starters to fulfil their dreams and feel proud to invest.
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Story Summery - a young and ambitious university graduate Jun have been always
dreaming to become an in spring figure like Jack Ma. He packed his bag, took the
train to Beijing, where he lived in a small basement with his mates. Jun had great
business plan of how to build up an aggressive tech-start up. Jun and his partners
spent days and nights at his basement to develop their first social app. They need
money to promote their app product, however, was turned down by investment
companies one by one. Jun's parents were upset at his bold career choice, held
expectation that he could come back to that little town to work as a teacher.
When Jun was about to give up, he tried to search “start-up, lending” on Baidu for
the last time. All of a Sudden, Rongxin's online ads popped up and that caught
Jun’s attention. Under the help of Rongxin, Jun successfully acquired initial funds for
app development and promotion. Few years later, Jun’s business had become one

of the fastest growing Internet technologies in Beijing.

Key tactics - heart-warming, touching background music; emphasis on hardship

scenes; Inspiring and emotional mood; use real customers as actors;

Key Metrics: Click through rate; video likes/shares/comments; Average time played;

Unigue Impr

Effectiveness Benchmark: to track the number of visitors and registered members
before and after the launch of online video ads campaign. If the growth rate
increases significantly, it indicates the ads might be effective. Furthermore, to
conduct a survey to measure customers’ perception, attitudes and intent towards
video ads. Collect and analysis data to measure the relationship between ads and

purchase intension using cross tabulation, ANOVA analysis methods.
6.2 Program 2 - New Membership System

This program includes two new parts, coving the registering system and VIP system.
These two examples are described in detailed steps and such improvements are

conducted based on current practice in Rongxin.
6.2.1 Identify Customers

For current registering system, Rongxin only collects two useful messages, one is

customer’s telephone number and the other one is referrer's name. Such

27
©2016 City University of Hong Kong & The University of Queensland, Australia

This document is downloaded from Outstanding Academic Papers by Students (OAPS), Run Run Shaw Library, City University of Hong Kong



information can be later used to contact customers and measure the relationship
among customer themselves. However, Rongxin hasn't collected any attitudinal
data and behavioral data and only focuses on basic demographic information,
which does little help to identify customers’ different requirement. It is strongly
recommended for Rongxin to optimize the registering process and rich the
collecting content so that Rongxin can identify high-value customers and know their

preference.
New Registration Process

Instead one-page registering sheet, the new process is likely to be divided into three
steps, collecting demographic data, attitudinal data and behavioral data
respectively. The three steps can be progressive but customers can also quit at any
stage freely. A credit-rewarding system is encouraged to set during each switching
process, not to force customers to show their privacy but to make customers give

more effective information in a more active way.

Stage One =2 Demographic Data

Username:
Gender: __Male _ Female
Birthday: _ YY MM DD
Telephone:
Hometown: .

) _ Credits
Occupation: __ Student ___Employee

__Retired People __ Others {}

Basic personal information will be gathered in the first stage. Birthday date and
hometown are prepared for later customization if those customers become the
high-value groups so Rongxin can provide them what they are more interested in. As
identified before, Rongxin’s targeting customer group for marketing and CRM field is
campus students and retired people, the specific occupation idenfified at the
registering step, like choice of student and retired people, will be more helpful for

later maintenance in the following programs.
Stage Two 2 Attitudinal Data
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Invest Amount: __ below1.000 __1.000~5.000
_5.001~10.000 _ Overl0.000
Channel Preference: __ Online product _ Physical product )
Product Focus: __Interest Rate __Fund Duration Credits
__ Capital Safety ~__ Investment threshold {}

In this stage, the choices focus more on the invest products. On one hand, such
information can help Rongxin to improve their current products based on customer’s
real preference. On the other hand, combining the information in the former two
steps definitely can complete customer profile, especially can identify what

Rongxin’s targeting customers really want in order to modify future strategy.

