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Casino Chains Data On Its Gamblers
The article analyses the gamblers data in terms of revenue generation behaviors and habits. It reports the findings of an experiment on gambling and the behaviors of gamblers. The article reports on what motivates people or gamblers to spend more in gambling. Harrah happens to be the main protagonist in the article where she examines the major factors that would get a gambler to come back more often and spend more in gambling. Harrah studies the behaviors of several gamblers in the casino and is able to tailor her marketing to fit the specific factors that would lure that gambler to come back and spend more. For instance, she gives an example of Miss Maranees. After studying her behaviors in her previous participation in previous casinos, she is able to understand what entices her. For example Harrah knows that Miss. Maranees will respond faster to a cash offer. Therefore, in the event Miss Maranees skips a month she could call her with a cash offer to lure her into coming back. Harrah studies that Tina Montgomery a real estate player would be more motivated by a free room. 
In conclusion, what I have taken away from this article is that; Harrah’s study of the previous behaviors by major gamblers has helped Harrah to be able to market the gambling business. It is imperative to note that her method of marketing that involves researching previous behaviors of gamblers has enhanced helped to revolutionize the gambling industry. It has helped in pushing marketing in ways that fit the precise needs of the customers. Understanding what gamblers need or what they would respond fast to will help in luring gamblers to become loyal and to spend even more. 

 Personal Banking Becomes Even More Personal 
This article talks about financial institutions and companies in general that have information about their customers and how they are ready to use that knowledge to their advantage. Per the article, financial institutions can look at a client’s debit card and be able to know how much a person earns, what they are buying and even who they are working for. Financial institutions use this information to tailor their advertisements or the information they give to a client in a manner that relates with the client. For instance, if a customer buys a lot of things from the home improvement store, and the company has that information, it is only logical to call the person and ask them if they need a home equity line. Basically, the institutions and companies are using the information they have about a client to their advantage. 
What I have taken away from this article is that; considering the fact that some banks are hiring data analytic firms to find out more about their customers using the data they already have, it can be understood that what they are doing is strengthening their relationships with their customers. As the article suggests, it would be illogical to sell somebody a product they don’t want. Therefore, they utilize the information they have to tailor their products to fit the preferences of a customer, and equally important to peach the customers with products they would be interested in buying.  I have also learned that the information that companies and financial institutions have can also be used not only in a positive way but also in a creepy way that may attract a debate. 

Hot New Thing At The Mall. 
The subject matter of this article is in regard to customer tracking devices a shopping malls and stores which rise eyebrows when it comes to customer privacy. There are two perspectives of this matter. Retailers perceive it as a way of monitoring shopping behaviors while some clients and other bodies perceive it as intrusion of privacy.  For retailers, he tracking technology helps them to understand how long the customers wait on the line to get served, and what products are likely to be picked frequently than the other. It also helps them to place products strategically in a way that customers are able to locate them easily and shop. When the technologies monitor the waiting times have become longer, the retailer is able to intervene with necessary measures such as encouraging shoppers to shop online so that they do not have to wait for long in the queue.  On the other hand, clients and other bodies perceive this as intrusion of privacy.  They see it as monitoring what a customer buys at a particular time and their shopping behavior in general. 
In conclusion from what the article explains, both perceptions are a debate as it is difficult to prove one right and invalidate the other. Basically, the retailers have their reasons for incorporating the technology in their businesses and can explain n that perspective. On the other hand shoppers and other concerned civilians also have their version of argument. At this point, it becomes difficult to determine which argument or perspective is right and which one is not. However, as long as the buying behavior the retailers claim to be monitoring does not intrude the shoppers privacy, then the technology is good especially if it enhances convenience for shoppers.

