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IB MAGAZINE - What is the basic
tenet of one-to-one marketing?

PEPPERS - One-to-one marketing
involves knowing who your cus-
tomers are individually, having
some mechanism for interacting
with them or hearing from them,
and also customizing your business
for them.

IB MAGAZINE - How do these
concepts apply to building and man-
aging Web sites and portals?

PEPPERS - One of the fundamen-
tal rules of one-to-one marketing is
that each customer has different
needs and brings different value to
the relationship. A Web site must
know each user and remember his
or her preferences, maintaining a
complete history of each transac-
tion. It should remember your spe-
cific needs and deliver value-added
content based on your unique
requirements as a business cus-
tomer. What do you need to do your
job, or transact business with me, or
support my business as a partner?
We call this a Learning Relationship
because the relationship is getting
smarter and smarter with time.
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IB MAGAZINE - What can soft-
ware developers do to apply one-to-
one marketing concepts to an
Enterprise Information Portal?

PEPPERS - The best way to make a
Web site useful is to remember what
a visitor wants, or to deduce what he
wants before he has to ask for it. On
asimple level, that typically involves
delivering what the customer asked
for the last time he visited your site.
If | always go first to quarterly sales
reports, the site should recognize
that predilection. Beyond that, a
portal should have options for dif-
ferent types of users, since different
people want to view information in
different ways. Some people need to
analyze information at a detailed
level. Others want personalized nav-
igation tools to access pre-summa-
rized information. An intranet or
Internet portal should offer both.

IB MAGAZINE - You have
stressed the importance of develop-
ing customized interfaces and per-
sonalized portal pages for different
constituencies and different types of
companies. Can you supply a real-
world example of this type of B2B
personalization?

PEPPERS - In our new book, One
to One B2B, we use the example of
Dell Computer and its Premier
Dell.com Web service. Back in 1996,
one of Dell’s large corporate clients
asked the computer vendor to selec-
tively aggregate some of the infor-
mation available on Dell.com and
present it in a way that made sense
for the client and its workforce.
Back then, Dell’s Web site con-
tained too much information; it was
difficult to find what you needed. In
effect, this client told Dell it only
wanted to see information related
to its own specific needs.

So Dell built a unique, password-
protected Web page for the client.
Since then, it has done the same thing
for many other large customers.
They find the Premier Dell.com to
be very valuable, because it allows
them to gather specific data ger-
mane to their individual needs. In a
nutshell, your interaction with the
Dell Premier.com web site is a func-
tion not just of what Dell wants to
sell or what your company wants to
buy but of who you are, what your
role is, what your authority is. It’s
profile-driven. This makes the Web
site very, very useful for Dell’s cor-
porate customers.
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IB MAGAZINE - How do these
personalization technologies apply
to the realm of business intelligence?

PEPPERS - Whether its an Em-
ployee Benefits manager analyzing
health claims or an individual
reviewing his 401(k) information,
most users have a need for reporting
and information analysis. What bet-
ter way to instill loyalty in a group of
users than by granting them a
degree of direct control over their
own work environment?

IB MAGAZINE - How is this
achieved?

PEPPERS - A personalized Web
site will always attempt to infer what
a customer wants, rather than mak-
ing her choose what she wants. From

what | understand of the
WebFOCUS Business Intelligence
product, it allows reports to be tai-
lored and customized for different
users. That’s a fundamental part of
one-to-one marketing because you
are acknowledging the different
needs of different individuals.
Managers might want summarized
information with an option to drill
down into the details. Executives
may want to see graphical displays of
key performance indicators. And any
user has a need for database queries

and simple reports. Many companies
can benefit from this level of intelli-
gence within their Web sites.

IB MAGAZINE - So, ideally, even
an internal site, such as a self-service
intranet portal, should remember
my preferences.

PEPPERS - Exactly. If the first
place | tend to go in the self-service
HR system is travel expense reports,
| ought to be put there automatical-
ly. This is a way to make a portal
friendly and personal and intuitive
based on who is visiting and what
they have looked at before. It’s also

very valuable to external customers.
American Airlines knows I've been
to Europe with them twice in the
last year, so they offer me special
promotions for my next trip to
Europe. That’s personalization: a
special offer based on who I am, not
just based on what they want to sell.

IB MAGAZINE - Clearly this ben-
efits users. Are there benefits to the
company that owns the Web site as
well?

PEPPERS - Yes, this type of intelli-
gence also benefits the owner of the
EIP because less resources are con-
sumed by web searching and brows-

ing. For a service business, this
increases asset utilization. For a man-
ufacturing firm, it reduces inventory
through just-in-time production of
goods and services. It’s more cost
efficient on the producer’s side, and
it’s more convenient for customers.

IB MAGAZINE - What kinds of
technical capabilities are required to
enable this level of automation?

PEPPERS - Some of these capabil-
ities can be automated by off-the-
shelf software, but there are many
organizational process changes that
also need to occur. American

“From what | understand of the
WebFOCUS Business Intelligence
product, it allows reports to be
tailored and customized for differ-
ent users. That’s a fundamental
part of one-to-one marketing
because you are acknowledging
the different needs of different
individuals™

Airlines makes a special offer based
on who I am, not just based on what
they want to sell. But whose job is it
at AA to make the call?

In the end, getting the right tech-
nology in place is only half of the
challenge. The other half is in the
process. Who do you hold account-
able? How do you measure success?
What'’s the benefit to the corpora-
tion as a whole? Someone has to
answer these questions and trans-
pose them into business rules that
can be applied on the Web site in a
meaningful way. 72
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