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.- Highlight Address Management

The example of Loyalty Partner GmbH,
Munich, illustrates how important it is to
organize one’s data records via software and
what problems can be prevented by doing
so. Within the scope of its bonus program
PAYBACK, Loyalty Partner has organized its
address management under an Oracle8i™
database using software solutions from
Uniserv. Here, the postal validation software
post for Germany including geo-coordinates
is deployed. In combination with a prior
external postal validation check, the
software — meanwhile containing more than
ten million German addresses — provides
consistently high postal quality and up-to-
dateness of the database. Beyond the
example shown, the various difficulties that
can arise in address management are to be
made clear, along with how software
solutions can offer support in solving the
problem.

Decision-makers realize the importance of
addresses that are impeccably correct for the
success of their PAYBACK program. "A
fundamental element of Loyalty Partner and
thus PAYBACK is professional campaign
management, i.e. the permanent, personalized
dialog with the consumers. This is inconceivable
without clean addresses", explains Timo
Salzsieder, board member and manager of
solutions  development.  Against  this
background, those responsible at Loyalty
examined different providers of address
management software. In particular, the
aspiring companies had to qualify in the
categories "availability under Oracle", "market
position/references", "technology" and "price".
The choice fell to Uniserv’s address manage-
ment software. "A special advantage for Uniserv
was the fact that the solution works both online
and offline", Timo Salzsieder says, commenting
on why the contract went to Uniserv in
Pforzheim.

The address in the center

In the Oracle environment, the deployed
Uniserv software reliably provides correct, high-
quality addresses. The postal validation software
post checks the German addresses on the postal
code, city, street and house number levels. The
function "geo-coordinates" enhances the
original address by giving it geographical
longitude and latitude coordinates. Thus the
regional and local dispersion of PAYBACK
customers can be visualized transparently.
Uniserv’s functionality based on Oracle operates
both online and offline, both interactively and

in batch and maintains both data already in the
files and new data.

The value of these validated addresses is
apparent in different areas and activities of the
company. An example is campaign manage-
ment, which is currently operating on the basis
of about 10 million addresses in the company
database. "Per year we send out — partially
together with our partners — up to 200 mailings
numbering up to 2.5 million pieces each, and
annually we have almost 100 million contacts",
Torsten Harms, director of database marketing,
explains. In these campaigns — along with
customer service such as sending out account
status information, change-of-address forms or
premiums — it is also a matter of targeted direct
advertising. "Without impeccable postal addres-
ses, our response rates of up to 60 percent with
minimal undeliverability could not be realized",
Torsten Harms clarifies. Even the company’s
own call center relies on its access to the
cleansed, postally faultless and up-to-date
address database. That increases the reliability
and quality of the inbound and outbound
dialog via telephone considerably. Additional
examples for the relevance of correct postal
data are new customer addresses. These occur
when the consumer officially registers at
PAYBACK for the first time. The new addresses
reach the company in different ways, namely by
mail, fax or telephone, but also via Internet. On
the Internet the address check takes place
directly online during the registration pro-
cedure. Offline addresses are either cleansed
interactively or in a batch and then are assigned



to the Oracle database. Spelling, hearing,
typing and reading errors as well as junk
addresses are practically ruled out. That
lastingly and reliably protects the entire data-
base from a slow, unnoticed contamination.

Positive Results

Timo Salzsieder sums up the success: "Due to
Uniserv’s support we now have reliable, cost-
effective address management automatisms,
with which we can keep our addresses ‘fit’.
That is the foundation for the permanent,
interference-free dialog with our customers — an
important prerequisite for securing and
expanding PAYBACK." Against this background,
a purposeful and constant address manage-
ment on the basis of a correct, integrated and
uniform database accessible to all those entitled
to it is one of the most important requirements
for successful customer management. Thus,
addresses of customers and prospects comprise
the central nervous system of all customer
relationship projects. Nevertheless, the quality
of address data records often leaves much to be
desired in many places - and that not only in
classic direct marketing, but also within new
business models, such as in the e-business
sector. Here, according to current studies,
companies are in jeopardy of losing 60% of
their customers within only six weeks. For that
reason, IT-supported validation systems offer
optimal instruments for ensuring impeccable
postal addresses. They form the basis for
improved success in personalized one-to-one
marketing; they reduce costs and increase
efficiency and cost-effectiveness.

