Make the most of Access

Lots of Windowbase
customers use Microsoft
Access software to manage
their data. Of these, about
half only seem to navigate
their way round in what's
called ‘Table View'. It works,
but Access offers a far more
flexible means of seeing the
data, especially when there’s
so much information about
each company. It's called
‘Form’.

It isn’t difficult to set up a
form. When you open any
database, the option is there at
the top, as an alternative to
‘Tables’. Click ‘Forms’ then use
the Forms Wizard, and it will
guide you through the whole
process. Windowbase already

supplies a form for each
database so that users can get
to grips with the data from the
start. It’'s designed to be
amended and adjusted to suit
everyone’s own requirements.

The beauty of the form is
that all you need to do is to
open the filter, key something
like ‘Bradford’ in the town field,
and you can see immediately all
the companies in Bradford, and
flick through them one at a
time.

Not only is it simple - it’s
about making life easier, after all
- it presents your data in a way
you might not have seen
before, and that might just
spark a bright new idea for your
next campaign.

Using the internet

| did it Nor-way ...

Don’t just do it - improve it

A couple of months ago, one of our
customers announced he could do without
our services. He arranged for the database
manager to download all the names and
addresses he could find from the Internet.
These included all those sites we keep
telling you about and, of course, they
collected 40% more names and addresses
than they were buying from Windowbase.
Euphorial

Great start: nearly half the new
companies were “not in the
Windowbase data,” we were told, when
they invited us in. And it was true. They
weren’t. But it became evident that what
really counted was that these names and
addresses were FREE - just sitting there
on the Internet. He had overlooked the
fact that his manager had to spend time
collecting the data, formatting it and
incorporating it into his files. Their delight,
in demonstrating how Windowbase was
“under-performing”, overlooked the

absence of contact names, of company
size, exactly what business they were in . .
. or that they did indeed exist at all. They
were taken in by: “hey, this is good and it's
free!”

Naturally, we had to treat their claim
seriously. We chose clearly defined areas,
and searched for the data on the Internet.
Of the 300 companies in both sets of
records [ours and theirs], just over 100
were not in their Windowbase data. We
needed to investigate - after all, some of
our raw data comes from the same source
that our customer was also searching.

Out of that 100 records, 50 were
recorded as being duplicates, or had gone
when we previously researched them and
removed them from our data, and some
were the one-man-bands who don’t
answer the phone. In other words, we
hadn’t been able to verify their existence.

We contacted the remainder,
independently of our routine research. Half

were unobtainable (i.e. gone out of
business or moved) so we’ll never know
why they were never in our data. Most of
the others were wrongly categorised. One
advertising agency (listed as a double
glazing installer) said, “no, we’re not in
double glazing. We are advertising agents.
[t's a mistake and we’ve been asking to be
taken off their records for the last four
months!”

That left ten companies still requiring
further investigation. From 300. We might
get one or two new records out of it but
it’s been an expensive exercise. Our
customer does at least get some more
information - also free - showing which of
their records can be deleted, and why. We
suspected it all along and at least we can
now prove it but, when a customer is
desperate to cut his costs, seeing isn’t
always believing. If he thinks Denmark
might come crashing down onto Morocco,
he doesn’t necessarily hear: “try Norway”.
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Supporting the sales team

Let’s do 1t for

the planet

ECYCLING: we're supposed to find new
Ruses for everything we can, these days,
instead of throwing stuff away. It's supposed to
make sense and, hopefully, save money. Like
the woman who piles all her bottles and other
rubbish into the back of the Range Rover on a
Sunday morning, then drives twenty miles to
the reclamation centre. Petrol free, is it?

