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Take-Aways
	In the past 30 years, the amount of advertising has increased dramatically and has overloaded consumers.
	The multiplication of media has splintered the market.
	"Permission Marketing" works better than traditional "Interruption Marketing" because it breaks through the clutter.
	Permission marketing works to obtain the consumer’s permission to provide marketing information directly by establishing a mutual dialogue.
	Today’s interactive technology enables such a one-to-one relationship between the company and each customer.
	Permission marketing helps consumers save time by giving them the chance to "volunteer to be marketed to."
	Permission marketing is like dating your customer.
	This approach is more expensive in the beginning. But once you have established a relationship, the rest of the process is nearly free.
	Frequency is the key to this brand familiarity and trust is the result.
	Permission is a process, not a moment. It can’t be transferred from one company to another.


Recommendation
Imagine how effective your marketing would be if you had individual relationships with all of your customers and each had agreed to receive your company’s advertising, either because they want the information or because they’ve been tempted by an incentive. Author Seth Godin makes this connection real, with the help of technology and he says you can do it, too. Godin argues that individualized "permission marketing" can break through the increasing clutter of traditional advertising, which he dubs "interruption marketing." The Internet is ideally suited to building this one-to-one relationship, he says. His engaging book provides a powerful case for this approach to marketing, which begins with getting the customer’s consent to receive frequent messages. Godin combines a historical overview and a discussion of advertising’s principles with a description of hands-on methods. getAbstract recommends his highly accessible book to marketing executives in any industry and especially to managers of Internet-dependent businesses.

Summary
Consumer Consent
The time it takes a consumer to pay real attention to a message is an increasingly scarce resource amid the Information Age’s glut of material and the modern clutter of advertising. "Permission Marketing" has the advantage of seeking the consumer’s permission to provide marketing information directly by establishing a dialogue or "interactive relationship."
“The Internet is going to change marketing before it changes almost anything else and old marketing will die in its path.”

The process begins when the marketer gains the consumer’s "consent to participate in the selling process." Consumers may give you this permission because they want to learn more about your product or service, or because you offer them a bonus, payment, entertainment or some other benefit for paying attention. You gain the advantage of an attentive customer and you save money. Employing this kind of direct marketing to reach consumers is more cost effective than using the traditional broadcast approach of "Interruption Marketing." This new approach promotes customer loyalty, since your marketing helps you learn more about your consumers and makes it easier for you to give customers what they want.
“The overwhelming clutter in the marketplace has made traditional advertising almost worthless for most marketers.”

Today’s interactive technology makes such a relationship possible, since a company can now carry on individual dialogues with millions of people, using computers, touch-tone telephones or surveys. The result is a more collaborative form of marketing, where the marketer helps the consumer buy from the company, while the consumer helps the marketer sell products and services to those who want them.
Interruption Overload
Before the rise of the factory system and mass media, marketing was personal. People bought from local stores or artisans and developed personal relationships. But once mass production became the norm, a new type of marketing emerged. This sales approach was based on using the media - first print, then radio and TV - to reach a large number of consumers at once. This approach is premised on interruption marketing, since each ad’s effectiveness depends upon interrupting what the individual is reading, viewing or thinking about at that moment.
“As the marketplace for advertising gets more and more cluttered, it becomes increasingly difficult to interrupt the consumer.”

Initially, this mass media approach was very effective in building national and international brands because it reached thousands of consumers at the same time. But, in the past 30 years, the amount of advertising has increased so dramatically that consumers are overloaded. As it became increasingly difficult for any advertising to stand out, advertisers responded by increasing advertising even more, exacerbating the problem. In the effort to stand out, ads have become more noisy, offensive and disruptive, while consumers have become increasingly overwhelmed, turned off and inattentive.
“There is one critical resource that is in chronically short supply. That scarce resource is time. And in light of today’s information glut, that means there’s a vast shortage of attention.”

The mass market is dying for other reasons. The multiplication of media splintered the market into hundreds of different magazines and cable television channels. This growing abundance of niche and specialty markets makes it even more difficult to reach a majority of the population. Other forms of marketing are necessary if you want mass outreach. Many marketers have turned to very expensive alternatives, such as direct mail and promotions.
Why Permission Marketing Works
Permission marketing works better than the traditional interruption marketing because it breaks through the clutter and is less expensive. As a result of having so little time and being faced with so much information and so many buying choices, consumers are increasingly willing to pay for ways to save time. Permission marketing helps consumers save time by giving them the chance to "volunteer to be marketed to." This helps you market your product, because consumers will pay more attention to your advertising message since they have volunteered to read it, see it or listen to it. This also opens the door for marketers to present information more intelligently, since they are freed from dependence upon brief, gimmicky ads that must entertain more than sell in order to hold the consumer’s attention.
“Permission marketing is just like dating. It turns strangers into friends and friends into lifetime customers.”

Permission marketing sets the stage for a "long-term, interactive marketing campaign," in which consumers gain benefits and rewards for paying attention to messages that help them. Consumers want to pay attention and are more likely to respond positively, because these messages meet three key criteria. They are anticipated, personal and relevant.
“The incentive you offer to the customer can range from information, to entertainment, to sweepstakes, to outright payment for the prospect’s attention.”

