
Vast amounts of travel-related
consumer and business data are avail-
able for today's travel marketer.  An
organization's or destination's current
customers or inquirers can provide the
foundation for gaining extensive cus-
tomer intelligence not only in the
areas of demographics but in lifestyles
and behaviors.  By applying predictive
analytics to the available data, mar-
keters can extend their basic under-
standing of customers to meet the
specific needs of their organizations.  

For example, based on what activ-
ities your location offers, you might
find it beneficial to know which cus-

tomers are likely to be interested in
spas and resorts, wilderness adven-
tures, culture and heritage, dining and
nightlife, etc. 

Taken to the next step, the intel-
ligence gained from current customers
can be used to prospect for others who
are virtual clones of your best cus-
tomers.  Many travel and tourism
organizations are beginning to recog-
nize the potential benefits of this type
of predictive marketing.    

One such organization is the Divi-
sion of Travel & Tourism for the state
of Kansas.  The Division is seeking to

accomplish several objectives:

• Establish benchmarks for the
analysis of tourism trends, market-
ing opportunities, threats and
forecasts.

• Define criteria for measuring the
economic impact of tourism.

Getting a targeted message to the
right audience is an increasingly diffi-
cult task for business-to-business mar-
keters.  Many companies sell to all
industries making it difficult to pin-
point a targeted customer base.  Other
challenges (such as locating individu-
als within businesses, locating home
businesses, becoming aware of changes

in customers' organizations and in the
overall marketplace) plus an average
of 15% annual customer churn rate
lead many marketers to database mar-
keting in an effort to increase their
marketing effectiveness. 

Database marketing identifies a
company's best customers and
prospects, and seeks ways to build rela-
tionships while reducing marketing
costs.  In a sense, database marketing
defines the ideals of celebrated econo-
mist, Vilfredo Pareto.  Applied to
business thought, "The Pareto Princi-
ple" or the 80:20 Rule states 20% of a
company's clients will produce 80% of
the annual revenue, while the remain-

ing 80% shows relatively little return
at about 20%.

Investments in marketing solu-
tions are driving many initiatives
across the business landscape.  Many
business-to-business marketers, how-
ever, are wary due to fears of high costs
with low returns and failure in the
implementation in large corporate
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With 20 years of leadership
experience, Terry Berggren,

director of destination marketing
for Ruf, is recognized as a 

marketing expert by 
organizations around the 

country, including the 
Travel Industry Association and

the American Resort 
Development Association. 

Kurtis Ruf is a recognized
authority on database 

marketing and co-author of  
Contemporary Database 
Marketing: Concepts and 
Applications.  This book

offers powerful, cutting-edge
information and training tools
for students and practitioners

of database marketing. 
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cultures.  Marketing through standard
business demographics (such as annu-
al sales amount, business type,
employee size, or SIC code) is no
longer sufficient for business-to-busi-
ness marketers seeking the top 20% of
customers who yield 80% return. 

Business clusters are statistical
tools that have generated significantly
improved results in business-to-busi-
ness database marketing.  Clusters cre-
ate flexible, immediate, actionable
segmentation for any measurable
objective.  Customers are assigned to
clusters that share similar characteris-
tics across a national range of demo-
graphic and purchase behavior
variables.  When combined with busi-
ness demographics and econometric
footprints, business clusters produce
highly accurate and fast results at a
fraction of the price of other custom
segmenting techniques.  

Econometric footprints are created
using economic data from the U.S.
Department of Commerce.  The vast
array of data elements collected is com-
bined with thousands of demographic
variables from U.S businesses to form an
understanding of how businesses' behav-
iors are affected by the surrounding area
economics.

Business clusters, using tools such
as econometric footprints, enable a
marketer to go beyond standard busi-
ness demographics as descriptive or
predictive elements.  The result is that
business clusters allow a business to be
uniquely defined from a tremendous
amount of data, including growth
rates, labor access, crime rate, etc.  It
measures the impact of dollars spent
in a specific market and how that dol-
lar will flow through the economy.  