One company has given up trying to recycle, or
so the MD said in a conversation at Glassex. His
actual words: “we tried using our own shit”. Having
lost two good sales reps in quick succession, he
discovered that home-made manure isn’t quite as
adaptable as he’d hoped. He thought he could stop
his Windowbase licence and get the Sales Office to
run a database of their own. Where they got their
basic information isn’t hard to figure out - they
terminate the licence, return the disk, and recycle
what’s still on the computer’s hard drive. A few
thousand records, and more than enough to be
going on with . . . dated when? Did nobody bother
to look?

“You don’t notice,” he said [though, actually, we
do] “how your data deteriorates. There came a point
when | had to say enough is enough.” The sales
guys were under a lot of pressure to find new
customers, as well as develop the existing ones. It

Using the internet

was the law of diminishing returns

in the end. “To do the figures, and keep doing them,
morale has to be high and ours wasn’t. | have to say
it hasn’t worked.”

More important, it wasn’t saving money. You can
only lose [disguise] so many hours, miles and
expenses in the general account but, after a while,
someone with a finger on the financial pulse called a
halt. Come interview time, the MD was asked the
same question by two prospective salesmen: “have
you got Windowbase?” After some umm-ing and
agh-ing, without wishing to give anything away, the
MD realised that good reps do need some support.
Salesmen who get to the top, the MD concluded,
can't do it with one hand tied behind their backs. It's
a fierce, and very competitive, world out there. So,
basically, it came down to: “if you haven’t got
Windowbase, you can count me out.”

Black BMWs are all very well but a salesman
knows that, to keep his car, he needs to come up
with the goods month in, month out, so
infrastructure becomes more vital to him than his
wheels - and that’s saying something. Beamers are
costly items but, unlike Windowbase it seems, NOT
worth their weight in gold. In other words: “the only
way | was going to get myself a decent new rep
was to come back to you guys.”

| did it Nor-way
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The urban myths passed

would land in Morocco. This

makes it worthwhile.

round by today’s cool
youngsters have a striking
similarity to what used to be
called old wives’ tales [not
cool at all]. “I got this off the
Internet” should sound
alarm bells to everyone but
the gullible: if you stand
Denmark up on its base and
tip it over, the northern bit

pearl of wisdom was from
someone with an MSc!

Like free lunches, stuff [it's
always stuff, these days] of this
nature is usually worth a lot less
than you paid for it. There are
some remarkably interesting
web sites around, offering free
information, because the
opportunity to see the ads

cookie jar.

But worthwhile to whom? To
you? Or the advertiser? Or the
host? Nope, if we are to teach
our kids that there’s no such
thing as a free lunch, first we
need to stop believing it
ourselves, and stop behaving
like we’ve got our fingers in the

continued on page 4...
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The value of costing

| ess IS more

One of our best customers
has decided to go it alone,
supposedly to save money,
on advice from a consultant -
a Management Accountant.
Nice chap, apparently.
QOutgoing. The sort who looks
at your shoes, instead of his
own. Nobody can transform
your figures like one of these
guys. They look at what you
do, find ways of shaving off
bits of your overheads here
and there that won't get
noticed, then they adjust your
“stupid” prices to something
more “sensible”.

Easy - give ‘em 10% less
and charge 10% more. It
transforms the figures at the end
of the year. And maybe, if you're
lucky, they look nearly as good
at the end of the next year too.
The trouble is, given time, people
DO notice, so the price you pay
[apart from the astronomical
consultancy fee] is actually your
reputation, and once that's gone
down the tubes, what have you
got?

Nobody likes losing a
customer, especially a big one.
Endless discussions about how
to reduce the contract price and,
while you're at it, can’t you just
chuck in this or that . . . just to
give me something for the boss,
to show I've got us a good deal.
More for less again, then. In the
end, the trail goes cold and, if
you're lucky, they let you know
they’re not coming back.

So, in our case, they let us
know they were cancelling. And
that should have been the end of
it, except for feedback that starts
to tell us that it isn’t all going to
plan. The cost of the new
Database Manager would come
out of general overheads [so that
didn’t show], and the research
phone calls would just go on the
[slightly higher] phone bill. And
admin assistance doesn’t need a
cost code, does it?

