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A Limit of a Customer Segmentation Strategy of the Japanese Banks

by Using the Customer Information
—Switching from a Customer Segmentation Strategy to a Customer Enrichment Strategy—

KUMAGAI Masayoshi
Nihon University, Graduate School of Social and Cultural Studies

Information technology innovations have seen progress in direct finance systems, and traditional
profit margin banking business has been declining in Japan. Japanese banks are now endeavoring to
revive via a focusing retail strategy model. Banks seek to focus on the upper 20% of affluent
individual customers according to the Pareto law, and build up fixed, inflexible segmentation retailing
business models.

This paper identifies defects in these inflexible segmentation retail strategy models and examines

the possibility of new customer enrichment strategies, by focusing on different aspects of customer
information models.
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