Stage Three 2 Behavioral Data

Major: (If the occupation is student in Stage 1)
Interest and Hobby: __ Entertainment  Puzzle _ Relaxing
___Health Caring __ Others

‘Wechat Account:

_— Credits
E-mail Address: @

Data collected in the third stage is more about personal privacy, like Wechat
account and email address. This kind of information is used to expand the channels
for Rongxin to access customers. And well knowing the students’ major and
customers’ hobby are important for Rongxin to develop activities and design gifts

which can perfectly match their interests (infroduced in Program 3 and 4).

6.2.2 Differentiate Customers

VIP system in Rongxin is not transparent to public and also not clearly defined.
Customers have no idea about their grades in Rongxin and also no motivation to be
a VIP member. Two extra special experiences are provided to VIP customers are
interest guarantee and offline activity. Differentiating customers means to provide
differentiated products and services to customers with different value to Rongxin,

and bring high-value customers more delightful experience.
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Credit Coupon Cash QQ Festival Capital Interest Offline

Group Gift Guarantee  Guarantee  Activity
Member = —
VIP i
New VIP System

To make VIP feel more VIP is the basic purpose of the newly-designed membership

system because high-value customers actually contribute more revenue to Rongxin.

It is suggested for Rongxin to categorize customers into different five VIP groups in
order to attract potential customers and motivate them to invest more to upgrade
VIP level. For VIP name, it will be better to use some special name rather than VIP,
such three English letters. For example, the proposed names like RongHuiBao,
RongYinBao, and RongZunBao, etc combining both Rongxin and grade is a good
way to create bonding with Rongxin and customers, which can bring them an
amiable experience. As particular customers prefer to invest small amount of money
in a long-term project, the requirement of different VIPs can also be measured by
investing time as described in the table. The percentage of each-level customers
can be maintained at a particular number so that Rongxin can correspondingly

modify the entry threshold.

Cradit Capital Interest Coupon QQ VIip Birthday  Offline lvsl High-interest Surprise
Guarantse Guararnfee Group  Hoiline  Gift Agtivity Consultant  Product Given

RongHuiBao (35%)

Active
RongYinBao (30%)
VIP1l ~ _
RongZunBao (20%)
VIP 2
RonglJinBao (10%)
VIP 3
RongZuanBao (5%)
VIP 4
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Level Name Requirement

Member RongHuiBao Active

VIP 1 RongYinBao 10.000

VIP 2 RongZunBao 50.000 or 10-month investment
VIP 3 RonglinBao 100,000 or 20-month investment
VIP 4 RongZuanBao 200.000

Special Membership Card

High-value customers are the most important and expected groups for Rongxin to
retain. Differentiating customers also aims at providing targeting customers exclusive

service. For Rongxin, they are campus student and retired people.

A1)

For campus student:

Male = ShaoMai Card Female - Xialiao Card

For retired people:

ChangQing Card

Young generations tend to be attracted by crowd culture, so hot issues can be
involved in the card name like food culture in Shenzhen. But for retfired people,
Rongxin is suggested to use some powerful image like tree to name this card, which
means health and longevity. The card name is mainly regarded as a way to
enhance relationship with customers. This card can be sent to customers by email
and Wechat which has been identified in the newly-designed registering system. The
most different function of this membership card is these two groups of customers

can have exclusive privilege.
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6.3 Program 3 - Offline Activity

Except current offline activities that with the theme of investment held by Rongxin,
another activity organizing concept of providing activities that cater customer’s
inferest and benefits is recommended to enhance effective interaction between
Rongxin and customers. As identified before, college students and retfired people
are target customer groups with high value of the company, more activities should
be designed for them by considering economic benefits. Such campaigns are
expected to bring delightful experience to customers so as to help Rongxin establish

