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Abstracts

Each abstracted article is awarded 0–5 stars for each of four qualities:

(1) depth of research

(2) value in practice

(3) originality of thinking

(4) readability for non-specialists.

No abstract is included for any article awarded less than seven stars

overall.

An effective road map for implementing customer relationship
management
W. Marjot

DIDACTIC. International Journal of Customer Relationship Management

(UK), Vol. 4, No. 3, p. 251 (12pp)

Emphasises the wide spread of CRM failures. Insists that CRM is not a

technology problem and does not have a technological solution. Proposes

that CRM is a strategy, not a solution, and a journey, not a once-for-all

fix. Suggests the need for a holistic strategy and a road map. Gives an

example of the latter, which progresses through company awakening,

business justification, foundation creation, customer understanding, sales

proposition, organisation adaptation, benefit delivery and experience

sharing. Discusses each step in turn. Emphasises need to proceed in

phases, building in early ‘wins’ in each phase; need for careful

measurement of benefits, careful attention to accurate data, and senior-

level sponsorship to avoid cross-functional disputes. Recommends

internal marketing

An excellent statement of what has now (perhaps a bit late in the day)

become accepted wisdom among CRM writers. But how many more times

does it have to be said before would-be practitioners out there pay

attention?

Research: * Practice: **** Originality: * Readability: ***
Ref: 4101

The role of procurement in realising CRM strategy
J. Georghiou

DIDACTIC. International Journal of Customer Relationship Management

(UK), Vol. 4, No. 3, p. 237 (13pp)

Notes the ‘alarmingly high’ rate of CRM failures. Holds that much

trouble is caused by companies’ failure to address two fundamental

questions: what is to be achieved from a business perspective; whom to

partner with in acquisition of services and technology. Identifies four

critical aspects of a CRM project: risk management, knowledge

management, strategic procurement and stakeholder procurement.

CRM, strategy

CRM, strategy,
partnering
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Identifies pitfalls in risk management: technology being seen as primary

factor; overambitious timescales; underestimation of organisational

adaptation; lack of a business case; lack of vendor/client ‘fit’.

Recommends that risks be evaluated in four groups: business risks (must

be the client’s); service risks (should be identified and allocated to client

or vendor); external environment risks; and project delivery risks.

Knowledge management requires transfer of skills to the client: CRM

technology should not be a black box. Makes recommendations about

purchase teams, principles and practice of procurement and use of

consultants.

A very prescriptive, but clear-sighted, look at the CRM planning and

procurement process. Readers should not be misled by the relative space

accorded in the article to procurement.

Research: ** Practice: **** Originality: ** Readability: ***
Ref: 4102

How we use customer data to deliver effective CRM
J. Goodwin

ELEMENTARY. International Journal of Customer Relationship

Management (UK), Vol. 4, No. 3, p. 225 (5pp)

Alleges that one-to-one marketing is made possible by analysis of

customer data, including geodemographic data. Distinguishes analytical

CRM — comprising data extraction, matching, transformation, loading

into a data warehouse, datamart or operational data store, and analysis —

from operational CRM. Holds that enterprise marketing automation

(EMA) is becoming an absolute ‘‘must-have’’’.

Pays lip service to one to one, but is actually talking about segmentation.

May conceivably be of some use to newcomers to the concept of CRM.

Concludes with a blatant commercial for the author’s company — what is

this journal thinking of?

Research: * Practice: *** Originality: —— Readability: ***
Ref: 4103

The mirage of CRM
A. M. Hughes

ARGUMENTATIVE EDITORIAL. Journal of Database Marketing (UK), Vol.

