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SHOULD BEHAVIORAL TARGETING CHANGE

MARKETERS’ BEHAVIOR?

behaviors are more meaningful to
marketers than others. Test them the
way you would test list segments in
email or direct mail.

BEHAVIORS THAT AREN’T AS
CRITICAL TO SUCCESS

Self-reported behaviors are to be taken
with a grain of salt. It may be helpful
to know how a prospect answered a
survey—but, then again, they may have
inflated their interest in order to feel
better about taking your offer for filling
it out. Or they may have understated

it, so they wouldn’t be called by a

sales rep.

Living in a certain ZIP Code could

be defined as a behavior, but it’s not
predictive of much. You don’t drive the
same car as your next door neighbor,
and you may not have the same taste

in . . . well, anything. You may be a dog
owner and your neighbor’s a cat lover.
You might vote Democratic while your
neighbor may be a libertarian.

BEHAVIORAL TARGETING
AND PRIVACY

The very term “behavioral targeting”
raises issues for many people. It’s

important that you have your own
privacy policies clearly stated on your
site and that you abide by them.

TNS Global and TRUSTe—a privacy
advocacy organization—found that
70.5% of the 3,260 U.S. adult Internet
users surveyed agreed somewhat or
strongly with the statement: “When I
am online, I am aware that my browsing
information may be collected by a

third party for advertising purposes.”

PERK UP YOUR
OLD CONTROL

Continued from page 3. ..

resulted in an overall improvement in
performance for Hyatt!

THE MORAL OF THE TEST

Even though lists are just a group of
names and addresses, they should
never be treated as a commaodity. Your
list is only raw material, and depending
on how you manipulate it; segment

it; model it for behavior, geography,
income and age; you can make it
produce vastly different results. A

AT&T EMAIL CAMPAIGN
TURNS PROSPECTS
INTO GOLD

Continued from page 1. ..

* Keep copy short. All of the important
information, including links and
phone numbers, appeared “above
the fold” on the screen with no need
to scroll down. By teasing other
offers, the email enticed prospects
to come into the store to find out
more—and shop!

As a result of the success of this
campaign, AT&T is continuing
with this strategy. A

We’'re excited to let you know that the post-consumer waste
(recycled content) of the paper used in High Performance Direct is
25%. And the total recycled content is 50%. That saves a lot of trees!

HIGH PERFORMANCE DIRECT