a long-term relationship with target customers
6.3.1 Campus Campaign

As Rongxin has already recognized the potential of campus student, some plans are
supposed to be executed to facilitate the progress of occupying the campus
student market. The residential trip which is supported by CityU, UQ and Rongxin
holding now is regarded as a practice for offine campaigns focused on campus
students. For better referring, one investigation was launched based on this
residential trip among 20 of these students who come from mainland China.
According to the survey result, insufficient trust is the main barrier of inventing P2P
SME and positively through this cooperation, the degree of the frust on Rongxin is
high with 75% students give no less than 8 scores to Rongxin (ranking from 1 to 10).
What's more, 80% students would like to fry Rongxin products if products have higher
interest rate than other way they use to manage money and 95% students would like
to recommend Rongxin products to their relatives (Please refer to Appendix for
survey details). It basically proves that such interactions are feasible and effective.
Activities that benefit college students on study and career are recommended to
be held and more detailed supposed implementation process is illustrated in follow

for better reference.
Implementation Example

Activities are recommended to be held inside the college for better organizing and
controlling. As a long-term relationship and cooperation cannot form for a one-time
activity, building school club is considered as primarily means to pave the way for

the future event. The chart flow is as below.
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. . X Internship
Kick-off Meetin, Parties g
g Opportunity
Recruit Core
Career Talks Case Stud
Member y
Train Core Knowledge Commercial
Member Lecture Competitions
Sharing Session Gradual%y and
Unconsciously
Meet Know Trust

Stage One 2 Found campus club

Discussing with a selected college in mainland China to build Rongxin Club in that
school officially is necessary for getting Rongxin known by campus students. Hold a
kick-off meeting in the selected college, for which an elaborate plan is need so that
Rongxin can give the students and more the university staff a good impression. For
this process, several detailed things need to be done, such as recruiting core
members for the club and fraining those core members from the aspects of
teaching them knowledge about internet finance, how to plan and organize

activities and so on, for the preparation of the future activities.
Stage Two = Hold Activities

How to make Rongxin popular in school and integrate into student’s life. Various
forms of activates carried out in or out of university. The preliminary planning needs
the communication and cooperation between club core members and Rongxin
stuff involved in order to make the activities more interesting and attractive for
students. Activities such as parties, career talk, knowledge lecture, sharing session
and the like could be hold periodically so Rongxin can keep a consistent interaction

with students.

Stage Three = Develop Cooperation
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The purpose of this step is fo have students volunteer to pay attention to Rongxin's
products, even have the intention to buy. Three forms of interaction with students

are designed for developing a further relationship.

1) Contribute Rongxin's case for academic research topic in class to let more
students and teachers know deeper about Rongxin and dig out potential value
for Rongxin.

2) Organize competitions in campus could be hold once for one seminar, which is
a good channel to let students actively access Rongxin and motivate them to
provide more creative and constructive suggestion for Rongxin.

3) Provide internship opportunity for campus students, which is a powerful way to
get attention in students. As survey shows, nearly 85 percent of students prefer
the internship more than other activities. Hence, transferring students into
Rongxin's intern, even more Rongxin regular employee can catalyze the whole

plan.

These steps are based on progressive layers to build frust and need to be

implemented gradually and unconsciously.
Notes
There are some notes that should emphasize.

1) Part of club core members consists of students who would like to internship in
Rongxin.

2) Part of club core members consists of students who have the entrepreneurial
dream.

3) Business purpose is weakening when conducting the whole process.

Expected Results

The result for the implementation of such a plan is expected to be a win-win situation

for both students and Rongxin.
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Students

- Increase self-cognition.

- Put theory into practice.

- Improve sociability, meet people who share the same value.
- Interest and dream:; build their circle of friends.

- Gain internship, earn money, enter into the society before graduate.

Rongxin Company

- Increase brand awareness.

- Build brand trust.

- Expand customer who have high education background (high quality
customer).

- Expand market in other age group.

- Absorb talents and get creative ideas.

- Finally, gain more customer, investor and borrower, expand the youth market.

6.3.2 Offline Aclivities for Retirees

Retired group is the other one that will be more profitable for Rongxin and
interactions are recommended to create to improve their loyalty. In order to make
the campaign aftractive and effective, Rongxin is suggested to clearly understand
what aspects of the activity appeal to the retired group and adapt the offer to
more closely meet their interests. Regarding to the characteristics of retired people,
activities with the theme of tea culture, Chinese ink and wash printings, chess and

some other Chinese fraditions can be held by the company.
Implementation Example

Based on the new concept of designing offline event, an example is present in the

follow for better reference.