9, No. 2, p. 102 (3pp)

Quotes a study claiming that half US and over 80 per cent of European

CRM projects are failures. Advances two basic goals of CRM and four

underlying assumptions (that one-to-one marketing is achievable, that

consumer behaviour is heavily influenced by timely and relevant offers,

that companies can shift rapidly from product focus to customer focus,

and that CRM has a positive ROI); holds that all four assumptions are

false, and that the goals are impossible to achieve. Distinguishes between

CRM and database marketing, alleging that the latter costs some 10 per

CRM, one to one

CRM, database
marketing
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cent of the former, and aims at segmented marketing, which is based on

statistically valid assumptions about groups as distinct from invalid

assumptions about individuals.

It is common enough to wring hands over CRM failures, usually ascribed

to incompetent execution. But this is a slashing, exhilarating attack on the

whole CRM concept. Some danger of the odd baby being thrown out with

some very dirty bathwater.

Research: —— Practice: *** Originality: *** Readability: *****
Ref: 4104

The strategic value of direct marketing: Expanding its role within the
company, Paper 2
A. Tapp

THEORETICAL. Journal of Database Marketing (UK), Vol. 9, No. 2, p. 105

(8pp)

Proposes that database marketers undersell themselves within their

organisations. Suggests two strategic roles for marketing: to stay close to

and listen to customers, and to facilitate the promotion of customer

satisfaction by other company functions. Notes the continual feedback

involved in DBM and suggests this feature could be expanded beyond its

use in tactical promotions to a company-wide environment. Emphasises

the distinction between recording and understanding information;

criticises overenthusiasm for ‘scientific decision-making based on

massive data warehouses’. Insists that knowledge is messy: it must be

brought alive and shared through the company, with marketers taking an

active role in making it useful. Discusses knowledge management and

organisational learning, but warns that the former should not be an overly

scientific process, since much knowledge is not codifiable. Distinguishes

between tacit and explicit knowledge, but emphasises the need not only

for sharing knowledge but also for acting knowledgeably — which can

only be achieved by people from different disciplines talking to each

other.

Dr Tapp seems better at demolition (as in Part 1 of his paper) than

construction (as attempted here). Readable and quite interesting, but

lacking in practical implication and burdened with mandatory daft

diagrams.

Research: ** Practice: * Originality: * Readability: ****
Ref: 4105

Turn customer input into innovation
A. W. Ulwick

BEST PRACTICE. Harvard Business Review (US), January 2002, p. 91

(7pp)

Suggests that the mantra of listening to one’s customers often leads to

disappointing results because the process is undertaken in the wrong way.

Database marketing,
strategy, knowledge
management

Customer centricity,
outcomes
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Contends that asking customers what they want can only lead at best to

marginal, or me-too, improvements in existing products, and not to

genuine innovation. Instead recommends asking customers what

outcomes they want: what are they trying to achieve? Disparages the habit

of listening to ‘lead users’ who are unrepresentative, leading to products

that are over-engineered for the average user: illustrates from surgical

instruments and computer software. Recommends a five-step

methodology for focusing on outcomes: hold customer interviews with

tightly focused groups of users to deconstruct the underlying processes

concerned; for each interview use a moderator who will redirect every

attempt at a solution into a question about outcomes; list the outcomes

and categorise according to the part of the total process each relates to;

rate outcomes (Importance + [Importance � Current

Satisfaction] ¼ Opportunity); and finally consider the highest-rating

opportunities first to start innovation. Illustrates all five steps by reference

to the medical device manufacturer Cordis in the field of angioplasty.

An interesting illustration of the limits of conventional customer centricity

(and, better still, a way of circumventing those limits) in the field of

product design.

Research: ** Practice: *** Originality: ** Readability: ****
Ref: 4106

Adaptive selling in a call center environment: A qualitative
investigation
D. M. Eveleth and L. Morris

RESEARCH. Journal of Interactive Marketing (US), Vol. 16, No. 1, p. 25

(15pp)

Investigates the role of adaptive marketing (ie the ability to adapt one’s

sales pitch to the individual prospect) in a call-centre environment.

