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What does the current UK market look like?

• 70% of UK households had internet access in 2009 *

What does the current UK market look like?

70% of UK households had internet access in 2009 

• 67% of customers view products online before p
purchasing in store **
Only 2% of young shoppers (18 – 24 yrs) use a store 

l ***alone ***

• Solus e mail accounted for £2m of total UK online • Solus e-mail accounted for £2m of total UK online 
ad spend, with a 0.1% share of the market.****

•Source: Office for National Statistics 
** Source: Verdict e-Retail 2009 Sou ce: e d c  e e a  009
*** Source: 9th Annual Home Shopping Tracker from Royal Mail 
**** Source: Internet Advertising Bureau H1 2009 Fact Sheet, October 2009 



Benefits of email marketingBenefits of email marketing

• Cost effective

• Speed offers short time to market• Speed - offers short time to market

• Personalised & targeted content

• Measurable 

• Easy element to integrate into a campaign

• Viral – easy for users to share and distribute content

• Most widely used form of online communicationMost widely used form of online communication



The Westfield Data JourneyThe Westfield Data Journey

20082008

- Finding our feet

2009

- Driving the numbers

2010

- Personalisation

2011

- Advanced eCRM



Driving The Data Agenda Driving The Data Agenda 

• Data capture and developing a deeper 
understanding of customers is promoted by senior 
management

• Yearly Business Plan per centre includes data 
capture targets 

• Concierge teams at each centre briefed with 
d t  t tdata context



Westfield Data SourcesWestfield Data Sources

Portfolio data sources:

- Website 
- Touch screensouc  sc ee s
- WiFi
- Gift CardGift Card
- Concierge services – centre based
- Tactical campaignsTactical campaigns
- Third party partnerships



Data Protection Act 1998

The Data Protection Act covers two angles:

Data Protection Act 1998

The Data Protection Act covers two angles:
1. A framework to ensure that personal information is handled properly by 
companies
2. Gives individuals the right to know what information is held about them. 

Anyone who processes personal information is required to comply with the 8 
principles:p p

• Fairly and lawfully processed 
• Processed for limited purposes 
• Adequate  relevant and not excessive • Adequate, relevant and not excessive 
• Accurate and up to date 
• Not kept for longer than is necessary 
• Processed in line with your rights y g
• Secure 
• Not transferred to other countries without adequate protection 

Source: Information Commissioner’s Office 



Putting the law into practice at centre levelPutting the law into practice at centre level

• Secure internal processes – no loopholes for abuse

• Data processes are internally audited

• Data should be locked away in a location with 
limited accesslimited access
Held for 6 months or scanned onto DVD and held 
for longerg



What data fields are important to capture?What data fields are important to capture?

20082008

- Finding our feet

2009

- Driving the numbers

1. Email address

2. First name

3 Postcode

2010

3. Postcode

4.     Gender

5       Interests
- Personalisation

2011

5.      Interests

- Advanced eCRM



Process Data DatabaseProcess – Data – Database

St d d d t  Standard data 
fields template 

Data collected 
digitally automated

Data collected in 
centre digitally automatedcentre 

Audited & 
recorded 

CRM database 



Email platform

All  ti  f t  t l t  di  t  

Email platform

• Allows creation of master templates according to 
brand guidelines

• Dynamic content 
- personalisation

article relevance- article relevance

• Current segmentation:Current segmentation:
– Kids
– Luxury
– Male/ female
– Interests



Westfield Email ExamplesWestfield Email Examples

The Village, 
Westfield 
LondonLondon

Westfield 
London



Email reportingEmail reporting
Reporting – see what content is working in real time – open rates & 

li k th h t

Open rates

click-through rates.

• In the UK, weekends & evenings 
are the most popular times to 
check personal emails (before 
10  d ft  6 ) *10am and after 6pm).*

• Retail email, has an average 
open rate of just 13.4% * *

Click-through rates
• Reasons respondents don’t Reasons respondents don t 

interact with an email:*
– Offers not attractive enough (46%)
– Security 43%
– Emails too long 26%

* Source: eConsultancy. February 2010
** Source: Epsilon International via eConsultancy Blog, June 2009



ContentContent

Reality: your consumer emails fight for cut through 
in an inbox full of many emails from numerous 
i d t iindustries

• Use strong, eye catching imagery
• Retailer led content works best
• Provide exclusive offers and opportunities to 

encourage your database to stay with you and 
use for capturing further informationuse for capturing further information

• Develop regular email features 



Cost reductions Example of Westfield KidsCost reductions – Example of Westfield Kids

Hard copy mailer Email

Cost per mailer =    32p

Cost per email = 2p



Useful Sources of InformationUseful Sources of Information

• Marketing Sherpa
• eConsultancy
• IDM
• Data Strategygy
• Information Commissioner’s Office



Questions?Questions?


