
reviewer would agree in one sense:
e-mail spamming is a menace and will
probably severely undermine the
effectiveness of e-mail as a marketing
tool. However, he does not share the
author’s (implied) optimism that anything
much can be done to check this either,
but thinks a lot of clumsy mass e-mailers
will probably ruin it for the majority.
That aside, it is a bit of a surprise to find
Chapter 1 devoted to this subject — the
reviewer would rather see the key
principles of what digital marketing is,
why it is worth devoting a book to, and
key issues for businesses and customers
outlined.

In common with practically everything
written about digital technology in
business, there is a fair amount of
over-claim about the immediacy of the
discontinuity, real-time marketing,
one-one marketing, and so on. A typical
bank or insurance company is barely past
the starting gate in marketing terms, and
even in other sectors genuine one-one
marketing (as opposed to pseudo-as-a-
valued-customer-cliché marketing) is still
a long way off. It would be nice if
Rowan had acknowledged that the best
practice he highlights (very well) is way
ahead of the lagging majority. While
getting picky, the reviewer’s heart sank a
bit on seeing yet another marketing ‘P’,
‘personal’ marketing, on page 27. In fact,

This is the sort of book readers do
not have to psyche themselves up to
read. It is written in a nice relaxed
style that seduces the reader into each
chapter without effort. There are lots
of pictures too, with reasonably few
case studies making the points without
fuss, so all in all it is fine as an
introduction to tactical digital marketing
for a marketing practitioner who has
fallen into this area.

The author would probably not agree
with the reviewer that the book is
stronger on tactics than on strategy, and
the reviewer would not want to quibble
too much as academics get far too
snooty about these things in his
experience! The reviewer just felt that
the book was rather rushed on the
bigger picture and quite often resorted to
clichés — ‘digital marketing is a whole
new mindset’ — and so forth. Fair
enough, Rowan does mention the key
issue of customer control but does not
ram the point home. For a more
thoughtful strategic approach to how the
internet impacts on marketing, the
reviewer would recommend Alan
Mitchell’s future-gazing ‘Right Side Up’.

One thing ‘Digital Marketing’ does
ram home is the importance of privacy
and consent, indeed this is the subject of
chapter 1, so it can be assumed to be
seen as pre-eminent by the author. The
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reach breakeven point with different
media.

To conclude, an easy-to-read,
dip-in-and-out, practical book on this
obviously important subject. Maybe not
so great for the more thoughtful,
reflective and perhaps more critical
marketer who enjoys questioning the
accepted wisdom and thinking about
underlying principles. Good luck to the
author though, it is sure to sell well.

Alan Tapp
Bristol Business School

luxury of large PCs, major processing
power and graduates who have been
taught how to analyse before they arrive
— as opposed to inventing techniques
from scratch. What was once a fledgling
enterprise is now approaching maturity,
except, just as that happens, along comes
a new-fangled approach — data mining
— which purports to prove that
technical skills are much overrated, and
automated approaches can provide most
of the benefits. That raises a few hackles
— especially as much data mining has
been sold to businesses as a black box
technique.

So back to this book. The reviewer
enjoyed it because it is a practitioner
book. Yes, it introduces the subject, but
it also pulls back the covers and shows
what is going on beneath the surface. It

the author was more or less describing
what is commonly known as direct
marketing — why must one pretend the
old is new all the time? (That is
marketers though, but that is nitpicking).

The book is not packed with technical
detail, and in what is potentially a
technical subject some may see this as a
downside. Forgivable perhaps, in what is
an entry-level book, but for the reviewer
it would be nice to see a chapter
running through some typical numbers
highlighting response rates needed to, say,
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The reviewer enjoyed this book very
much. Unfortunately, this may be rather
less of a recommendation than it sounds.
The book describes itself as a
‘comprehensive introduction . . . to the
field of data mining’. It discusses
principles and then goes on to describe
methods and algorithms originating from
the various disciplines. So where is the
problem? Well, it is not so much a
problem, as a point of departure. The
reviewer has worked in, around and
generally behind the scenes of the
marketing analytical field for the last 15
years. He has watched analysis
departments swell from one man and a
dog (for which, read a 20-megabyte PC
— that is 20 megabyte hard drive —
plus version 2.0 of some well- meant
statistical package) to today’s comparative



the other hand, a manager seeking the
answer to strategic/high-level questions
about data mining, would find about 10
per cent of this book relevant because
the rest is largely impenetrable. The
book very accurately fulfils a niche
requirement, it is a useful practitioner
reference and the reviewer enjoyed it.
Any reader who already knows their way
around the field of analysis and wants to
deepen their understanding of data
mining will enjoy it too, otherwise the
reviewer’s advice is save the money.

John Ozimek
Editor

covers key statistical topics, such as
regression, discriminant analysis, decision
trees and cluster analysis, plus many
non-statistical ones, such as machine
learning, neural nets, fuzzy logic and
evolutionary computation. It pulls no
punches and includes a swift canter
through each, but any reader who has
not already encountered the underlying
theory, which is often quite advanced,
will soon be adrift on a sea of algebra.

For the reviewer, this book did all it
set out to do. Furthermore, its
comprehensive set of appendices, listing
web sources, packages, suppliers, etc, was
alone well worth the cover price. On
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