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Database Marketing Drop?

BY RAY KEENER

The 2008 NBDA Retailer Survey, con-
ducted by the Gluskin Townley Group,
shows many encouraging trends. One
puzzling trend is the de-
cline in database market-
ing among shops in the

tions and the data gets captured. In large
shops, where training tends to be more
prevalent, employees more consistently
ask for consumer data.

Use Customer Database As A
Resource for Marketing Business
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As database marketing continues to
grow in other specialty retail niches,
why this unexpected decline?

“Thisisreally about capturing names,”
said Fred Clements, NBDA executive
director. “Small and large shops are bet-
ter at name capture and medium-sized
shops struggle with it”

The theory: In small shops, the owner
is doing a higher percentage of transac-
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“There’s benefit to the business and
the customer in getting customer con-
tact information,” said Elliot Gluskin,
who conducted the research. “The busi-
ness can communicate with its custom-
ers efficiently and cost effectively, while
the customer receives information they
need such as product recalls, sales and
service specials, and news about what’s
happening at their favorite bike shop.”




