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A POTENT
NEW TOOL
FOR SELLING
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holiday, but it's a pretty big deal
around here. Happy birthday from the
Claridge Casino Hotel, Atlantic City.

'.‘: may not be celebrated as a national

What time is it now in Israel? What is
Mama covking today? We ot AT&T know
exactly how you feel and are aware of
your need to call and speak with those
close to you whenever you wish,

Dear Nabisco All-Star Legends Collec-
tor: As a participant in last year’s offer,
you are being given « sneak preview of
our 1994 All-Star Legends cards. Be the
first on your block to order these special
limited-edition cards. ...

Does it seem as if a lot of companies
are taking quite a friendly interest in
your life these days? Helping you mark
your birthday? Seothing your homesick-
ness? Giving you an early peek at some-
thing new? If this kind of stuff is turning
up in your mailbox more often, youre
not alone. You're on the receiving end of
a sophisticated, high-tech twist to the
ancient art of persuasion. It goes by dif-
ferent names—database marketing, rela-
tionship marketing, one-to-one market-
ing. But it all adds up to the same thing:
Companies are collecting mountains of
information about you, erunching it to
predict how likely you are to buy a prod-
uct, and using that knowledge to craft a
marketing message precisely calibrated
to get you to do so.

It amounts to one of the biggest
changes in marketing since “new and
improved.” First came the mass mar-
ket, that vast, undifferentiated body of
consumers who received identical, mass-
produced products and messages—any
color of car they wanted, so long as it
was black, Then came market segmenta-
tion, which divided still-anonymous con-
sumers inte smaller groups with eom-
mon demographic or psychographic
characteristics. Now, new generations
of faster, more powerful computers are
enabling marketers to zero in cn ever-
smaller niches of the population, ulti-
mately aiming for the smallest con-

THE
PRODUCT

" @) INTO THE
DATABASE MAW

You may think you're just sending in a cou-
pen, filling out o warranty card, or entering
a sweepstokes. But to a marketer, you're
also volunteering information about your-
self—data that gets fed into a computer,

where ir's combined with more information
from public records.

T

DIGESTING
THE DATA

Using sophisticated statistical tech-
niques, the computer merges different
sets of data info a coherent, consoli-
dated database. Then, with powerful
software, brand managers can “drill
down” info the data to any level of
detail they require.

AN IDEAL
CONSUMER

The computer identifies a model consumer of a chosen
product based on the common characteristics of high-
volume users. Next, clusters of consumers who share those
characteristics—interests, incomes, brand loyalties, for
instance—can be identified as targets for marketing efforts,
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MARKETING

REFINING THE
DATABASE

The database is continually updated
with information collected from
product-oriented clubs, responses fo
coupons, calls to 800 numbers, and
sweersiukes entries, as well as with
new lists from outside sources.

&= USING THE
KNOWLEDGE

The data can be used in many ways:
to determine the values of coupons
and who should get them; 1o miop
new products and ensure that the
appropriate consumers know about
them; 1o tailor ad messages and aim
them at the right audience.

SHARING DATA
WITH RETAILERS

Cush-register scanners provide reams
of information about exactly what
shoppers are buying at specific siores.
Merged with the manufacturer’s doda,
this intelligence helps to plon locol
prometional mailings, fine-tune shelf
displays, and design store layouts.
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sumer segment of all: the individual

A growing number of marketers are
investing millions of dollars to build
datahases that enable them to figure
out who their customers are and what it
takes to secure their loyalty. Direct
marketers have long been in the van-
guard of database users: Catalogs,
record clubs, and credit-eard companies
have always needed their customers’
names and addresses to do business
with them. But database marketing is
now moving into the marketing main-
stream, as everyone from packaged-
goods eompanies to auto makers comes
to believe that in the fragmented, fierce
ly competitive marketplace of the 1990s,
nothing is more powerful than knowl-
edge about customers’ individual practic-
es and preferences.
HOGMED. In 1992, for example, General
Motors Corp. joined with MasterCard to
offer the GM Card. As a result, GM now
has a database of 12 million GM eard-
holders, and it surveys them to learn
what theyTe driving, when they next
plan to buy a car or truck, and what
kind of vehicle they would like. Then, if
a cardholder expresses an interest in,
say, sport-utility vehicles, the card unit
mails out information on its truck line
and passes the cardholder’'s name along
to the appropriate division.

Blockbuster Entertainment Corp. is
using its database of 36 million house-
holds and 2 millien daily transactions to
help its video-rental customers select
movies and steer them to other Block-
buster subsidiaries. In Richmond, Va.,
the company is testing a computerized
system that recommends 10 movie &i-
tles based on a eustomer’s prior rentals.
The suggestions are printed on a eard
that also offers targeted promotions,
Customers who have rented children's
films, for example, might get a discount.
at Discovery Zone, Blockbuster's play-
center subsidiary.

Kraft General Foods Ine. has
amassed a st of more than 30 million
users of its products who have provided

their names when sending in coupons
T responding to some other XGF pro-
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