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FOREWORD

GEOFFREY MOORE




IN PICKING UP THIS BOOK to learn more about email-based marketing, you have put yourself in extremely good hands. As a colleague and an investor in Post Communications, the company he founded, I know of no one more qualified to tackle this job than Hans Peter Brondmo. As you read through his book, you will find that, in fact, it is a twofer: both a thoughtful discussion of the whys of email direct marketing and a highly pragmatic discourse on the hows. All in all, a great value.

But there is more to it than that. This book is timely in a sense that few books are. We are on the cusp of a change in marketing that is so far-reaching we cannot yet fathom its scope. We know the underpinnings, to be sure. We know that the Internet puts the customer in control of the email relationship in a way that was never before possible. We know that for the first time we have an opportunity to conduct dialogue with our customers on a massive scale. We know that during the moment of customer service, we can call up all the information we have about a customer in order to create a more satisfying experience. And we now recognize that the value of keeping a satisfied, loyal customer is significantly greater than chasing one who comes and goes.

We know all these things and a host of other related ideas and data. What we do not know yet is what they really mean. It is simply too soon to know, but perhaps not too soon to speculate. That, at any rate, is my intention in this foreword.

Throughout my business career, marketing communications has been framed as a competition with other vendors to gain the attention of prospective customers. It has been an exercise in cutting through the noise with a message pretuned to some wavelength in the prospective customers mind that lets it pass through a myriad of defense mechanisms to increase receptivity and evoke a response. Of course, any message that actually works gets copied, and so prospective clients quickly learn to tune out that wavelength as well, and the search for some newer one commences. Except for the feedback of focus groups, which can be notoriously misleading, we are essentially flying blind throughout the process.

This exercise defines communicating as transmission and stimulationthe outbound sending of a message to evoke a response. As this book makes clear, in the age of the Internet we have the opportunityand, over time, the requirementto redefine the direction of communication as inbound, an act of reception, where the one stimulated to action is not the prospect but ourselves. We must, in short, reinvent our companies as vending machines.

A vending machine exposes itself through a user interface that offers to prospective customers a set of controls by which they can manipulate the machine to fulfill their desires. People love this convention. Given the choice between being served by a human being or a well-designed machine, people choose the latter: this is the lesson of the ATM machine. At the other end of the spectrum, however, is the curse of being ill-served by a poorly designed machine, leading people to contemplate assassinations and bombings: this is the lesson of being stuck in voicemail jail, enduring an unending list of perpetually deferred outcomes, none of which maps to what one really wants or needs.

In the economy of the Internet, Darwinian competition will promote companies with well-designed interfaces and eliminate the others. Based upon word of mouth or buyer ratings, people will point each other to the satisfying experiences and post Out of Order signs on the offending sites.

So which are you going to be? This greatly depends on the management style of your company. Prior to the age of the Internet, competition rewarded companies with aggressive outbound selling styles led by people who took control of the selling situation early and drove it to closure. These folks treat selling as hunting and see themselves as carnivores stalking their rightful victims. The last thing that would occur to them is to set up a self-service bar for their prey.

Nothing has changed to prevent the hunting style of selling from continuing to deliver results. All that has changed is that a cheaper, more intimate, and potentially more loyalty-inducing venue for customer relationships has emerged. Companies able to leverage this new venue should be able to outperform their hunter-competitors by securing deeper customer relationships that inspire not only more follow-on business, thereby more than offsetting the cost of customer acquisition, but also active recruiting of additional new prospects at no additional marketing cost. Over time, as the hunters venture out repeatedly to find new prospectssince their style of selling creates a residue of ill will that makes repeat business improbablethe economic advantage of a service culture becomes increasingly competitive.

That, at any rate, is the theory, which at present is unproven. As a result, committing the corporation to this approach is risky. So what kind of management team is going to take this risk, and what kind of management style is needed to be successful in so doing?