Hypothesises that adaptive marketing is particularly important in a call

centre because of the wide geographic spread of callers. Notes the

absence of most non-verbal cues available in face-to-face selling, and the

need to relate to choice of words, tone of voice, speed of speech etc.

Relates the methodology of a study of an actual call centre whose

operatives had been trained with, and encouraged to use, a standardised

procedure for selling computers. Five researchers each observed the

activities of two operatives; this was followed three months later by three

focus groups of operatives. (Gives verbatim quotes from focus groups.)

Notes that the highest performers made least use of the standard text (ie

were most adaptive), and took more calls per hour. On the basis of

findings, criticises information-richness theory. Notes that text-based

conversations via the Internet offer far fewer adaptive possibilities than

the telephone.

Nothing very surprising here, but an interesting study only slightly

mutilated by academic stigmata. The operatives’ comments are worth

reading.

Call centres,
adaptive marketing
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Research: *** Practice: *** Originality: * Readability: **
Ref: 4107

The trouble I’ve seen
D. N. James

ANECDOTAL. Harvard Business Review (US), March 2002, p. 42 (8pp)

Relates some of the personal experiences of a prominent UK crisis

manager, typically called in when a company has reached the point of

being unable to pay its creditors and is on the verge of bankruptcy.

Expounds, with examples, some of the situations that lead to trouble —

over-expansion under new management, or receipt of a cash windfall.

Claims that attempts to trade out of trouble (by generating more cash

flow) are rarely successful: a much more useful approach is to seek to

maximise balance-sheet assets, and to sell off those with realisable value.

Gives instances of where this approach produced more than the net book

value of the company, enabling it to satisfy its creditors without going

into bankruptcy. Gives a number of steps to be taken in a crisis

management situation: believes this frequently involves sacking senior

management. Looks critically at US experience with the Chapter 11

process, which enables companies to freeze their debts and continue

trading: shows, with examples, how this damages whole sectors by unfair

competition.

I doubt if many readers will follow in the author’s footsteps, and I hope

none will experience his activities at first hand. But it is a fascinating look

through an unaccustomed pair of spectacles at a slice of business life

most of us would rather ignore — perhaps at our peril.

Research: ** Practice: * Originality: *** Readability: ***
Ref: 4108

Permission-based mobile advertising
P. Barwise and C. Strong

CASE STUDY. Journal of Interactive Marketing (US), Vol. 16, No. 1, p. 14

(11pp)

Recounts a test of permission-based mobile advertising (PBMA) in the

UK by The Mobile Channel (TMC). The test comprised 1,000 mobile

phone owners aged 16–30 in Greater London, and ran over six weeks.

Each received a signing-up fee of £5, plus 5p per ad received up to three

per day, and gave some ten pieces of personal information. Ads used

included brand building, special offers, timely media teasers, product/

service information requests, competitions and polls/voting. Gives results,

based on 500 structured telephone interviews, in relation to user response

(includes 93 per cent satisfaction); effectiveness (high rates of reading

and direct response where called for); consumer wear-out (not noticeable

over six weeks); suitability for different tasks and contexts (everyday low-

ticket items); and creative execution (copy is critical — short, eye-

catching, never repeated). Contends that discussion of mobile ads has

Crisis management,
bankruptcy

Permission, mobiles,
advertising
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focused on future advanced technologies, whereas text messaging is here

and now as a flexible tactical medium.

A very clear and readable account of an interesting experiment producing

both intuitive and non-intuitive results. Numbers were small and

timescale short: follow-up required.

