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Why should I collect preferences from my customers and 
prospects? 
 
Michael Thompson, director of deliverability and ISP Relations, ClickSquared Inc. 
Story posted: January 28, 2010 - 11:18 am EDT
 
Collecting preferences, interests, likes and dislikes 
from your customers and prospects to better 
understand them as individuals is the foundation for 
developing more relevant, effective messaging for 
your e-mail marketing communications. 
 

The key to successful marketing programs is the 
ability to speak to your customers as individuals and 
appeal to what is most important to them; one 
message does not fit the needs of every customer. 
Collecting preferences helps you understand these 
individuals and the subjects in which they have the 
greatest interest. This enables you to customize your 
messages and increase conversion rates. 
 

Once you have this “self-declared” information, you'll 
want to tie it to the activity and behavior data you get 
from the e-mails you send: who opened what, which 
links they clicked, what are they buying and how often 
they buy. Doing so will allow you to further refine your messaging and content. For example: 
 

§ A sports team sends out a regular newsletter updating fans on the team's latest news. If the team knows which 
player is a particular fan's favorite, it can insert additional content about that player into the newsletter. The team 
can also follow up with e-mails that keep the fan updated on special appearances the player may be making or 
merchandise bearing his image. 
 

§ A hotel that collects information on a traveler's favorite activities—for example, golf or spa—can use that 
information to promote special tee times or spa specials to encourage the traveler to book a time before he or 
she arrives. When travelers get information on specials that are of interest to them, the hotel can sell additional 
services; it's a win-win for everyone. 
 
§ A sporting goods store that knows that a customer is interested in skiing, tennis and yoga can feature items 
from those product categories in its weekly e-mail promotions. 
 

Collecting customer preferences allows you to have a better understanding of each customer's interests. This 
information becomes even more valuable when married with ongoing activity data, giving you a full view of your 
customer's buying behavior and what drives them to take action. Collecting and harvesting this information 
allows you to create more relevant e-mail marketing communications, providing your customers with information 
they want—when they want it—to drive significantly higher sales conversion rates. 
 

Michael Thompson is director of deliverability and ISP relations for ClickSquared (www.clicksquared.com), a 
provider of relationship marketing programs.
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BtoB Research Reports 
provide in-depth insight into 
the issue b2b marketers face 
on a daily basis.  

With indepth insight into how 
marketers are using online 
analytics, "The Web Analytics 
Survey" contains: 

 679 survey responses  
 Segment analysis  
 22 charts  
 10 case studies  
 139 Pages  
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Each issue of CMO Close-up 
features an interview with a 
CMO, as well as other 
marketing executives 
answering that issue's "Big 
Question." 

This week's feature: 

READ NOW 

 

Close-Up with 
Pamela Evans, 
global digital 
marketing 
manager, IBM 
Software Group
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