Our work at The Chasm Group on the dynamics of adopting new technologies tells us that two types of management teams will engage at this time. The first are visionaries who see where the future trend is headed and act to intercept it. Their goal is to leapfrog the competition by being the first in their competitive set to move onto the new platform, thereby gaining first-mover advantage. Todays automobile industry is ripe for such first movers, as visionary management realizes that gaining a long-term customer service relationship is more valuable than any short-term gain in price manipulation.

The second are pragmatists in pain who see their present situation as so grim that embracing unproven alternatives looks better than sticking with the status quo. Their goal is to escape their current dilemma as quickly as possible. The office products industry fits this profile because competition in what are essentially commodity goods has driven down their margins to near zero. By gaining a relationship with a customer, it can secure an increasing amount of ancillary purchases, resulting in higher profit marginsprovided, that is, that it can identify the special offers that this customer will perceive as worth the little bit extra it expends. In an increasingly commoditized market, companies live or die based on their ability to garner that little bit extra.

So either you are moving ahead of the herd for competitive advantage, or youalong with your competitorsare remaining behind together in order to escape what is indeed presently painful. In either case, what type of management style is needed to succeed? Recall that your task is to transform your company into a vending machine. What does that really take?

Fundamentally, it takes a service culture that genuinely puts the customer first in any thought process. You actually have to redesign your entire operation from the outside in, first specifying the customer experience at the interface, then assembling the resources needed to make that experience happen. Let me just say flat out that a more unnatural act you will never perform. That is, when you go to make this happen, do not be surprised to find everything in the wrong place. Companies evolve from the inside out, not the other way around, and what makes life easy for the customer makes it challenging for the vendor. As soon as you embrace the customer view, you are letting yourself in for a real challenge.

The companies best able to master this challenge are those willing to fake it at the outset. At Mohr Davidow Ventures, where we invested in Post Communications and in Hans Peters talents, we call this Ozzing. Basically, winning companies act like the Wizard of Oz, doing whatever it takes behind the scenes in order to create the powerful effects desired. If this means letting people order over the Internet, only to rekey the order into some in-house ERP system, so be it. If it means calling by phone or sending a fax in order to provide backup to an email, so be it. In the long term such tactics are prohibitively uneconomical, but in the short term the only uneconomical outcome is losing a relationship with a prospective customer or establishing the wrong expectation about your customer service promise.

Companies that have a bottom-line style have real trouble with Ozzing precisely because it violates their cardinal rule against being inefficient and overly expensive. Companies that want a perfect system up and running before they release it to the pubic also have trouble. They typically already have well-established customer relationships and are hesitant to put them at risk through a new technology. The problem is that in battles for market share in emerging markets, time is at least as precious an asset as cash, and not getting in early can lead to being only a me-too offer by the time you do get there. It is therefore important for the management team to look down the road, see the investment needed, and then decide up front whether it is willing to pay the price. No one is served by an Internet strategy that gets lip service in the boardroom but is undermined in the field.

In closing, my hope is that your company meets the market profile of an early adopter of Internet direct marketing and that your management style permits you to engage in this new discipline immediately and aggressively. If so, you will be deeply grateful to the author for having written this book. It offers a clear explanation of the dynamics of email relationship marketing as well as a terrific how-to guide for incorporating the new tools and processes into an existing marketing operation. If you are going down this path, I encourage you to make it mandatory reading company-wide to ensure that everyone gets a head start on the right path.
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INTRODUCTION




IMAGINE YOU RUN a company that just spent $10 million on marketing and advertising to acquire its first 200,000 Internet customers. Youve been running television, radio, and print ads, youve built a public relations machine, youve joined affiliate marketing programs, you have banners all over the Web, and you have partnerships with more companies than you can be expected to remember. So far you have lost more money than youre comfortable talking about. Oh, and lets not forget Wall Street has decided that losing money alone isnt a sustainable business any longer, whether your business name ends with .com or not. Now what?