Activity Title: Meditating with Tea
Activity Theme: Enjoy the tea, make new friend and savor your life
Activity Object: Retired People (ChangQing Card Holders)
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Activity Programs: - Taste kinds of famous Chinese tea

- Learning the knowledge of Chinese tea culture and

ceremony from tea professional’s lecture

- Enjoy the performance of tea art

- Alottery draw for rewarding participants

Notes
There are some notes that should emphasize.

1) Staff of Rongxin who keen on the interest that relates to the activity theme can
be the main organizer of such event in other to easier communicate and build

up trust with participants.

2) Setup Wechat group to gather retired people with the same interest in order to

help customers connect with each other.
Expected Results

Such events appeal to customers with fun and enjoyment and the relaxed
environment puts everyone at ease which is benefit for best conversation and
connection. The activity is a great chance for Rongxin to collect information from
customers through conversation and help establish trust relationship. Moreover, the
event also helps create closer connection amount customers as the activity gather

customers with the interest which is benefit for other activities and promotions.
6.4 Program 4 — Customization for Target Customers

Due to the strict restriction on financial products, there exists no chance for Rongxin
fo provide customized product to meet customers’ personal needs and what
Rongxin can focus is service. Paying attention to target customer group, exclusive
and customized services can be offered to better retain current customers as

seamless experiences and even play a role on attracting new customers with
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people spreading the word about business of Rongxin and what it is the company
do.

6.4.1 Exclusive Offer

Exclusive offer provided specifically for high-value customer group is effective on
getting these customers aware of their value and they can receive more than other
customers in Rongxin. Such experience will surprise target customers and double
their pleasure, which appeals to new and leads to loyalty. All the time, promotions
and special offers are what merchants, including Rongxin, used to attract
customers. Currently, Rongxin launches such activities when on festive or special
occasions, such as Spring Festival, Father's Day, Graduation Season and so on.
Promotions and special offers are proofed can bring new investment for

Rongxin.com and delight customers.

Based on current promotions illustrated before, examples of special offers for retired

people and college students are illustrated in follow for better reference.
Implementation Example 1

Rongxin has launched some promotions in 2016 and the graphs below show its offer
for customers. Promotion launched in May presents that investors can enjoy double
profits for different term basing on their investment amount during the promotion
period (10 days). Larger amount of investment means greater profits. On account of
this promotion and together with the concept of spending more on target
customers, the company can provide exclusive offer to Youth Card holders.
Specially, college students who invest 10000 to 999999 RMB will enjoy double profit
for 15 days instead of for 10 days.
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*A shot ent form a promotion in 2016.5
| 2% e MR 01 4% 76 ¢ 32 T8 W 1t

College Students (Youth Card Holders)

___________________________

Imvest 10000-99999 RMB
Imvest 100000-199999 RMB
Invest 200000-299999RMB
Invest more than 300000EMB

Double Profits for 10 days
Double Profits for 15 days
Double Profits for 20 days
Double Profits for 30 days

Implementation Example 2

Excusive privilege can also be offered to retired people with the same working
mechanism. Promotion launched in June presents customers can receive gifts with
large amount of investment. On the basis of this promotion, ChangQing Card
holders can enjoy the upgraded reward of lap top by investing 300000 RMB instead
of 400000 RMB.

* A shot cut form a promotion in 2016.6

12EI307F £ TFE000

ITG1

Retired People (ChangQing Card Holders)

Invest 300000 RMB IPhoneTPad

Invest 400000 RMB Lap Top

6.4.2 Personal Customized Gifts

Customization has been regarded as an effective marketing and customer
relationship management strategy which can drive to customer’s loyalty. Sending
gifts to customers is what most of companies have done to appreciate customers
for their great support and conftribution to the business. Actually it is widely regarded
that customized gifts can bring customers feeling of ownership and facilitate the

customer to get aware of their value to the company. It also helps to establish a
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close and emotional relationship between company and customers. During the past
operation years, Rongxin has realized the significance of 5% highest-value customers

and often send gifts to express thankfulness in festive or other special occasions.

