Personalization Strategies to Attract and Retain Customers – Part 1
Intro:

Welcome to Personalization Strategies to Attract and Retain Customers.  To navigate through the workshop, click on the Continue and Previous buttons.  To begin the workshop, click on the Continue button.

Section 1:

To attract and retain consumers in today’s competitive market, many companies are adopting personalized sales and marketing strategies to address and service the individual needs and wants of their customers.  This workshop discusses both one-on-one marketing tactics and personalization strategies.  Two ideas you may want to consider for your own business.  We’ll look at some innovative companies who have successfully implemented these types of programs, giving them a powerful competitive advantage.  The first step in the process is to understand the value of personalization and how it can help your business increase market share and revenues.  As we’ve recently seen with select e-commerce businesses, personalizing products and services is a powerful way to build consumer loyalty.  For example, many experts believe the success of Amazon.com has been their continued commitment to personalization.  From the simple notion of registering people and knowing their name when they come back, keeping their billing information on file, to recommending similar artists or authors of CDs or books customers have recently browsed or purchased, Amazon.com has been able to create a personal shopping experience for each consumer.  Click on the case study to learn how Amazon pioneered this strategy on the web.  When you’re finished reading, click the Continue button to move on.

Section 2:

As you’ve just read, Amazon is a great example of an e-commerce site utilizing personalization strategies and the good news is that personalization can work within any industry.  We’re going to examine specific industries and the role personalization and customization play in each.  Let’s start by looking at the manufacturing industry.  In response to changing customer demands, the manufacturing industry has seen a shifting trend…from a mass production focus, where one type of product was made in large lots to a mass customization approach, where different types of products are made in smaller lots.  The idea is to offer consumers more product choices including features like color, fabric, model design, and size which ultimately lead to higher consumer satisfaction.  For example, the way we shop for furniture today is very different from the past.  Today, we have a choice to pick a design, then choose the fabric and color we want rather than simply walking into a store and buying a sofa as is off the showroom floor.  Custom clothing manufacturer Ascot Chang has taken his upscale clientele to a new level of mass customization, right down to the shirts on their backs.  With shops in Hong Kong, Shang Hai, Manilla, Manhattan, and Beverly Hills Chang invites men from all over the world to obtain what he says they are really after, a shirt that fits and a tie to match…and oh yes…underwear too.  All of which are specially made to match the personal measurements of their owners.  When you’re finished reading about Ascot Chang’s success, click on the Continue button to take a look at the retail industry.
Section 3:

The hands of retailers are a bit more tied than some other businesses when it comes to customization.  Unlike manufacturers who control the end product, retailers are the middlemen in the process and they can only customize a selection of products they carry, not the benefits and features of those items.  As a result, most of the bricks and mortar retailers must focus on the service aspect of personalization, which means getting to know customers on a personal basis and finding out how to solve their individual needs and then doing so on a continual basis.  It also involves rewarding them in a personal way for their loyal business with frequent buyer programs, special discounts, custom ordering services, special events and promotions and thank you gifts.  However, the evolution of internet retail has changed the landscape of customization in this industry.  In fact, the retail e-commerce link has become so common that we may eventually see some traditional retail stores transforming into display rooms, where shoppers can test products and then order them to their specifications via the companies web sites.  To see retail customization in action, read the following case study on Levi Strauss original spin.  When you’re finished reading, click on the Continue button to examine the service industry.
Section 4:

The ways in which service providers can personalize their offerings are almost as vast and diverse as the array of different customers they target, but the underlying theme is identifying ways to make clients feel truly valued as unique individuals and going to any length to satisfy their needs.  In today’s complex business environment, some clients have special needs that can’t be completely satisfied by off-the-shelf solutions.  Therefore, service companies can sometimes follow predetermined strategies and sometimes they must create them as they go along based on continuous customer feedback.  It’s important to invest time and resources and in making sure you’re in constant contact with your clientele, trying to uncover new and better ways to get personal.  This may involve personal email or telephone conversations, questionnaires, surveys, focus groups, special events, or word of mouth.  Our next case study is a true testament of the service business connecting with it’s clients, the brainchild of a tenacious entrepreneur, the company Rent-A-Husband, is truly based on personalization.  When you’re finished reading the case study, click on the Continue button to move on. 

Section 5:

Going one to one through a direct marketing, and personalizing your marketing strategy not only allows you to tailor your promotional messages to customers, but it also allows you to identify key customer traits so you can more easily target your market.  It allows you to reach individual customers directly and on a one-to-one basis.  Direct mail cataloger, Fingerhut, has it’s finger on it’s pulse of one-to-one marketing.  Read the following case study to learn more about their strategy.  When you’re finished, click on the continue button to move on.
Section 6:

As you read earlier, in the Amazon.com case study, personalization and the web are the perfect marriage and in light of the current e-commerce climate, building relationships and getting to know customers personally can mean the difference between survival and failure.  It establishes customer loyalty, which leads to repeat visitors, which leads to repeat sales and ultimately to higher profits.  A personalized approach allows you to get to know your customers in the impersonal online atmosphere and to tailor your offerings to them.  It can utilize direct input from the customer, or it can be done without the customer even realizing what’s happening.  For example, websites can identify a particular customer through registered contact information and then present products and services in a manner that fits his or her interests and personality.  It can also allow the customer to dictate what content and information he or she sees while visiting the site.  There are a few basic approaches for web-based personalization that have emerged and are all derived from traditional retail marketing strategies.  The two main categories are, rules-based filtering and collaborative filtering and collaborative filtering.  Keep in mind that while these are the current standard approaches, e-tailers are constantly pioneering new ideas for personalization.  Click on each term to learn more.  When you’re finished reading, click on each company logo to see personalization in action.
Personalization Strategies to Attract and Retain Customers – Part 1

Intro:

To begin the workshop, click on the Continue and Previous buttons.  To begin the workshop, click on the Continue button.

Section 8:

So, as you can see, it’s possible to use personalization and customization within most industries.  In order to implement a one-to-one personalization or marketing strategy.  There are a few important things to consider.  First, you’ll want to create a customer feedback loop, which in essence says to our customers…I know you, tell me what you want, I’ll make it and I’ll remember it next time.  This is what CRM guru Don Peppers calls the learning relationship process.  There are four steps he says to implement this strategy.  They include:  Identify your customers at all points of contact, differentiate your customers based on their individual needs and value to your organization.  Interact with your customers in two-way dialogue.  Customize some aspect of your products and services based on what you learn from your customers.  The people of Dell have excelled at connecting with clients.  When you order a computer, they start by asking what you need the computer to do rather than asking what you want in terms of RAM or Megahertz.  They ask a series of questions regarding who will be using the computer and for what.  This helps them determine what you need, increasing the level of customer satisfaction and interaction with the company.  To begin thinking about how you’ll handle implementation, ask yourself the following questions.
Section 9:  

So, if you are confident that this is a plan that can work for your business, the next step is to get personal with your customers.  In other words, get to know what it is they want and need from your business, what they value and find important and the only way to find out is to interact and connect with them.  Dell computer is a great example of a successful plan in action.  Take a look at the case study to learn more.  When you’re finished reading, click on the Continue button to move on.

Section 10:

There is no standard formula for all businesses so research your industry.  Find out what companies within your industry are doing.  Also, research your competition and talk with your customers so you understand exactly what it is they want and need from your business.  If you plan on using the web to implement your personalization strategy, click the icon on the screen to learn more.
