Chapter 4: What did you do Today?

· Lots of personal information is now readily available due to advances in data storage.  Some problems:

· Easy access to crooks

· Makes us pre-disposed to checking data instead of trusting what people tell us (not sure how this is really a problem…)

· False data syndrome – we believe that all data is accurate when in fact it can simply be made up.

· How to build a “data sphere” (body of information that describes the earth and our actions upon it)

1. Make data collectible

· Create information worth creating, i.e. go through a forest and number every tree, estimate its age and height, and survey its location

· Assign lot and serial numbers to make virtually indistinguishable items distinguishable

· VIN – created by American Automobile Manufacturer’s Association for identifying vehicles

2. Make data machine-readable

· Automated systems are needed do read a piece of information and feed it directly into a computer

· Banking sector = first in the U.S. to adopt machine-readable codes (9 digit bank routing number, check numbers)

· Radio Frequency Identification Device (RFID): new machine readable tags that are scanned using radio waves.  Technology consists of a tiny silicon chip with small radio antenna, called a tag, and a gun shaped reader.  Each chip has a unique code; pointing the reader at the chip will scan in the code.

· Usages: asset management (manage assets for easier tracking), embed into vehicles to track it if it’s stolen, track endangered animals

3. Build a big database

· Good database with organized data is key for success

· Examples: Electronic Toll Collection (ETC) uses radio tag to uniquely identify a car’s account, from which the toll is automatically deducted

· The biggest database in the world

· Internet, with its collection of web pages, is the largest database

· Lots of personal information available on the net

· Basically, in 2 pages the author says you can find a lot of personal information on the web

· Public Statements

· Using chat rooms and usenet groups makes all your statement track-able and searchable by anyone.  Basically this creates absolute accountability – you can’t deny what you announce publicly, and these public records are around forever

· Author’s opinion: this makes opinionated people vulnerable to all sorts of malicious attacks 

· Turning back the information tide

· Prevent accumulation of personal information.  For example, instead of using a ETC system, you should just have smart-cards that enable anonymous toll-collection

Hanson C7: Personalization

· Personalization and Marketing

· Help consumers make choices (iQVC’s style advisor)

· Manufacturing advances allow for customization, which greatly enhances consumer satisfaction

· The above two can help a company form a relationship with the customer – relationship marketing seeks to satisfy a consumer’s needs over time

· DNI framework enables personalization (Digital, Network, Individuals at the Center)

· Personalization and consumer benefits

· Low cost personalization “democratizes” goods (so now the poor can get customized products / services too)

· Turning experienced goods into search goods

· Search goods – branded items which are not evaluated subjectively (i.e. McDonalds, Jiffy Lube, 7-eleven)

· Experience goods – items which are evaluated subjectively by the consumer, i.e. health care, dental care, hair care, contractor services

· Wide variance in consumer tastes and preferences makes it hard to evaluate experience goods

· Personalization services can assist consumers in choosing among experience goods – helps reduce uncertainty about experience goods

· Personalization balance

· Offer new information to customers

· Reduce the effort of using existing information

· Remind consumers to use existing information (i.e. reminders on energy conservation, better nutrition)

· Programs that lead consumers to set personal goals / targets are most successful

· Online programs mitigate backlash associated with preferred customer programs – online preferred programs are less visible

Implementing personalization


Representation: portrayal of product / service to customer

Product: unique functionality

· Adaptive: standard offering with many settings

· Cosmetic: standard product, different presentations.  Very easy on-line.  Requires modularization – division of a product into components.  Example, header/ footer of web page changes, greet users by name

· Transparent: example – smart ads that tailor content to user’s history and background.  One of the key challenges is to get transparent customization w/o asking the individual for his needs / preferences

· Collaborative: example – B2B product development

· When to use personalization

Only use when needs and product offerings are complex and varying


I. personalization not helpful here

II. customers face potentially confusing product assortment and variety.  Personalization system assists customers in finding their best purchase choice

III. product features don’t have much variability, but intensity of usage does (i.e. airline travel, hotel stays, rental cars…)  key here is to identify and retain highly profitable customers.  Use frequency marketing and continuity programs (i.e. “gold service” and “premier” plans).  Online customization is key here

IV. customer needs and valuation calls for specialized, completely personalized approaches.  Personalization is a powerful too for customer acquisition and support

· Personalization systems

· Rule based – uses information a company develops about its customer base to make educated guesses about special offers, promotions and information that it should provide to customers

· Least obtrusive

· Broadvision is industry leader

· CASE (computer assisted self explication) – asks online visitors questions about what they like

· Key components: ask for unacceptable features, “must-have”, and prioritize importance of features

· Personalogic.com

· Works best when there are relatively small number of well understood attributes and features to be evaluated

· Endorsement system – product needs don’t differ widely but judging quality and explaining the value of available products are a challenge – this matches consumers up with local preferred providers

· Valuestar – takes random sample of customers surveyed for quality and customer satisfaction – posts results on the web

· Match geographically dispersed providers with specific customer effectively

· Collaborative filtering – leading approach that matches different users up with each other so they can share recommendations and preferences about hard-to-judge products and services

· Firefly – asks visitors to compare and rank a number of alternatives.  Searches system for other users with similar views – recommendations are based on what matched customers select as their top choices

· Pg. 215 provides flow chart for deciding when to personalize and what approach to take

· Personalization challenges

· Varying benefits

· Data needs are high

Brondmo C6: Establishing a Foundation for Individual Customer Communication

· Some rules of thumb when communicating with customers:

· Keep it short

· Listen

· Deliver immediate value

· Show them you heard through follow-up communication

· Managing the relationship cycle

· Attention – need to decide whether to get attention through promotional gimmicks or careful targeted messaging

· Permission – need permissions to continue providing information

· Involvement – lay foundation for service relationship

· Loyalty – listen, respond with service and value

· Individualized customer contact

· Target customers to receive a specific message

· Personalization of message

· Decide when and how frequently consumers should be contacted

· Some Tools for contacting customers are (table on p.106):

· Surveys

· Self reported interests

· Web tracking and profiling

· Purchase data integration

· Global anonymous profiling

· Referral tracking

· Customer service integration

· Modeling and analysis

· Data overlays

· Creating sticky website

· Provide imperative online services like email

· Update information frequently

· Provide latest news and entertainment

· Use email to update customers on latest offerings / draw them to the website

· Personalized email can inform customers of specific stock performance or other relevant information – draws customers to site effectively

· 12 best practices in email relationship marketing

· develop privacy policy

· guarantee each customer’s personal information is secure

· give customers full and easy access to their personal information

· account for any customer information you may already have

· never share customer information without permission

· link today’s questions to tomorrow’s value

· don’t send unsolicited messages

· enable voluntary completion of information

· provide fast, straightforward unsubscribe procedure

· provide clear message subject lines

· solicit customer feedback

· keep yourself honest
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