Based on the current gifts sent by Rongxin and the tendency of innovation,

customization plans on gifts are illustrated in follow for better reference.
Implementation Example 1

Expensive Chinese wine and tea leaves are two gifts that Rongxin usually chosen for
their highest-value customers. The added value will be presented with customized
work. For tea leaves, the caddy that Rongxin usually sent is recommended to
change into compressed disk of tea leaves and then fraditional Chinese stamp with
customer’s name and customer’s favor ink or wash printing can be both printed on
the package of the tea. Also, customer’s name can be engraved on the bofttle of
the Chinese wine for specification. As the wine and tea leaves are traditionally
collectable and sharable for Chinese people, the customized long-stay gift will
consistently provide emotional experience to customers and help close the

relationship between customers and Rongxing imperceptibly.

Chinese Wine Compressed Disk of Tea Leaves

Name Stamp Ink and Wash Printing

riiAe Y
it CA

Implementation Example 2

Corresponding to the company culture of Rongxin, the tea setting is one gift
recommended that Rongxin can send to their high-value customers. Customer can
choose the color, style and basic material of the tea setting based on their
preference and typically their name in traditional Chinese stamp will be also
engraved on the setting to help strengthen the unique feeling of ownership.

According to the function of the gift, when customer invite friends to share tea with
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this specific tea setting, the business of Rongxin and the great brand image will be

easily to share out by customers’ word of mouth.

Tea Setting Color

e *

Style

Customization I:IOA +

Material

e
b el
[pdiad 2
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7. Conclusion

In conclusion, considering the current development situation of Rongxin, the vision
and opinion of the management team, as well as the policy restriction, 4 programs
recommended above are the feasible marketing and CRM strategies for Rongxin. 4
programs including the online video advertisement, the new VIP system, offline
campaigns and exclusive offers aim at help Rongxin raise the market share and
better retain current customers cost-effectively and also the framework, models and
some concepts illustrated can play a role on supporting the company to formulate

long-term strategies.
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8. Overview and Outlook

To overview the proposal, the programs illustrated are corresponded to the
characteristics of high-value customers and of effective campaigns which are
summarized from internal data of Rongxin. Figure out the most profitable customers
and implement the corresponding effective strategies is the way of pursuing a
maximum economic benefits and effects. With the development of Rongxin,
advanced data analysis technologies can be used on data from large amount of
customers to more accurately figure out target marketing and relationship

managing objects with appropriate campaigns.

Furthermore, huge amount of external data online is worth to be mined and
analyzed for reaching more people with great potential of being the customers of
Rongxin and also seek out the characteristics of effective campaign. Take browsing
history as example, maybe it can be find out that most people who love information
of investment also keen on playing chess and most of these people are male. Then
Rongxin can focus on precision marketing at males who love chess instead of alll
people as these people have higher possibility to invest. Information obtain from
both internal and external will surely be the guidance of cost-effective marketing

and CRM strategies.

Internal Data

| Video Advertisements|

Small Amount of Customers : Registration Svst i

R gistration System |

By Summary : _ _ :

_______ v | Online/Offline Events
| Demographic Data N I _______
| Behavior Data | 1.Characteristics of High-value Customers [
i |Precision Marketing !

|
|
! I
: Preference Data :
|
|

2. Characteristics of Effective Events “““““““

: Event Evaluation Data |

Large Amount of Customers
- By Data Analysis Technologics

External Data
rH_u éc?%_mo_uata f_D;t; 3 i 1. Characteristics of Potential Customers :Prccisir.:-n Marksting :
e = ! | 2. Characteristics of Effective Evetss |, 7~
Data mining
Data Analysis Technologies
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Indeed, information from customer is most significant for marketing and customer
relationship management. Customers are the key part of the business especially for
Rongxin as a service company. The strategies implemented by company can better
meet customers’ needs, then satisfy them and even surprise them by clearly
understanding the customers. The whole process is cycled by constantly revising the
strategies after collecting and analyzing the date form the campaigns implemented
before. Information from customers, including current and potential customers,

should be much accounted by companies.