Research: ****Practice: ****Originality: *** Readability: ****
Ref: 4109

Payroll giving in the UK: Donor incentives and influences on giving
behaviour
D. Romney-Alexander

SURVEY. International Journal of Non-Profit and Voluntary Sector

Marketing (UK), Vol. 7, No. 1, p. 84 (9pp)

Notes that payroll giving has been around in the UK for 100 years, but

that only since 1987 has it been tax-effective. Notes that 500,000

employees (2 per cent of total) of 5,000 employers (1 per cent of total)

generate £32m for such schemes now, compared with £2.9bn in the USA

from 35 per cent of US employees — leaving, apparently, an enormous

opportunity for UK charities. Notes the changes in UK law effective in

2000 abolishing the upper limit on tax-effective charitable donations, and

the addition of 10 per cent to all payroll donations for a period of three

years. Relates survey of 2,495 donors to explore a number of issues

surrounding givers’ reasons, amounts given and related issues. Notes that

most givers heard of the scheme through a promotion in the workplace;

finds that there is disagreement over who should be following up — eg to

solicit increased donations over time — the employer, the charity or the

payroll giving agency. Finds that in practice little or no solicitation for

increases takes place. Notes the government’s three-year £2m campaign

to promote payroll giving.

An exposure of a huge opportunity for UK charities to increase their

incomes if the sometimes difficult logistical problems can be overcome.

Research: *** Practice: ** Originality: * Readability: ***
Ref: 4110

Migrating customers to new distribution channels: The role of
communication
D. Sarel and H. Mamorstein

CASE STUDY. Journal of Financial Services Marketing (UK), Vol. 6, No. 3,

p. 254 (13pp)

Notes the large investments made by banks worldwide in automation in

hope of reducing costs. Alleges considerable lack of success in obtaining

cost reduction, with customers treating automated services merely as an

additional option offering increased flexibility. Claims that haste to obtain

cost reductions meant banks did not concentrate on how to sell new

systems to customers, since that would involve additional short-term

Payroll giving, tax,
donors

Communication,
customers, channels
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expense. Instances cases of PR disasters in the USA and UK caused by

banks trying to force customers in the desired direction. Relates case of a

major US retail bank which, faced with this problem, determined to test

the effects of three different communication strategies in accomplishing

cost-effective migration across channels. One strategy involved

impersonal distribution of printed communication; a second involved

personal recommendations and a third consisted of personalised guided

trials. Gives results of experiments conducted in 24 branches, in terms of

willingness of those exposed to each form of communication to use new

facilities; demonstrates the most costly methods were the most effective.

Shows that segmentation by age or by frequency of visits could direct

communication investment into the most worthwhile channels.

Emphasises the need to ensure new technologies work properly: it is

difficult to entice back customers after a bad experience.

The direction of the results of this experiment were entirely predictable; to

be able to quantify them and assess cost-effectiveness (the latter not done

here) is clearly important. The last three pages are almost entirely

repetitive.

Research: *** Practice: *** Originality: ** Readability: **
Ref: 4111

Is the Internet more effective than traditional media? Factors
affecting the choice of media
Sung-Joon Yoon and Joo-Ho Kim

RESEARCH. Journal of Advertising Research (UK), Vol. 41, No. 6, p. 53

(8pp)

Seeks to compare differences in media characteristics between the

Internet and traditional media, and to determine which product

characteristics are most influential in choosing the Internet for

advertising. Looks at four product categories: automobiles, luxury

watches, shampoos and fast food. Describes methodology of investigation

involving 105 Korean Internet users, who assessed the product

characteristics of these four categories according to the extent to which

they were ego-defensive, value-expressive, knowledge-oriented or

utilitarian. Discusses the effect of Internet ads for these product

categories on consumer involvement and affective/rational orientation.

Considers use of different media by consumers in relation to each product

category. Concludes that across all four product categories the Internet

runs well behind TVand newspapers, and behind magazines also except

in the case of automobiles, as a medium of consumer use.

Not easy to follow, but some interesting conclusions.

