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What to Do When Customers Say "No Thanks!" to Marketing  

By Graham Hill, Customers & More  

 

I am pretty sure you all know by now that the 'Marketing Commons' is destroying trust in 

marketing, marketers, and the companies that do it. In a nutshell, faced with more marketing 

having less effect on customer buying behaviour, marketers are resorting to yet more marketing 

to get customers to buy. Just serving to make the problem worse! 

A recent survey of customer attitudes to marketing by CCB FastMap brought home just how 

awful the situation has got: 

� When asked how they would like to be contacted by companies, 63% said 'Not at all!'

� When the same question was asked of customers that already had a relationship with the 

company, 23% didn't want to hear from the company at all, rising to above 50% for 

banks and utilities  

� When asked if they wanted to share data with third-parties, 86% routinely ticked the 

opt-out box 

Marketers have only themselves to blame for the parlous state they have got their industry into. 

But what should they do to make marketing a trusted partners again? 

The most common answer seems to be analytically-targeted marketing. But even with advanced 

statistical models, marketers only know a tiny amount of what they need to know about 

customers and their situation to target customers properly. Response rates are simply too low for 

analytically-targeted marketing be the answer.  

Stategists like John Hagel have suggested that 'push-pull' marketing may be the answer. This 

integrates the best of customer-driven pull, e.g. responding quickly to customer requests and 

company-driven push, e.g. real-time marketing to get the right message, to the right 

customer, at the right time. Companies like Toyota have implemented push-pull marketing to 

great success. And have used their lean expertise to remove up to 50% of the time and costs of 

marketing in the process too. 

But is it enough in these untrusting times? Marketing journalist Alan Mitchell thinks not. He has 

long been an advocate of 'buyer-centric commerce' where buyers (customers in all but name) 

control all their data and aggregate their demand through trusted third-parties, to be offered up 

to potential suppliers to fight over. There are a few companies tentatively testing buyer-centricity 

like this out, but these are early days. And it is one thing to control your own data related to a 

pending house move and another entirely to control all your mobile phone call data records or all 

your credit card transactions.  

What do you think? Are customers fed-up of irrelevant marketing spam? What do marketers have 

do to extract themselves from the Marketing Commons? 

Tip of the hat to Alan Mitchell's article, 'Making customers more revealing' in the Financial Times. 

Alan's blog, 'Right Side Up' is well worth reading too. 

Post a comment or email me at graham(dot)hill(at)web(dot)de and get the conversation going. 

Further Reading: 

Alan Mitchell, Financial Times 

Making customers more revealing 

http://www.ft.com/cms/s/0/6dd60fd2-80e3-11dd-82dd-000077b07658.html?ncli... 

Right Side Up 

http://www.rightsideup.blogs.com/ 

John Hagel 

From Push to Pull 

http://www.johnseelybrown.com/pushpull.pdf 
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Graham Hill is the founder of customer management consultancy Customers & More. He has 
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shapes and sizes. He can be contacted at graham(dot)hill(at)web(dot)de. [Blog: Customer 

Insider]

 

Join CustomerThink  

Get free newsletters and free access to 
Premium content in our Research Library!  

Register Now »  

 

Featured Research 

� On the Hotseat: How Your Peers Are Tackling the 

Questions That Matter Now 

� B2B Marketing 2.0: Engage Social Buyers, Drive 

More Sales-Ready Leads 

� Sony Online Finds ROI in Customer Service 

Investment 

� A Profitable Approach to Managing Complaints 

� 9 Key Plays for CRM Success in 2009 and Beyond 

� The Human Touch of Lead Nurturing 

� Design and Deliver More Effective Marketing 

Programs 

� Customer Experience Makeover—A Practical 

Approach to Competitively Differentiated Service 

� Supercharge Your Sales Team 

� Driving Results with Customer-Centric Marketing 

Visit the Research Library » 

 
 

 

Optimizing the Multi-Channel 

Agent Desktop: Empower your 

Customers and Frontline 

Employees  

The contact center plays a vital role in 

competitive differentiation. Without an 

effective agent desktop, productivity suffers, 

response time increases, and customer 

satisfaction drops. This white paper includes 

case studies from CARFAX, Electronic Arts 

and Iomega.  

 View Now »  

Customer Experience Makeover—

A Practical Approach to 

Competitively Differentiated 

Service  

Read this practical and proven approach to 

delivering a competitively differentiated 

customer experience online and in the 

contact center. It outlines both the multi-

channel customer service capabilities 

necessary to achieve that differentiation and 

the best way to acquire those capabilities.  

