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John McKean : Information Masters: Secrets of the Customer Race  before purchasing it in order to gage whether 
or not it would be worth my time, and all praised Information Masters: Secrets of the Customer Race: 

1 of 1 people found the following review helpful. I have recommended this book for many people, since the 
publication.By Claudia Mendes NoguIt is very useful in now a days when we are talking about "bigdata" using 
"bigtec"This book is very clear to show how to bring the information into the center of company's culture. I read it a 
long time ago and I would like to have it in a kindle version. Recently I read other that is a very good extension for 
that book and both are 5 stars. Secrets of Analytical Leaders - Wayne W. Eckerson - 2012.2 of 2 people found the 
following review helpful. Information, the fuel for customer relationship managementBy A CustomerIsn't it interesting 

http://f3db.com/pub/links.php?id=B001CSPC7U


that few authors of books or articles on customer relationship management effectively address the critical success 
factors of this business philosophy. John McKean knows something that many don't seem to understand: "You can't 
expect a high performance machine to run efficiently on low grade fuel"! Although buying the right technology is 
important (and quite expensive I might add), it's purpose is really to move customer information from where it is to 
where it is needed in time for it to be applied. If that information is difficult to get hold of or the quality is low to begin 
with then any investment in the technology will be undermined (at least to some extent).If you think that technology is 
the answer to building a customer-centric business strategy, read this book because it will give some useful insight into 
what you will be up against. I have no doubt that the leaders in the customer race are already being rewarded for this 
knowledge.This the best book I have read for a long time. I have never scored any book 5 out of 5 but was very 
tempted to do so on this occassion.1 of 1 people found the following review helpful. Taking the horse from behind the 
cartBy Ford PrefectThis book is the best book on business information I have ever read. I refer to it all the time and it 
has the most balanced view of technology and its relevance to business I have ever seen.Its a bit dense and it can be 
heavy going but the book is absolutely worth the effort.Being the best at using business information is the holy grail. 
And it isn't easy and you can't fake it. This book will make you realise how far you have to go.

...Less than five percent of the world's firms achieve the full potential of their customer relationship initiatives.... The 
rest are caught in its paradox... The core message of Information Masters is simply that the frenzied race back to 
customers is being won by those who have developed a broad and deep customer information competency. The 
winners have accomplished this by balancing technology with investments in the predominantly "non-technological" 
determinants of customer information competency - people skills, processes, organization structure, culture, 
leadership, and information itself. "You might think it's lack of technology that accounts for your inability to forge 
stronger, more rational and cohesive relationships with your customers, but John McKean's excellent study shows that 
technology is likely to be the least of your worries. Information competency is the result of the people you have in 
place, the processes they follow, the culture of your firm, and many things other than technology. Don't start your 
journey toward CRM without reading this book!" mdash;Don Peppers, co-author, The One to One Fieldbook: The 
Complete Toolkit for Implementing a 1to1 Marketing Program (Doubleday, 1999) "Managing customer relationships 
is too important to be left to the technologists to figure out. McKean has nailed it when he forces you to consider and 
evaluate the other 'stuff' - people, processes, and culture, and, by the way, the data itself is awfully important." 
mdash;John Peterson, ATT Vice President, Database Marketing "Gaining competitive advantage from information is 
not as much a technological challenge as it is about people, culture, and leadership. John illustrates and quantifies a 
better way to build an information advantage to serve both customers and shareholders." mdash;David Overton, Vice 
President, Merchandise Planning, Sears "Getting closer to customers is a business imperative - but it's all too easy to 
become seduced by the latest technology promises and consultancy mantras. John McKean offers an invaluable insight 
into the real drivers of success which organizations serious about CRM must put in place." mdash;Robert Wyllie, BA 
(Hons) APMI, Group Database Marketing, Scottish Widows "The revolution in information technology is 
undermining many traditional business models and creating untold confusion. But in confusion lies opportunity. 
McKean shows how to see past the mesmerizing advances in computers and communications to create a coherent 
business strategy that draws on both technological and non-technological capabilities." mdash;Professor Erik 
Brynjolfsson, Director of the MIT Program on Electronic Commerce and Marketing, MIT Sloan School of 
Management "One of the greatest business challenges is not the mastery of new technologies, but the creation of a 
culture able to keep pace and grasp the opportunities these technologies present. This is nowhere better illustrated than 
in John McKean's pursuit and exploration of that enigma, the profitable customer, through his book Information 
Masters." mdash;Trevor Dukes, Business Systems, W H Smith "In the first decade of the new millennium, customer 
information competency will be understood as one of the great differentiators between 'great' and 'mediocre' 
organizations; John McKean's book identifies the characteristics of those organizations that possess customer 
information competency and he provides a roadmap for firms seeking to achieve it. For information-based 
organizations, reading this book will not only save needless expense, but it will help improve overall focus, marketing 
productivity, and profit." mdash;James Bauer, Vice President, National Consumer Services, Chase Manhattan Bank 
"McKean's landmark bo