Research: *** Practice: ** Originality: *** Readability: *
Ref: 4112

Media, Internet
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Choices and preferences: Experiments on gender differences
G. Moss and A. M. Coleman

RESEARCH. Journal of Brand Management (UK), Vol. 9, No. 2, p. 89

(10pp)

Describes two ‘quasi-experiments’. In the first a collection was made of

227 designers’ business cards. Analysis showed that significantly more of

the women’s cards than the men’s were of non-standard size and colour. In

the second, four Christmas cards were shown to 65 random persons, who

were asked to choose their favourite. Analysis showed that most women

preferred cards which were (unknown to them) designed by women, and

most men those designed by men. Gives summary of differences between

male and female designs. Considers the psychology of gender differences,

and how these may be expressed in design preferences. Questions whether

a member of one sex can ever design as effectively for the opposite sex as

for his/her own. Since most Christmas cards are bought by women, should

they not be designed by them? Quotes the case of Motorola losing market

share through failing to provide coloured handsets.

For an earlier look at gender differences in a marketing background, see

‘Back to basics: Reading, writing and . . . sex’ in New Marketing

Directions, Vol. 1, No. 5.

Research: ** Practice: ** Originality: ** Readability: **
Ref: 4113

Changes in brand accounting for UK companies
A. Ong

SURVEY. Journal of Brand Management (UK), Vol. 9, No. 2, p. 116 (11pp)

Notes the existence of different and confusing practices adopted by the

accounting profession in British companies in relation to accounting for

intangible assets, such as goodwill and brands, prior to the Financial

Reporting Standards (FRS) 10 and 11 which became effective in

December 1998. Quotes the objectives of FRS 10 — to ensure that

depletion of goodwill and intangible assets is charged properly to P&L,

and that financial statements make adequate disclosure of the impact of

these entities on performance. Describes the main requirements of FRS

10 and 11 regarding purchased goodwill and intangible assets —

distinguishing in the latter case between purchased and internally

generated assets. Describes a survey of ten UK food and drink companies

and 19 media companies to determine how FRS 10 and 11 had altered

their accounting policies. Demonstrates a large increase in the

capitalisation of goodwill (previously in many cases written off to

reserves) and a slight decrease in brands (publishing titles in media

companies) so treated; concludes that this apparent decrease is due to

companies subsuming brands into goodwill. Quotes, critically, from

sundry company reports. Concludes that, while some FRS objectives have

been achieved, the full consequences are not yet clear, nor is everybody

rowing in the same direction.

Gender, choice

Brands, accounting,
balance sheet
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A clear exposition: should be read by every company director (or aspiring

company director) as part of an education in accountancy arcana.

Research: *** Practice: ** Originality: ** Readability: ****
Ref: 4114

Selling the brand inside
C. Mitchell

BEST PRACTICE. Harvard Business Review (US), January 2002, p. 99

(7pp)

Insists that the internal market of employees is just as important as the

external customer market, since the former, lacking an emotional

commitment, can undermine efforts with the latter. Contends that leaving

the internal market to HR professionals is inadequate: full marketing

involvement is required. Enunciates three principles: choose the moment

(eg turning points such as a company merger, the arrival of a new CEO,

etc); link internal and external marketing so they are delivering the same

message; and bring the brand alive for the employees. Illustrates each

principle by reference to good and bad examples from such companies as

BP, IBM, Sears, United Airlines, Miller Beer and Deutsche Bank. Gives

guidance on employee communication materials: do not preach;

emphasise beliefs rather than intentions; make the medium part of the

message; design fit materials; have fun. Insists on the need for top-level

participation.

Deals thoughtfully with an extremely tricky area where the line between

getting it right and horribly wrong is thin indeed. Which is no excuse for

ignoring the issue.

Research: ** Practice: ** Originality: ** Readability: ***
Ref: 4115

They’re not employees, they’re people
P. F. Drucker

DESCRIPTIVE. Harvard Business Review (US), February 2002, p. 71 (8pp)

Points out the huge growth in temporary working, at all levels from

receptionist to CEO, across the world in the last 50 years, and the

accelerating trend towards the outsourcing of employee relations. Asserts

that there are 8–10 million temporary workers (70 per cent employed

full-time) and that professional employee organisations (PEOs) are co-

employers of some 3 million US workers, forecast to rise to 10 million by

2005. Suggests the first reason for this phenomenon is the rise in

employment-related regulations — and therefore costs. Quotes instances.