 View Now »  

Home Editor's Topics Research Articles Blogs Interviews News Events Other Experts Quick Links Advertise 

Page 1 of 3What to Do When Customers Say "No Thanks!" to Marketing | CustomerThink - CR...

21/04/2009http://www.customerthink.com/blog/when_customers_no_thanks_marketing



» More by Graham Hill Most Popular Printer Friendly quote  

Related Thinking 
� Is IKEA a Listening Company? 

� Web 2.0: The End of the Beginning 

� What Really Drives Customers to Buy From Louis Vuitton Again? 

� If You Can't Get No Satisfaction, Trade Ratings for Truly Understanding Behavior 

� If Customers Say They're Happy, Why Are They Leaving? 

MarketPlace 

Sony Finds the ROI in Customer Service  

For Sony Online Entertainment, customer service goes well beyond the usual. Read this report and learn 
how Sony created a service environment that increases customer loyalty, employee retention and more 
than pays for itself. 

B2B Marketing 2.0: Engage Social Buyers, Drive More Sales-Ready Leads 

Four innovative B2B lead management vendors (Marketo, Marketbright, Silverpop and TreeHouse 
Interactive) demonstrate how to capture, score, nurture and distribute leads. Learn how to engage with 
online buyers to drive more sales-ready leads and increase marketing ROI. 

A Profitable Approach to Managing Complaints 

Customer complaints are an opportunity, not an inconvenience! Do you understand the economics of the 
"lost customer" experience? This paper presents a strategic approach to handling complaints, including how 
to calculate the true cost of complaints and a seven-step plan to drive improvements. 

Global Customer Experience Management Certification Program 

[May 27-28, Paris] Learn cutting-edge CEM methods from a team of international gurus. This 2-day course 
applies CEM essentials, strategies and methodologies on Marketing, Sales and Services; provides a 
framework with relevant guiding principles and tools for designing the best experience to your customers. 

Post new comment 

Your name: * 

  

E-mail: * 

 

The content of this field is kept private and will not be shown publicly. 

Homepage:  

  

Subject:  

  

Rating:  

  

Comment: * 

� Allowed HTML tags: <a> <br> <img> <em> <i> <b> <u> <hr><strong> <table> <tr> <td> 

<th><ul> <ol> <li> </li><font><blockquote><sup> <colspan> <rowspan> 

� Lines and paragraphs break automatically. 

� Web page addresses and e-mail addresses turn into links automatically. 

� You may quote other posts using [quote] tags. 

� Images can be added to this post. 

� You can use BBCode tags in the text, URLs will automatically be converted to links. 

More information about formatting options 

  

This question is for testing whether you are a human visitor and to prevent automated spam 

submissions. 

What is the second word in the phrase "yete yupuhu xuwafo agub ruxa"?: * 

  

CAPTCHA

Preview comment

Page 2 of 3What to Do When Customers Say "No Thanks!" to Marketing | CustomerThink - CR...

21/04/2009http://www.customerthink.com/blog/when_customers_no_thanks_marketing



How to Do More with Less and Prove It—eMetrics Marketing Optimization Summit 

[May 4-7, San Jose, CA] Realize revenue from your relevance. Drive dollars from your data. Validate the 
value of your vision. A results oriented conference for a results oriented year. 

Featured Links 

Get your event or resource listed in the MarketPlace, reaching 300,000 business leaders monthly.  

For more information, contact CustomerThink advertising sales. 

E-Catalog  
Configure One has software solutions designed to meet 
the specific needs of different market segments.  

CEM Training and Certification  
Patent-pending methodologies combine the art and 
science of Customer Experience Management.  

On-Demand CRM Software  
Use RightNow solutions to create the best possible 
customer experience while reducing costs.  

Right Move  

Develop a 

customer-centric 

business strategy 

that delivers 

results. 

Tool Time  

Insight about 

technology 

market trends, 

innovators, and 

implementation 

best practices. 

100% Club  

Achieve sales 

goals through 

process and 

performance 

management. 

Lead Gen  

Manage 

marketing 

campaigns to 

generate 

targeted leads at 

the right cost. 

Left Brain  

Create customer 

and business 

insight with 

analytical tools 

and techniques. 

Social Business  

Use social media 

and customer co-

creation 

strategies and 

technologies. 

Moment of Truth  

Deliver 

memorable 

experiences that 

create 

competitive 

differentiation. 

Branded  

Build a trusted 

brand and loyal 

customers with 

great customer 

service. 

Editor's Topics

Page 3 of 3What to Do When Customers Say "No Thanks!" to Marketing | CustomerThink - CR...

21/04/2009http://www.customerthink.com/blog/when_customers_no_thanks_marketing