Many of the rules on the Internet are different, but the business fundamentals are very similar: If your customers arent buying from you, theyre clicking over to someone elsesomething that gets easier every day. So how do you increase their switching costs so theyll stay engaged with you after making that first purchase? How do you determine which customers you want to keep and which ones are less important? How do you avoid spamthe unwanted, unsolicited, unexpected, and soon-to-be-unlawful junk mail of the Internetand the potential nightmares of privacy violations? How do you rise above the increasing clutter and noise and become the trusted voice that your customers rely on?

After reading this book you will gain insight into powerful strategies and hands-on tactics for turning those 200,000 initial buyers into profitable, loyal, and engaged customers. I begin by pointing to the obvious: Central to any healthy relationship is good communication. The relationships you develop with your Internet customers must be based on open and honest communication guided by the online service imperative. Customers dont want to have marketing relationships with your company; they want to have a service relationship. The key to successful Internet direct marketing and to establishing valuable customer relationships is to establish individualized service-based communication with each and every prospect and customer. The best tool that has ever existed for establishing this type of communication is the Internet, or, more precisely, email.

EMAILSIMPLY POWERFUL

YET EXCEPTIONALLY COMPLEX

While on the surface it may seem fairly simple to use email to communicate with your customers, online retailers and marketers all over the country have been discovering that it is very difficult to do well. Back in 1997, Palm Inc. was the first to enunciate an important industry realization: We have several hundred thousand customers in our Internet database and there are millions more wed like to get in touch with, but we dont know who they are and we dont know how to communicate effectively with them. Plus, were worried about privacy issues and spam.

It was obvious that email could, should, and someday would be a useful tool for building a dialogue with customers. But email was a new and different medium, without established rules or conventions. And neither executives nor marketing managerswhether at traditional brick-and-mortar or pure-play Internet companiesknew quite what to do with this huge opportunity that was staring them in the face. The executives were looking for a high-level framework to help them think strategically, to figure out where and how to invest in building a successful Internet direct marketing program, and even to define what success would mean. Just down the hall in the very same organizations, marketing managers were being asked to run tactical, promotional email campaigns and to design retention-based email marketing programs. In many cases they were flying blind and needed best-practice guidelines and concrete examples. The Eng@ged Customer satisfies both these needs, providing a comprehensive strategic framework as well as a solid set of tactical implementation tools.

INTERNET MARKETING AND SELLING

IS COMING OF AGE

There is no longer a debate about whether people will choose to make their purchases online. In 1999 Amazon.com alone brought in well over $1 billion in revenue, selling a range of generally low-cost items. At the other end of the spectrum, BMW of North America discovered that 90 percent of its customers use the Internet before making their final decision to purchase a new BMW. And theres no end in sight: Forrester Research predicts that by the year 2003 business-to-consumer (B2C) sales online will exceed $144 billion, while business-to-business (B2B) sales will top $1.3 trillion.

To position itself to take advantage of this explosive growth, the (fictional) company you run (the one with 200,000 customers) is making huge investments to build brand awareness and attract new customers. But as the world of e-commerce rapidly matures, you are realizing that if you want to survive online, youre going to have to shift much of your focus from acquiring new customers to retaining them. How? By engaging customers in a dialogue and by building lasting, service-oriented relationships. And email is the most effective means to that end.

Whether youre sending individual customers their stock portfolio update at the end of each trading day, writing a gossip column on the music industry, sending special offers or promotions, publishing an industry newsletter, sending a purchase confirmation, or running a gift reminder-and-product-suggestion service, email marketing can do the job. Email is the strategic marketing tool that the leading customer-focused organizations will use to establish profitable relationships based on ongoing communication with their most valuable customers when selling online and, in many cases, offline.