Sees a second explanation in the growth of employee specialisation, and

particularly of ‘knowledge workers’. Claims that in 50 years US blue-

collar workers have declined from 90 per cent of the workforce to under

20 per cent. Shows how a PEO, serving a wide variety of companies, can

create career paths for specialised workers that even a very large

Brands, internal
marketing

Employee relations,
temporary working
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corporation cannot. Gives instances. Emphasises that knowledge workers

are company capital, and the necessity is to maximise productivity of

capital: in a knowledge workforce the system must serve the worker.

This indestructible author has produced a fascinating glimpse of seismic

trends within employment. It would be interesting to hear a view on how

to reconcile this trend with the recommendations of the preceding article.

Research: ** Practice: *** Originality: *** Readability: ****
Ref: 4116

Evaluating the marketing characteristics of your transactional
website
P. M. Saunders and H. E. Brown

EVALUATIVE. Direct Marketing (US), Vol. 64, No. 7, p. 40 (6pp)

Contends that early websites could gain custom with strong technology

and weak marketing: these days are over. Holds that marketing must now

be at the front and centre of transactional Web design. Proposes a rating

scale (‘Sitecheck’) for evaluating the marketing effectiveness of a website

— or indeed any other form of direct response marketing. Illustrates with

a form in which each of 21 criteria can be rated according to how clearly

and precisely the site deals with it — ranging from not at all, through

somewhat and a great deal, to completely. Elaborates on each of these

criteria in turn.

A good illustration of the application of sound, familiar direct marketing

principles to website design.

Research: * Practice: *** Originality: * Readability: ***
Ref: 4117

E-grocers step up the battle of the van man
S. Patten

JOURNALISTIC. The Times (UK), 26 March 2002, p. 31 (1pp)

Announces the expansion into Greater London of online grocery

shopping by Ocado (40 per cent owned by Waitrose), ‘the UK’s first e-

grocer’. Notes claims by Ocado that the economics of a central warehouse

for delivery are far better than store-based models, such as that run by

largest rival Tesco. Repeats Ocado’s claim that Tesco has to substitute 15

per cent of items ordered online; reports Tesco’s unquantified denial.

Reports that Ocado has developed stock-control software which connects

stock levels in the warehouse to the website and to orders in the system,

allowing shoppers to know instantly if a product is unavailable and make

their own substitutions online. Also notes development of new

optimisation software for van deliveries. Quotes Tesco’s comment that

there is more to e-tailing than technology. Notes differing reactions in the

City to Ocado’s prospects, bearing in mind the need for a large customer

base to support a centralised warehouse (the size of seven football

pitches) operation.

Websites, ratings

E-tailing, groceries,
Ocado, Tesco
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An interesting report on the hotting up of the online grocery wars.

Research: * Practice: ** Originality: * Readability: ***
Ref: 4118

Beliefs, attitudes and behaviour towards Web advertising
L. D. Wolin, P. Korgaonkar and D. Lund

RESEARCH. International Journal of Advertising (UK), Vol. 21, No. 1,

p. 87 (27pp)

Hypothesises that consumers’ beliefs aboutWeb advertising are related to

their attitudes towardsWeb advertising; those attitudes are positively

related to behaviour; and age, education and income are negatively related

to reported behaviour towardsWeb advertising. Offers seven belief factors:

theWeb as product information provider; producer of pleasure; player of

social role; good for the economy;materialistic; false/nonsensical;

corrupting of values. Describes study of 401 personswhose rating of the

Web on each of these factors described their beliefs about advertising on the

Web; indicates how these translated into first attitudes and then behaviour.