"A book that combines detailed technical and theoretical information, statistics and a fair degree of common-sense 
writing." -- Winning Business, September 2000 From the Inside FlapAs businesses evolve in the new millennium, 
most firms find themselves in a never-ending parade of marketing, service, and loyalty approaches with all the 
enabling technologies, yet still find themselves only marginally closer to their customers. Why? In essence, most firms 
have found that these powerful customer approaches require a customer information competency beyond what they 
currently possess. In response, they have invested over 80% of their customer information investments in technology 
despite the recent evidence that shows technology only determines 10% of a firm's ability to apply its customer 
information. Ninety percent of the determinants are non-technological in nature and receive relatively little 



coordinated investment. These determinants lie in the more difficult areas to address - people skills, processes, 
organization structure, culture, leadership, and information itself. As a result, most firms' customer successes continue 
to be tied to short-term customer initiatives rather than the systemic ability to understand and create customer value 
through a superior customer and operational knowledge. Firms are caught in the perpetual cycle of introducing new 
customer schemes and technology in an attempt to compensate for these underlying weaknesses. Based on research of 
some of the world's most customer-intensive firms, John McKean shows how companies have managed to break out of 
this self-perpetuating cycle to develop an iterative system of customer and operational understanding and value 
creation rather than the cycles of price and promotion schemes. Most have made the break with the guidance and 
leadership of a unique breed of information visionaries whose bravery and vision extended beyond the corporation 
realities of their time. The author documents the tumultuous battles fought to achieve the change and the resulting 
bottom-line payback as they broke free from the legacies of the mass-market culture. They have become the true 
customer masters. They are the Information Masters. They are the Future. While the world is caught in the never-
ending cycle of price wars, loyalty schemes, and promotional battles, a small group of firms have broken from the 
frenzy and focused on developing a long-term approach toward understanding and creating value for customers and 
shareholders simultaneously. What is more intriguing than the results they are achieving is where they have invested in 
customer information competencies and how they have balanced those investments. This book will show you at point-
blank range where and how the masters have placed their bets in the following elements of customer information 
competency: people skills processes organization structure culture leadership information technology The author is 
then able to show us the bottom line benefits for: loyalty marketing profitability customer retention lifetime value 
market share vs. customer share alliances and thus the real benefits of becoming an Information Master.From the Back 
Cover...Less than five percent of the world's firms achieve the full potential of their customer relationship initiatives.... 
The rest are caught in its paradox... The core message of Information Masters is simply that the frenzied race back to 
customers is being won by those who have developed a broad and deep customer information competency. The 
winners have accomplished this by balancing technology with investments in the predominantly "non-technological" 
determinants of customer information competency - people skills, processes, organization structure, culture, 
leadership, and information itself. "You might think it's lack of technology that accounts for your inability to forge 
stronger, more rational and cohesive relationships with your customers, but John McKean's excellent study shows that 
technology is likely to be the least of your worries. Information competency is the result of the people you have in 
place, the processes they follow, the culture of your firm, and many things other than technology. Don't start your 
journey toward CRM without reading this book!" mdash;Don Peppers, co-author, The One to One Fieldbook: The 
Complete Toolkit for Implementing a 1to1 Marketing Program (Doubleday, 1999) "Managing customer relationships 
is too important to be left to the technologists to figure out. McKean has nailed it when he forces you to consider and 
evaluate the other 'stuff' - people, processes, and culture, and, by the way, the data itself is awfully important." 
mdash;John Peterson, ATT Vice President, Database Marketing "Gaining competitive advantage from information is 
not as much a technological challenge as it is about people, culture, and leadership. John illustrates and quantifies a 
better way to build an information advantage to serve both customers and shareholders." mdash;David Overton, Vice 
President, Merchandise Planning, Sears "Getting closer to customers is a business imperative - but it's all too easy to 
become seduced by the latest technology promises and consultancy mantras. John McKean offers an invaluable insight 
into the real drivers of success which organizations serious about CRM must put in place." mdash;Robert Wyllie, BA 
(Hons) APMI, Group Database Marketing, Scottish Widows "The revolution in information technology is 
undermining many traditional business models and creating untold confusion. But in confusion lies opportunity. 
McKean shows how to see past the mesmerizing advances in computers and communications to create a coherent 
business strategy that draws on both technological and non-technological capabilities." mdash;Professor Erik 
Brynjolfsson, Director of the MIT Program on Electronic Commerce and Marketing, MIT Sloan School of 
Management "One of the greatest business challenges is not the mastery of new technologies, but the creation of a 
culture able to keep pace and grasp the opportunities these technologies present. This is nowhere better illustrated than 
in John McKean's pursuit and exploration of that enigma, the profitable customer, through his book Information 
Masters." mdash;Trevor Dukes, Business Systems, W H Smith "In the first decade of the new millennium, customer 
information competency will be understood as one of the great differentiators between 'great' and 'mediocre' 
organizations; John McKean's book identifies the characteristics of those organizations that possess customer 
information competency and he provides a roadmap for firms seeking to achieve it. For information-based 
organizations, reading this book will not only save needless expense, but it will help improve overall focus, marketing 
productivity, and profit." mdash;James Bauer, Vice President, National Consumer Services, Chase Manhattan Bank 
"McKean's landmark book offers the best insights I've seen into our biggest challenges for building profitable 
customer relationships in the digital age . the non-technological ones." mdash;Glen Kaiser, Director of Marketing and 
Information Systems, ATT WorldNet 