Data Analysis — —— — — — » External Data(Potential Customers) — |

Collect Customer*s data

Mect Customers "Needs
Revise Stratepies «——— Customers’ Feedback < Satisfied Customers .
Surprise Customers
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Appendix

Appendix A: Questionnaire

Questionnaire1- Campaign Effect Survey

1. Which one do you think prevent you most from investing in P2P products in an

unfamiliar SME?2

Low.product
attractiveness

15%
Low rate of

retumn 10%
Insufficient

trust
75%

2. What scores would like to give in terms of frust after this cooperation with

Rongxin¢ (1-10)

Ln

Lh
™
'l
-~
™
<
o0
g™
s

O
g™
s

3. Would you like to try Rongxin's products after this cooperation with Rongxin if it

has a higher return rate than others you are investing now?
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Won’t buy
20%

4. Would you like to recommend Rongxin's products to your relatives after this

cooperation?

recommend
95%

Questionnaire 2 - Campus Club Founding Survey

1. What grade are you in2

50.00%
45.00%
40.00%
35.00%
30.00%
25.00%
20.00%
15.00%

10.00%
5.00% .
0.00% -

freshmen sophomore junior senior

2. Are you doing any internship right now?
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Yes
45.10%

3. If an internet finance company that is a state-owned enterprise with staff from
300 to 500 found a campus club in your university, what kind of activities would

you expect?

Recreational Activities | NN
Recruitment Simulation I NG
SYBO Start Your Businessl | NI
Internship Opportunity [ NG
Company Case Share [ INIEGINININININGNGGEG
Career Talk  [INNENGGNEE
Infernet Finance Lecture I NG

0.00% 20.00% 40.00% 60.00% 80.00% 100.00%

4. If the company mentioned in question 3 found a campus club in your university
and organize the activity you are interested in, how many percent of your

interest to join that club?

very uninterested
not interested
somewhat interested

interested

very interested

0.00% 1000%  20.00%  30.00%  40.00%  50.00%
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5. Is your major related to IT or Finance?

Appendix B: Interview Content

Interview 1 - CEO

Name of Interviewee CHE Yongjin

Company Shenzhen Rongxin Financial Information Service Co., Ltd.
Title CEO

Date of Interview 4th July

Location of Interview Office of Mr. CHE in Rongxin company

Name of Interviewer XUE Miaoyun

Interview Content

Question - Retain Current Customers

Q1: What's the current situation of retaining customers in Rongxing

Answer: Customers who choose our company for investment or lending trust the

company and satisfied with our product and operation.

Q2: How about the current churn rate?
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Answer: The churn rate of current customer is low actually with 10% to 15%.

Q3: Does Rongxin implement any strategies to delight the customers for retaininge

Answer: Yes. Gift will be sent to customers on their birthday and some campaign
will launch online as rewards, such as ‘Graduating Celebration ‘event that
presents Disneyland ticket to investors. Also the company will hold seasonal salon

to educate our customers with correct investment habits.

Interview 2 - Vice President

Name of Interviewee XU Bingying

Company Shenzhen Rongxin Financial Information Service Co., Ltd.
Title Vice President

Date of Interview 4th July, 6th July

Location of Interview Office of Mr. XU in Rongxin company

Name of Interviewer HUANG Yiying

Interview Content

Question — Current Customer Segmentation and CRM Strategy

Q1: What information will Rongxin collect from customers?

Answer: We currently gather information about customers’ age, gender, income

and education background, etc.

Q2: Are you satisfied with the current number of customerse And which part do

you want fo improve?

Answer: There exist a lot of borrowers and Rongxin has done a great job in risk
conftrol. | think the number of investors can be increased in the future. In today’s

P2P industry, there are too many P2P companies and P2P brands. And customers’
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trust on P2P is not enough.

Q3: Would you like to give more information about current investors?