This is one of the advantages busi-
ness clusters offer over SIC segmenta-
tion.  For example, one manufacturer
in Manhattan can be completely dif-
ferent than another in Montgomery
but still have the same surface demo-
graphics and SIC.  The Manhattan
business may use outside vendors for
some material processing while the
Montgomery business may do all pro-
cessing onsite.  Clusters go beyond
SIC codes and differentiate between
two similar businesses in the same
approximate location by comparing
their differences to the universe of
businesses.

Business-to-business cluster analysis
can help marketers maximize the return
on their investment by defining that
ever-powerful, top-producing 20%.  
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Please direct questions or comments regarding
The Marketing Compass to:
solutions@ruf.com
1533 East Spruce  Olathe, KS 66061
Phone (913) 782-8544
Fax (913) 782-0150

Or visit our website at:

hhttttpp::////wwwwww..rruuff..ccoomm
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Ruf Strategic Solutions delivers a full suite of marketing and business intelligence solutions designed to help organizations
acquire new customers, retain existing customers, and develop one-to-one relationships to maximize profitability.  Found-
ed in 1976, Ruf Strategic Solutions has been helping organizations maximize the return on their marketing investment
through superior customer intelligence.  Ruf's unique ability to integrate vast arrays of data, technology tools, and over 25
years of expertise empowers organizations with truly actionable and measurable intelligence.  
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Ruf Strategic Solutions®, in part-
nership with Experian, has released a
major upgrade (version 5.0) to its Smart
Targeting Toolssm product set.  Smart Tar-
geting Tools is an integrated suite of con-
sumer segmentation, list selection,
profiling, and lifestyle analysis products. 

Aside from the most visible change
- more than doubling the number of
Smart TargetsPlussm lifestyle list selectors
- the core segmentation process was

redesigned completely. The resulting
Smart products will allow Ruf’s and
Experian’s customers to more precisely
differentiate between consumer house-
holds.

Via the alliance between Ruf and
Experian, INSOURCE household data
is incorporated directly into Smart
Householdsm clusters. And, as a result,
virtually every household in
INSOURCE is classified, providing both

organizations with an exclusive and
comprehensive targeting solution.

Eric Ruf is the chief 
operating officer for Ruf.  He
is responsible for directing

product development, 
fulfillment and corporate

management.  His analytical
expertise and marketing

savvy have served to make
him an acknowledged leader

in database marketing. 
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• Track the impact of marketing
efforts on Kansas' tourism.

• Produce analytical reports to
secure funding for future tourism
marketing.

• Improve targeted marketing
efforts through a better under-
standing of Kansas' travelers and
prospects. 

• Create the mechanisms for real-
time, online access and reporting
for industry partners and key deci-
sion makers.

Utilizing the state's historical
inquiry data, the Division has acquired
a detailed profile of those people
expressing an interest in tourism with-
in Kansas.  This profile is being used to
enhance completed primary research.
In addition, by integrating the profile
with their online inquiry repository,
the Division will be able to:

• Isolate key lifestyles and demo-
graphics.

• Identify audience segments previ-

ously unknown.

• Target current inquirers as well as
prospective travelers with cus-
tomized communications using
the best reaching media.

Another state organization using
predictive analytics to enhance their
marketing is the Missouri Division of
Tourism (MDT).   Working closely
with other vendor agencies, the MDT
hopes to accomplish the following
objectives:

• Create a composite database of
responses from the state's various
sources.

• Gain better measurement and
understanding of the effects of
tourism advertising for Missouri.

• Provide better accountability with
increased accuracy and timeliness.

• Produce meaningful projections
and identify patterns for enhanced
marketing campaigns. 

• Increase focus and consistency for
a better marketing investment
return.

The MDT is building its data
warehouse from two years' worth of

inquiry records the state has accumu-
lated - some 800,000+ records.  This
data warehouse will have regular
updates from various collection points
from Missouri and its vendors.  The
MDT and their ad agencies of record
will have online access, via a cus-
tomized dashboard, for ad hoc cam-
paign measurement reports as well as
standard response summary reports
and charts.  

Ruf offers one of the most com-
prehensive marketing solutions avail-
able today for the travel industry -
TRAVELYTICSsm.  TRAVELYTICS combines
predictive analytics with Ruf's exten-
sive travel data empowering travel mar-
keters to discover, acquire and retain
customers through one integrated solu-
tion designed specifically to meet the
unique needs of their industry.  