Concludes that the seven belief factors, dominated by product information,

did relate to attitudes— the first four positively and the last three negatively.

Also attitudes impacted on reported behaviour. Finally, education and

incomewere negatively linked to reportedWeb behaviour—but not age.

Suggests implications of these findings for policies ofWeb advertisers.

A somewhat cumbersome and over-academicised way of mostly

confirming a set of fairly obvious intuitive insights.

Research: *** Practice: ** Originality: * Readability: *
Ref: 4119

The potential impact of artificial shopping agents in e-commerce
markets
W. H. Redmond

PREDICTIVE. Journal of Interactive Marketing (US), Vol. 16, No. 1, p. 56

(11pp)

Notes that current software agents (eg at Amazon) operate on behalf of

the seller. Looks towards the large-scale arrival of buyer-oriented agents.

Distinguishes two possible types: Type I — do as I say; and Type II — do

as I do. Considers whether widespread use of either type would be

harmful to the interests of shoppers and/or sellers. Notes four areas of

concern: incompleteness of information; inability of software to mimic

human behaviour; tendency to overweight quantifiable factors (like price)

against non-quantifiable attributes; and a bias towards standardisation at

the expense of differentiation and loyalty. Examines each concern in turn.

Concludes that the first two relate to consumers, and could have both

positive and negative aspects compared with current practice; the latter

two relate to sellers and could have negative implications, especially

where Type I agents are employed. Expects that agents will tend to result

Web advertising

E-commerce,
automatic agents
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in standardisation of of website design (or possibly the duplication of

websites, for human/automated visitors). Speculates that consumer loyalty

may switch from brand to agent. Does not envisage rapid changes

pending more advanced software arriving over years — perhaps decades.

This careful look into the future suggests change will be less fast, less

wholesale and less revolutionary than early enthusiasts were inclined to

suggest.

Research: * Practice: ** Originality: *** Readability: ***
Ref: 4120

Tomorrow’s consumer — The shifting balance of power
M. Moynagh and R. Worsley

FUTUROLOGY. Journal of Consumer Behaviour (UK), Vol. 1, No. 3, p. 293

(9pp)

Notes that consumerism is a derogatory term, but that consumers are

frequently motivated by altruism or other moral criteria. Notes that mass

customisation is creating fundamental change, and that with it will come

an increasing role for artificial agents to help customers find and choose

products; marketing will focus on enabling people to manage their

choices. Predicts the spread of ethical brands, of a service ethos —

already much-proclaimed but frequently only skin-deep — and of the

adoption by business of a bottom-up approach: ‘tell us what you want and

we’ll give it to you’. Notes that the loss to e-tailing of even a few

percentage points of existing retail sales would revolutionise shopping,

and speculates on how retailers may cope with this threat. Notes the

e-tailer’s need to engender trust, and to offer security and privacy

protection. Opines that Internet shopping will increasingly be organised

through portals. Holds that the balance of power is tilting towards

consumers, and will move even further in this direction.

A somewhat unstructured piece which flings about all sorts of ideas — by

no means all of them new. But curiously invigorating all the same.

Research: * Practice: ** Originality: * Readability: ***
Ref: 4121

Personalisation in practice: The proven effects of personalisation
O. J. Postma and M. Brokke

EXPERIMENTAL. Journal of Database Marketing (UK), Vol. 9, No. 2,

p. 137 (6pp)

Describes a test conducted to show the effects of personalisation (defined

as communicating different messages to individuals based upon their

stated preferences) of an e-mail newsletter. The two test groups consisted

of e-zine recipients (numbers not stated) who had all been offered a

personalised version of the weekly publisher’s e-zine in return for some

basic information about interests: one group accepted the offer and the

other did not; there was also a control group that did not receive the offer.

E-tailing, consumers

Personalisation,
e-mail, click-through
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Demonstrates that the click-through rate (CTR) of all three groups was

different. Calculates how much of the difference was due to self-selection.