LEARNING FROM THE LEADERS

AND THE INNOVATORS

Over the last few years, my colleagues and I at Post Communications have had the good fortune to work with a number of pioneering e-marketing and e-retailing firms to design and implement their industry-leading email direct marketing programs. Youll probably be very familiar with some of them: Victorias Secret, OfficeMax, Harlequin Enterprises Limited, Hewlett Packard, Wegmans Food Markets, Amtrak, and CDNOW. Others, such as Women.com, CareGuide, Homestore.com, SelfCare, MyPlay, iOwn, eBags, Sparks.com, wildbrain.com, WineShopper.com, and Petopia dont have the same level of name recognition yet, but they are rapidly becoming established leaders in their categories as they redefine retail and service through the Internet. Throughout this book youll find examples that illustrate how these early innovators and leaders have navigated the uncharted waters of Internet direct marketing, engaging their customers and members in lasting dialogue and establishing deep loyalty along the way.

As with most innovations on the Internet, email marketing is closely tied to technological research and development, which in turn enable companies to use email to establish highly automated yet individualized communication with thousands or even millions of customers. Although this book is not specifically about the technology of email marketing, my background and that of the team of brilliant technologists Ive had the good fortune to work with over the past several years have enabled us to push the boundaries not only of the theory of Internet direct marketing, but of the practical realities of the field as well. As you read this book, youll learn how Internet direct marketing and the technology of the Internet go hand in hand, and youll develop a solid understanding of the opportunitiesand the stumbling blocksthat lie ahead.

HOW TO GET THE MOST OUT OF THIS BOOK

The Eng@ged Customer is really two books in one: a guide to thinking and a guide to doing. Its organized into four parts. If you are an executive looking for an overview of how email marketing will impact your business, youll want to read Parts I and IV carefully and skim Parts II and III. If you are a manager responsible for implementing and operating email marketing programs, youll probably want to read the entire book, focusing especially on Parts II and III. But before you commit to either of these options, take a minute to read the following descriptions of each part.

PART I: USING EMAIL TO ENGAGE YOUR CUSTOMERS

The Internet is a new medium that requires many of the traditional principles and proven methodologies from the offline world to be carefully reconsidered. Nevertheless, I begin the book by suggesting that we return to some age-old principles at the core of which are personal service and communication. I then outline the factors that make it not only possible but necessary to engage your customers in an ongoing dialogue through email. I provide a brief historical backdrop, looking at email marketing in the context of the evolution of e-marketing. While email holds incredible promise, there are some clouds on the horizon in terms of declining response rates and increasing sensitivity to spam. I present an overview of the email marketing landscape as it exists today, which ranges from spam to opt-in email to customer dialogue and service. Finally, I consider some important factors that are shaping how we market online: culture, technology, the nature of the medium, and economics. Online businesses will survive and thrive only by building trust-based relationships with their customers. Those that dont will have no future in the customer-centric and customer-driven world of the Internet.

PART II: TAKING A STRATEGIC APPROACH

I begin this part by outlining the many applications of email marketing, from customer acquisition, to conversion, to retention and loyalty programs. I then describe how to clearly define goals and objectives for your Internet direct marketing programs, as well as how to use these goals to develop return-on-investment scenarios. Careful planning is key to a successful program design and implementation. I next outline some useful ways to keep your programs on track and on budget, such as developing a customer contact plan and a detailed roadmap. Throughout this part I examine what we can learnas well as what we should forgetfrom traditional direct marketing and how email must be integrated with all marketing and customer communication programs across all channels. Because data drives how relevant your communication can be and relevance drives response and engagement, I devote the final chapter of this section to a discussion of the importance, power, and pitfalls of customer data. I also describe how to develop customer data models and contact strategies that successfully leverage that data.

PART III: IMPLEMENTING CUSTOMER DIALOGUE

This part contains all the information and tools necessary to kick off an email marketing program. Its where we roll up our sleeves and get to work. I start with a deeper look into some of the foundation elements I covered in earlier chapters, such as how to actually get to know each customer, what the life cycle of a customer relationship is, and how to consider automating the customer dialogue. I also discuss the 12 best practices for email relationship marketing. I then move onto a thorough, hands-on discussion of how to get an email marketing program up and running (including specifics on how to implement an individualized contact plan and how to evaluate each component youll need to design, implement, and operate your program). Since email marketing has very different criteria for measuring and tracking success than traditional offline marketing, I dedicated an entire chapter to this very issue. I conclude this section with a whos who in the world of Internet direct marketing, which will help you by developing a framework for evaluating the players you may want to work with to build and execute your Internet direct marketing programs.