TRAVELYTICS is built using Ruf's
consumer database of over 115 million
households.  In addition to hundreds
of demographic and psychographic
traits, the database includes propensi-
ties on 2,000 scientifically developed
lifestyles with over 240 unique travel
behaviors.  The various components
of TRAVELYTICS include a dynamic
data warehouse capable of integrating
data from multiple sources (such as
fulfillment and call centers), access to
Ruf's proprietary data analysis tools,
online CRM (customer relationship
management) through a customizable
digital dashboard, and targeted lists
selected by client-specified criteria.  

Ruf's goal is to help travel mar-
keters understand how to make their
marketing efforts more effective and
achieve new heights of success.  
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EEmmppoowweerreedd  wwiitthh  PPrreeddiiccttiivvee  AAnnaallyyttiiccss  ccoonnttiinnuueedd  ffrroomm  ppaaggee  11

““BBaasseedd  oonn  wwhhaatt  wwee  hhaavvee  sseeeenn
ssoo  ffaarr,,  wwee  sshhoouulldd  bbee  aabbllee  ttoo

pprroovviiddee  oouurr  ssttaattee  ddeessttiinnaattiioonnss
wwiitthh  mmaarrkkeettiinngg  iinntteelllliiggeennccee

uunnlliikkee  aannyy  wwee''vvee  hhaadd  aacccceessss  ttoo
bbeeffoorree..    TThhee  wweebb  ppoorrttaall  aalllloowwss
uuss  aanndd  oouurr  ppaarrttnneerrss  aacccceessss  ttoo

rreeaall--ttiimmee  nnuummbbeerrss,,  bbeenncchhmmaarrkkss
aanndd  mmaarrkkeett  iinntteelllliiggeennccee

rreeppoorrttss,,  ccrreeaattiinngg  aa  ssttrroonngg  aanndd
aaccttiioonnaabbllee  sseennssee  ooff  ppaarrttnneerrsshhiipp
ssuurrrroouunnddiinngg  tthhiiss  vveerryy  ccrriittiiccaall

rreesseeaarrcchh  aaccttiivviittyy..””

——  SSccootttt  AAlllleeggrruuccccii,,  
ddiirreeccttoorr  ooff  tthhee  TTrraavveell  &&  TToouurriissmm  

DDiivviissiioonn  ffoorr  KKaannssaass

““TThhee  iinniittiiaall  iinn--ddeepptthh  aannaallyyssiiss  ooff
oouurr  ccuurrrreenntt  ddaattaabbaassee  aadd  ccooddiinngg

aanndd  ddiissccoovveerryy  ooff  iinnccoonnssiisstteenncciieess
aanndd  mmiissssiinngg  ccooddeess  wwiillll  mmaakkee  aa

hhuuggee  ddiiffffeerreennccee  iinn  oouurr  rreeppoorrttiinngg  
aaccccuurraaccyy..    YYeess,,  tthhiiss  aallll  ttaakkeess
ttiimmee  bbuutt  wwee  bbeelliieevvee  tthhee  eenndd

rreessuulltt  iiss  ggooiinngg  ttoo  bbee  ffaarr  ssuuppeerriioorr
ttoo  aannyytthhiinngg  wwee  hhaavvee  nnooww..””

——  DDeeee  AAnnnn  MMccKKiinnnneeyy,,  
rreesseeaarrcchh  ddiirreeccttoorr  ffoorr  tthhee  

MMiissssoouurrii  DDiivviissiioonn  ooff  TToouurriissmm
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What’s New at ruf
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JJoohhnn  PPaauull  RRuuff has been hired at Ruf as a data-
base analyst.  He is responsible for data processing,
analysis and reporting for various database projects.
John previously interned at Ruf and recently grad-
uated with a bachelor’s degree in computer science
from the University of Missouri-Kansas City.

WWiilllliiaamm  RRoobbeerrttss has joined Ruf as a database
administrator and systems analyst.  He is responsible
for account management of various NAVIGATORsm

customers.  Bill brings over 13 years of IT software
development and 7 years of team/project leadership
experience to Ruf. He is a certified Microsoft profes-
sional in database design and implementation, and
holds an associate of science degree from the KCKS
Community College.