Shows how the benefits of the personalised approach grew over the course

of 11 weekly e-zines. Compares the CTRs of only the final three items in

the e-zines (which were personalised for one group but not for the others,

whereas all other items were standard). Concludes that self-selection is

valuable for segmentation purposes; that personalisation of choices works

in improving the effect of e-zines on Web activity; and that ranking of

interests from one to three is also reflected in CTRs.

So it would appear that Amazon have got it right. An elegant and well-

argued little experiment, which demonstrates several intuitively

recognised truths.

Research: *** Practice: ** Originality: ** Readability: ***
Ref: 4122

Banking on personalisation
M. Kelly

JOURNALISTIC. International Journal of Customer Relationship

Management (UK), Vol. 4, No. 3, p. 201 (4pp)

Lists five reasons why direct mail will remain the dominant channel for

reaching customers: the end of early-adoption advantage of CRM

systems; channel proliferation; e-mail fatigue; financial market factors;

and digital customised print. Elaborates on each of these in turn.

Distinguishes between personalisation and customisation. Notes the low

take-up of digital printing systems; considers two major reasons are

obsession with all things e (now changing) and perceived cost. Expects a

stepping up of efforts to stress improved cost-effectiveness by digital print

vendors.

A slight piece containing, and only partially answering, an interesting

question: why is marketing customisation via digital print so slow to be

exploited?

Research: ** Practice: ** Originality: * Readability: ***
Ref: 4123

Lies, damned lies, and Internet statistics
J. R. Rosenfield

JOURNALISTIC. Direct Marketing (US), Vol. 64, No. 7, p. 61 (3pp)

Groups the statistical data recently encountered by the author into five

categories: useful, useless, bad, scary and innumerate. Gives some

examples of useful Internet statistics, some of which simply verify what

we already know (eg a profile of US Internet users by age, sex, income,

etc). Instances useless statistics as those whose different purveyors give

wildly divergent estimates. Cites the statement that Americans spend 4.5

hours daily watching TVas scary. Quotes an academic journal’s 1995

statement that since 1950 the number of US children gunned down has

Personalisation,
customisation

Statistics, Internet
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doubled each year: this is innumerate (work it out), as allegedly is the

statement that Americans receive over 3,000 advertising messages a day.

Holds that Internet ‘statistics’ are, as often as not, an amalgam of wishful

thinking, pie-in-the-sky optimism, end-of-the-world pessimism and trivial

commonplaces.

Some well-known purveyors of statistics receive a well-deserved trashing.

Research: ** Practice: ** Originality: * Readability: ***
Ref: 4124

Privacy notices: What they mean and how marketers can prepare for
them
R. McKim

EXPOSITORY. Journal of Database Marketing (UK), Vol. 9, No. 1, p. 79

(6pp)

Looks at the growing demand in the USA for privacy legislation,

particularly but not solely in such fields as financial services and medical

records, and at the effects on a number of US companies of the Safe

Harbor agreement with the EU (whose amnesty period has recently come

to an end). Notes the publication by the American DMA of a study into

the allegedly devastating impact on the US postal service of strict privacy

restrictions. Quotes a report showing low (14 per cent) take-up of

broadband in the USA (against 31 per cent in Canada) and suggesting this

is linked to fears of loss of privacy online. Considers opt in versus opt out

is at heart of the online privacy debate in the USA; looks at peripheral

issues, such as the ability of consumers to sue companies for violation of

privacy, spam, protection of databases that are not in copyright and

protection of children.

To those of us who have learned to live with privacy legislation, the

reactions of potentially affected US parties, including the DMA, can only

appear so exaggerated as to be absurd. Negotiation, not flat-out

opposition, is the way to achieve results.

Research: ** Practice: ** Originality: * Readability: ***
Ref: 4125

Privacy, USA,
broadband
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