Sources of error in handling data

Deficient data quality in company address
databases can usually be traced back to the
most diverse factors. For instance, customers
use different ways of writing their names and
addresses and are for that reason often
represented in the database several times.
Other frequent sources of error are transmission
errors while entering data, such as phonetic
errors in acoustic transmission or mistakes in
entering handwritten records. This problem can
also only partly be solved by issuing customer or
partner numbers, because the customer may
not have them at hand in the decisive moment.
Beyond that, obstacles arise in merging
customer data from different areas because the
stored data is distributed in front and back
office systems, and the standards for recording
addresses thus deviate from each other.
However, even when all of the data is entered
correctly into the database, one is not immune
to error — for addresses are also subject to an
"aging process" such as through a change of
domicile that is not reported or because, even
when the new place of residence is known, the
new address cannot be assigned to the old
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address. The incorporation of towns or the
renaming of streets represents a further snare in
this context. The consequence of redundant,
incomplete or obsolete customer and prospect
addresses: all data and measures based on
them, aggregated and derived from them are
adversely affected, or even made unusable. If a
company does not recognize such problems or
trivializes them, the success of its CRM or
marketing activities is called into question in a
massive way.

Europe is growing together...

But here, too, dangers are lying in wait, even if
cross-border communication is increasing. In
most European countries there are still different
regulations for addressing, address structure
and the automatized processing: in England
and France the house number is written before
the name of the street, in Germany and lItaly
after the name of the street. Postal codes are
sometimes four-digit, sometimes five-digit, in
one country only composed of numbers, in
another country consisting of a mix of numbers
and letters. Additional difficulties in managing a
correct address database arise in multilingual
countries such as Switzerland, Finland or
Belgium. Another fact is that in many languages
there are quite a number of special characters.
That begins in Europe with the "sharp-s"
(technically known as the sz ligature) and the
umlauts (dieresis marks) in German and
continues with the French accent marks and the
Scandinavian a and @ and the Spanish fi, not to
mention the Cyrillic, Arabic and Asian
characters. If character interpretation already
plays an important role in documents, it is
indispensable in the field of address trans-
mission, entry and representation. If only
fragmented information exists, then even the
most ingenious mechanisms and instruments of
modern one-to-one marketing cannot take
effect.

The address in the age of e-mail and Internet
Even if in many places communication mean-
while takes place via e-mail and WWW - the
address remains the heart of every customer
database in modern marketing as well. A correct
database for customers and prospects is
therefore one of the most important and also
most valuable resources of every company.
Today IT-supported address management
solutions provide the means to effectively avoid
all of the enumerated traps. They ensure, for
instance, regular updating of reference tables to
keep the data files current. In addition, they see
to it that addresses are not entered into a data-
base unchecked and also that international idio-
syncrasies are taken into consideration. At the
same time, the address data of customers and
prospects forms the starting point for efficient
micromarketing, in that, by using postal



validation systems, information of the most
diverse nature can specifically be included.
Within the scope of address management,
geomarketing can be thought of as an option
here to serve as an effective platform for
assigning information specific to the company
or for the basis of referencing external data files
from providers. This category includes general
information such as coordinates for location or
route planning, statistical districts, jurisdictions
of governmental offices and authorities, but also
delivery information of freight services.
Statements about the living surroundings allow
conclusions to be made concerning the profile
of a specific customer or prospect and at the
same time permit statements about the living
environment and customer structure and inve-
stigations about the location. Since market
potential is determined by taking target group
data into consideration not just for small areas,
regional differences are recognized in tapping
the market as well, and dispersion losses in the
use of advertising or in direct marketing can be
prevented. "Gaining the competitive edge
through knowledge" is therefore the motto —
and the more knowledge about a customer
stored in the company database and the better
the data, the sharper the competitive edge will
become and the greater the lead over com-
petitors.
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