


et your aata worksing
for you: 10 steps...

can be incredible. Tesco (UK) startec

getting relevant to Its cuslomers

over a decade ago

using daa

ts Clubcard loyalty programme

These days the information they

and derive provides customer
s most could only dream of
But it's the rigor with which they
apply this knowledge that makes

them a standout business

So how do we apply fresh data and

move towards a level of relevance

in the way we markel to our

"

What are the keys lo

customers

This is a huge topic, so fo

are's our starter for 10

1) Enow your customers
individually

It is very difficult to realise the

potential of your customers without
knowing who they are. If you don't
have a single customer view and
can't afford a CRM system. find a
workaround. A campaign management
tool will deliver a cost effe

solution, can be implemented quickly
and will provide some benefits of a full
CRM capability — even more so if you
can integrate it with your call centre
2) Invest in keeping your
contact records current

Data decays at an incredible rate if

t is not maintained. The cosl of old
out of date contact information can be
significant, both in terms of wastage
and in lost opportunities. To avoid this
* Ask people to confirm the

address data you hold for them

is accurate whenever possible

* Capture and flag ‘'goneaways
* At least annually, update

with the Home

‘.'4 :5 r 'h:Al

« Don't be guilty of mailing the
dead! Exclude names included
on the Name Removal Register

from the Markeling Association

3) Define what customer
information you need and
structure a plan to get it

nos mo vill b

define a plan 1o lill the gap

4) Act on customer
preferences

get a more considered response

5) Segment your customers
and build strategies to
achieve the best result

for each segment

Identify the groups of customers
that share similar characler

objectives and kKey

)r each segmen

6) Apply data smarts to give
the best insights possible

Which cuslomers are profitable now

7) Get timely!

Timeliness is one of the most
mportant factors in relevance nt
lalk to me aboul car finance when

just bo

for triggers and events in 3
lifecycle to use to increase the value

and deepen the relationship

8) Tailor your
marketing messages

Releva ) nal

9) Veto communications
that are not of value
to the recipient

10) Align marketing spend
to the customer opportunity
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Simon Breed is a founding partne
and a director of Twenty
New Zealand's specialist data

driven direct marketing agency




