
TELL Y O U R  C U S T O M E R S  W H Y  
Y O U  W A N T  THEIR D A T A

There has been widespread fear in the 
direct marketing industry that data protection 
legal requirements to inform customers of the 
data held on them and to whom it is disclosed 
would ruin the industry. A successful list 
owner and list manager, David Roche of 
Wyvern Crest, finds that a policy of openness 
does not harm response. Since the launch of 
the open policy, customers' confidence in his 
company has increased and response rates 
have shown substantial improvements.

There is still an understandable concern 
within the direct marketing industry that if you 
tell your customers the truth about your DM 
activities, you will lose business. Yet 
transparency of purpose is the essence of the 
first data protection principle. A t the time you 
are collecting the data you need to tell your 
customers what you are going to do with it.
But what effect does this really have? Like 
everyone else we were keen to know. So we 
monitored results.

Approach

One of our principal activities is the 
marketing of business books. We are also 
heavily involved in list rental. We first 
introduced our own form of "glasnost" wording 
into our mailings in January 1989 and into our 
advertising in July 1989.

At the time, everyone was saying it couldn't 
be done. There is no room in an 
advertisement. But we discovered that there 
was. We positioned two or three paragraphs 
under the heading "The Small Print" right 
alongside the coupon. And we made sure that 
the wording actually met the Data Protection 
Registrar's infamous Guidance Note 19.

We told the customer what data we hold, 
how we hold it, what we do with it and to 
whom we disclose it.

It was relatively easy to produce a much 
fuller version in our mailings. A whole section

setting out how we operate was placed down 
the entire right hand-side of the offer letter. 
This form of words has also been repeated in
every subsequent communication with 
customer. So it is always there.

the

Business to Business Results

Basically, we compared the average 
response rate before and after the introduction 
of the "glasnost" wording in our 
advertisements. The result was an actual 
increase of 80.4% in the response rate!

Were there any other factors at work? Yes. 
Quite a number. In particular, we hac changed 
the actual copy and offer at the time we 
introduced the "Small Print." We were 
comparing a fresh leading book title in the 
offer with one which had been around for a 
while. So we did the comparison again with a 
later set of results from a leading book which 
had been around for a similar period. The 
result was an increase in response rate of 
49.2%.

Clearly, results were still better wi h  the 
"glasnost" wording than before. A similar 
picture emerged when we tested our mailings 
in the same way. Mailings with the new 
wording showed an increase in response rate of 
30.5%.

Consumer Results

All very well. But this was a business-to- 
business result. We know that business people 
are more receptive to direct mail. What would 
be the result with consumer mailings? Very 
different surely. Since we also market 
equestrian books to horse-lovers we carried out 
the same test on what is very clearly a 
consumer market. We had introduced a very 
similar form of words from September 1989 in 
our equestrian advertising. Comparing results 
in the same way showed an increase of 55% in 
the response rate.

We are not claiming from all this that 
"openness" increases response rates. There are 
many other factors too numerous to explore 
here which can influence direct mail results.
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But what we are now quite convinced of is the 
fact that transparency does not harm response. 
It simply no longer causes us concern. There is 
nothing to fear. Customers do not go away 
because of openness.

Instead, they are reassured by it and have 
confidence in the companies which practice it.

David Roche, Development Director, 
Wyvern Crest UK.
This report has been reproduced with 
permission from Direct Marketing 
International, September 1991.

HOW  W YVERN TELLS THEIR CUSTO M ERS THEIR RIGHTS

THE SM ALL PRINT
Guarantee. If you return your book(s) 
and Receipt within 10 days of receipt, 
we wilt refund your money in full 
without question.This is in addition to 
your statutory rights. i

Your safeguards. We are NOT a book i 
club. We NEVER send books unless < 
positively requested. You do NOT [ 
have to buy a set number of books. j

Free Mailing U st Service. |
Everyone who orders a book j 
automatically joins this free service, i 
We regularly update you with details t 
of the best business books available > 
and we also regularly encourage! 
other organisations to mail offers to , 
selections of the mailing list. i
Business people can also join even if i 
they do not order: just write ‘Add to 1 
Mailing List Service* on the coupon.! 
Anyone not wanting this free service:, 
just write 'Exclude from Mailing List i 
Service* on the coupon • or tell us at i 
any time. We reserve the right to 1 
withdraw this free service at any time ! 
without reason. ,

Fully com puterised. We hold only J 
the information you have given u s , 
(plus the details of our business i 
together) on our computer. This is i 
staffed by real people able to help i f 1 
we have got anything wrong. We are J 
fully registered under the Data t 
Protection Act. i

Wyvern Business Library Tel: 0353 665544
A division of Wyvern Crest Ltd., 6 The Business Park, 
Ely. Cambs. CB7 4JW  Reg. in England No. 1496358 
N O  Q U I B B L E  M O N E Y  B A C K  G U A R A N T E E
-----------------------------

To: Wyvern Business Library, FREEPOST, Ely, Cambs 
CB7 4BR (No stamp needed.)

YES! Please send me the books ticked:

□  The Shorter M B A  price £25.00 + p&p*

Q  Clear Your Desk price £12.99 + p&p*

Q  Brainpower price £15.00 + p&p*

□  Dealing with Difficult People price £16.00 + p&p*

Q  How to Stretch your Tim e price £20.00 + p&p*
PAP UK: Add £2.95 for one book. £3.95 for two or more books. 

Overseas: £4.50 for one book, £6.50 for two or more. Guarantee If not 
satisfied. I can return my book(s) and receipt within ten days for a full, no 
quibble refund. This is in addition to your statutory rights.

□  I enclose my cheque for £ ------------------------
payable to Wyvern Business Library.

Please'debit my Q  Access Q  Visa Q  Amex Q  Diners

Account no ----------------------------------------------------------------

Expiry Hate / / S igned-------------------------------

HAVE YOU TICKED TH E  
BOOK(S) YOU W ANT?
Despatch within 24 hours 

wherever possible.
Please allow a few days in the post.

PRIORITY ORDERS
«  0353-665544  

24 hours, every day. 
Use your credit card. 

Quote ref MC6.

Name Mr/Ms 

Position___

THE NATtONAl NEWSPAPER

UM. CROW "HOttCt'CN SC*EV£

Com pany----------------

Address (inc postcode)
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