Make your customer your friend.

By  Paul Herbig

Turning strangers into friends and friends into loyal customers.  That is what Permission Marketing is all about.   Persuading customers to voluntarily give you and your product their attention and to agree to learn more about a company and its products.  Or another way to view permission marketing is when the marketer asks the consumer for permission to send them targeted ads based upon personal data supplied by the customer. You tell the consumer something about you and in return they respond with a little about themselves and the cycle continues until the relationship is firmed. The first rule of permission is not what is in it for the company but what is in it for the consumer: they will communicate and give permission if they are getting something in return they want or need.  Permission Marketing is the modern day elixir—the cure for interruption marketing that has so thoroughly penetrated our lives and antagonized consumers through junk mail, spam, and the blitz of media messages everywhere one looks (estimated at over 3,000 per day). Permission marketing encourages consumers o participate in a long-term interactive campaign in which they are rewarded in some way (information, entertainment, monetary payment, contests, etc) for paying attention to increasingly relevant messages.

A Vanderbilt University analysis of consumer responses reported that more than 72 percent of Web users would relinquish their data if they were assured of a ‘cooperative relationship built on trust’ from the vendor; specifically, if the sites would provide statements about how the data were going to be used.  Permission marketing has three major components:  it is anticipated, it is personal, and it is relevant. In permission marketing, you must change your mindset from millions of impressions, how many millions watched my ultra-expensive superbowl commercial, to one of the few and the brave, fifty thousand or more consumers who have agreed to undergo deep relationships with you.

First item is to get their attention which may be costly. Like the Farmer who hit the mule in the head with a two by four, “Now that I have his attention . . “  It is then up to you, the company, to turn attention into permission.  Mass Marketing is necessary to bring about this first stage—getting their attention.  Now that you have their attention, you must provide something of value to the customer; very few customers wish to waste their time waiting for you to reply.  Once you have their permission, you better have something to say:  they won’t wait around forever.

Tactic 1) game shows, contests, sweepstakes:  consumers give a company permission to send them messages in return for the chance to win prizes they care about.  Why contests and sweepstakes?  The chance to win something for very little effort is a potent motivator.  If you orient the contest around your company and your product—use trivial pursuit type questions to engage the consumer to learn more about your company and product—you are guiding them to understanding the benefits of working with your company and using your products.

Permission marketing is similar to old-style courting.  You get the attention of the one (re: target audience) you are interested in.  Whether this takes one minute or a year, you have their attention and finally ask them out on a date.  If they are not interested, you continue to find out more about the person until they recognize you are really interested and then finally agree.  On the first date you each share information.  If the information is interesting to the other party (it benefits them and satisfies some needs to them), there is a high likelihood  additional dates will follow.  If you do not provide sufficient benefits to the other party, you will not be given a second chance.  If all goes well, dating intensifies with both parties providing additional information and giving and receiving feedback and satisfying needs.  During the courtship process, changing the incentive is mandatory: even the best incentive wears out over time. Finally, if you and your beloved believe the relationship will be deep and everlasting, you get married.  

What type of relationship do you want with your customers?  A one night stand or a marriage?