Answer: Yes. Most online customers are people less than 45. But retired people are
the main customers for physical Fortune Center. We hold salons for them, and

such customers can have one-to-one consulting service.

Q4: So will Rongxin give gifts for customers?

Answer: When customers register on the website before, they can get gifts like

teacup.

Q5: Does Rongxin have VIP system?

Answer: Currently, we give all customers the same gifts on traditional festivals like
moon cakes. But on National Days, we give high-value investors more cash

rewards. The VIP system is not released to public.

Qé: Have Rongxin cooperated with other organizations?

Answer: We are the first company which cooperates with university like you in P2P
industry. Plus, we currently cooperate with Chinese Business Practice Network and

build a company in Shanghai in order to attract more campus students.

Interview 3 - Operation Manager

Name of Interviewee JIANG Wei
Company Shenzhen Rongxin Financial Information Service Co., Ltd.
Title Operation Manager
Date of Interview 4th July, 5th July
Location of Interview Office of Mr. Jiang in Rongxin company
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Name of Interviewer AN Bing, XUE Miaoyun

Interview Content

Question - Current Marketing Situation

Q1: Which age group of investor that invests most?2 Who is your most valuable

customer segmentation?

Answer: Basically, the aged would invest more than the middle or the youth.

Especially, the retired people.

Q2: What kind of offline activities has Rongxin organized evere

Answer: Some salon activities.

Q3: How about the effect of those salon activities?

Answer: Just s0-50.

Q4: Did Rongxin send any gifts to customers?

Answer: Yes, we did.

Q5: What kinds of gifts have you send and when would you send them ?

Answer: Tea setf, alcohol and so on. Always on some important festival, like the

Mid-autumn Festival. Only for valuable customers.

Qé6: Do you have any feedback survey after those activities?

Answer: No.

Q7: Do you have any customer feedback survey?

Answer: Not yet.

Q8: Is there any impact for Rongxin since the government has been carrying on

the management for P2P lending?

Answer: Yes, of course. We cannot use the way of how we attracted customer
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anymore, because it's illegal now. We are not allowed to promote our product to
customer unless they actively ask about our product. However, we are a good

company that could remain in the result of the survival of the fittest game.

Appendix C: Rongxin Internal Information

Internal Information 1 — Profit 2014 and 2015

1600000 -

1400000 -

1200000 -

1000000

o 2014

NN NN N

600000 1 = 2015
BO0000 -
400000 -

200000 -

Profit for Season 1 Profit for Season 2 Profit for Season 3 Profit for Season 4

Internal Information 2 - Marketing Data
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Proportion of Investors in Proportion of Investment

different age groups amount in different age groups
+12.95% *5.70%
- 43.41% ' + 32.52%
*25.18% * 26.05%
*12.35% * 20.46%
*6.11% *15.27%

Internal Information 3 — Offline Activities
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Appendix D: Detail in Program 4

Program Name | Explore in the campus
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Objective Expanding the campus students market

Participants RONG Xin and University
Place University (in Shenzhen)
Time To be confirmed
Expected Student RONGXIN
Results .
- Increase self-cognition - Increase brand awareness
- Put theory into practice |-  Build brand trust
- improve sociability, - Expand youth market that
meet people who share gather the customer who
the same have high education

_ Interest and dream, background-high quality

build their circle of customer

friends - Expand market in other age
- Gain internship, earn group

money, enter into the - Absorb talents and get

society before graduate creative ideas

- Finally, gain the customer,

investor and borrower

Implementation | Step 1:
Build school club in the target university.

Hold kick-off meeting, Recruit core club member, Train core

club member.

Step 2:

Hold activities.

Hold parties, career talk, knowledge lecture, sharing session.
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Step 3:
Develop further cooperation

Provide internship platform, Provide academic cases, Organize

competition.

Notes 1. Part of club core members consists of students who would

like to internship in Rongxin.

2. Part of club core members consists of students who have

the entrepreneurial dream.

3.  No business purpose when conducting the whole process.

Reference P & G club, Black Apple Club
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