BBrrooookk  MMiilllleerr has joined the company as a client
services representative.  She acts as liaison between
Ruf’s clients, database analysts and marketing
managers.  She assists with the management of
clients’ jobs and provides administrative support to
the sales team as needed.  Brook has several years
of sales experience and holds a bachelor of science
and a bachelor of arts in marketing from the Uni-
versity of Nebraska-Lincoln.

TTaalliiyyaa  WWrriigghhtt has been hired as a database mar-
keting analyst.  She is responsible for database
management as well as data processing, analysis
and reporting for various database marketing proj-
ects.   She comes to Ruf with several years of data
analysis and technical support experience.  Taliya
has a bachelor of science degree from Central Mis-
souri State University and is currently pursuing her
MBA at Webster University.

wwwwww..rruuff..ccoomm 11--880000--882299--88554444

Smart Households allow marketers
to target the specific mailboxes, tele-
phone lines, or e-mail accounts that
match their targeting needs - unlike
competitive clusters that treat every
household in a census block group or
ZIP+4 area the same.  With version 5.0,
the number of distinct Smart House-
holds has been increased to 144 seg-
ments (from 112 in the prior version),
which makes for the most powerful and
accurate cluster segmentation analysis
available today.  

Version 5.0 offers over 1,900
detailed Smart TargetsPlus selections -
more than twice as many as previously
available.  In addition, marketers can
select from over 50 categories, including
travel, media, catalog purchases, online
behaviors, sports & fitness, and many

more.  All of the Smart TargetsPlus
lifestyle and behavior propensity models
are built using the Simmons National
Consumer Survey.

Other components of version 5.0 are
Smart Targetssm and Smart Neighbor-
hoodssm.  Smart Targets provides broader
list selectors and is very useful for cate-

gorical list testing.  Smart Neighbor-
hoods offers marketers an alternative dis-
tribution tactic and area-level
segmentation analysis. These are ZIP+4
level geo-demographic clusters with 66
distinct consumer clusters.  These prod-
ucts are linked, just like Smart House-
holds, to all of the over 1,900 behavior
propensity models.

The array of cluster and list selection
solutions in Smart Targeting Tools pro-
vides marketers with the means to
address virtually any marketing objec-
tive.  For most marketers, the straightfor-
ward applications of the basic Smart
products will provide the solutions they
need.  In instances where a custom appli-
cation is needed, however, creative cus-
tomization is readily available in order to
meet any unique needs.  
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““TThhiiss  iiss  tthhee  mmoosstt  ssiiggnniiffiiccaanntt
eevvoolluuttiioonn  ffoorr  SSmmaarrtt  TTaarrggeettiinngg
TToooollss  iinn  tthhee  tteenn--yyeeaarr  hhiissttoorryy  ooff
tthhee  pprroodduucctt..    IItt  rreepprreesseennttss  tthhee

rreelleeaassee  ooff  tthhee  mmoosstt  pprreecciissee,,
ddeettaaiilleedd,,  aanndd  ttrruullyy  hhoouusseehhoolldd--
lleevveell  ccoonnssuummeerr  sseeggmmeennttaattiioonn
ssyysstteemm  aavvaaiillaabbllee  aannyywwhheerree..””

——  EErriicc  RRuuff,,  
CCOOOO  ffoorr  RRuuff  SSttrraatteeggiicc  SSoolluuttiioonnss  

NNeeww  FFaacceess  BBrriinngg  NNeeww  SSttrreennggtthhss
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IInn  aaddddiittiioonn  ttoo  nneeww  ffaacceess,,  RRuuff  hhaass  aaddddeedd  nneeww  cclliieennttss  ..  ..  ..
Both Delta Queen (www.deltaqueen.com) and the Orlando
CVB (www.orlandoinfo.com) have signed long-term con-
tracts with Ruf for our online CRM service — NAVIGATOR,
which will empower these clients to monitor, measure and
track their marketing effectiveness.  Read more about both in
upcoming newsletters!

IInntteerreesstteedd  iinn  wwoorrkkiinngg  aatt  RRuuff??  Positions currently available
include: National CRM sales developer and database marketing
analyst.  For more information, visit wwwwww..rruuff..ccoomm//wwoorrkk..hhttmmll.