PART IV: LOOKING AHEAD

I begin this final part by discussing the implications email-based customer marketing and communication may have for your organization. What should you plan for as you consider the future? Where is the field of electronic customer communication and marketing headed? Which conceptual and technical developments will drive change? I take a look at whether government should regulate how companies use customer information or whether the current industry self-regulation initiatives will suffice. Finally, I present a vision of the future that moves beyond email into a world where your mobile telephone, television, dishwasher, sprinkler system, and car are all connected to the Internet. Each of these innovationsand many, many otherswill have a powerful impact and broad implications on the ways companies communicate with their customers and their members.



I trust you will conclude that this book offers a helpful strategic vision for navigating the constantly changing landscape of the world of Internet marketing. By implementing the strategies and principles outlined in this book, youll be able to start using Internet Direct Marketing to its fullest potential, which will drive your companys growth and increase the long-term value of each and every customer. In short, whether youre an executive or a manager, whether you focus on marketing or technology, by the time youre through reading The Eng@ged Customer youll have the knowledge you need to stop losing sleep over how to keep your customers coming back in a medium where they are in control and where its getting harder every day to rise above the clutter and noise to truly differentiate yourself and your company.










    
PART I

USING EMAIL TO ENGAGE YOUR CUSTOMERS







    
 
CHAPTER 1

BACK TO THE FUTURE




IT MAY SOUND ODD, but the Holy Grail of Internet commerce and marketing is to provide the same kind of service that merchants and storekeepers did about a hundred years ago. At the turn of the last century, if you were a good customer your butcher might set aside his best cut of meat for you. He knew your tastes, your preferences, perhaps even how many family members you were buying for and whether any of them had special dietary needs. He might even suggest a few recipes every once in a while.

Customerswhether theyre buying online or walking into a storehave always patronized companies that offer good products and services. But that has never been all there is to a purchase decisionand the old-time butcher knew it. He understood four basic principles: recognize and greet every customer by name, communicate with each one as an individual, reward the best customers, and provide great service to everyone. Consumers responded accordingly, giving their business to companies that recognized them, respected their time and privacy, simplified their choices, knew when to talk and when to listen, and engaged them in open, honest communication.

But in the era of mass merchandising and mass marketing, getting to know every customer and interact with each one individually is a financial near-impossibility, especially if youve got tens or hundreds of thousandsperhaps even millionsof customers.

[image: ]

Customer dialogue with retailers: a history.

As we look at the history of retailing and customer marketing over the past one hundred years, its clear that theres a direct link between technological innovation and change in retail. Incredible improvements in manufacturing, transportation, and communication technologies made three things happen. First, manufacturing made it possible to produce and distribute an enormous range of new products with incredible efficiency. Second, new forms of transportation and communication allowed consumers to travel greater distances to shop or even transport goods directly to consumers. The railroad made it possible to open the first department stores at the turn of the last century. Goods could be manufactured at geographically remote locations and transported by train in large volumes and at reasonable costs to the department stores. Customers, in turn, could jump on a local passenger train or streetcar and go shopping downtown. A few decades later the automobile made it feasible to build big malls outside of the town center, where there was ample and cheap real estate. New forms of communications technologies had eliminated distance as an important factor in where and how people could shop. Credit cards were invented in the 1950s, and toll-free 800 telephone numbers were introduced in the late 1970s. Both these advances gave catalog and telephone shopping and marketing a huge boost. But even though new manufacturing, transportation, and communication technologies resulted in increased product selection and reduced costs, what we as customers lost was the personal relationship with the neighborhood store owner. Service and individualized communication was not a cost-effective option for the large retail superstores and the catalog marketers. Enter the Internet.

