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The first problem is – naturally –
distance. It is no wonder that people
applaud the ‘death of tyranny of
distance’ whenever a new technol-
ogy enables people to get closer.

The second problem is trust –
when we receive information, do
we accept its content – and context
– verbatim, or do we question it?
The third problem is that, once we
have the information in our hands,
we need to be able to query the
source for further information.

Seeing that – as marketers – we
are interested in offering informa-
tion to customers, as well as acquir-
ing information about them, we
should ask ourselves how do we
take advantage of the immense
power of distant-knowledge in
spite of the problems?

Proximity exists when we feel
that our counterpart is present-
irrespective of their actual location.
We fight distance to attain prox-
imity, we strengthen proximity
through presence.

Presence and loyalty

How can we as marketers incor-
porate two-way proximity and
presence elements into our think-
ing? ‘Proximity and presence’ have
another name in marketing, it's
called loyalty.

Loyalty does generate a sense of
proximity – but in order for loyalty
to foster trust, it needs to break the
‘satisfaction’ barrier and become
active. Then, once we have pro-
moted our actively loyal customer
to become an interactive partner –
we will have generated dialogue 
as well.

The following case study is a
good example of the way a 360°
brand view is used to increase
proximity and presence. In the
campaign, traditional advertising
and interactive media were put to
use to drive traffic through to a
central data-acquisition facility.

The model suggested here stip-
ulates that whereas traditional
media reach our target as bulk (‘at
a distance’), it can funnel cus-
tomers through to direct marketing
facilities (‘proximity’) and use the
newly acquired information to seg-
ment respondents into specific
value sub-groups for the purpose of
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In the past, distance

was the bane of sharing

human culture. Yet, dis-

tances were never a bar-

rier to knowledge acqui-

sition. Our ancestors

used a combination of

technology and human

need for adventure to

nullify any disadvantage

caused by distance.

This practice of retrieving
knowledge across vast distances,
follows human culture like a friend-
ly shadow. When technology got
smart enough, it was mobilised to
tackle issues of distance – carriages
helped to transport people and
goods across vast distances, ships
helped with sea-crossings, horses
supported postal communications.

But distance never ceased to be
a barrier until the telegraph and
the telephone were introduced.
Suddenly you could link to other
cities, countries and continents in
electronic speed, undeterred by
hostile terrain or people. The prob-
lem of physical transportation was
solved with the invention and
development of the commercial

aeroplane. These days you can fly
your information across the world –
overnight.

As marketers, we’re dealing
with a system that has two types of
distant-knowledge acquisition –
the first is the information we have
and customers want, and the other
one is customer-related informa-
tion we’re looking for.

Get close to me

Positioned on opposite sides of
the separation model are distance
and proximity. Understandably –
humans favour the latter. Writer
James Glieck said that much of
human experience – such as knowl-
edge and disease – spreads by
proximity.

A sad aspect of the traditional
way of distant-knowledge acquisi-
tion is that, while humans always
needed knowledge and obtained
it, sometimes at great cost, they
couldn’t always trust it, let alone
question it.

Rudy Nadler-Nir

The problem Potential solution

Distance Get closer to customer, generate a sense of proximity

Need Trust Test, confirm & verify all information received – and sent

Need Dialogue Establish a two-way channel, then bolster & support it

Nowhere, man – 
Customers: 

distance, presence and proximity

Drawing the ‘Greenline’ at Old Mutual.
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building an ongoing Customer
Relationship Management (CRM)
strategy (ÔpresenceÕ).
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The campaign was designed to 
do the following:

¥ Generate traffic to the Old
Mutual Direct site Ôthe GreenlineÕ
Old MutualÕs on-line investment
action line.

¥ Use the traffic generated as an
opportunity to acquire Ôseg-
mentableÕ information about par-
ticipants. Additional focus was
put on the cars currently used by

participants Ð make, model, year
and its security features.

¥ ÔMind-topperÕ Ð test and bolster
peopleÕs recall of the OldMutual
on-line investment action lines
toll-free number.

1. The media used

Newspapers and magazines, ra-
dio and television, online banners. 

2. Calls to action

Print: Win a Golf 4 GTi in the Old
Mutual Greenline Competition. Just
complete and return the Entry
Form below. Or call 0860 60 60 60.
ItÕs as simple as that.

Did you buy your car and
household insurance through the
Greenline? Yes? Well, then, no
need for you to call or fill in 
the Entry Form. WeÕve already
entered you in the competition.
Good luck.

TV. How would you like to win a
brand-new Golf 4 GTi? Yes? All you
have to do is enter the Old Mutual
Greenline Competition. You can
enter in the latest ÔYouÕ magazine.
And on our website. And by calling
the Greenline on 0860 60 60 60.
And how about this?

If you bought your car and
household insurance through the
Greenline, no need to call or fill in
an Entry Form. WeÕve already
entered you. Good luck. 

Trawling for response Ôat a distanceÕ.


