
C A S E  S T U D Y

customer segmenta-
tion, pricing and offer 
automation
 INTELLIGENT AUTOMATION | SALES | FINTECH | LOW HUMAN TOUCH



SimplePay is an online payment provi-
der, a part of the OTP Group, and the-
irs is a remarkable success story in the 
Hungarian fintech sector. SimplePay is 
a market leader in Hungary with over 
5,000 active clients. A sales team of 10 is 
complemented with another 20 profes-
sionals in the other departments in sup-
port roles. IT, Risk and Finance are invol-
ved in the sales processes.

The online system developed and opera-
ted by the SimplePay team enables fast, 
secure and convenient online shopping 
experience for the customers of their B2B 
clients (e-traders, online stores).

You may often encounter this payment 
option on the Foodpanda platform if you 
pay with card.

In this case study, we present the joint 
project of Bitmist and SimplePay in three 
parts. It was a complex and exciting chal-
lenge, we extremely enjoyed the work tog-
ether and learned a lot from it. We hope 
you can use our learnings in your work!

The solution was implemented in the 
scope of 4 rapid projects:

• sales process automation and CRM 
implementation 

• customer segmentation, pricing and 
offer automation  

• smart RFP portal (Bisnode, KYC) 

• digital signature and paperless office 

We enhanced the standard, turnkey solu-
tions according to the special demands of 
SimplePay.

This case study presents the details of Pro-
ject 1 implementation

ISTVÁN KELLÉNYI           GÁBOR KISS
FOUNDERS, CRM AUTOMATION EXPERTS

our story in a nutshell
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8
WEEKS

 was required only to deliver the 
CRM solutions developed in the 
first round of process optimisa-

tion and rationalisation.

85%
of the lead management pro-
cess is automated. Previously, 

this was less than 10%.

10
WEEKS

was how long it took for leads 
to get from the first inquiry to 
contracting by the end of our 

story instead of several days as 
was the case previously.

99%
of the fully KYC process is auto-
mated Each new company had 
to be verified one by one before.

SIMPLEPAY
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történetünk dióhéjban



SIMPLEPAY

PART II: CUSTOMER SEGMEN-
TATION, PRICING AND OFFER 
AUTOMATION

Joint work began by developing the user 
and customer friendly format, and the 
CRM Salesforce integration. Then we tur-
ned our focus on further reducing ma-
nual data input and improving the RFP 
portal.

Customer segmentation and the pricing 
scheme were the challenges in the second 
project stage. At this time quotations were 
still produced manually, which could mean 
up to two days longer lead time.

We optimised processes with the low hu-
man touch principle in mind and eventu-
ally eliminated such redundant steps from 
the system. We established the custom-
er segmentation and pricing framework, 
lending more impetus to processes. The 
previously weeks long application and 
data conciliation process was finally his-
tory.

Small customers received their first quo-
tation automatically. The SimplePay sales 
team were immediately advised of major 
leads with higher potential. This way the 
sales team could go for the big fish.

CLICK HERE TO READ THE NEXT 
PARTS OF THE OTP SIMPLEPAY AND 

BITMIST GIGA-PROJECT! 

PART I.  PART III.
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excutive summary



SIMPLEPAY

WHAT WERE THE PROBLEMS WE 
AIMED TO SOLVE?

Sales and customer management pro-
cesses at SimplePay were very cumber-
some. The sales team wasted their pre-
cious time on manual data input and 
administration chores.

The first release of the system only app-
lied the appropriate pricing to the lar-
gest group of customers of all incoming 
inquiries. This segment, however, was 
only 30% of all customers, the system still 
could not assign the relevant prices to the 
customer segments in 70% of the cases, so 
each time they had to be entered manu-
ally.

Quotations were only semi-automatic, i.e. 
although all fields were available for the 
pricing parameters, they had to be filled 
out manually one at a time.

Also, you still had to click on the “send 
quotation” button in the CRM system. 
So, inevitably there was often somebody 
who “forgot to click send in time” that cau-
sed some awkward minutes at the weekly 
sales meetings.

This slowed the sales process down, be-
cause this stalled projects for several 
days. 

In the meantime, customers were impati-
ent to get the quotation. Unnecessary hu-
man interactions in the process had to be 
replaced with smart automation.
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the challenge



QUOTATION AUTOMATION ALIGNED 
TO SEGMENTATION AND PRICING 
RULES

The segmentation and pricing rules 
were set for the RFP portal to categorise 
incoming inquiries and customers based 
on business potential.

The examination of the sales data in the 
CRM clearly identified the four segments 
the leads could fit.

Then we could assign pricing rules to 
three of the four key target groups that 
enabled us to send quotations automat-
ically. Once a customer clicked to accept 
the quotation, the contract was also sent 
almost instantly without any human inter-
vention at SimplePay.

It was just as important to have a system 
alert for the fourth customer segment so 
that the sales team could contact them 
directly ASAP. We configured and en-
hanced the Sales Cloud™ CRM and Com-
munity Cloud™ customer portal systems 
for this sales process automation, relying 
solely on native Salesforce technologies.

SIMPLEPAY
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the solution

The total lead time was 16 weeks 

including setting the segmentation 

and pricing rules in the first phase, 

and implementing the solution in the 

second phase.



SIMPLEPAY

STANDARDISED PROCESSES, DIFFE-
RENTIATED CUSTOMER MANAGE-
MENT, AUTOMATIC SALES QUOTES, 
FOCUSED HUMAN TOUCH.

Standardised solutions improved the diffe-
rentiated management of various custom-
er types.

Data entry, profiling and quotations for 
small customers ran automatically.

Automated quotations rose from the ini-
tial 30% to 70% allowing the sales team 
to focus on deals that truly required the 
human touch, while the system issued the 
other offers automatically.

Manual data input dropped further pre-
venting even more potential errors.

The sales force does not spend their time 
on administration or other tasks that can 
be automated.

Thanks to customer segmentation they 
can finally focus on key opportunities.

The sales process accelerated further – 

40% more quotations were sent out and 

20% more contracts were made with 

the same capacity.
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results



SIMPLEPAY

More customers? Yes. More efficient pro-
cess management? Yes.  Increasing profit? 
Yes. With an increasing number of new 
contracts? Yes. All this automated wher-
ever possible to rule out potential errors? 
Exactly. Minimised manual data entries? 
Like this.

CONTACT US IF YOU HAVE ANY QUES-
TIONS ABOUT THE SOLUTION!

I WANT TO GET IN TOUCH!

PART I.  PART III.
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do you like our story?

https://www.bitmist.com/contact