Thanks to email, there is now a way for companies like yours to regain the ability to communicate and maintain ongoing dialogues with their customers the way they used to so many years ago. Youll be able to get to know each one individually and give them all personalized attention and service in a timely way. Youll be able to offer all your customers a nearly limitless selection of products and services and still set aside the best deals for the best customers. And youll be able to do it all not just with a few hundred customers but with millions.

Whats the secret? Email marketing, which we define in this book as personalized Internet direct marketing and communication based on strategic marketing program design, and data analysis. Email marketing is about helping you to understand who your most valuable customers are, establish meaningful dialogues with them, and offer them individualized service in order to realize the maximum value from them over time. Its about allowing your customers to communicate with you in ways they never could before. More broadly, email marketing is about helping you understand how you can use customer insight combined with finely targeted, personalized, and timed communication to meet your bottom-line business (and marketing) objectives.

The problem is, email marketing is still largely misunderstood and misused. What could and should be the single most effective tool for building a lasting dialogue with prospects and customers ends up not only wasting a lot of time and money but alienating customers who are sick and tired of receiving spam. It doesnt have to be this way.

AN ENGAGED CUSTOMER IS A

VALUABLE CUSTOMER

Although every company will take a slightly different approach to designing a strategic email marketing program, they are all realizing how important it is to engage their customersto have an ongoing dialogue with them, to get to know their likes and dislikes and treat them as individuals. Why? Well, lets start with a quick definition of what the word engaged means. Engagement is often a first formal step on the road to marriage. We can also be engaged in our work or in extracurricular activities and hobbies. Wherever or however we use the word, engagement involves some form of ongoing, active participation in a relationship. To be engaged is to be committed. To engage is to show interest and participate.

The same applies to your business. Engaged customers listen and interact with you. They care about what your company can offer them. They spend more time with you and give you a greater share of their attention. This translates into something far more tangible: a greater share of their wallet and increased long-term value. Engaged customers are also loyal; they tell their families, friends, and colleagues about you and get them engaged as well. Simply put, the more engaged your customers are, the more valuable they are.

THE NEW RULES OF ENGAGEMENT

In the old world of direct mail and telemarketing companies controlled customers access to the information they housed in their databases. Not surprisingly, customers usually considered themselves victims, rather than beneficiaries, of direct marketing campaigns. But today customers are no longer willing to be passive targets. Increasingly, theyre taking control, choosing which companies they will engage with and defining the terms of the interaction.As a result, the old ways of dealing with customers no longer work. In the sections below well take a look at the new rules of engagement youll have to master if youre going to successfully build loyalty and lasting relationships with your customers.

THE E-CUSTOMER EXPECTS TO BE IN CONTROL

In the Internet age, online consumers will base their decision to do business with your company as much on the intangibles as on product and price features. Customers want to communicate with a company only when they want to and only through the channels they choose. They also expect nearly unrestricted access to all sorts of information. They want you to provide direct access to your inventory database via the World Wide Web so they can see what products you have in stock and how quickly you can deliver them. New buyers expect to see what other customers are saying about whatever it is youre selling and the quality of service you provide. Todays sophisticated e-customers are also aware that the information they provide you is worth something, and theyve begun to demand greater value in return for giving it up. If you dont give them what they want, theres always someone just one click away who will. The same can be said for the way business interact with each other.

This is completely unlike traditional marketing, where its extremely difficult for individuals to control what they receive from organizations they deal with or end relationships with companies they no longer wish to hear from. In the Internet world, though, its as easy as sending an Unsubscribe message (instructing the sender to remove you from his or her mailing list), setting up a spam-blocking filter (a commonly available feature in desktop mail applications enabling you to filter out unwanted or unknown email), or even opening up a new, free email account at someplace like Yahoo! or Hotmail.