This approach builds on frequency, since an ad message works better over time. Just a single message, even a great one, doesn’t work as well as a repeated message does, since frequency reinforces the message and builds trust.
Permission marketing is like dating. You are, in effect, dating your customer, building up a relationship in which you continue dating if the first dates go well and you get closer and closer until at some point you create a lifetime relationship, which is like a marriage. This way you move a stranger into becoming an acquaintance, then a friend, then a closer friend, then a customer and finally a lifetime customer, if the relationship continues to go well.
The Five Steps to Customer Relationships
Follow these five key steps to making your relationship with your customer work, much like in a dating relationship. This takes time, but the investment will pay off in the long term.
	Give the prospect a reason to get involved through volunteering.
	Once you have the customers’ attention, tell them more and more about your product or service in a way that keeps them interested and involved.
	Continue to "reinforce the incentive," to keep the customers’ permission to say more.
	Gain increased permission to continue the relationship. Deepen it with more incentives.
	Eventually, use the permission you have gained to get the customer to say, "I’ll buy."

Getting Started 
The permission approach is more expensive in the beginning, since you first must attract the prospect’s attention. But once you have that, the rest of the process can be much less expensive. If you are using the Internet, it can be nearly free. Through using permission to build loyalty, you can sell the satisfied customer even more over the long-term. To start using permission marketing, keep these basic considerations in mind:
	Instead of focusing on how to increase the number of new customers you get, focus on retaining your customers for a longer time and getting more money from each customer. This is the one-on-one marketing approach first recommended by Don Peppers and Martha Rogers in their book The One to One Future.
	Use permission in the beginning stages of the marketing process. Many marketers don’t begin to notice, monitor or interact with people until they become customers or even loyal customers, and that is too late. 
	You want to reach out to people when they are still strangers, turn them into friends, then customers and finally loyal customers.
	In the beginning, focus your advertising on getting permission rather than on making the ultimate sale, particularly in the case of expensive products. For example, the owner of a summer camp advertises to get the customer’s permission to send a video and brochure. Then, he invites the interested customer to learn more by going to a personal meeting where he finally sells them on sending their children to camp for the summer.

Trust and Frequency
Creating and maintaining trust is the key to building customer loyalty and to getting consumers to buy. Such trust means the customer believes in the value of the product and believes that your company will stand behind its products if there is any problem. However, it takes time to build trust. You can’t create trust in a brand or a company in a short time. You have to invest time, money and commitment to build trust. You need advertising today to create the awareness that leads to the familiarity that builds trust tomorrow.
“By focusing media on getting permission instead of making the ultimate sale, marketers are able to get far more out of their expenditures.”

Frequency is the only way to build the familiarity that is crucial to trust. Sometimes advertisers think that it is better to go for a single big ad that has more reach and can attract more prospective consumers. However, that often fails because many consumers may not see a one-shot ad or may forget it or even misunderstand it. You will do much better if you focus on repeating your ad more often, even if it reaches a smaller number of customers. That pattern will build the familiarity and, therefore, the trust you need to gain customer support.
Five Levels of Permission 
As you move customers up the "permission ladder" from "strangers to friends to customers" and then to loyal customers, you are seeking one of five levels - or types - of permission to enable you to do more for the customer. In turn, you must use this permission responsibly, or you could quickly lose it and destroy your relationships with your customers. The five levels are:
	The "intravenous level" - Your consumers trust you so much that you have their permission to make buying decisions for them. For example, the Book of the Month Club selects books for its customers. Another example is the service that delivers a regular grocery shopping order each week or each month. Customers like this since it saves time, but they are allowing the grocery store to select their apples for them.
	The "points permission level" - You give the customer points for buying from you and they can redeem the points for more products. S&H Green Stamps used this approach very successfully. Customers received stamps when they bought merchandise, saved the stamps and used them to buy more merchandise. This is why airlines offer frequent flyer miles. 
	The "personal relationships level" - This depends upon the relationship one person creates with another. The problem with this approach, however, is that it depends on a relationship with a particular person, so if that employee leaves, the customer’s permission can also leave. This one-on-one approach can be very expensive, since it depends on close personal contact, so it is most appropriate for selling expensive, complicated products and services.
	The "brand trust level" - This is based on getting customers to trust a particular brand. This is the approach of traditional interruption marketing, but it is expensive and takes a long time to develop. This method also runs the risk that a brand extension can damage a core brand.
	The "situation level" - This is based on responding to a customer who is in a particular situation, such as when at a counter in your store or calling on your 800 number. Here the front line person’s response is critically important, so you need to invest in proper training.

“Permission marketing is the tool that makes frequency work. If you can get the right to communicate with permission, you’ve just obtained the right to use frequency. And that is the holy grail of marketing.”

Assess the level on which you are appealing to the customer and then endeavor to get the customer’s permission to gain closeness and move to the next level. Recognize that permission marketing is a "process, not a moment," and that it can’t be transferred from one company to another - so don’t sell your customer lists. Also, remember that this permission can be cancelled at any time, such as when your customer becomes angry that you have violated his trust, so if you build trust, you must maintain it, just as in any other relationship.

About the Author
 Seth Godin  is the vice-president of direct marketing for Yahoo!, which purchased Yoyodyne, the company Godin founded. Yoyodyne was the first firm that created promotional and direct mail campaigns on line. Godin’s clients included AT&T, Carter-Wallace, H&R Block, Sprint and hundreds of other companies. He previously worked as a brand manager at Spinnaker Software, which developed the first generation of multimedia products.
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