Had the quality of the Do It
Yourself data been as good as
what the various regional
operations had been used to,
everything in the garden might
have been rosy. Only it wasn’t,
and nothing like. The last thing
that’s going to happen is
someone holding up his hands
and admitting: bad idea.

Nice one! Everyone’s a loser,
then. The ex-customer hasn’t
saved any money at all - costs
have actually risen, the supplier
has lost a big slice of income,
and the guys up at the front-
end, the selling end, are
bitching that fings ain’t wot they
used to be. Except . . .

It turns out Head Office
supplies the data to the regions,
but it has to compete on the
open market. The regions,
being individual profit centres,
are free to make their own
strategic decisions and this
includes sourcing their data.
This tale doesn’t yet have an
ending but, with luck, it should
go like this...

Instead of selling, say, thirty
grand’s worth of data to Head
Office, six regional offices buy
their own little slices of data at
six grand a shot. Then they can
each call in another
Management Accountant and
tell him they’re now getting
more for less. Not a word about
how it’s actually the supplier
who’s getting more income for
supplying less data.

If there’s one question you
can answer yourself, without the
help of a Management
Accountant, it's how much does
it actually cost to put someone
on the road? [Hint: hotels and
petrol barely affect it.] All told,
most companies say it’s well
over £50,000 a year, so
tinkering about with, or shaving
a few pounds off, their life blood
might not be the most efficient
thing to do.
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Managing Director Simon Winstanley has always believed that
direct mail boosts sales growth. Marketing magazines report a
growing share of total UK marketing budgets going to direct
marketing, and he reads all the articles on the subject. He likes
the idea that you can measure the results and keep on trying
until you achieve what you're after.

For years Simon has
collected databases. His oldest
is one a Glassex sales rep
slipped him, as a special favour
to persuade him to exhibit some
years ago. It's a list of visitors
and a bit out of date but it was
free and there are several
thousand visitors on it. True,
some of them he knows are
dead-and-gone, but he reckons
there must still be many valuable
prospects on it.

He also acquired another list
from Tim, who bequeathed it to
him when he joined the
company. Simon doesn’t know
that much about the list,
because Tim didn’t stay long.
There’s a fair bit of duplication in
the lists, as you’d expect - but,
as Simon says: never look a gift
horse in the mouth. Then there’s
his Yellow Pages list and another
he bought from a list broker.
More than enough to be going
on with, surely?

Exactly! Far more than
enough, in fact. For the last
eleven months Sarah from his
sales office has been trying to
merge the databases and
eliminate duplicate records. It's
taken much longer than anyone
thought and, in the last three
months, Simon has drafted in
Tim’s replacement, Brian, who
has good IT skills to help finish it
off. Only they now have
difficulties, trying to establish
which version of several obvious
duplicates is correct. So they’'ve

started calling the firms to find
out.

Simon looked at the latest
batch of call sheets and was
perturbed to see that both
Sarah and Brian had called the
same firm [which they weren’t
supposed to do] and yet what
they recorded didn’t match! The
telephone numbers and the
postcodes differed so, on a
whim, Simon did his own check
and discovered that one had the
right telephone number while the
other was answered by an irate
homeowner. One version
recorded the postcode correctly,
while the other was for
somewhere outside the area.
Checking some more, Simon
found many similar errors,
ranging from the irritating-but-
slight to ones that looked as
though they hadn’t been
checked at all.

His free databases were
starting to look very expensive.
Meanwhile sales were suffering
and the team was chasing for
good leads to help them win
new business. His accountant
too was taking an interest in the
project and doing the sums
while muttering about cash flow
and the need to cut their
overheads. Simon'’s faith in
direct marketing began to wane
as they totted up the cost of
keeping two people occupied on
a project that seemed to be no
nearer completion than it was
nearly a year ago.

