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Marketing

It's my info,

‘m not playing ball with marketers anymore.
I'm tired of hesitating before picking up the
phone for fear it’s a telemarketer who won't
take no for an answer; or expecting to be
paralyzed at the front door by a fast-talking
canvasser demanding I donate, buy or sign-up.
And I will no longer explain to surly cashiers why
they can’t “get” my postal code or phone number
before I hand over my money.

Research pioneer Angus Reid makes the inci-
sive point that consumer civility is on the wane and
marketers have only themselves to blame. In a
recent article, Reid explained that the market re-
search industry flourished “because answering the
questions of strangers on the other end of the phone
line was considered a polite and socially acceptable
thing to do.” (“Market Research Liberated,” Sept.
25,p. 19)

No more. People are refusing to participate in
research-non-cooperation rates often exceed 80%,
according to Reid-because of a breakdown of trust.
Telemarketers are calling at inconvenient times or
expect people to participate in lengthy surveys.
Opinion fatigue—i.e., consumers who reject almost
all attempts at polling—is a trend seen in the U.S,,
too, according to Advertising Age. Its report on the
Research Industry Summit for Improving Respon-
dent Cooperation, held recently in Chicago, found
that fewer consumers want to take part in surveys
and that participation rates of under 10% are com-
mon. The same people tend to be polled over and
over again, which raises questions about the relia-
bility or bias of results.

But it’s not just about inconvenience or opin-
ion fatigue, and it’s not only telemarketers who are
pushing their luck. I'm not the first to rant about
people who ask intrusive questions; it’s that mar-
keters have an aggressive attitude of entitlement
to that personal information.

Refuse the “Postal code!”, “Phone number!”
interrogation and you're treated to either the cold
shoulder or an argument. “But we need it” is often
the answer to a firm, but polite no. Yet few front-
line retail staff will explain that their employer is
building a database for its own benefit, let alone
articulate how your postal code could ever improve
store selection and service, or build a direct-mail
or loyalty program that’s actually beneficial to you,
the customer. The joke around here is: What exact-
ly has Radio Shack been doing with all those phone
numbers it collected over the years?

not yours

You can ask the same question of loyalty pro-
grams. Ata September Canadian Marketing Asso-
ciation conference, federal privacy commissioner
Jennifer Stoddart said “at best, loyalty programs
are not particularly clear and open about why
they're collecting consumer information,” and that
while the marketing industry describes loyalty pro-
grams as a means to better understand their cus-
tomers, “not all customers want to be better under-
stood, particularly if it means surrendering their
privacy for commercial purposes.”

It’s not just retailers who are more aggressive. |
was recently kicked out of a realtor’s open house
when I refused to sign a document asking for my
name, address, phone number, e-mail address and
other personal information. I understand that real-
tors and homeowners want to keep track of who’s
traipsing through properties, but what raised a red
flag was that my signature would give the realtor
permission to distribute and trade my personal
information as she saw fit. When I expressed dis-
comfort, the realtor didn’t explain that this was a
database-building exercise, but insisted, twice, that
she “needed” the information for “security pur-
poses.” I refused and was shown the door.

The attitude of entitlement colours the very
language used by some telemarketers. I stopped
donating to Mothers Against Drunk Driving at
least two years ago, but the phone calls and direct
mail never end. As far as I'm concerned, charita-
ble giving is a voluntary exercise, but the last time
[ was on the receiving end of a MADD call, they
said they wanted to “clear up the account,” as if it
was a lapsed credit card bill. What's more, MADD
callers have implied, more than once, that [ am
dishonourable for not pulling out my chequebook
on demand. Deadbeat, dishonourable...they’ll
never get another dime.

It’s slowly dawning on people that personal data,
while freely given, is actually worth quite a bit to
the receivers and manipulators of that informa-
tion. The notion that marketers and researchers
should actually pay for the information from
which they derive so much benefit is getting some
consideration. VNU-owned Nielsen Media Re-
search has reportedly seen respondent rates rise to
45% from 36% over the past five years, largely
because respondents are paid for a two-year com-
mitment.

There is concern in some quarters that if Cana-
da tightens its existing privacy laws by requiring mar-

keters to obtain express positive consent prior to the
collection, use or disclosure of a customer’s per-
sonal information, it could cripple standard mar-
keting practices.

So could people saying no, en masse, to the
marketing bullies.

Our fall events
and publication
schedule changes

As you've noticed from the triple-page ad spread that
opens this edition, the entire Marketing team is well
along in plans for our first Marque Awards, a new
event set for Nov. 30 that will celebrate the achieve-
ments of Canada’s top marketers and agencies.

As a result of this project, and the preparations for
our other established projects such as the Digital
Marketing Awards on Nov. 2 and the Media Innova-
tion Awards on Nov. 9, we've decided to produce a
series of special double issues in the lead-up to the
Nov. 30 Marque event.

The 18 Agencies that Mattered and the 17 Mar-
keters that Mattered in 2006, as chosen by the Mar-
keting editorial team, are listed in the announcement
ad on pages two and three.

The Nov. 6/13 edition of Marketing will feature ar-
ticles on the 18 Agencies that Mattered, the winners
of the 2006 Digital Marketing Awards, and our fall
report on television.

The Nov. 20/27 edition will profile the 17 Mar-
keters that Mattered, and also include the 2006 Me-
dia Innovation Awards showcase and a special report
on digital marketing.

The Dec. 4 edition will feature our Marketer of the
Year and Agency of the Year profiles as well as our
last Media+ report of the year. Marketing's final issue
of the year will be published Dec. 11/18.

Those issues, of course, will also include much
more material, including our regular columnists and
departments.

As always, Marketing Daily—which is free to all
subscribers—will continue to come out each morning
with breaking news relevant to Canada’s marketing,
agency and media industries.

-STAN SUTTER, EDITORIAL DIRECTOR

What, exactly, is Menzies’ point?

Re: David Menzies’ column “If it’s

gay, it’s gotta be good,” Sept. 25, p. 15.

I'm sorry, but what, exactly, is David
Menzies’ point? So Canadian mar-
keters have jumped on the gay target-
ing bandwagon. So what? It’s certain-
ly a refreshing change from being
ignored, denied and excluded. Ever
tried to fill out a loan application in a
same-sex relationship? Or been told by

a car dealer, “Oh, sorry, I was waiting
for your husband to get here?” And
don’t delude yourself that extreme prej-
udice and hate against homosexuality
doesn’t still exist in Canada.

What's not clear to me is the rea-
son for the nasty tone. Is David Men-
zies jealous that marketers aren’t
focused 100% on white, straight guys?
Or is he, in fact, like many people

who hide their lingering discomfort
or disapproval of homosexuality be-
hind a politically correct whitewash
of “Oh, I'm OK with gay people. I just
wish they wouldn’t flaunt it.” In other
words, stay on the sidelines, behind
closed doors, and in the closet where
[ can pretend you don’t exist.

A corporate logo on a Gay Pride
float may be a sign of progress but atti-

tudes like Mr. Menzies’ are signs of
just how far we still have to go.

Nancy Evans

Toronto

The full versions of these and other recent
letters are posted at marketingmag.ca.
Marketing welcomes your letters.
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