Companies that recognize this shift will be in a strong position to flourish in an economy based on mass customization and individualized communication. But those who continue to rely on the old paradigms will be forced into a commodity game where the only value they can offer customers is low price, where margins become increasingly narrow and competition for customers attention increasingly fierce and costly.

THE FOCUS OF MARKETING IS SHIFTING FROM ACQUISITION TO RETENTION

Online marketing has come a long way since the mid-1990s. The first corporate websites were little more than digitized brochures. E-commerce pioneers such as Amazon.com, Dell, eBay, and Schwab quickly realized that the Web was about a lot more than brochure-ware. Still, like all new businesses, they were faced with the problem of how to acquire new customers. They had to make prospects aware of the site and get them to visit it. To accomplish these goals, they began using such tools as banner advertising and affiliate programs.

But as the cost of customer acquisition skyrocketed (acquiring a single new retail customer online today can easily cost over $100), it became clear that simply generating traffic wasnt enough. To successfully run profitable online businesses, companies had to figure out how to retain existing customers and develop lasting relationships with them. Treating every customer like a first-time buyer is more than just a bad idea; its a terrible waste of money. (In his book The Loyalty Effect, Frederick F. Reichheld points out that acquiring a new customer is five to ten times as expensive as selling to an existing one.) Thats why todays most sophisticated marketing websites are interactive, entertaining, and informative. This enables them to keep their customers, prospects, or members engaged.

In 1998 Jupiter Communications predicted that the economic impact of retention-based marketing would exceed that of acquisition-based marketing when more than half of all Internet users became online shoppers. They predicted that this would occur in 2001and it looks like their prediction was right on target.

INTERNET DIRECT MARKETING IS A SERVICE FUNCTION

Whats going to make your customers want to come back after theyve visited your website once? Why will they give you permission to contact them by email and how often will they let you do so? In short, how do you market to your customers when they control the relationships they engage in and when they can filter out or delete your messages without even reading them? The answer is quite simple: Todays customers dont want to have marketing relationships with the businesses they patronize; they want service relationships. And you develop service relationships by offering access, convenience, and value. Together, these factors make up what we call the online service imperative. The more you focus on the online service imperative, the more your customers will want to hear from you. Developing true service relationship demands that you be comfortable handing your customers the keys to your business. The ideal service-based relationship is one in which customers depend on the company to such an extent that they become disappointed if they dont hear from the company.

To successfully run a business in the new customer-driven marketplace, building service-based relationships with your customers, you must orient customer communication programs around the following points:


Data Drives Relevance; Relevance Drives Engagement. If youre going to engage your customers, you have to provide them with something they find relevant. Why else would anyone listen? But if you have thousandsperhaps even millionsof customers, how can you possibly know what each one considers relevant? Through individual profiling and modeling you can get to know each and every customer, and by giving them complete access to and control of their own profiles you earn their trust and avoid violating their privacy. But remember: Every single message you send must offer something of value. And the only way to guarantee that your customers will consider you a trusted source of relevant, timely information is to make smart use of the data you collect about your customers.


Relationship Are at the Core of Sustainable Commerce. How can Amazon.com justify losing as much money as it is doing today? Why are Internet companies so highly valued with no seeming relation to such traditional economic fundamentals as revenue and profitability? A common answer to these perplexing questions is that the Internet is in the middle of a kind of land grab. But instead of buying actual land, companies are pouring their money into acquiring customers and establishing ongoing relationships with them. One of the keys to any successful relationshipwhether its romantic, professional, or friendlyis honest, open communication. Open communication builds solid relationships, and solid relationships allow companies to maximize the long-term value and revenue from each one.


Building Trust Is an Imperative. As organizations collect more information about their members, prospects, and customers than ever before, privacy is becoming increasingly importantand so is trust. The bottom line is that customers wont give you private information about themselves if they dont trust you. They want to control howand with whomthat information is shared.

When current or prospective customers choose to fill out a profile and become Members of SelfCare.com (www.selfcare.com)a health and wellness e-commerce site for women and their familiesthe first item they see is SelfCare
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