SORRY, SIMON, BUTIT'S

TOU&GH OLD WORLD /

WHEN I SAID I WANTED THE HEAD OF MARKETING . . .

A Tale of Two Cities

Meanwhile, Tim Jones, who
used to work for Simon, set up
his own new company just
down the M62. He shared
Simon’s belief in direct
marketing, and licensed a
database from Windowbase at
the end of last year. Tim had to
get sales - and his single
salesman - moving straight
away. He had read about a few
ideas in Issues, and wasn't at all
surprised when they worked just

as well for him as they had for
others. Even though Tim started
up when the market was weak,
his company is doing rather
well. Enquiries are enough to
keep the office busy, and sales
were well up, boosted by all
the new business they’re
winning, partly from Simon’s
firm.

According to Tim, Simon
had the right idea - he just
couldn’t see the wood for the
trees. Simon has already spent
ten times longer getting his data
together than Tim’s done,
making use of it. Simon thought
he could add useful information
to the bare bones of company
names and, in the end, the
whole operation was grinding to
a halt. That’s why Tim got out
when he did. We asked him for
a quote and got this: “we have
an appetite while Simon’s got
indigestion.”

“We have an appetite while Simon’s got indigestion.”
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ALMO diversification

You can’t tell a rep -
just do it

EXCUSE ME, MATE -
IS5 THAT WALSALL TOWN
HALL OVER THERE 2

Well, so much for the Office of
the Deputy Prime Minister.
John Prescott was the guy
who could have told us all
about places like Darlaston,
Brownhills and Pudsey, and
it's a shame he didn’t because,
as you'll see below, they're
rather important...

Someone said he was off to
Warsaw next week, or so it
sounded, and very nice too. Only
it was Walsall and [no offence] it
doesn’t quite have the same
cachet. Walsall is a metropolitan
borough that used to have a very
large stock of houses but things
have been happening, and
happening, and happening.

First, the Housing Department
was relieved of all that
responsibility, when The Walsall
Housing Trust came into being. Is
that Trust... or several smaller
Trusts? Tenants’ needs became
the order of the day and this
could only be achieved by making
the housing service more local.
Instead of one address in the
middle of town, new
neighbourhood offices, with
devolved powers, opened all over
the shop. Much the same thing
happened in Leeds.

When you know where to look
on the Internet, you can find the
right website, then a map and
click on each of the areas. Up
pop the various addresses and
phone numbers. Simple, isn’t it?
All you have to do is ring the
numbers and find out who's
moved out of the Town Hall and
to which address, assuming the
various maintenance depots are
at the neighbourhood offices -
and that’s one very big
assumption. Ask the right

questions [of the right person, in
the right mood] and you might
discover who'’s now doing what in
every one of the areas. A picture
of how things have changed in
Walsall can be assembled, DIY-
style, in a morning. Leeds in the
afternoon, then.

Have a nice day

Well, that’s another day gone, but
at least there’s something to show
for it. Place names like Darlaston
and Brownhills in Walsall, and
Pudsey in Leeds, suddenly do
take on a new significance.
Anyone with an eye for detail, and
a way with words, can build up a
complete picture. But it might be
worth asking: is that what you
want? Can you really afford to pay
someone to do all that research
when s/he could have actually
been out there? At the pointy end,
walking the walk, talking the talk.

Not every company can afford
to indulge its reps in what
amounts to an ad hoc ego-
boosting research programme.
The self-satisfied smirk, at the
start of the monthly sales meeting,
can be wiped off the face of
someone whose biggest
achievement has been to collect a
few names and addresses. “Hell's
bells, Joe - we could have got
them for pennies from
Windowbase.” And poor old Joe
thinks to himself: but | really do
know these people exist, and they
are where they’re supposed to be.

That's right, Joe. Now all you
have to do is put a date on your
research and make sure that it all
gets typed it all up properly and
you'll have done . . . well . . . what
Windowbase does for pennies,
actually.
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