. T'm John, I'm head of data management ar 3
= supermarker chain, Customers can get
—oney back by using our lovaley card when they
zo shopping. Lovaloy cards allow customers to
collect points thar can be redeemed against
rurure purchases, cither with us, or with other
retailers in the same scheme, This gives us
masses of dara abour our customers, which we
then hold on our database. We can follow whar
cach ot our customers buys, and enrich the
database with this informadon.”

*Of course, wich all the information we have on our Fins vy #AHE K1) 0t o
computers in our data warchouses, powerlul Joms vy #eiHe
computers are needed to analvze 1. This analyss is Gy ok € fey Wl e oo e ) s ik
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called data mining. We look for particular patterns in P A R L EORE MR
consumer behaviour. The data can be used ro target M Y T i (s
r. lhe ta = —

particular tvpes of customer. We build consumer
profiles. For example, il someane has bought wine in
the past, special offers are sent o them so they get
reduced prices on future purchases of wine,

/1EMONADE €1.

There arc issues of privacy and confidenuality that we
have to be careful abourt - customers have the right to
check the informarcion that we hold about them, We

must be carcful to obey the law on data
protection.”

BrE behaviou

AmF behavior

(L M3 A AR R el
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“All this is part of the wider picrure of customer relationship management (CRM) -
getting to know vour customers. Dealing with them as individuals is our nlomare goal,
but we are still a long way from this ideal of one-to-one markering.

This has also been described as segment-of-one marketing, The compurer maker Dell may

be om its way to this ideal = it pots wopether s products according 1o the specibications of
individual customers in a process of mass customization.”
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